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We’re counting as fast as we can,
but our ads just can’t keep up
with our numbers.

¢ 4 million subscribers added in the last 90 days
Commitments from all of the top 30 MSOs
35 million subs guaranteed by 1997

1 million phone calls, computer messages and faxes
received from viewers in the past 10 months

14 hours of live, original, interactive programming daily

Thank you to our affiliates, for being there when it counts.

AMERICA'S

TALKING

A new form of news.

A Service of NBC 'R
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TOP OF THE WEEK

CBS changes demo strategy CBS Chairman Larry Tisch’s pledge to affiliates to allow CBS/Broad-
cast Group President Peter Lund a free hand went a long way at last week’s affiliate meeting to assuage

their markets. / 8

station executives’ concerns about the network’s future. Lund told
affiliates that CBS would join the other networks in programing
and selling to the desirable 18-49-year-old demographic. / 6

As LMAs grow, so do concemns The number of television
local marketing agreements totals at least three dozen, including
10 LMAs in the top 30 markets. Last week, advertisers joined the
chorus of those expressing concern about the practice, citing the
potential of LMAs to artificially raise the price of advertising in

Prime time upfront explodes Some network sales heads
were taken aback last week by the prime time upfront spending
splurge: This year’s market could hit a record $5.3 billion. / 9

FCC Chairman Reed Hundt takes alm at Com-
missioner James Quello in an e-mail message
urging commissioners “to respect our deci-
sion-making process by not conducting or
revealing that process in the media.” / 12

COVER STORY: ADVERTISING & MARKETING

The promotion man’s
promotion man

Steve Sohmer has been called the
B P.T. Barnum of TV promotion,
having made a career of getting
' NBC, CBS and now his own
clients “into the tent.” Cover photo
by Doug Mazell/Black Star / 15

priorly L
do | get

Syndicators ready

for fall, PROMAX
Syndicators will be at PROMAX
in Washington this week to help stations deliver on
tomorrow’s shows. The syndicators to be represented
include Warner Bros., King World and Turner. / 17

PROGRAMING

Stolley replaces Nuell at ‘Extra’

David Nuell has resigned from day-to-day supervision
of Extra—The Entertainment Magazine, to be replaced
by a founding editor of People, Richard Stolley. / 22

CABLE

USA commits millions to originals
USA Network is earmarking $140 million for a 1995-
96 original programing schedule that includes a new

Saturday night comedy block featuring shows from
John Landis and Brandon Tartikoff. / 24

CBS works on retrans plan

Nearly two years after broadcasters gained the right to

compensation from cable system operators for carriage
of their signals, CBS has yet to come up with a retrans-
mission-consent deal. / 25

WASHINGTON
Proposed demise of FCC dismissed

Broadcasters and cable operators may be pushing for
deregulation, but they’re not ready to abolish the FCC,
as a report from the conservative Progress & Freedom
Foundation recommends. / 35

TECHNOLOGY
Building a better HDTV

Although they hope to recommend a standard this fall,
HDTYV standard-setters say there is room for improve-
ment in the new television system. / 37

TELEMEDIA WEEK

CBS expands affiliate Web sites

At least two dozen CBS affili- gl i T
ates will have created Internet
sites by the end of the sum-
mer. The network is working
with an Internet service
provider owned by Landmark
Communications, which owns
several CBS affiliates as well

‘Nile: Passage to Egypt’ is
being offered by Discovery
as The Weather Channel. / 28 Channel Muitimedia. / 28
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Tisch, CBS affiliates rally around Lund

Network embraces 18-49-year-olds , looks for younger correspondents to work with Rather

By Steve Coe

he CBS affiliates meeting last
Tweek, expected to be an angry,

contentious encounter between
station executives and network offi-
cials, was generally calm—mainly
because CBS Chairman Larry Tisch
heeded the request of one affiliate.

Tisch took the advice of CBS Af-
filiate Board Chairman Ralph Gab-
bard and attended the Los Angeles
meeting to reassure affiliates and give
new CBS/Broadcast Group President
Peter Lund a vote of confidence.

“1 told him how critical it was that
he be here,” said Gabbard. “l asked
him if he would give total autonomy
to Peter Lund and stand back and
allow him to make whatever changes
are necessary. He said absolutely, and
yesterday [Wednesday] he went on
record with the affiliates and said so0.”

“I was able to rearrange some com-
mitments I had back East so I could get
here,” said Tisch. “but I was always

| going to be here. It was

just a question of when.”

Tisch also said the
affiliates did not ask
about the long-rumored
sale of CBS. “There is no
sale. and they know
there is no sale.”

The network came
into the meeting with
problems nearly across-
the-board, including an
aging prime time lineup,
a disastrous February
and May sweeps, and a
highly publicized sack-
ing of CBS Evening News co-anchor
Connie Chung.

Tisch’s pledge to give Lund a free
hand went a long way to assuage con-
cerns by station executives. Tisch
“understands he needs a broadcaster
to run the network,” said Gabbard. It’s
no different than what Jack Welch
[chairman, General Electric] is doing

future,” said the other, “call (310) FOX-3507"—the number of the office of
Adam Ware, Fox's executive vice president, network distribution, CBS offi-
cials and affiliates were not amused. “I thought we were in the business of |
gentlemen, and I've always tried to conduct CBS that way, but | can’t
account for everyone,” CBS Chairman Larry Tisch said. One affiliate put it
this way: “The great thing about this business is that you can always count
on someone to be low-class and cheesy.”

Hot air?

As if CBS didn't have
enough problems to con-
tend with as its affiliates
met last week in Los
Angeles, Fox took the
opportunity on Wednes-
day to heap a little more
grief on the beleaguered
network. CBS executives
were greeted by a Fox
attempt to seduce their
affiliates with two 35-foot

ing the hotel where the
meeting was taking place.

“Fox beats CBS, adults
18-49," read one. “For a

—SC

helium-filled balloons fac- |

Affiliates are confident
Peter Lund can solve
some of CBS’s problems

with Bob Wright [NBC
chairman] and Neil Braun
[president, NBC TV].”

*As jong as Peter Lund
is running the network,
everybody will feel just
fine about things,” said
another affiliate.

In his presentation,
Lund said CBS would
join the ranks of the
other networks in pro-
graming and selling to
the desirable 18-49-year-
old demographic.

“Qur new programs
signal a clear response to your needs
with younger demographics and a
continued emphasis on the lead-ins to
your late news. CBS is going off the
household standard. We’re not going
to be measuring a category called
fruit salad when all anyone really
cares about is apples and oranges.”

But he also said the network would
not be abandoning older viewers.
“We need to continue to appeal to the
broadest possible audience,” he said.

Lund’s declaration about the net-
work’s new demographic target was
well received by affiliates. *We’ve got
to go that way 10 sell the advertising.”
said Gabbard.

“We've got to get out of the 1970s
thinking and into the 1990s,” said
Gabbard. “There wasn’t leadership,
which is why we were the last to adopt
the 18-49-year-old target. [Howard]
Stringer is a wonderful man but he’s
not a broadcaster—he’s a newsman.
Peter [Lund] has run stations, he’s
decisive and he’s putting the right
people and pieces in the right places.”

On Friday, Eric Ober, president,
CBS News, told affiliates they could
expect to see major correspondent
moves in the coming months, featur-
1ng younger reporlers.

Revamped news will be “built
around” evening news anchor Dan
Rather, Ober said. The network has
no plans to replace Rather, he said,
bui will consider succession. @
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EoitoR: Many Americans are unhappy with the violent
content of certain movies. Chronic violence is devastating
our country; no one is spared and everyone ought to be
concerned. To the degree the media glorify and contribute
to that violence, they must (and in many respects they do)
acknowledge that responsibility. Major strides have been
made in this area in the last year alone.

But television, far more than movies, plays an
important role in developing the characters of
our children. Hollywood, networks and other pro-
ducers of television fare should (and in many
respects do) acknowledge their important roie in
shaping the attitudes, sensibilities and behavior
of the next generation of Americans. And some
television, like some movies, is too vioient,

This is one of the principal reasons why par-
ents and responsible adults need to be able to
turn the TV channel to children’s educational television.
Educational television is valuable in part simply because
it does not contain violence. And it has been proved that
educational television can also greatly improve learning
skills in young children. Furthermore, given the tragic fact
that 25% of our children live in poverty, we all should
want educational television to be delivered free, over the
air, to all Americans.

The ultimate responsibility for what our children watch
on television must be borne by a partnership between the
television industry and parents. The industry must provide
parents an alternative to shows with inappropriate con-
tent—namely, educational programing specifically geared
to their needs and interests. Parents must select those
shows. The cure requires our coming up with solutions
and not just settling for finger-pointing and blame-shifting.

A crucial opportunity to form that partnership is coming
up in a familiar forum: the tiny but intrepid Federal Com-
munications Commission. | refer to the opportunity to
comment on our proposed rules implementing the Chil-
dren’s Television Act of 1990. We solicit constructive and
positive views on the following ideas, among others:

0 Why shouldn’t broadcasters give parents more clues

An Open Letter from FCC Chairman Reed Hundt

about how to find children’s educational and information-
al television in the blizzard of commercial programing that
comes over the air in today’s competitive TV markets?

0O Why shouldn’t we resolve the issue of defining edu-
cational kidvid by in effect adopting the broadcasters’
own definition, labeled by the industry as “FCC-friendly”
but more appropriately “kid-friendly?”

0 Why shouldn’t broadcasters assure par-
ents that in each market each station will deliv-
er or sponsor at ieast three to five hours of “*kid-
friendly” television a week? Given that broad-
casters seek, and have a deserving claim on,
free new swatches of spectrum for digital
broadcast, why shouldn't they deliver kidvid as
a kind of “rent” that is paid in-kind for the new
spectrum?

0 To mitigate the financial burden on broad-
casters for this public service, why shouldn’t broadcast-
ers in each market be able to meet together and decide
when “kid-friendly” television will be shown and who will
show it?

Parents and responsible adults have the ultimate
responsibility to protect their young children from inappro-
priate bocks, magazines, music, films, radio and TV. But
broadcasters can help by making sure that parents have
choices of appropriate television that in fact educates chil-
dren and by giving parents tools to exercise those choices.

| welcome any and all comments on this subject, by e-
mail, postal mail, or hand delivery, referencing Docket
No. 93-48.

Sincerely yours,

Reed Hundt

rhundt@fce.gov

Editor’s note: At the request of the broadcasting industry, the
FCC last week extended the deadline for formal comments on
its children’s TV rulemaking from June 16 to Sept. 14.

Dole again attacks TV violence

But senator says he won't seek a legislative remedy

By Kim McAvoy

enate Majority Leader Bob
SDole (R-Kan.) last week told
CBS affiliates that he has no
interest in regulating TV programing.
The senator made clear that he is
not in favor of censorship, but expects
the industry to take a leadership role
in curbing the amount of sex and vio-
lence on the airwaves, according to a
source who attended the meeting.
Dole, who is running for president,
was interviewed via satellite by CBS
news anchor Dan Rather at the affili-

ates’ annual meeting in Los Angeles.

At a Hollywood fund-raiser earlier
last week, Dole lambasted the enter-
tainment industry for “bombarding our
children with destructive messages of
casual violence and even more casual
sex.” It was the second time since Dole
hit the campaign trail that he has
attacked the entertainment industry.

“We must hold Hollywood and the
entire entertainment industry ac-
countable for putting profits ahead of
common decency,” Dole said.

And he urged leaders in the enter-

tainment industry to think about
America’s children. “Movies and
music do not make children into mur-
derers. But a numbing exposure to
graphic violence and immorality
does steal away innocence, smother-
ing our instinct for outrage.”

This time, Dole singled out Time
Warner for producing rap records.
“You have sold your souls, but must
you debase our nation and threaten
our children as well?”

Although Dole said he does not
intend to legislate in this area, some
industry lobbyists think his remarks
may help advance congressional
efforts to curb TV violence.

“Anytime the leader talks, people
have to pay attention,” one Senate
aide said. =
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As LMAs grow,
“so do concerns

Advertisers worry that if practice
spreads to TV, ad prices may be hurt
By Steve McClellan

Ithough the prospects for passage of a

sweeping telecommunications-reform

bill are uncertain, de facto television
duopoly is a growing fact of life. And not
everybody is happy about it.

The number of tocal television murketing
agreements, where one operaior manages two
stations in a market, now stands at at Icast
three dozen, including 10 in the top 30 mar-
kets, according to a list compiled by Petry
Television (see chart).

The legitimacy of such arrangements has
been controversial from the start. Some

broadcasters have said that the limited oppor- |

tunities within a market to do LMAs give an
unfair competitive advantage to those that
manage to cut deals. But those in the LMA
business say their actions have prevented stu-
tions from going dark.

Last week, advertisers joined the chorus of
those expressing concern, citing the potential
ol LMA practitioners 1o artificially raise the
price of advertising in markets where they
control more than one station.

“It is a very serious concern,” says Allen
Banks, executive vice president, Saatchi &
Saatchi, the New York-based ad agency.

*»”

“There already have been some examples of |

abuse in radio,” where duopolies have been
allowed for several years. He cites the case of
Infinity Broadcasting, which he says told
advertising agencies seeking guaranteed lev-
els of radio listnership that the company
wouldn’t deal with them. “Clearly that was an
abuse” of duopoly power, Banks says.

And Banks says that the potential for abusc
on the television side of duopoly is worse
because there are fcwer local TV stations than
radio stations. If regulators do authorize TV
duopoly, he says, “some safeguards have to be
kept in place” to insure that market forces dic-
tate the prices of advertising. Otherwise, he
says, owners controlling the inventory on two
stations in a market could artificially raise
rates.

But Lowry Mays, president of Clear Chan-
nel Communications with TV LMAs in four
markets, dismisses such talk. “That theory
won’t hold because the advertiser has the abil-
ity to buy around any media,” he argues. “If

I TOP OF THE WEEK

Market
Dallas-Fort Worth

. Cleveland
Pitishurgh
- -Phoenix*

Griando-Daytona Beach*
Baltimore

Hartford-New Haven, Conn.

Charlotte, N.C.
‘Milwaukee

Raleigh-Durham, M.C.

.Columbus, Ohio

Grand Raplds, Mich:

T

Norfolk, Va.*
Memphis
- West Palm Beach, Fla.
Greensharo-High Point-
Winston Salem, N.C.*
. Albuguertdue, N.M.*
Louisville
Jacksonville, Fla*
Fresno-Visalia, Calif.

 Little Rock-Pine Bluff, Ark,

Tulsa, Okla.

Austin, Tex.*

Honalulu

Green Bay-Appleton: Wis.
Omaha*

Tucson

Fott Myers-Naples, Fla.
Johnstown-Altoona, Pa.

Lincaln-Hastings. Neb.

-Columbus-Tupela, Miss.
Duluth-Superior, Wis.
Victoria, Tex.

Sacramento-Stockton, Calif,

Mobile, Ala.-Pensacola, Fla.

Florence-Myrile Beach, S.C.

It’s an LMA world

Rank
{DMA)

8

13
17
19

22
23
26

28
29
32

34

40
42
45

49

55
57
58
59
6+

69
70
74
81
89

101
127
132
134

207

KVCT
“LMA pending tMonday-Sunday/7a.m~1a.m.

HH share

Station  Affiliation Owner [Feb, '95)!
KDFwW CBS New World 14
KDFI Ing. Dallas Medta investors 4
KXAS NBC 13
KXTX Ind./WB KXTX Inc. 25
woIo cBS Malrite Comms. 10
WUAB Ind JUPN Canneth Comms. 8
WPGH Fox Sinclair Broadcast Group 6
WPTT Ind.JUPN Glencaim 2
KTVK Ind./WB Media America 13
KASW Ind. Sians on summer ‘95 —
KCRA-TV NBC Kelly Broadcasting 1%
KQCA Ind /JUPN GE/Capital Corp./Peqasus Broadcast 5
WFTV ABC Cox 20
WZWY Ind. Reese Assac. Lid. =
WBFF Fox Sinclair 9
WNUV Ind /JUPN Abry Comms. 8
wvIT NBC Viiacom "
WTXX ind/WB Counterpoint Comms. 2
WTNH ABC LIN 15
WTVU Ind./WB K-W TV -—
WJzY ind./UPN Capitol Broadcasting 6
WFVT Ind./WB Family 55 2
WCGY Ind./UPN Sinclair 8
WVTV Ind. Gaviord Broadcasting 3
WLFL Fox Sinclair 8
wRbC  NBC/UPN Glencairn [
*WRAL cBS Capltol Broadcastinag 24
WRAZ Ind./WB Grant Cotton (sians on 9/95) —
WCMH NBC Outlet Comms. 19
WWHO Ind /WB Fant Broadcastina of Ohio 2
WO0OD NBC LIN 16
WOTV ABC LGH Comms. 3
WAVY NBC LIN 16
wvBT Ind./WB Summit Comms. 1
WPTY Fox Clear Channel Television 8
WLMT Ind./UPN TV Marketing Group of Tenn. 5
WPBF ABC Paxson Broadcasting 9
WTvX Ind./UPN Krypton Broadcasting 3
WNRW Fox Act lll Broadcastina 7
WGGT Ind. Guilford Broadcasting —
KRQE Lee Enterprises 15

ces
KASY Ind. (on air 9/85)

WDRB-TV Fox
WFTE Ind./UPN
WAWS Fox
WNFT Ind./UPN
KMPH Fox
KGMC Ind.
KLRT Fox
KASN Ind./JUPN
KOK| Fox
KTFO Ind./UPN
WeMi Fox
WJTC Ind./UPN

KTBC-TV .Fox

KVC Ind.
*KXAN NBC
KNVA Ind/WB
KHNL Fox
KFVE Ind./UPN
WGBA Fox
WXGZ Ind./UPN
KFTM Fox
KXvO Ind.
KMS8 Fox
KTTU Ind /JUPN
WBBH NBC
WEVU ABC

WATM-TV ABC
WWCP Fox

KHGI=TY ABC
KTVG Fox
WPDE ABC
WWMB Ind.
WTVA NBC
wLoV ABC

KBJR-TV NBC
KNLD Fox
KAVU ABC

Fox

Source: Pétry

Ramar Comm.

Blade Comms.
Kentuckiana Broadcasting
Clear Channel
Krypton Broadcasting
Pappas Telecasting
Gray Coopla
Clear Channel
Mercury Broadcasting
Clear Channe!

RDS Broadcasting
Ciear Channel
Wercury Broadcasting
Arqyle Television Holdings
Global Information Technolodles

54 Broadcasting
Providence Journal
KFVE Joint Venture
Donald Clark
Ace TV
Pappas Tefecasting
Cocola Broadcasting Co.
Providence Journat
Clear Channel
Waterman Broadcast Group
Ellis Comms.

Smith Broadcasting Group
Evergreen Broadcast
GS Fant Broadcasting of NE
Hifl Broadcasting
Diversified Comms.
Atlantic Media Group
WTVA Inc.

Love Comms.
Granite Broadcasting
GS Fant Broadcasting of NE
Withers Broadcasting
Jerianne Medley

The stations listed in boldface type operate the stations that immedi-
ately follow under local marketing agreements.
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the prices are too high on my radio or
TV stations, there are plenty of other
ways to access the audience. There
are cable, newspapers, magazines
and DBS.”

Meanwhile, if regulators do relax
ownership caps and allow TV duop-
oly, prices of stations could soar,
says Arthur Gruen of Wilkofsky
Gruen Associates, a New York-
based media consulting and research
firm. “Radio station values have
soared with duopoly, and TV values
have been on the rise anyway,” he
says. “But this will juice up the
prices even further.”

According to Veronis, Suhler &
Associates, the New York investment
banking firm, the asset value of the
nation’s TV and radio stations in
1993 (the latest year available) stood
at almost $16 billion, while the
assets of the broadcast networks
totaled another $14.2 billion.

Assets on both sides likely would
rise with deregulation. Capital
Cities/ABC, for example, has said it
would take advantage of relaxed
ownership caps to buy more TV sta-
tions. 2

Sinclair going public

Sinclair Broadcast Group, one of the leading practitioners of local market-
ing agreements, is scheduled to go public this week.

Five million shares of Class A common stock will be offered June 7 for
$19-$21, with Smith Barney, Alex. Brown & Sons and Chase Securities
underwriting the offering.

Most of the proceeds of around $92 million from the sale wilt go toward
repaying Sinclair's bank debt of $357.8 million, according to the prospectus.

The company is earmarking $10 million to purchase the options to
acquire ksmo-Tv Kansas City, Mo., and wsTr-Tv Cincinnati from the control-
ling stockholders.

The Baltimore-based Sinclair owns six TVs and operates four more
through LMAs (see chant, page 8). A fifth, wrvz Norfolk, Va., is being oper-
ated under an LMA while awaiting FCC approval for its purchase. All are
UHFs and are affiliated with either Fox or UPN.

The prospectus explains that if the FCC rules change so as to inhibit LMAS,
Sinclair may be forced to “modify or terminate certain of its LMAs."” Under that
scenario, Sinclair would be forced to pay termination penalties that “"could
adversely affect the company's operations.” Sinclair's four LMA contracts
expire in 1997, 2000, 2004 and 2005.

Sinclair reported $42.7 million in revenue for the first quarter of 1995,
with broadcast cash flow of $20.7 million, according to the prospectus. For
1994, it reported revenue of $123.5 million and cash flow of $67.1 million.

“Broadcast cash flow” is defined in the prospectus as “broadcast operat-
ing income plus corporate expenses, special bonuses paid to executive offi-
cers, depreciation and amortization, including both tangible and intangible

B e |

assets and program rights, less cash payments for program rights.”

—JAz

Prime time upfront explodes

Sales skyrocket, expect to set record at $5 billion-plus

By James A. McConville

d buyers likely will break last
Ayear's bank in writing checks

for this year’s prime time
upfront market, estimated to hit a
record $5.1 billion-$5.3 billion,
nearly an 18% gain over last year's
record $4.6 billion.

Prime time upfront sales, which
moved quickly during the first offi-
cial week, may be finished as early as
this weekend, industry executives
say.

Most network sales heads were
prepared for a strong market, point-
ing to last year’s trend of heavy spot
and scatter (year-round) ad money
being spent on network TV.
Nonetheless, some executives say
they are still taken aback by the
spending splurge.

“This what we would call an
aggressive marketplace,” says Larry
Hoffner, NBC-TV executive vice

president of network sales. “I haven’t
seen something as strong as this
since 1988 or 1989. There’s a big
vote of confidence for network tele-
vision and all the dayparts.”

Ad buyers concur. “It’s a much
stronger market than last year,” says
one, adding that “it would appear
that the networks are reading the
market at $5.2 billion—it may be
bigger.”

Networks have sold a larger per-
centage of inventory—somewhere in
the high 80s—compared with last
year's 70%. Advertisers are placing
their scatter dollars upfront to avoid
the hefty cost premiums incurred last
year. “Those people who saved for
scatter last year got burned rather
badly,” says one buyer. “A lot of that
has been expressed in more upfront.”

“The difficult thing to get a handle
on,” says another buyer, is the ques-
tion: “Will there be any money left

over for a scatter market this year?”

Although none of the network
sales heads would divulge his net-
work’s share of upfront, industry
sources estimate the breakdown as
ABC, $1.5 billion; NBC, $1.5 bil-
lion; CBS, $1.2 billion, and Fox,
$900 million-$1 billion.

And the new WB and UPN net-
works are enjoying a trickle down
from ad buys. “There seems to be
money earmarked for us so that
[when buyers] finish buys with the
big guys, they’ll come and do busi-
ness with us,” says Jed Petrick, WB’s
head of sales. **We have more money
at work than we have inventory.”

Especially strong ad buys came
from pharmaceuticals, movie compa-
nies, telecommunications, fast food,
soft drinks and video games. Ad buy-
ers say computer software is a spend-
ing category with one of the biggest
increases. B
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Genesis Entertainment is excited
to add two powerful programs
from Stephen J. Cannell
Productions to our expanding
family of syndicated series.

“US Customs: Classified”
follows field agents fighting the
world’s most notorious crime
kingpins, drug lords and terrorists.

“Renegade” stars Lorenzo
Lamas as a bounty hunter framed
for murder and on the run from
the law.

Both series are action-packed
hours from the king of the genre...
Stephen J. Cannell.
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SYNDICATION SALES:

EIGENESIS

ENTERTAINMENT

A A NEW WORLD ENTERTAINMENT COMPANY
New York (212}527-6400 © Los Angeles(818)706-6341

e NATIONAL AD SALES:
~~— NEW WORLD
SALES AND MARKETING

/ New York (212)527-6500 » Chicago [312) 644-1244

Renegade national ad sales via Premier. © 1995 Genesis Entertainment.
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FCC chairman wants decision-making process kept quiet, singles out Quello as problem

By Christopher Stern

n Monday, May 15, at
08:33 a.m., FCC Chair-
man Reed Hundt was not
pleased with the FCC’s press
coverage, and he decided to let
his fellow commissioners know.
In an e-mail message sent
then, Hundt urged the four other
commissioners “to respect our
decision-making process by not
conducting or revealing that
process in the media.”

In a comment clearly aimed
at Commissioner James Quello,
Hundt wrote, “I realize that at least
one commissioner asserts the view
that he is not constrained by such a
request and that he is within the tradi-
tion of the institution when he makes
such comments before the conclusion
of the regular comment process.”

At the time, Hundt was smarting
from a wave of press reports that cast
the FCC’s May decision on Fox’s for-
eign ownership as a personal defeat
for Hundt and a victory for Quello.

Last month, the FCC gave Fox a
choice between restructuring itself to
comply with the foreign ownership
rules or filing for a waiver based on the
network’s service to the public inter-

Quello’s response: “Don’t go after the old regime...
because it accomplished a great deal in a friendly way.”

est. Press accounts said Hundt favored
restructuring and opposed a public
interest waiver. The Hundt e-mail
called those reports “wildly inaccu-
rate.”

In addition to his frustration over
the Fox matter, Hundt cited Quello’s
comments at the recent National
Cable Television Association conven-
tion that were critical of a decision
made by the International Bureau.

The bureau last month reclaimed
direct broadcast satellite channels
from Advanced Communications,
citing the company’s failure to use
the channels for more than a decade.
Advanced had planned to sell 27 of
the channels to Tempo DBS for $45

Quello backs ratings system for. violence

FCG Chairman Reed Hundt's proposals to rate TV programing for violent
content are a good idea, FCC Commissioner James Quello says.

Discussing TV viclence at the American Women in Radio & Television
convention in Los Angeles last Friday, Quello said a voluntary industry rat-
ings system "makes sense”’ because it would pass First Amendment
scruting and still enable parents to supervise the viewing of their children.

Quealia’s comments followed a May 25 Hundt speech in which the chair-
man proposed that broadcasters and others publicize “clear designations
of what they regard as excessively viclent and inappropriate for children.”

Cne broadcast industry executive counters that TV networks already
post warnings and worries that Hundt is “ramping up the reguirements” an
the industry’s self-regulatory efforts.

But such aftortz are not the only solution to TV violance, Quello added,
Citing the example of Hispanic boycotls of Howard Stern’s radio advertis-
ers, Quello said that “widespread and direct citizen action against broad-
castand cable programers and advertisers” is the most practical respense
| to excessive TV violence and sex.
| “Aggressive citizen action can play a key role in sensitizing programers
| and advertizerz to the need for more responsibitity and more positiva fam-
ily values in TV, radio and cable,” Cluello said. —CM

million. Owned by Tele-Com-
munications Inc., Tempo
planned to use to the channels
for the cable-backed Primestar
DBS service.

Quello said the bureau did
not have the authority to make
the decision without input
from the five commissioners.

In his May 15 memo, Hundt
called Quello's comments
“unfortunate for the agency....
My own view is that the old
regime at the FCC is accurate-
ly represented by this commission-
er’s approach, but it is time for a
change.”

Quello rebutted those charges last
week: “Don’t go after the old regime
too much, because it accomplished a
great deal in a friendly way.”

In an interview last week, Hundt
said the FCC should not allow its
deliberative process to be become
public, especially in adjudicatory
matters. “When we are judges, we are
judges,” Hundt said. “Do you know
what the U.S. Court of Appeals is
going to decide ahead of time?”

The FCC should either put an end
to its tradition of leaking internal
matters to the press or change the
rules that bar such revelations, Hundt
said. “I don’t think this is a joke. We
have rules and we ought to follow
them.”

Quello said last week that Hundt
had unfairly targeted his office as the
source of leaks. “In my years of
experience it is the chairman’s office
that is responsible for most leaks
because they have the first access to
documents,” he said.

FCC sources suggested that
Hundt's memo was written at a low
point in his relationship with Quello.
In the past two weeks, Quello and
Hundt have met privately to discuss
their differences. Last week, Quello
seconded Hundt’s call for a volun-
tary rating system for TV violence.

But one FCC source suggested that
it does not help eighth-floor relations
when internal memos calling for an
end to press leaks are mailed anony-
mously [o reporters. |
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By Mark Berniker
S West has pulled back its video
U dialtone applications from the
FCC, putting its plans for roll-
ing out broadband services on hold.

The telco says it will “suspend con-
sideration” and resubmit its proposals
to the FCC later this summer. But
there are indications that the compa-
ny may strike a deal with either a
wireless cable or direct broadcast
satellite provider as a way to more
quickly enter the cable marketplace.

US West is considering a variety of
network architectures ranging from
wired to wireless that may include
wireless cable and DBS delivery of
video services.

The rationale behind considering
wireless alternatives is that they may
offer the telco a more timely and
cost-effective way to quickly enter
the cable TV marketplace.

“We want to fully assess the results
of our Omaha market trial [slated to
begin later this month] and carefully
examine alternative technologies be-

punTOP OF THE WEEK_-#

US West gets cold feet over VDT

Telco withdraws FCC applications; awaits feedback from Omaha trial

ISSWESIT

fore we proceed with deployment,”
says Gary Ames, president, US West.
The Omaha trial was announced
in April 1993 and was to begin last
spring. The telco is awaiting final
approval from the FCC for the tariff
it filed for the 50,000-home trial.
But substantive feedback from the
Omaha trial will not begin until the
end of the year, which may delay the
company’s plans to roll cut broadband
networks well into next year, or later.
US West’s applications for video
dialtone networks in five markets had
the potential to reach 1.2 million cus-
tomers. The markets were Denver;
Portland, Ore.; Minneapolis/St.Paul,
Salt Lake City, and Boise, Idaho.
Three major issues affecting US
West’s retrenchment are economics,
technology and regulation. Fiber
optics, digital switching and other
advanced technologies are changing

rapidly, and in the process, the price
performance of various network ar-
chitectures is shifting dramatically.
Meanwhile, Congress is considering
legislation to deregulate the cable
and telecommunications landscape.

Ames admits that US West’s with-
drawals will slow the process of
building broadband networks across
the telco’s 14-state operating territo-
ry. However, he emphasizes, the
decision does not lessen the compa-
ny's commitment to broadband.

In April, Bell Atlantic asked the
FCC to delay action on its pending
VDT applications while it considered
adopting an architecture that would
bring fiber optics to the curb of con-
sumers. The plan would be more
expensive in the short term, but poten-
tially more cost-effective over time.

On the heels of US West’s pull-
back, Bell Atlantic issued a news
release indicating that the first 1,000
paying households in Fairfax Coun-
ty, Va., have access to its Stargazer
video-on-demand service. n

Comcast seeks to block
Bell Atlantic video plans

By Christopher Stern

n an effort to derail Bell Atlantic’s
lstrategy for early entry into the
video-delivery business, Comcast
last week asked the FCC to block the
telco’s plans to own both wireless and
wired video systems in the same area.

Comcast filed a petition with the
FCC seeking to keep BA from own-
ing an interest in CAI Wireless Sys-
tems in Philadelphia, where Comcast
also plans to build a video dialtone
network.

BA and Nynex in March said they
planned to jointly invest $100 mil-
lion in CAI's wireless cable system.
CATl’s service area includes suburban
Philadelphia, where Comcast owns
cable systems.

At the time, BA said CAI's wireless

comcAaAsT®

CORPORATION

cable spectrum
would be used
to deliver the
telco’s own
video programing. Although CAI now
has only 32 channels in a limited area,
it has deals to acquire several other
wireless cable systems. The telcos also
expect that digital-compression tech-
nology will allow them to squeeze one
hundred channels into the CAI’s cur-
rent bandwidth.

Comcast claims that federal rules
bar “a single company from owning

an interest in both wireline and wire- |

less cable systems serving the same
community.” It also says that BA
plans to eliminate the wireless cable
system once its VDT network is up
and running.

“Either Bell Atlan-
tic intends to operate
both wireless and
wireline cable in the
same community—
which is something
that the law forbids
Comcast or any other company from
doing—or Bell Atlantic intends to
shut down its wireless cable network
when it has completed its wireline
network, which means that there is
one less form of video competmon in
the local marketplace,” says Thomas
Baxter, president, Comcast.

A Bell Atlantic spokesman said
Comcast’s “petition to deny” is an
attempt to use the regulatory process
to block competition. “This is a fair-
ly frivolous argument, and they are
probably aware of that,” the
spokesman said. n
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Steve Sohmer
on getting them
into the tent

| He has been called the P.T. Barnum of TV
' promotion. Steve Sohmer, in stints as the head

promoter at NBC and CBS and now consulting
for others from his own company, Steve Sohmer
Inc., has made a career of getiing theni inio the
tent. In berween finishing his doctoral dissertation
in English, writing network pilots, publishing his
third novel and a new play. working on a multi-
volume study of Shakespeare and overseeing
promotional campaigns, Sohmer talked with
BROADCASTING & CABLE staff writer David
Tobenkin about the art of TV promotion.

You’re working on the off-network promotional launches
for Seinfeld, Blossom and Dinosaurs. Anything else?

We're the agency for KNBC-TV [Los Angeles] and we do
new-series launches for NBC and CBS. We did seaQuest
and Earth Two for NBC, and we're doing the Andrew
Dice Ciay half-hour comedy for CBS (Bless This House|

this season. We may do some work for ABC this year as |

well, launching the series for the fall. And we’re doing
work for some home video people. But that’s really about
all we can deal with; there’s only a few of us [at Steve
Sohmer Inc.].

How many?

Six or eight and 1,000 free-lancers. | decided T never
want to be an executive again, so I'm not sure we’ve ever
made a new business presentation. Somebody asks to see
our reel, and we don’t have a reel [of promotional materi-
als].

You mentioned that most of your employes are women.

We have a disproportionate number of female executives
at my place because we’re in a medi-
um where our principal function is
promoting a medium whose princi-
| pal audience is women. For any pro-
moter, the first priority in his or her

Broadcasting & Cable June 5 1995
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mind must be “How do I get women to watch this show?”
And I mean I'm talking basketball playoffs as well as the
average sitcom. Because if you can’t get adult women to
walch a television show—in the case of Blosson, much
younger women—you’re not going to have a show at all.
When you have a show like the basketball playoffs,

you're going to get the men who like basketball. The
| question is how to get some women and how Lo get some
people who maybe don’t understand it that well.

How do you promote a show?

l We look at our job as being [to deliver] a rating. That real-
| ly begins with which stations are going to be playing the
| show, where they are playing it, what the competition is. It

seems like a very large universe to try to comprehend, but
it really isn’t, because the most popu-
lar of these shows play on only 200
stations. That’s only 200 markets;
that means there are only 200 time
periods. A good clerk in half a day
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can give you a profile of who’s playing the show, what the
competition is and so on. That’s really the starting point:
Thinking through how to make that show...particularly
when you are going into access, where you have very hotly
contested time periods. You have several incumbent hit
shows—£Enrertainment Tonight, Wheel of Fortune, Jeop-
ardy!, the tabloid news shows. This has gotten to be a
bloody tough time period. Likewise when you’re playing
against late night. All the networks are interested in late
night.

How does promotion for off-network shows differ from what
you do for a network show?

In an off-network show, the promotion is a genuine part-
nership. Although the syndicator can create a promotion
with radio spots, print, advertising elements, outdoor
campaigns and merchandising of all the things we work
on, unless the station is willing to put in the energy and
the money to implement these, devote hundreds of rating
points of airtime per week and step up with hard cash,
nothing will get done. You have to
engage stations in a genuine part-
nership and an active dialogue.

Isn’t that a given?

The station promotion
director is the most
overworked, underpaid,

ence will get a little older and a little younger, and you
must take the show and emphasize the elements that
appeal to the mainstream television audience.

The gap between the results for a few blockbuster off-net-
work shows and big-ticket, first-run shows versus the rest
of the field seems to be growing. How effective can promo-
tion be for the B product?

If T were a syndication rather than a promotion guy, I
would give every show | put into syndication a Class A
launch. If | couldn’t give a show a Class A launch, I don’t
think I'd bother putting it into syndication. Your risk in
preparing the show and putting [it] out there is so high,
particularly when you're talking about first-run syndica-
tion. Either do it right or stay home.

How do you address the Issue of audience fragmentation?
Can enough viewers be reached to promote projects when
the audience continues to be subdivided?

Stations have to do two things: They have to use their own
airtime imaginatively; they have to
watch the cumulative numbers so
that they are reaching the widest
possible audience they can reach.
After that, it becomes expensive
because they have to use the out-

It’s a matter of motivating them to reach media, and as you increasing-
the right kind of levels. The station undervalued am{ . ly have an outreach,))lzou’re going %o
promotion director is the most  Understaffed executive in e (o increase the use of outdoor
overworked, underpaid, underval- television. and all kinds of media. Radio, it

ued and understaffed executive in
television. It was less so when I
came to this business, although promotion directors have
gained considerably in professionalism and stature. They
have 1,000 priorities, starting with the news. The news,
of course, is a complicated piece because it’s on morn-
ing, afternoon and late night. And they’ve got all kinds of
syndicator salesmen and suppliers badgering them for
airtime.

Do you provide follow-up after a show is launched?

We have. We had a show that was not doing well in one of
the key markets, and I had a meeting with the promotion
director and said to him: “How much radio did you use?”
“I didn’t use any radio.” “How much outdoor did you
use?” “I didn’t use any outdoor.” “Did you use any tran-
sit?” “Didn’t use any transit.” For the November sweeps,
we did a special radio campaign for that market and, lo
and behold, the market came up to and slightly surpassed
performance expectations. This was a case where the
promotion director had such financial pressure on him
that he couldn’t afford to use the outside media—and
that’s a mistake. Once you’ve spent these kinds of bucks
for each negative of the show, you really have to promote
it in such a way as to maximize the return.

What Is the challenge in promoting the off-network launch
of Seinfeld?

The challenge is to take a show that is played to young
adults and move it into access time periods where some
of the young adults aren’t going to be home. The audi-

seems to me, is much better as a

buy-now medium: “Today on...” or
“Tomorrow on....” But we see increasing use of outdoor.
We kind of started that for KNBC-TV, using outdoor in a
very brisk way.

With rising audience fragmentation, is it time for networks
to glve up on promoting themselves and concentrate on
branding shows?

Anyone who {thinks] that the public doesn’t have an idea
of what a network is and what it stands for is naive. There
is a certain quality, a psychographic, attached to the net-
works. CBS has a very strong rural appeal and a tradition
of good shows: Dr. Quinn and Walker, Texas Ranger are
recent additions in a flow of shows that goes back to The
Dukes of Hazzard and Green Acres and so on. ABC has
always had a kind of sparkle, and I think NBC has a very
strong profile with young adults.

What do you think of the move toward seamless transi-
tions and shortened credits and openings?

Very smart. I tried my best to get the damn credits off the
air in 1979. Imagine if a local newspaper in every issue
devoted an entire page to the names of the people who
produced it.

We'd like that.

Yes, you would, and so would your mom. But to the pub-
lic, this is air pollution and it shouldn’t be allowed. If you
have some superstars who created your show, if you can
use the name of a Steven Bochco or some of these peo-
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ple—luminaries in our business—that’s a plus. But
everybody else, gee, I think that’s way out of date. And [
give NBC a lot of credit, although 1 think the way was
probably led by some of the independent stations [that]
said “the hell with it.”

Another strategy has been Increased stress on longer pro-
motions that allow viewers to sample scenes of shows’
episodes.

If I were running a network promotion department, or
anybody's promotion department, I would say “longer

the promo. When you see a 60-second promo, you feel
you’ve seen the whole show. And one thing we used to do
in the early '80s was 60-second promos for all the series.
Those were the first promos that went out. Eventually
they got shorter.

How would you size up the current state of television?

It’s perfectly clear that television is going through enor-
mous change in its very nature, and I think will become
very fragmented. What will keep the networks popular is
constant promotion to help bring them the lion’s share of

promos.” When you see a 30-second promo, you’ve seen

the audience.

| By David Tobenkin

ith DBS a reality, an explo-
WSion of cable channels and

new networks and the entry
of telcos, marketers attending this
week’s Promax/BDA convention in
Washington are in the driver’s seat,
argues Promax International Presi-
dent Jim Chabin.

“The key to opening the bank vault
of tomorrow’s shows is the ability to
deliver audiences to your product,”
says Chabin.

Helping stations deliver those
audiences will be job one for syndi-
cators at Promax. Below is a look at
some of their strategies.

Freshman magazine show Extra has
received heavy online promotion.

One campaign features elements
from the show on bi-monthly elec-
tronic CD-ROM magazine Launch.
The campaign started three weeks
ago, and Warner Bros. Domestic
Television Distribution Senior Vice
President Jim Moloshok says
250,000 copies have been sold.

Extra: On Line, which has been on
America Online since September,
will be expanded to a daily service
and offered on Apple Computer’s E-
World online service in July and in
the fall on Time Warner’s Pathfinder
Internet site.

Moloshok says next season’s cam-
paign for Extra will shift from
episodic spots on cable to episodic
promotions on radio. He says $20
million will be spent again next sea-

son promoting the show with special
promos and ordinary episodics.

For the off-network launch of Step
by Step, each station will get a four-
day family cruise for four to give
away in conjunction with a local
sponsor. The syndicator will offer
public service announcements as
well as a free half-hour prime time
special, Back to School with the Step
by Step Kids, with
seven minutes of
commercial avails for
stations, which will
be asked to run two

{ome Neet Danny
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30-second spots promoting the show
in the special.

WBDTD will present Carnie as “a
talk show with content,” says
Moloshok. Initial spots, like those
for Step by Step, will be delivered to
stations in July and will include
localized spots in which Carnie Wil-
son talks about each market running
the show.

Syndicators outline promo battle plans

Promax/BDA convention will play host to marketing powwows

The syndicator’s new weekly fit-
ness magazine, Your Mind and Body,
based on Time Inc. publication
Health and Fitness, will receive an
extensive ad campaign in that publi-
cation and other Time magazines.
The show will tap Time Inc.’s 100
million-person database to help sta-
tions create direct-mail campaigns.

As for the Prime Time Entertain-
ment Network, the syn-
dicator will try to
increase viewer sam-
pling by adopting the
Fox strategy of airing
fresh episodes in July.

Among the invitations to
Promax markeling
workshops filling the mails
were these from (I-r)
Buena Vista's ‘Danny’ and
Rysher’s ‘Lonesome
Dove’ and ‘George &
Alana.’

s 18753
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“We’re incredibly busy,” says Buena
Vista Television’s Vice President of
Advertising and Creative Services
Sal Sardo, who is helping to launch
nine shows. For the off-network
debut of Home improvement Sept. 11,
BVT will use a two-pronged, $90
million push to brand the strip’s
location and time and peak interest
in a previously unaired episode that
will launch the strip. Promotion will

Broadcasting & Cable June 5 1995
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At ACI Marketing we have one goal:

To provide domestic and international broadeasters with
full-service and hands on marketing support. That’s all
we do, and we do it well. We target our work to meet your
exact needs, with award-winning ereative campaigns; effective

and proven techniques, and state-of-the-art materials

:
and delivery systems. From our pre-sales adver

publicity materials to our consumer launch campaigns, we

listen to your needs and provide you with the resources
and manpoWer to make sure we deliver more than just

good programming: we deliver results.

Stop by and see us in the
Distributors Pavilion
at Booth #410.
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begin a month before launch, with a
shift to heavy promotion of the
episode a week before its debut. One
publicity campaign will feature
“New Year’s Eve in Summer,” in
which a lighted hammer—instead of
a ball—will be lowered from New
York’s Times Square during the ini-
tial episode.

For its off-network launch of
Dinosaurs Sept. 11, Disney will sup-
ply stations with six unaired episodes
and will tailor promos to kids and
young adults. For Blossom, another
off-network launch for Sept. 11, the
show’s stars will intro-
duce each episode.
BVT’'s new Danny!
daytime talk show will
target women 18-49
with a two-phase cam-
paign that highlights
host Danny Bona-
duce’s evolution from
Partridge Family days
and his scrapes with
the law and then
emphasizes that the
show is fun-oriented.

New late-night talk-
er Stephanie Miller will
be promoted as an
underdog competitor, and clips will
emphasize the host’s energy and out-
rageous humor. BVT’s new action
hour, Land's End, will promote its
obvious draws: beaches, beautiful
women and a proven lead in Fred
Dryer (Hunter). Dark-themed Kkids
show Gargoyles will be promoted
much like an action movie, says
Sardo. For new weekly Disney After-
noon show Timon & Pumba, based on
characters from “Lion King,” pro-
mos will include the hit song “Haku-
na Matada.” Promos for the new
FCC-friendly Sing Me a Story at
Belle’s Book and Music Shop, which
features a live-action version of
“Beauty and the Beast’s” bookworm
heroine Belle, will use movie clips as
well as spots featuring Belle.

workshop
invitations

and ‘Seinfeid’

Columbia TriStar Television

To promote the off-network launch of
Seinfeld, Columbia TriStar Television
Distribution will tap into the appeal
that made the show number one in
1994-95. “Our feeling is that there is
no substitute for the basics of taking
pieces of the show and making people
laugh,” says Bob Cook, Senior Vice

Promax marketing

(clockwise from
top) for ‘Carnie,’
‘Gabrielle Carteris’

President of Marketing at CTTD, who
with marketing consultant Steve
Sohmer (see cover story) is designing
the marketing plan. *“We will incorpo-
rate the humor of the program, which
includes some material written by the
show’s own writers and Jerry Sein-
feld.” The show’s “Show About Noth-
ing” campaign will be part of the mix.
Like Home Improvement, Seinfeld will
be promoted in New York’s Times
Square on parent Sony Corp.’s Jum-
botron display, likely beginning in
August.

The campaign will begin eight

{III‘ i

weeks before the show’s still unde-
termined September launch. Cross
promotions with packaged goods
advertisers are also in the works.
Cook cites the built-in promotion of
the lead characters’ participation in
national ad campaigns for American
Express, Frito-Lay, Pepsi and
Clairol.

CTTD will position Tempestt Bled-
soe, former Cosby Show child star, as
an adult and will promote the show
as advertiser friendly. The campaign
will use the tag line “The New Face
of Talk,” and emphasize radio and
billboard.

Twentieth Television

Twentieth will support the Sept. 11
launch of talk show Gabrielle Carteris
with a spot featuring optical illusions
and seamless transitions, such as the
camera pulling back from a tight shot
of Carteris to reveal her standing next
to her image on a monitor. “We’re
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positioning her as fun and energetic,
and we want a visually arresting
style,” says Twentieth Televison
Senior Vice President of Advertising
and Promotion David LaFountaine.
The promo campaign for the new off-
network strip of America’s Most Want-
ed: Final Justice will have three phas-
es: the first will spotlight host John
Walsh, who joined the show in a quest
for justice after the kidnapping and
killing of his son. The second will
explain how the original network
episodes are being updated. The third
puts viewers in the midst of a criminal
attack. Some of the spots will be “so
strong” they will be limited to late
night, says LaFountaine. Both new
shows will feature the hosts in pub-
lic service announcements.
Most Wanted also
will offer stations a co-
promotion with Polaroid
in which parents can have
Polaroid pictures taken of
their children and vital sta-
tistics recorded for easy ref-
erence.

King World

The big push in 1995-96 will be
promotions tied to its Wheel of For-
tune and Jeopardy! sponsorship of the
summer 1996 Olympics in Atlanta.
The syndicator’s campaign will run
from April 22 through July 18, the day
before opening ceremonies, says King
World Vice President of Creative Ser-
vices Don Prijatel. Wheel will tape
two weeks of special programs from
the Fox Theater in Atlanta, with its
word puzzles probably tied to the
Olympics. That will be followed by
three weeks of sweepstakes for tickets
to the games. The final segment will
be a week of Olympics athletes past
and present competing for charity.
Jeopardy! also will feature a sweep-
stakes for tickets to the games.
During the 13-week campaign,
both shows will offer viewers mer-
chandise, with proceeds donated to
the U.S. Olympic Committee.

Turner Program Services

Turner Program Services has hired ad
agency Big Fat TV to create a launch
campaign for its new first-run syndi-
cation late-night series Lauren Hutton
And.... The agency will create on-air
and print identity for the series that
will be tailored to individual stations.
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“We are creating a campaign that | hosts in promotions at various con-

reflects the intimate and unconven-
tional format of the show,” says Phil
Delbourgo, a partner at the agency.

MGM TV

MGM TV’s new syndicated shows are
being promoted by newly hired VP,
advertising and promotion, Jonathan
Barbato, late of Columbia TriStar
International. For new reality strip
LAPD, “one of our lines is that the
LAPD is a microcosm of our culture.
If it happens anywhere, it happens in
L.A.” To promote weekly science fic-
tion serial The Outer Limits, spots will
highlight production values, promi-
nent actors and good reviews. He said
that the studio is setting up an Internet
site. Limits, like LAPD, also will have
tie-in campaigns, Barbato says. He is
also high on new station relations
executive Jennifer Gann, formerly an
executive at MCA Inc.’s Universal
Studios theme park.

DIC Entertainment LP

DIC will support SeaGull Entertain-
ment’s distribution of its animated
strip Sailor Moon with a plan that
rewards stations for strong ratings,
says DIC’s Robert Siegal. Stations
will be paid dollars for each person
who signs up to belong to a fan club.
Any station that meets or exceeds a
set ratings threshold will get a cash
reward. The show, unusual for its
female superhero lead, also will play
up that angle in promotions.

Saban Entertainment

Saban will promote its new weekly
Tenko and the Guardians of the Magic
as part of an hour magic-themed
block that also features the returning
Creepy Crawlers. The campaign,
which begins Sept. 16, also will fea-
ture 30-second spots with magic per-
formed by Tenko. The syndicator is
in discussions with a major pack-
aged-goods maker for a Tenko pro-
motion for first quarter 1996. Tenko
will appear in the U.S. in August,
and one of her larger stunts will be
shot and supplied to stations for pos-
sible use as a special.

For sophomore live-action kids
strip VR Troopers, a major fast-food
promotion is planned for first quarter
1996. The syndicator’s returning
teen live-action weekly, Sweer Valley
High, will feature the cast’s twin

— —
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sumer points, such as a recent
appearance at Minneapolis’s Mall of
America. Beginning next spring, the
cast will also be featured in cover art
on 70,000-80,000 copies per month
of Francine Pascal’s popular books,
on which the show is based. Saban
also will promote its shows with a
new Saban Internet web site.

Claster Television

Stations carrying the weekly GI Joe:
Extreme will receive $500,000 worth
of Nerf toys from Claster parent Has-
bro’s Kenner toy division for use in
promotions, says Peggy Powell,
Claster vice president of creative ser-
vices. Promotions may feature a
music video and live-action versions
of characters that will introduce each
episode. For new strip The Lirtlest Pet
Shop, the syndicator will feature the
show’s squash and mix animation
and will introduce a Paw Print Club
for viewers to join.

Rysher Entertainment

Rysher’s campaign for new talk
show The George & Alana Show,

which launches Sept. 11, will feature
an episodic campaign touting
George Hamilton’s appeal to women
25-54, says Paul Eagleton, vice pres-
ident of domestic marketing for
Rysher. The campaign will begin in
early August. In addition, the show
will conduct a tie-in promotion with
General Foods featuring one of its
products in a regular spot in the
show in exchange for print and in-
store advertising support.

Rysher’s campaign for its new
One West Waikiki action hour, which
debuts Sept. 25, will use the tag line
“One Coroner, One Cop, One West
Waikiki ” and position the show as a
combination Magnum P.I., Quincy
and Moonlighting. Promotions for
returning action hour Lonesome
Dove will stress the shift to a
younger, more action-oriented
show. Its graphics package will
change from a tooled leather look to
a more modern design. The title,
t0o, has been changed to Lonesome
Dove: The Outlaw Years. As for the
company’s returning Highlander

Continues on page 48

FirstCom Music Is a huge asset

FIRSTCOM

“We find music for everything from hard-hitting news seres
to public service productions with FirstCom Music. Frankly, | don't
know how anyone could be without a library that has the scope of
material that FirstCom Music fibraries have. | just pick out what
fits our station best — it's very, very convenient Also, the service
is outstanding — knowledgeable people, easy to work with
FirstCom Music would be my desert island library, it's that versa-
tile. It piays a big part in the success of the work we do here —
it's the real backbone. A library with the breadth and depth of WERR

____rneusic R

wally v-“w::mcﬁ““ Directos
B md.‘:\l. pattas. Tox®

800-858-8880

13747 Montfort, Suite 220 « Dallas, TX 75240
A Division of Jim Long Companes. Inc.. A Zomba Company
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Eragraning
Stolley replacing Nuell at ‘Extra’

New executive producer is Time Inc. veteran

By David Tobenkin

avid Nuell, executive producer
Dand co-creator of Warner Bros.

Domestic Television Distribu-
tion’s Extra—The Entertainment
Magazine, last week resigned from
day-to-day supervision of the syndi-
cated strip and will serve as an exec-
utive consultant while also creating
shows for Time Telepictures Televi-
sion.

Replacing him is veteran Time Inc.
magazine editor Richard B. Stolley,
who had been serving as special edi-
torial consultant to Extra. Stolley has
served in a variety of roles with Time
Inc., including editorial director—
the second-highest Time Inc. editori-
al management position—for three
years and earlier was a founding edi-
tor of People.

Warner Bros. executives say that
Nuell, who will continue to hold an
ownership stake in Extra, had
planned to leave after launching the
show and guiding it through its rook-
ie season. However, other sources say
that a factor in his departure may
have been friction between Nuell,
Telepictures Productions President

Jim Paratore, and Exrra staffers over
the direction of the show, which is a
joint venture between Time Warner's
film studio and publishing divisions.

Paratore denies that personality or
creative differences between Nuell
and others resulted in the shift.
“There are no personality problems
between us, and he did a very good
job getting the show launched,” says
Paratore. Regarding reports that
some staffers felt the show had not
moved in the direction they expect-
ed, Paratore says: “At the beginning
of the year we did longer stories and
did things differently, but we are in
the business of pleasing our audience
so we shortened our stories and there
were some field producers who
didn’t welcome that change. I don’t
think there are any morale issues
beyond that.”

Nuell could not be reached for
comment.

Station reps term performance of
the show, which launched last fall, as
neither outstanding nor poor, with
some giving WBDTD credit for pro-
ducing a competitive product that has
generated respectable ratings in

highly competitive time periods,
while others note that it continues to
trail its lead-in and year-earlier time
period predecessor shows’ ratings.

“The show is pretty much on target
for where it was expected to be as far
as ratings, if perhaps the low end of
the target,” says Dick Kurlander, vice
president and director of programing
at station rep Petry Television. Stol-
ley “is supposed to be very good and
it’s certainly not atypical to replace
the executive producer after the first
season,” he adds.

Stolley, who discovered the now-
famous Zapruder film footage of the
John F. Kennedy assassination while
working for Life, has little television
experience, and a WBDTD release
said that he will rely heavily on the
production and electronic news
experience of Extra senior producer
David Friend.

Paratore says that he hopes Stol-
ley’s new role will lead to greater
synergy between the show and Time
Warner's magazines. Sources say
that among the projects Nuell is
developing is a companion show for
Extra. [ ]

Tribune taps Lisa Maria as latest talker

Tribune Entertainment Co. will test a new one-hour talk
strip featuring former Guardian Angel official and cabla
and radio talk show hdst Lisa Maria [formarly Sliwa) for
national syndication beginning June 28,

The tentatively titted Lisa Mara will be tested an Tri-

bune’s New Yark, Philadelphia and Boston stations for |
an undetermined |ength of time and is targeted at |
young adults. It could be ready for a rollout as a mid- |

season replacement, says Tribune Entertainment Co.
President Rick Jacohson.

“She’s smart, she's charismatic and she has a sirang
personality that clearly appeals to an urban and
younger audience,” says Jacobson of his decision fo
test Maria in the show. “Whila there are a lot of new talk
shows, many probably won't make it and there will be
the need for replacements.”

He says that the show will skew more politizal and

focus more on its host than does Tribuna's Charles
Perez show, which the syndicator rolled out in March
after a six-waek test on Tribune’s eight stations,

Maria, a former Elite model and martial arts black
belt, has hosted a daily 9-11:30 a.m. talk strip on Mul-
timadia’s Mowstalk Television cable network since
this January. She also hosts a highly rated weekly
Sunday night talk show, Sireet Soldier, on WaHT-FM
Mew York.

She is divorced from Guardian Angels leader Curtis
Sliwa, who has an overnight talk show on waAsc(am)
Mew Yark.

The show will be executive-produced by Mancy
Gellar, senior vice president of HBC Downtown Pro-
ductions, and Kathering Drew, senior producerb of
MNewsTalk Television. The program will be taped at
wiriK[TV) Mew York before a studio audience. —0T
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for an
Important
announcement

from
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Introducing
SABCNEWS

VideoSource

The fastest,
easiest way to get
the exact footage

you want!



ABC NEWS, the world’s leading broadcast
newsgathering organization, announces the
formation of its new tape and film historical
stock footage library.

Since 1963, ABC NEWS has maintained
a library of the most important news events
that it has covered all over the world.

Now, in order to provide you with faster
and easier access to the material, ABC has
created a state-of-the-art news and stock
footage center housed in a brand-new facility
designed for this specific purpose.

Only ABCNEWS VideoSource offers such
comprehensive coverage of the events of our
time, including extensive outtakes never
seen before.

Also representing the film and video
libraries of WTN— the largest group of

news archives in the world.




ABCNEWS VideoSource

Designed to make
your search for news and stock footage
faster and easier than ever before!
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State-of-the-art facility Skilled research Come to the source orcall ~ Computerized access
In creating ABCNEWS your immediate evaluation. Master
VideoSource, we set out to build the material can be sent as rapidly.
most modern stock footage library Naturally, as one of the most
available. And the technically advanced
easiest to access. broadcasters,
Our Customer ABC insures the finest
Service Representatives quality dubbing.
will help you locate the For information, please
footage you’re searching call (212) 456-5421 or
for in our proprietary 1-800-789-1250.
computerized footage Fax: (212) 456-5428.
database. A time-coded Whatever your news
videocassette of our and stock foolage needs,

subject can be rushed for ITRAMMKSAMNIN g0 /o fhe source!

SABCNEWS

VideoSource

125 West End Avenue at 66th Street New York, NY 10023



PEOPLE’S CHOICE \WEEK 36 According to Nielsen ratings, May 22-28
T e e e /A
BC —
ONDA 0.6 0.4 0
8:00 | 27. Laverne & Shirley 28. The Nanny 10.3/18 | |49. Blossom 7.6/13
. Reuni 10.5/18 '
ggg eunion / 29. Dave's World 10.2/17 | | 36. Blossom 8.6/14 20. Melrose Place 11.0/18
= | 25- faBe iloaday Hight 15. Murphy Brown 11.8/18 :
9:30 |Movie—She Stood Alone: P " 4 17. NBC Monday Night
: = |[Movies—Liz: The Elizabeth
10:00 | The Tailhook Scandal
10:30 10.6/17| |12. Chicago Hope 12.3/20 Taylor Story, Part 2 11.6/18

10:30
THURSDAY

FRIDAY

10:00

9:30

21. Primetime Live 10.9/18

Milk Carton 12.7/21

32. Law and Order 10.0/17

TUESDAY 17.1/28 12.5/20
8:00 7. Full House 14.6/25 | |50. Rescue: 911 7.5/13 9. Wings 13.2/22
8:30 67. Fox Tuesday Night
9:00 | 2.Home Improvmt 19.1,/29 ] 8. Frasier 13.8/21 | |Movie—White Dwarf 6.0/10
9:30 | 1. Home Improvmt 19.6,/30 44. (.:BS Tuesday Movie— 19. ). Larroquette 11.2/17
G Nothing but the Truth
: _NYPD Blue  17.3/29 8.1/13| |16. Dateline NBC 11.7/19
10:30
WEDNESDAY 11.1/18 10.7/18 9.0/15 12.0/20
8:00 | 18. Roseanne 11.5/20| |57, Brady Bunch Home 36. Houdini: Unlocking
8:30 | 25. Ellen 10.6/18 | |Movies 6.7/12 | |Secrets 8.6/15 | |14. Beverly Hills, 90210
9:00 |13. Grace Under Fire 12.2/19 12.0/20
40. Dateline NBC  8.5/13
9:30 [22. Coach 10.7/17 | |10 CBS Wednesday e /
Movie—The Face on the
10:00

. Family Matters 8.2/18

57. Diagnosis Murder

65. Unsolved Mysteries

8:00 33. Mad About You ©.9/19| |54. Martin 6.8/13
54. Burke's Law 6.8/13 - —
8:30 |54. ABC Movie Special— 29. Hope & Gioria 10.2/18 | |52. Living Single 7.1/13
9:00 |Secrets 7.7/14 73. Eye to Eye 5.4/9 5 Se.infeld 15.6/27 | |69. New York Undercover
9:30 4. Friends 16.8/27 5.8/10
10:00
10:30 46. Day One 8.0/14 | {60. 48 Hours 6.5/11 6. ER 15.1/26

Movie—Johnny's Girl
5.8/12

78.E t 4.6/10
8:30 | 36. Boy Meets World 8.6,/18 6.7/14 6.2/13 neounters /
-00 [41. Step By St 8.3/17
e i LA / 35. Dateline NBC ~ 8.7/17| |44. The X-Files 81/16
9:30 |47. Hangin' w/Mr.C 7.8/15| |82, American Achievement
10:00 Awards 35/7 | |51, NBC News Special; T
22.20/20 10.7/22 S 7.2/15
SATURDAY
. Thunder Alley  5.4/13 68. Cops 5.9/14
8:30 {77. Bringing Up Jack* 5.2/12| | 79. CBS Special Movie— ;25 M;"'e:' thie W:e"— 3. Cops 6.4/14
z uburban ¢commando
9:00 500 Nations, Part 3 4.4/10 5.6/10 | |64. America’s Most Wanted
930 |69- ABC Saturday Family ' 6.3/13

36. Walker, Texas Ranger
8.6/18

60. AFIl Salute to Steven
Spielberg 6.5/14

31. ABC Sunday Night
Movle—Stormy Weathers

75. CBS Sunday Movie—

34. NBC Sunday Night
Movie—Danger Island

:00 |54. Am Fun Hm Vid 6.8/16 - 3 T
paoe . / 11. 60 Minutes  12.4/28 | |81. Earth 2 3.6/8 | |B%: Tiny Toons: Night
7:30 [41. Am Fun Hm Vid 8.3/18 Ghoulery 2.6/6
: 60. Simpsons 6.5/14
8:00 |5 ois & Clark  6.9/14 | | 22 Murder, She Wrote 79. seaQuest DSV 4.4/9 el /
8:30 10.7/22 75. The Critic 5.3/11
9:00 57 Married w/Chid 6.7/13

69. My Wildest Drms* 5.8/11

10:00 10.1/19 500 Nations, Part 4 5.3/10 9.8/19

10:30
WEEK'S AVGS 9.9/18 7.9/14 9.3/17 7.4/14
SSN. TO DATE 11.9/20 10.8/18 11.5/19 7.5/12

RANKING/SHOW [PROGRAM RATING /SHARE]

TOP TEN SHOWS OF THE WEEK ARE SHOWN IN RED

YELLOW TINT IS WINNER OF TIME SLOT

{nr}=NOT RANKED *PREMIERE

TELEVISION UNIVERSE ESTIMATED AT 95.4 MILLION HOUSEHOLDS; ONE RATINGS POINT EQUALS 954,000 TV HOMES ~ SOURCE: NIELSEN MEDIA RESEARCH  COMPILED BY KENNETH RAY
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USA commits $140 million to originals

Cable network will add shows from Tartikoff, Landis; commissions pilots for first time

By Rich Brown

SA Network is earmarking
U $140 million for a 1995-96

original programing schedule
that will include a Saturday night
comedy block featuring shows from
John Landis and Brandon Tartikoff.

The Saturday night block is just
one of several programing changes
being implemented by Rod Perth,
USA Networks Entertainment presi-
dent and executive vice president of
programing. The changes mark the
first major wave of new programing
on USA since Perth joined the net-
work from CBS last fall.

Most of the changes are being
made to target “the younger end” of
the 18 to 49 age bracket, says Perth.
But he says the network wiil continue
to carry off-net episodes of the older-
skewing Murder, She Wrote, which
continues to rank among the top-
rated shows on cable.

Among the new shows featured in
the Saturday comedy block (8-11
p.m.) will be Campus Cops, a sitcom
from John Landis about two friends
who become campus cops after being
fired from their jobs at a local apple-
sauce processing plant. Also joining
the block is Weekly World News, a
reality-based news show anchored by
Edwin Newman and produced by
Brandon Tartikoff. Weekly, based on
the satirical supermarket tabloid,
originally was piloted by CBS. The
two shows will be sandwiched
between existing USA originals
Weird Science and Duckman, which
have just received orders for an addi-
tional 44 and 22 episodes, respective-
ly. Campus Cops and Weekly World
News have orders for 13 episodes
each. Perth says the network is map-
ping out a “huge” marketing push to
coincide with the comedy block’s
January 1996 debut.

Also new to the USA schedule in
January 1996 will be San Diego Bike
Patrol, an original drama from Gary
Nardino Productions about a team
of cops in an upscale beach commu-
nity. Debuting in September (with a

Under the direction of Rod
Perth (r), USA looks to
take a bite out of the com-
petition with a slate of
orlginal programing,
including new episodes of
‘Forever Knight,' above.

dual syndication win-
dow) will be original
episodes of Forever Knight, a drama
from Paragon Entertainment and
TriStar Television about a 13th cen-
tury vampire living in a modern
metropolis, and USA’s fifth season
of Sitk Stalkings, the mystery series
produced by Stu Segall Productions
and Cannell Entertainment. Forever
Knight and Silk Stalkings previously
aired as part of CBS Late Night’s
Crimetime After Primetime block.

Also in September, USA will
begin testing the live TV waters with
hosted segments during its weekday
schedule. The hosts will appear daily
during a three-hour block featuring
off-net episodes of Peopie’s Court
and Love Connection. Originating
from New York, the hosted segments
will include live conversations with
viewers, online chats, viewer polls
and viewer-supplied video segments.

“We hope to put more of a live,
spontaneous face on the network,”
says Perth, who plans eventually to
further expand the network’s live
presence. Only sports programing
now airs live on the network.

USA in September also will pre-

miere two original Sunday morning
cartoons—Street Fighter, based on
the popular video game, and the
comic book—inspired The Savage
Dragon. Both will emphasize pro-
social messages.

One time period with which USA
is still tinkering is 6-7 p.m. Perth
says the network has a variety of
young-skewing shows in develop-
ment for fall, including a soap opera, !
talk programs and rela-
tionship shows. Mean-
while, the network is said
to be looking to acquire
Renegade to fill the time
period.

Looking ahead, USA is
commissioning pilot epi- |
sodes of The Mr. Law-
rence Show, a comedy
with puppets from David
Steinberg (Mad About
You), and Film-Zilla with
Sandra Bernhard, an
hour show featuring clips and trailers
from B-movies such as Nudes on the
Moon. Perth says that commissioning
pilots is unprecedented at USA, but
he plans to do even more piloting of
high-concept shows. “It’s an insur-
ance policy,” he says.

USA will produce about 20 origi-
nal movies in 1995-96, including
the January 1996 debut of A Road to
Galveston, a drama starring Cicely
Tyson. The 1995-96 schedule also
will feature the network’s usual
line-up of high-profile sports events
and a variety of pre-syndication the-
atrical titles including “The Fabu-
lous Baker Boys,” “Fried Green
Tomatoes,” “The Babe” and “Bird
on the Wire.”

USA sister network The Sci-Fi
Channel will see a variety of new spe-
cials, documentaries and award shows
in the 1995-96 season, says Perth. Two
projects in the works from producer
Michael Phillips (“The Sting,” “Close
Encounters of the Third Kind”)
include a movie trailer compilation
series, Trailerpark, and a science fic-
tion student film competition. ]
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CBS still working on retrans

FTC makes DBS complaint . : m o
The Federal Trade Commission Some CBS affiliates have started own channels in interim
has filed a complaint in federal By James A. McConville

district court against Santa Ana,
Calif.-based PAL Financial Ser-
vices and Media Management for
an allegedly fraudulent satellite
TV investment scheme. The FTC
alleges that the companies were
key players in a scheme the
agency challenged in another
complaint filed April 17. The
FTC says consumers invested
$2.36 million thinking the ven-

their own hands, launching local
early two years after broadcast- | cable channels (see chart, next page).

N ers gained the right to compen- “CBS really has nothing going in
sation from cable system oper- | terms of retransmission,” says David

ators for carriage of their signals, | Lippoff, vice president and general
CBS has yet to come up with a re- | manager, wHIO-Tv Dayton, Ohio. The
transmission-consent deal. CBS affiliate last September created
In the meantime, at least 10 CBS | its own independent 24-hour cable
affiliates have taken matters into | channel, The Miami Channel. “To

ture had the right to market pro- O
graming from direct broadcast - y
satellite company DIRECTYV in 2 There S a lot

one or more rural Georgia coun-
ties. The agency charges that the
defendants did not possess and
were unlikely to acquire the
rights to market DIRECTYV pro-
graming in Georgia or elsewhere.

F

behind an
L.L.Bean
Gift Certificate.

There are thousands of products behind every
L.L.Bean Gift Certificate, and they're all backed by

TCI reorganizes

MSO Tele-Communications Inc.
is restructuring its Southeastern
region from one division to four
regions and two major metropoli-
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some extent CBS staked out a position
and then, I think, waited too long once
events began to occur and the playing
field began to change,” Lippoff says.

Ironically, CBS was the most
aggressive of the broadcasters in lob-
bying for retransmission consent.
CBS had hoped that it could use the
rules to demand cash payments from
cable system operators that carry its
TV stations. However, cable opera-
tors refused to pay, and CBS was
forced to grant one-year extensions
in the seven markets where it owns
stations (New York, Los Angeles,
Chicago, Philadelphia, Miami, Min-
neapolis and Green Bay, Wis.).

Of all the retransmission options
open to CBS, creating its own cable
network—once considered at the top
of the list—now appears the least
likely. “I don’t know if we would cre-
ate our own,” says Mark Harrington,
senior vice president of new media,
CBS.

Harrington says CBS talked about
starting its own cable news network,

Going it alone

The following is a list of CBS
affiliates that have launched/are
launching iocal cable channels
KFSM-TV Fort Smith, Ark.
KFMB-TV San Diego
WIXT(TV) Jacksonville, Fla.
WANE-TY Fart Wayne, Ind.
WISH-TV Indianapolis
VWWL-TV Mew Orleans

WGME-TV Portland, Me. (plans
to launch channel in 4th quarter
in conjunction with Tima Warnar

WETWV(TW) Charlotte, N.C.
| WHIQ-TV Dayton, Chio
| WPXITV) Pittsburgh

KREM Spokane, Wash.

B -~ = i — e —miawL _a s At T —— e ]

create something that’s differentiat-
ed from CNN, which a lot of the
operators carry already and don’t
want on that air,” he says.

CBS include teaming with an existing
network that needs to build carriage.
Harrington says that the network held
talks last year with more than two
dozen cable networks, including start-
up services and established networks
willing to give CBS an equity position
in return for improved distribution,
about such an arrangement.

sidering a “variety of options” and
will let affiliate stations know about
its plans in August.

like wHIO-TV have opted to go it on
their own, creating independent local
cable channels that satisfy local

but that the idea was shelved after the
network decided it might duplicate
existing programing. “It just didn’t
work out—the issues of having to

retransmission-consent agreements
and create another programing con-
duit. wHIO-TV’s Miami Channel
resulted from a year of negotiations
with Continental Cablevision. L]

Other retransmission options for

Harrington says CBS now is con-

Meanwhile, some CBS affiliates

Primetime finds the upside of upscale

UK company has built U.S. cable profile with imports

By James A. McConvllle

rimetime Entertainment has
P carved a niche for itself distrib-

uting arty, upscale internation-
al imports to the U.S.—particularly
to cable networks in growing num-
bers.

Primetime, the North American
subsidiary of Great Britain’s Prime-
time Television Associates, is a two-
way distributor, selling international
TV product (mainly British) in the
U.S. and importing American pro-
graming overseas.

In its 10-year tenure in the U.S.,
Primetime has provided programing
for the A&E Network, Bravo,
Encore, Lifetime, Nickelodeon and
the Public Broadcasting Service,
drawing from its 6,000-hour library
of history and nature programs, doc-
umentaries, drama classics and com-
edy series.

Other Primetime cable partners
inciude USA’s Sci-Fi Channel and
Fox’s fX, which is airing the Aus-
tralian soap series Home and Away.

‘The Shiralee,” distributed by Primetime, has aired on The Disney Channel and has

been bought by Encore.

Besides distributing product,
Primetime co-produces program
packages with U.S. networks. In a
joint project with A&E, the BBC and

an unnamed Norwegian film compa-
ny, Primetime has co-produced a
documentary, CIA: The Secret Files,
based on a book by British author
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John Randelagh.

A&E owns the U.S. programing
and home video rights to the docu-
mentary; Primetime affiliate CD-
Vision will produce a multimedia
CD-ROM version for distribution in
the UK and the U.S.

Other Primetime future co-pro-
duction projects include Famous Film
Legends with A&E, an interview
series with key American film fig-
ures to air next year, and an updated
version of Charles Dickens's Great
Expectations with the Discovery
Channel. The update stars Anthony
Hopkins and Jean Simmons and will
air later this year.

Christina Thomas, president,
Primetime Entertainment, says
importing programing to the U.S. is
more complicated than it was 10
years ago.

“Nothing is simple anymore.
There [are] a lot of players and a lot
of different structures,” Thomas
says. “Here, there are so many differ-
ent ways of selling—you need to
know all the ground rules, how syn-
dication works, how to get station
clearance.”

There’s also more opportunity,
with home video, non-theatrical pro-
ductions and CD-ROM, she says.
“There [are] a lot more aspects of
distribution rights that you can
squeeze a bit of revenue out of.”

Selling Primetime’s niche pro-
graming still is a daunting task,
Thomas says: “This is not program
material that is off-network prime
time; I'm not sitting there, unfortu-
nately, selling them NYPD Biue.”

However, the laws of international
programing distribution can work in
strange and mysterious ways, she
says, with the biggest import suc-
cesses sometimes coming from
unlikely sources. For example, a
BBC-produced series called Are You

Discovery flying high
Beginning June 7 The Discovery
Channel will provide the entire
monthly lineup of programs for
United Airlines’ The Insight Chan-
nel, one of four regular TV offer-
ings on the company's new Boe-
ing 777 flights. Each seat on the
planes will be equipped with a
video screen.

Christina Thomas

Being Served is a steady hit on PBS
despite being more than 20 years old.
“You never know what will catch
on,” Thomas says.

New U.S. cable channels have

opened the door for Primetime to re-
license product it previously has
shown. Last year the company sold
its Barbara Taylor Bradford series
Hold the Dream and To Be the Best to
Lifetime Television. It then turned
around and sold syndication rights to
Encore, which plans to air the series
next year.

But more cable channels hasn’t
necessarily translated into higher
revenue from advertisers, Thomas
says. “The advertising pie is a given;
with new channels you’re just slicing
it smaller.”

A larger percentage of Primetime's
future sales will come from original
projects, Thomas says, but she main-
tains that the company will stick to its
primary distribution roots. “We’re
going to have to invest in more pro-
grams in order to get the [distribution]
rights. But we shouldn’t be a produc-
tion company; we should stay a pack-
ager and a distributor.” |

U.S., Canada out of tune over CMT

A potential cable war between the U.S. and Canadian governments over
Country Music Television (CMT) could heat up this month. U.S. trade rep-
resentatives are expected to complete their list of Canadian companies
facing possible trade-sanction retaliation for Canada’s decision to kick
CMT off cable in that country.

CMT says that it had 2 million Canadian viewers when it was dropped
Jan. 1, reportedly to make room for a similar Canadian station. CMT is
owned by Nashville-based Gaylord Entertainment and Stamford, Conn.-
based Group W Satellite Communications, a subsidiary of Westinghouse
Electric. A spokeswoman for the Office of U.S. Trade Representative says
a list is being compiled of Canadian companies and consumer products that
face potential trade sanctions. That list is expected to include Teleglobe, a
Montreal-based international telecommunications company; Cineplex
Odeon, a Toronto-based movie theater chain, and Toronto-based MuchMu-
sic, which has an estimated 3 million subscribers in the U.S.

A letter from U.S. Trade Representative Mickey Kantor to the Canadian
Trade Minister says the U.S. investigation will be completed June 21. —JAM
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CBS expands plans
for affiliate web sites

By Mark Berniben

CBS made a major
push for its stations to get up

on the Internet, and the

affiliates are responding.

Speaking at the meeting,
i vice provider owned by

George Schweitzer, execu-
tive vice president of market-
ing and communications for
CBS, said that at least “two
dozen” CBS affiliates will

Pharaoh, hieroglyphics
on CD-ROM

Discovery Channel Multimedia
has released Nile: Passage to
Egypt, its latest CD-ROM title,
for Windows and Mac plat-
forms, The disc tracks 5,000
years of Egyptian history
through a journey along the
Nile River. The multimedia
CD-ROM contains pho-
tographs and more than 30
minutes of video from the
Discovery Channel documen-
tary of the same name. The
disc was produced by Human
Code of Austin, Tex. Its sug-
gested retail price is $49.95.

_ have created Internet sites

t its annual affiliates
meeting last week,

: plans to have more than 100

“by the end of the summer.”
By early next year, CBS

of its affiliates on the Inter-
net.

CBS is working closely
with Infinet, an Internet ser-

Landmark Communica-
tions, which owns several
CBS affiliates as well as The
Weather Channel, The Trav-

- el Channel and a number of :
© newspapers.

“The creation of Internet

sites for our stations is an

extension of our network-

- affiliate relationship,” said
¢ Schweitzer.

CBS is presenting three
- alternatives to affiliates !

interested in setting up Inter-

. net sites: A basic home page
- will cost a station roughly

$5,000, a more developed
area will cost close to

$10,000 and a well-devel- :
. lating that CBS was consid-
: ering dropping its deal with

oped site will be about
$15,000.
Schweitzer called KLAS-

. Tv, the Las Vegas CBS affil-

iate owned by Landmark,

i “the model.” He said the sta-

! tion has created a “virtual

newsroom” that is enhancing
its audience relationship,
improving ratings and boost-
ing revenue through the sale
of advertisements in the

Network is sticking with Prodigy; plans to bring more than 100 stations to Internet in ‘96 ~ °™Lin¢ area.

Schweitzer said talks
should begin soon with new
Prodigy chief Ed Bennett

- about expanding the exclu-
i sive relationship between

the broadcast network and

¢ the online service provider.
i Prodigy has shifted its
. strategic focus toward the
: Internet, and CBS is aiming

its resources in the same
direction.
Rumors had been circu-

Prodigy and possibly mak-
ing a deal with America

Continues on page 30

I/ideoGuide, Sports Network plan

-on-screen sports updates

- Set-top unit to be sold through retail stores starting this summer

- By Mark Bersiden

ideoGuide has signed a deal with The
Sports Network to provide updated

sports scores and information via set-
top box to any TV set.
The New England start-up company, based

in Bedford, Mass., will bring program list- :
ings—along with news and sports informa- :
tion—to consumers’ homes using a propri- :
etary set-top device. A weather service also '
is planned. The data will travel over Bell- :

South’s MobileComm’s paging network.

The set-tops will be available in some :
. Atlantic-coast retail outlets beginning late |
. this summer for about $100. Subscribers

. will pay $49.95 for a year's worth of the

text-based service, says Frank Reitter, vice
president, marketing and sales, VideoGuide.

“We don’t use up a channel. We send a
data overlay through a paging network to the
empty channel, either channel 3 or 4,” Reit-
ter says.

The product will be called SportsGuide.
Viewers will be able to access real-time
sports scores and game summaries at any
time by using a special remote-control
device to switch from the program guide.

Prevue Networks, the leading on-screen

Continues on page 30
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CBS Affiliates
Continued from page 28

Online. But Schweitzer said
there is no deal with any :
service .
provider, and he expects !
that CBS will expand its :

other online

refationship with Prodigy.
Schweitzer

America Online,

open-ended relationship
network to capitalize on the

explosive growth of the
Internet.

to Microsoft,

deal,” said Schweitzer.
CBS affiliates in addition

to KLAS-TV with home pages :
on the Internet’s World :
Wide Web are KHOU-TV

Houston; kpix San Francis-
co; KwTv Oklahoma City;
KEPR-TV Pasco, Wash.;

WISH-TV Indianapolis; WIHL- :
TV Johnson City, Tenn.; :

wBOC-TV Salisbury, Md.;
wHNT-TV Huntsville, Ala.;

WNEM-TV Bay City, Mich; :

wRGB Schenectady, N.Y.,
AND WTVF Nashville.

admitted :
there have been talks with :
Com- :
puServe and The Microsoft :
Network. However, he said !
CBS is pleased with its :
’?nf-fe';c’%'-_:"-v.w
with Prodigy that allows the :

‘BellSouth, Multimedia

“America Online came to :
e become interactive partners
going to leave them and go
but I don’t :

- By Mark Berssileen

anticipate there will be a :

ellSouth has struck a
: deal with Multimedia .

™y

MGM forms interactive division
Metro-Goldwyn-Mayer Inc. has created MGM Interactive, a
division devoted to creating interactive products, including
CD-ROMs, video games and online areas, Ronald Franke!
was named executive vice president/general manager of
the new division. He formerly consulted the company on its
interactive strategy, MGM has been working with Sega of
America, Grolier Electronic Publishing and Matra Hachette
on interactive products based on its original copyrights from
film, television and animated productions. Those products
will begin shipping at the end of this year, and another six
to 10 projects are in development. MGM also is redesigning
and updating its home page on the Internet.

Inc. to co-develop a
variety of interactive ser-
vices that potentially could

'~ travel over the telco’s video :
‘ dialtone networks in the :

future.

The partners are planning :
- a six-month trial in Green- '
¢ ville, S.C., that will test con- :
sumer interest and willing- :
. ness to pay for PC-based
local and national informa- :

¢ tion services, Internet access, !
ISDN connectivity, electron-

ic transactions and video-on-
demand applications.

publishes 11 daily and 49
non-daily newspapers, owns
. stations, two radio stations,
sion franchises in Kansas,

Oklahoma, Illinois, Indiana
and North Carolina, and pro-

duces and syndicates TV :
programing, including Don- :

Multimedia is a diversi- :
: fied media company that

five network-affilated TV

more than 125 cable televi- |
: of

ahue and other major talk
shows.
Multimedia is on both the

: production and the distribu-

tion sides of the media busi-
ness and stands to gain from
the growth of interactive ser-
vices, but it wants to deter-
mine if its customers are
interested in paying for new
offerings. BellSouth is part
the alliance with
Ameritech, SBC Communi-
cations and Disney that
plans to provide a range of
interactive services. ™.

Online and Prodigy.

C-SPAN offers audio online

C-SPAN is developing an Internet site on
the World Wide Web, In addition to infor-
mation about C-SPAN’s programing line-
up, the Web site features on-demand
audio of some C-SPAN programs. C-SPAN
is using Progressive Network's RealAudio
technology, which enables consumers
with multimedia personat computers to . T
access voice-grade-quality audio trans- e al e
mitted over telephone lines. C-SPAN’s
Web site also will be linked to other free
public information areas on the Internet, such as the Library of Congress’s THOMAS online
service. C-SPAN’s World Wide Web address is http://www.c-span.org.
In arelated development, C-SPAN plans a forum on The Microsoft Network, the planned
online service from computer software giant Microsoft. C-SPAN will compile public texts
such as federal legislation, congressional voting records and political action committee (PAC)
reports from the Federal Election Commission. G-SPAN already has forums on America

A8 Yes o Jodasdi

CSPAN

the political network of record

Wekcawes 12 the CSPAN Nenarks home page.

! | 1

1l

. tors.

L 2]
ECH T
T T [ — Tz

i line News,

. boxes.

30

- VIDEOGUIDE, SPORTS NETWORK
L) Continued from page 28

: program guide, also plans similar news,
-sports and weather services. Unlike
¢ VideoGuide, which operates independent-
i ly from cable operators, Prevue will pro-
- vide unregulated revenue to cable opera-

. The Sports Network is a sports wire ser-
J | vice that provides frequent, detailed
i updates on major sports to news outlets. Its
i primary competitor is ESPN-owned
- SportsTicker, which offers scrolling sports
- data on ESPN and often on CNN's Head-

. Privately held VideoGuide recently
- received $9 million in capital from Japan-
- ese investors Sanyo and Marubeni. Sanyo
: is manufacturing VideoGuide’s set-top

e
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Westwood One’s Lawenda looks
for radio’s untapped advertisers

New president thinks potential for network ad revenue is $1 billion

By Donna Petrozzello

ith his return to radio as pres-
Wident of Westwood One Radio
Networks, Jeff Lawenda
hopes to increase advertising revenue
for network radio and build West-
wood One’s affiliate base as well.
Named president of the network in
April after Bill Hogan resigned,
Lawenda has resumed the working
relationship he forged with West-
wood One Cos. CEO Mel Karmazin
in the early 1970s, when each sold
commercial time on wNEw(AM) New
York. Continuing in radio sales,
Lawenda became VP/GM for CBS
Radio spot sales and general sales
manager at WCBS(aM) New York.
Lawenda resigned from CBS Radio
in 1980 to join USA Network, where
he created the cable network’s sales
department and oversaw advertiser
program development. After several
years with USA Network, he held
senior management positions with

‘ Bloch arrested Investors challenge

Financial talk radio veteran Sonny
Bloch was arrested late last week
in the Dominican Republic and
extradited to Puerto Rico. Federal
agents are expected to bring him to
New Jersey to face fraud charges.
Bloch was indicted on charges that
he helped to swindle $21 million
| from his listeners by promoting
shady investment schemes during
his show. Bloch, who called him-
self a “broadcaster in exile,” has
denied wrongdoing.

He has stopped hosting his
national weeknight show on 200
stations. The show’s syndicator,
Independent Broadcasters Network
of Clearwater, Fla., has filled
Bloch’s 6-8 p.m. weeknight shift
with another financial talk show.

production companies
such as Chelsea Commu-
nications, Cabin Fever
Entertainment and Reeves
Communications oversee-
ing TV program develop-
ment, production and
home video distribution

projects.
Given his background,
Lawenda sees home

video, TV program ad-
vertising and the movie
industry as potential
radio advertisers. He ini-
tiated radio campaigns for
Cabin Fever’s release of
several home video ser-
ies, seizing radio’s “inherent advan-
tage over all other media to reach
consumers just prior to the point of
purchase,” he says.

“There are many products and ser-
vices that should be advertising in

radio, but are not, and we are going

sale of WNYC-AM-FM

A group of investors has filed
suit to try to force New York City
to sell its broadcast licenses for
WNYC-AM-FM on the open market. |
The investors, Creole Enterpris-
es, want the city to seek full-mar-
ket value for the stations rather
than sell them at a cut rate to the
not-for-profit WNYC Founda-
tion. The foundation is expected

[ to pay $20 million for the two

| licenses over six years. Radio
brokers have estimated that the
licenses would sell for $35 mil-
lion-$40 million in the private
sector. The sale to the foundation
was announced in March.

—oP

Lawenda: ‘There are
many products and
services that should
be advertising in
radio... and we are
going to target them.’

to target them,” Lawenda
says.

“Radio represents a
wonderful medium to use
in combination with TV.
We would love to see peo-
ple develop unique com-
mercials for radio and take
advantage of its visual
qualities,” Lawenda says.

Considering radio’s
strong revenue gains in
1994, network radio
should garner a larger
share of media ad revenue,
says Lawenda, who would
like to see network radio
revenue at least double.
Last year, the Radio Ad-
vertising Bureau reported
network radio advertising
revenue at $411 million,
which Lawenda would
like to see at $1 billion.

“Having been away
from radio and then com-
ing back, what hit me was
the health of local radio,” he says.
“And I see growth in network radio,
but not to the extent that it should be.
I’m obviously primarily interested in
growing Westwood One’s revenue,
but that will inherently help network
radio in general.”

In addition to attracting new radio
advertisers, Lawenda hopes to
increase affiliates for Westwood One
programing, particularly in its news
programing. Westwood One distrib-
utes news from NBC Radio News,
Mutual Broadcasting System, CNN
Radio News, CNN Headline News
and CNBC Business Radio.

“We pride ourselves on having
what we perceive as the foremost
news operations in network radio,”
Lawenda says.

Lawenda would like to build the
affiliate lists of the network’s nine
24-hour music formats. Westwood
One’s recently launched Seventies
format is carried by 30% of 1970s-
era oldies stations, he says, and 38%
of all easy-listening stations carry its
Adult Standards format. “We want to
continue to develop and produce,
based on sound programing and
affiliate research, our 24-hour for-
mats,” Lawenda says. |
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KCIT(TV) Amarillo and KITL(TV)
Wichita Falls, both Tex., and five LPTV
translators

Price: $14 million

Buyer: Wicks Broadcast Group LP
(Edgar Berner, president/41.67%
interest); owns WCVT(AM)-WLMX-FM
Rossville, Ga.; wTMZz({AM)-WSSX-FM
Dorchester and wTMA(AM)-WSUY(FM)
Charleston, both South Carolina;
wzsT(FM) Signal Mountain, Tenn., and
WNBF(AM)-WHWK(FM) Binghamton, N.Y.
Seller: Epic Broadcasting (Lanham
Lyne, principal owner); no other
broadcast interests.

Facilities: kCiT: ch. 14, 1280 kw visu-
al, 128 kw aural, ant. 1,521 ft.; kyTL:
ch. 18, 2820 kw visual, 282 kw aural,
ant. 1,079 fi.

Affiliation: kCtT: Fox; kJTL: Fox

[ ' Concord, Calif.

Price: $8 million

Buyer: Pappas Telecasting of Con-
cord (Harry Pappas, general part-
ner/51% equity interest); owns KPwB-
Tv Sacramento and kMPH(TV) Visalia
{Fresno), both California; kPTM(Tv)
Omabha, and kREN-TV Reno.

_Proposed station trades

By dollar volume and number of sales
This week:

AMs 0 $1,465,625 02
FMs 0 $2,216,000 05
Combos o $5,300,000 o 2
TVs 0 $26,000,000 03
Total 0 $34,981,625 012

So far in 1995: |

AMs 0 $55,456,744 o 80
FMs 0$322,065,721 0161 |
Combos 0 $747,160,300 o 95
TVs 0 $1,587,502,000 o 50
Total 0 $2,712,084,765 £ 386

— e

Seller: First Century Communications
Inc. and United Christian Broadcast-
ing (Ronald Haus); no other broad-
cast interests.

Facilities: ch. 42, 1205 kw visual, 241
kw aural, ant. 2,773 ft.

Affiliation: independent

Broker: Gammon Media Brokers Inc.

WOXA-AM-FM York, Pa.
Price: $5 million

Ehanejiing

This week’s tabulation of station and system sales

Buyer: Tele-Media Broadcasting Co.
(Robert Tudek and Everett Mundy,
50% interest each); owns WRKz(Fm)
Hershey, wrsc(am) State College,
waowk(FM) University Park, Wokk(Fm)
Ebensburg, waLU(Fm) Johnstown and
WEST(AM)-WLEV(FM) Easton, all Penn-
sylvania; wTAD(AM)-WQCY(FM)/WMOS
(Fm) Quincy, lll., and WLKW(AM)-wwLI
(FM)/wPRO-FM Providence and wpro
(am) East Providence, both Rhode
Island.

Seller: The HGF Media Group
(Harold Fulmer li, president/100%
interest); owns WMPA(FM) Mansfield,
WXKW(AM) Allentown, WMGH(FM)
Tamaqua and wLsH(am) Lansford, all
Pennsylvania.

Facilities: AM: 1250 khz, 1 kw; FM:
105.7 mhz, 25 kw, ant. 705 ft.
Format: AM: oldies, nostalgia, MOR;
FM: AC, CHR

Broker: Holt Radio Group

WNPL(TV] Naples, Fla.

Price: $4 million

Buyer: Second Generation of Fiori-
da Ltd. (Thomas Embrescia, man-
aging member); owns WRMR(AM)-

Larry Pressler

Senate Commerce
Committee Chairman

presents

July 17-19, 1995

Keynote Speakers Will Include

Arthur C. Clarke-Father
of Satellites live via
satellite from Sri Lanka

THE COMPETITIVE CHOICE

For More Information, Contact WCA Convention Services at (202) 452-7823

THE WIRELESS CABLE ASSOCIATION INTERNATIONAL

WCA '95

Wireless Cable's Annual Convention & Exposition
Washington, DC Convention Center & Grand Hyatt Hotel
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wook(FM) Cleveland.

Seller: Southwestern Florida
Telecommunications Inc., debtor-in-
possession (William Darling Sr.,
CEO); no other broadcast interests.
Facilities: ch. 46, 5000 kw visual, 500
kw aural, ant. 1,000 ft.

Affiliation: UPN

KLAV(AM] Las Vegas

Price: $900,000 plus $150,000 for
transmitter and $150,000 for studio
Buyer: Gore-Overgaard Broadcasting
Inc. (Cordell Overgaard, president/
53.6% interest; Harold Gore, CEQ/
39.2%); owns WTMR(aM) Camden, N.J.
Seller: Wagenvoord Advertising
Group Inc. (David Wagenvoord);
50% owner of Kawi(AM) Honolulu and
75% of KNRY(AM) Monterey, Calif.
Facilities: 1230 khz; 1 kw

Format: news/talk, sports, Spanish

WWRBZ[FM) McClellanville, S.C.

Price: $848,000

Buyer: Baker Broadcasting Inc.
(Frank Baker, 76% interest); no
other broadcast interests.

Seller: Gilchrist Communications Inc.
{Ken Noble); no other broadcast
interests.

Facilities: 98.9 mhz, 50 kw, ant. 492 ft.
Format: dark

KBIC(FM} Alice, Tex.

Price: $650,000

Buyer: Guerra Enterprises (Encarna-
cion Guerra); owns KJBZ(FM)/KRRG
(FM) Laredo, Tex.

Seller: Christian Ministries of the Val-
ley In¢.; owns KRGE(AM) Weslaco,
Tex., and is permittee of KARU(FM)
Raymondville, Tex.

Facilities: 102.9 mhz, 50 kw, ant. 492 ft.

CHANGING HANDS

Pompadur sells Number 5 to Quincy

Two more of Marty Pompadur’s nine available TV stations were signed far
last week.

As reported previously, katc-Tv Lafayette, La., sold to Evening Past Pub-
tishing for $25 million. The company, which owns eight TVs, is headed by
lvan Anderson, and the TV group is run by Travis Rockey.

Quincy, lll.-based Quincy Newspapers is buying wrex-Tv Rockfard, lil.,
from ML Media Partners LP for $18 million-$19 million. As the ownership
changes, so will the station’s affiliation: wrex-Tv will switch from ABC to
NBC on Aug. 14.

Owned by the Oakley family, Quincy now has four NBC affiliales: woem-
tv Quincy, Ill.; k1Te-Tv rochester, Minn.; wvva-Tv Blueville, W.Va., and rkTiv-
Tv Sioux City, la. It also owns ABC affiliate wsuv-Tv South Bend, Ind., twao
newspapers and an AM-FM combo.

Three of Pompadur’s stations remain up for grabs: wrwo-Tv (NBC) Terre
Haute, Ind.; katv (ABC) St. Joseph, Mo., and wreL-Tv Augusta, Ga. Ted
Hepburn brokered the sale of wRex-Tv. —JAZ

Format: Spanish Christian

KVLH[AM)-KGOK(FM) Pauls Valley,
Okla.

Price: $300,000

Buyer: Floyd & Wright Broadcasting
(Roy Floyd, director/33.3% inter-
est; David Wright, presi-
dent/33/3%; Donald Wiese Jr.,
director/33.3%); owns KFYN(AM})-
KFYz(FMm) Bonham, Tex.

Seller: Washita Broadcasting Inc.
(Kelly Rawlings, president); no other
broadcast interests.

Facilities: AM: 1470 khz, 1 kw; FM:
97.7 mhz, 3 kw, ant. 303 ft.

Format: AM & FM: contemporary
country

WLNBIFM) Ligonier, Ind.
Price: $290,000
Buyer: Brian Walsh

Radio Equity Partners’ duopoly purchase of wwrx(rm) Providence, R.I., for $10
million was finalized on May 24. REP President George Sosson (I) congratulates
Nat Urso, chairman of seller Westerly Broadcasting, at the closing. Broker Dick
Foreman (center} of Richard A. Foreman Associates looks on.

Seller: Summit Radio Inc. (Jim Leep,
president); owns waTc(FM) Carlisle,
Ind.

Facilities: 102.7 mhz; 3 kw; ant. 328 ft.
Format: country

Broker: Roehling Broadcast Services
Ltd.

WEXLIAM) Royal Oak, Mich.

Price: $265,625 for 2,166 common
shares of Sparks Broadcasting Co.
Buyer: Gordon R. Sparks

Seller: Gordon A. Sparks Trust
Facilities: 1340 khz, 1 kw

Format: religious

WTOC-FM [formerly WOEG(FM]}
Russell Springs, Ky.

Price: $260,000

Buyer: Shoreline Communications
Inc. (Mark Royse, president/25%
interest; Laura Harris, 25%; Michael
Harris, 25%; Janet Royse, 25%); no
other broadcast interests.

Seller: Heartland Communications
Inc. (George Owen Jr., president);
owns WTCO(AM)-wCKQ(FM) Camp-
bellsville and waLL(Fm) Louisville,
both Kentucky.

Facilities: 92.7 mhz, 6 kw, ant. 328 ft.
Format: dark

WHKZY(FM] LaBelle, Fla.

Price: $168,000

Buyer: Intermart Broadcasting West
Coast Inc. (James Martin Jr., presi-
dent1 00% interest); owns WCCF(aM)-
wikx-FM Punta Gorda, wGUF(FM)
Marco and wpvi(Fm) Ponte Verde
Beach, all Florida, and wcca{rm) Har-
risburg, N.C.

Seller: LaBelle Broadcasting Inc.
(Thomas Smith); no other broadcast
interests.

Facilities: 92.5 mhz, 3 kw, ant. 299 ft.
Format: dark
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Broadcasters dismiss
proposed demise of FCC

Foundation’s plan called not in the public interest

By Christopher Stern
and Kim McAvoy

roadcasters and
cable operators
may be pushing

for deregulation, but
they’re not ready to
abolish the FCC.

Industry reaction to
a Progress & Freedom
Foundation report
calling for elimination
of the FCC in three
years was lukewarm.

Under the founda-
tion’s plan, released
last Tuesday, spec-
trum would be treated
as private property and broadcastcrs
would depend on the courts to pro-
tect their rights in signal intcrier-
ence and other matters. The FCC
would be replaced by a much small-
er Office of Communications Policy
in the executive branch.

“While a reduction in regulation
would be welcomed by broadcast-
ers, we also believe there will always
be a need for an independent gov-
ernmental entity free from partisan

L

FCC Chairman Reed Hundt:
‘Private interests should not
own 100% of the action.’

politics lo serve as an
arbiter and assure that
telecommunications
policy serves the pub-
lic interest of all Am-
ericans,” said Eddie
Fritts, president, Na-
tional Association of
Broadcasters.

“There will always
be responsibilities that
are most appropriatcly
addressed by an
agency like the FCC,”
said Steve Effros,
president, Cable Tele-
communications As-
sociation. Effros, a
frequent critic of the FCC, said he
would welcome any decline in
“micromanagement” by the agency.

The report also calls for eliminat-
ing rules that require spectrum “own-
ers” to use their frequencies in a par-
ticular way. Under the foundation’s
proposal, broadcasters could choose
to offer cellular or paging services
rather than television programing.

The foundation said the courts and
the Justice Department’s antitrust

they bought the stations, he says.

Nor does the proposal address second channels for digital TV, Pitsch
says. But giving each TV station extra channeis with the expectation of
getting one back after a transitional period is “consistent with the pro-
posal,” he says. The stations aren’t really acquiring new spectrum, he |
says. They merely are trading old spectrum for it.

; Think tanks don’t think much
of broadcast fees

Broadcasters should not have to pay for their existing channels and |
probably not for transitional channels for HDTV and other digital ser-
vices, according to an FCC reform proposal by The Progress & Freedom
Foundation and The Heritage Foundation.

Their proposal, released last Tuesday, advocates auctions as a
means of distributing newly available spectrum. But, says former FCC
chief of staff Peter Pitsch, one of the authors, the proposal doesn’t envi-
sion fees on existing broadcasters. Most paid for their channels when

—HAl

Time Is
Running Out!

CASEY MEDALS
FOR
MERITORIOUS
JOURNALISM

Deadline: Received
by August 1, 1995

presented by the Casey
Journalism Center for
Children and Families

he awards will honor distin-

guished coverage of disadvan-
taged and at-risk children and their
families, and the institutions and
agencies charged with serving them.

First-place winners in ten catego-
ries will receive $1,000 awards and
$2,000 study/travel grants. Catego-
ries include newspapers, magazines,
television, radio and photojournalism.
WORK PUBLISHED OR BROAD-
CAST BETWEEN JUNE 1994 and
JUNE 1995 IS ELIGIBLE. Judges
include nationally known journalists,
editors and journalism educators.
There is no entry fee.

For an application, contact:
Cathy Trost, Director
Casey Journalism Center
College of Journalism
University of Maryland
College Park, Md. 20742-7111.
Phone: 301-405-2482.

The Center is part of the University of Maryland
Collcge of Joumalism and is funded by the Annie
E, Casey Foundation.
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division also would have the role of
protecting the public interest.

“It doesn’t make sense.... It’s easy (o
take shots at a government agency,”
said Peter Desnoes of Burnham Broad-
casting.

Broadcasters think a reduction in
regulation, especially in the area of
forfeitures and enforcement of equal
employment opportunity rules is over-
due. But they also see the need for an
expert telecommunications agency.

“The courts and the Justice De-
partment don’t have the technical ex-
pertise to handle frequency interfer-
ence and allocation problems. At
least the FCC understands your busi-
ness,” one radio broadcaster said.

FCC Chairman Reed Hundt lashed
out: “The public interest has a huge

stake in the communications revolu-
tion, and private interests should not
own 100% of the action.”

Hundt also said he thinks it is too
early to rely on existing competition to
protect against abuse of market power.
“When it comes to competition, we
ain’t seen much yet,” Hundt said.

While the foundation is proposing
to eliminate the FCC, telecommuni-
cations legislation pending in Con-
gress would greatly increase the
FCC’s duties, including requiring up
to 80 new rulemakings, points out
FCC Commissioner James Quello.

Congress has the final say on what
will happen to the FCC. House Speak-
er Newt Gingrich (R-Ga.) has called
for eliminating the FCC in three to
five years. And House Telecommuni-

e e e ) b T T S

cations Subcommittee Chairman Jack
Fields (R-Tex.) has discussed a major
restructuring of the commission.

The Progress & Freedom Founda-
tion’s report, however, carries some
weight, given the foundation’s close
ties to Gingrich. The foundation pro-
vided approximately 80% of the
money for Gingrich’s college cours-
es, which are carried by National
Empowerment Television, according
to published reports.

Washington-based public interest
group Common Cause says the foun-
dation’s financial supporters include
telecommunications companies
AT&T, BellSouth, Cox Cable Com-
munications, Turner Broadcasting
System, General Instrument and Sci-
entific-Atlanta. n

Independents: Syndication rules fall short

Prime time programs produced by smaller entities have fallen 30%, group says

By Christopher Stern

s the FCC considers speeding
A up the deadline for wholesale
entry of the networks into the
syndication business, Hollywood
producers say the restrictions should
be kept in place—even strengthened.
The producers and independent
broadcasters have a tough fight ahead
of them. In April, when the FCC
asked for comments on its plan to
take the remaining financial interest
and syndication rules off the books,
it said proponents of the rules had to
come up with “compelling [and]
excellent™ reasons for keeping the
restrictions in place.

The so-called fin-syn rules will
expire in their entirety Nov. 10 unless
the FCC changes that sunset date.

The rules were adopted in 1970 in
an effort to limit the three networks’
control of television programing
while promoting a diversity of televi-
sion producers. The rules prohibit
the Big Three from owning or con-
trolling the rebroadcast of prime
time network shows. They also bar
the networks from syndicating non-
network, first-run programs. The
networks may hold passive rights in a
program that is distributed by an
independent syndicator.

The FCC tried to relax the rules in
1991, but ran afoul of the courts. After

a series of legal challenges, the FCC in
1993 eliminated some aspects of the
rules and scheduled the rest of the
restrictions for expiration this Nov. 10.

In comments filed last week at the
FCC, the Coalition to Preserve the
Financial Interest and Syndication
Rule, a group of more than 300 pro-
ducers, argued that since the fin-syn
rules first were relaxed two years
ago, the public benefits promised by
the networks have not materialized.
In fact, the coalition argues, things
have gotten worse.

“Since the commission first re-
laxed [the rules], the portion of the
prime time schedule produced by
smaller entities has fallen by almost
30% while network production has
increased to make up most of this
gap,” the coalition wrote.

Relaxation of the rules has resulted
in reduced investment in prime time
programing created by independent
producers, the coalition says. Mean-
while, ABC, CBS and NBC have
increased in-house production of
prime time programs and investment
in ventures in which they own a
financial interest, the coalition said.

The producers called for tightening
the rules, including a four-year limit
on option rights for broadcasters. They
also would ban negotiation for back-
end rights to programs until after a

network had committed to a program.

The Association of Independent
Television (INTV) also argued
against the sunset, claiming that
established networks will be able to
block the growth of emerging net-
works by entering the syndication
business. INTV argues that further
relaxation of the rules would give the
networks the ability to “deprive inde-
pendent stations of popular syndicat-
ed programing essential to their vital-
ity and viability.”

In their comments, the Big Three
networks told the FCC there is no
need to wait until Nov. 10. “There is
every reason (o terminate...all re-
straints immediately,” ABC said.

As proof that the networks no
longer can exert market power over
programing, NBC cited the following:

® Historic lows for network prime
time audience share.

® Prime time audience growth
among cable networks.

® Continued strength of the Fox
network and its acquisition of broad-
casting rights to the NFL.

® Emergence of the United Para-
mount and Warner Bros. networks.

Anticipating arguments from the
rules’ proponents, CBS argued that
the networks have done nothing to
invite continued regulation since the
rules were relaxed in 1993. n
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Building a better HDTV standard

FCC advisory committee to decide if COFDM system should be tested for consideration

By Chris McConnell

Ithough they hope to recom-
Amend a standard to the FCC

this fall, HDTV standard set-
ters are not yet convinced there is no
room for improvement in the new
television system.

Last week, a subgroup of the
FCC’s Advisory Committee on
Advanced Television Service
(ACATS) was expecting details of a
potential alternate transmission sys-
tem employing coded orthogonal fre-
quency division multiplexing
(COFDM) technology. The system,
sponsored by a collection of broad-
cast organizations known as the
COFDM Evaluation Project, could
have a shot at proving itself in lab
testing this summer if a group of
ACATS-appointed experts decides
testing is worth the effort.

“We’re looking for capability
above and beyond what is there
today,” says Birney Dayton, who is
heading the group that will decide
whether to certify the COFDM sys-
tem for lab testing. Dayton, president
of digital audio equipment supplier
NVision, says his group will review
the COFDM system specifications to
determine that the proposed hard-

ware could both |
work and work bet-
ter than the vestigial
sideband (VSB)
transmission system
now employed in [l
the Grand Alliance §§

HDTV system. I

COFDM propo-
nents say the tech- |
nology might hoid |
benefits in combat-
ing multipath inter-
ference and also
allow for the use of
on-channel
repeaters to fill sig-
nal gaps within a
service area. Earlier
this year, the
COFDM Evaluation
Project contracted with Stockholm,
Sweden-based HD-DIVINE for
COFDM hardware. The group,
which includes the NAB, Capital
Cities/ABC, Fox and NBC, says the
hardware could be delivered by the
end of July.

“We'll see what they have to say,”
Dayton says of the system. His
group’s decision on testing the
COFDM system is due in early July,

The Grand Alliance VSB
transmission system, shown here
with Zenith’s Richard Citta, may
yet see some competition.

according to the
ACATS schedule.
"I That schedule could
get pushed back,
should the COFDM
system reach the test
lab and then prove
superior to VSB. If
that were to happen,
the Advisory Commit-
tee would re-evaluate
the VSB system and
perhaps other trans-
mission technologies
before offering its rec-
ommendation to the
FCC. If the group
decided to replace
VSB with COFDM, its
recommendation on a
standard also would
have to await integration of the new
transmission system with the rest of
the Grand Alliance HDTV hardware.
Alliance members are optimistic
that they will not have to conduct
such work. “If we invested a year or
two of [COFDM] development work,
we might be able to get a system that
was almost as good as the others we
have,” says Robert Graves of
Alliance member AT&T. [ |

| Chyron stake selling for $32 million

Graphics equipment maker Chyron Corp. has a new
owner., The company last week said MWW Group, a

collection of private investors, is acquiring a controlling |

stake in Chyran from Pesa Inc. and Sepa Technologies

Ltd. The investment group is buying 70% of Chyron’s |

common shares for about $32 million,

A5 part of the ransaction, MWW Group Chairman
Michael Wellesley-Weslay is joining Chyron's board of
directors. The investment group already has paid for 10
million of the Chyran shares, with another 54,414,732
sharas to follow aftar tha deal closes.

Spain-based Pesa Electronica, which tast year filed
far that country's equivalent of Chapter 11 bankruptcy,
is selling its Chyran shares as part of an effort to reor-
ganize. Pesa will sell 59,414,732 Chyron shares, with

its U.S. affiliate Sepa selling another 5 million shares.
Sepa will retain 9 million Chyron shares, giving it a
9.5% stake in the company after the deal's closing,
expected in mid-July.

The new owners have not yet decided whether there
will be any management changes once MWW Group
completes the transaction, says Daniel DeWolf of Mew
York's Camhy, Karlinsky & Stein, a law firm represent-
ing MWW Group in the transaction. DeWoltf adds, how-
ever, that Wellesley-Wesley will become Chyron's
chairman after the deal closes.

Chyron, manufacturer of the InFiMit! graphics
machine along with other graphics and character gen-
erating hardware, reported sales of $42.8 million far
1994, —LM
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See last page of classifieds for rates and other information

RADIO
HELP WANTED MANAGEMENT

Fast-Track. Commodore Media, Inc., planning
for rapid expansion in mid-sized markets, seeks
tireless, creative, take-charge people to join our
company in positions of Station Management and
Sales Management. We offer major-market earn-
ing opportunities through generous salary/bonus
structure and stock options to those who possess
exceptional qualifications. Experience in value-
added selling, sales promotion, and carrying own
list is a must. A great opportunity to join a young,
energized company on the move. EOE. Re-
sumes, references to: Sandra Nacinovich, c/o
Commodore Media, Inc., 500 Fifth Avenue, Suite
3000, New York, NY 10110.

Paxson Networks are looking for sales and
management personnel for our news and sports
operations in the Southeast. Resumes to Rick
Green, P.Q. Box 107, Maitland, FL 32751,

HELP WANTED SALES

Affillate Sales. Associated Press is seeking ex-
perienced radio industry professionals for radio
membership sales positions. Positions are avail-
able in AP’s: Midwest territory based in Chicago,
Southeast territory based in Orlando, North Cen-
tral territory based in Detroit, Mid-Atlantic territory
based in Washington, DC. Qualified applicant will
have 3+ years of sales experience in the radic
industry. Strong written and verbal communica-
tions skills are critical. Responsibilities: Sale of
radio programming, 24-hour formats, software
and news wires to radic station owners and GMs.
Extensive regionat travel will be required. Ex-
cellent career development opportunity and
strong compensation and benefits package.
Send your resume to: Christine Gabor, Director
of Marketing, Associated Press, AP Broadcast
News Center, 1825 K Street NW, Suite 710,
Washington, DC 20006 or fax to (202) 736-1107.

Arbitron top-rated FM and News/Talk/Sports
AM seeks combination Sports Announcer/Sales
Account Executive. Our veteran leaving for larger
market. T&R {o John Haggard, KIXY/KKSA, P.O.
Box 2191, San Angelo, TX 76902. Fax 915-944-
0851.

Account Executive: Top rated aduit station serv-
ing Gainsville, Florida is searching for killer AE's
to build new and existing accounts. Experience,
college degree a plus. Resume in confidence to
Millstone Broadcasting, P.Q. Box 35291,
Greensboro, NC 27425-5291. EOE.

HELP WANTED TECHNICAL

Radio Chiet Engineer. If you have the ability to
get the job done...and the desire to be a part of a
growing company, we want to hear from you.
Applicants must have hands on experience in
both AM/FM transmitter and studio repair. Equal
Opportunity Employer. Send resume and re-
ferences to Box 00448 EQE.

CE for major market AM/FM combo. Com-
petency in: AM DA's, PC computer systems, PC
computer networks, TVRQ, studio / RF construc-
tion, maintenance, FCC compliance. Minimum
five years experience and FCC General Class
Permit. Resume, references, salary expectations,
and credentials to: “Resumes” at 2950 SW 2nd
Avenue, Fort Lauderdale, FL 33315 or Fax to
(305) 524-8734. EOE.

HELP WANTED NEWS

NEWS DIRECTOR
WANTED

with extensive broadcast
background to hire 60 report-

ers for the 50 state capitals
and 10 major cities and build
and edit AM/PM drive time
coverage of the 50 states.

REPORTERS
WANTED

full-time or part-time with
broadcast experience and
electric story eyesight to
provide AM/PM coverage of
the top of the news in the 50
states.

Apply to Editor
STATES NEWS SERVICE

1333 F S$t. NW Washington, DC 20004
fax; 202 737 9318

States News Service is the 22-
year-old Washington news com-
pany that covers the stake of the
states in the nation's capital for
newspapers all over the country.
We have been contracted by two
of the leaders in the news and
broadcast industry to provide cov-
erage of the states from out in the
states. If you live the news and
enjoy building something new, fax

us_your resume!
EQUAL OPPORTUNITY EMPLOYER

Seeking Sportscaster to do afternoon's on 1010
WINS in New York, as well as other duties. Must
have at least 5 years major market experience as
a Sportscaster. Send tape and resume to Steve
Malzberg, Shadow Broadcasting, 201 Route 17
North, Rutherford, N.J. 07070. No calls.

Eastern Long Island, New York... The perfect
combination of lifestyle and career opportuni-
ty...WBAZ-FM/WLIE-FM seeks intelligent, de-
dicated, hands-on, professional as News
Director/Morning Anchor. Tape/resume to Box
1200, Southold, New York 11971, EOE.

Producer/Announcer {(Radio News Reporter/
Anchor) - West Michigan Public Breadcasting
seeks radio news reporter. The successful can-
didate should have two years full-time news
gathering experience, demonstrated audio pro-
duction expertise and exceptionatl writing skills.
Bachelors degree (preferred) or equivalent expe-
rience. Must be detfail oriented self-starter who
consistently gets the “big story.” Demonstrated
ability to produce a high volume of high quality
work daily. Must get along with people and be will-
ing to work with students. Responsibilities include
gathering news, carrying out story assignments,
enterprising stories and anchoring newscasts as
needed. Probably starting salary range: $21,400
to $23,400 with competitive benefits package.
Send non-returnable newscast air check and
production samples on standard audio cassette,
along with writing samples, resume and cover let-
ter to Rick Fox, News Director, West Michigan
Public Broadcasting, 301 West Fulton, Grand
Rapids, Ml 49504-6492. Please note how you
learned of the job opening. No materials
postmarked later than June 30, 1995 will be con-
sidered. Unless confidentiality is requested in writ-
ing, information regarding the applicants must be
released upon request. Finalists cannot be guar-
anteed confidentiality. Equal Opportunity and Af-
firmative Action Employer.

HELP WANTED ANNOUNCERS

Arbitron top-rated FM and News/Talk/Sports
AM seeks combination Sports Announcer/Sales
Account Executive. Our vetaran leaving for larger
market. T&R to John Haggard, KIXY/KKSA, P.Q.
Box 2191, San Angelo, TX 76902. Fax 915-944-
0851.

SITUATIONS WANTED MANAGEMENT

Problems with ASCAP, BMI, SESAC? Fees too
high, audit claims, annual and per program re-
perts. Call for help today. Bob Warner 609-395-
7110.

SITUATIONS WANTED NEWS

Sports is my Life! Anchor/Reporter/Talk-host
with 5 years experience in major Midwest
markets. Collegiate football, basketball, baseball
p-b-p. Very talented, ambitious. Willing to re-
located. (317)-879-8801.

WANT TO RESPOND TO A
BROADCASTING & CABLE
BLIND BOX ?

Send resumetape to:
Box , 245 West 17th 5t.,
New York, New York 10011
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TELEVISION
HELP WANTED MANAGEMENT

JOIN THE STATION THAT'S
ON THE MOVE

WTAJTY

{fn _J'l"i:'ﬁfr!;-

LOCAL SALES MANAGER

Dominant station in Central Pa.
WTAJ-TV, the CBS affiliate in the
Altoona/Johnstowr/State College
market offers an cutstanding
opportunity for an individual with at
least three years broadcast
television sales experience.
Must be able to train and focus a
young sales staff. Current LSM's or
AE's who are “On The Move" should
send a letter that sells, plus a detailed
resume. Cutstanding benefits, 401k.
Profit sharing,pension plan and
company car.
Respond in confidence to;

GENERAL SALES MANAGER
WTAS-TV
P.O. BOX 10
ALTOONA, PA. 16603-0010

GATEWAY
COMMUMNICATIONS INC.

AN EQUAL OPPORTUNITY EMPLOYER

WSPA-TV. Local Sales Manager. The CBS af-
filiate in the nation's 35th largest market and best
kept secret in the sunbelt is looking for a Local
Sales Manager. WSPA-TV has an immediate
opening for an individual who possess excep-
tional leadership, organizational and "people”
skills with the ability fo teach and mofivate a local
staff comprised of both senior and junior sales
people. The successful candidate will be a self
motivated and creative individual with extensive
experience and knowledge of retail, co-op and
vendor programs, research, TVB's Media Center,
BMP, Media Watch and sales fraining programs.
Candidate will also have excellent written and
verbal skills necessary to produce and deliver
sales presentations which “get the order.” Strong
new business development skills and a history of
selling special projects that aftract incremental
dollars a major asset. Send resume, qualifica-
tions and salary history in confidence to Greg
Rose, General Sales Manager, WSPA-TV, P.O.
Box 1717, Spartanburg, SC 29304-1717. No
phone calls. EOE. M/F.

Local Sales Manager. Midwest FOX affiliate has
immediate opening. Candidate should have
strong new business development skills, and a
history of selling special projects that attract incre-
mental dollars. Not a desk jobi! Send resume and
salary history to Box 00446 EOE.

Ellis Communications is in search of qualified
candidates interested in a General Sales Man-
ager position within our growing group of Ellis sta-
tions. Candidates should be able to demonstrate
at least three years of superior performance in
station sales management including revenue
forecasting, invenlory management, incentive
sales, vendor programs, qualitative research,
eveni sales and sales training. Rep experience a
plus. Salary and benefits commensurate with ex-
perience. Resumes should be sent to the Vice
President Sales, Ellis Communications, One
Buckhead Plaza, 3060 Peachtree Road, Suite
340, Atlanta, GA 30305. No phone calls please.
Ellis Communications is an Equal Opportunity
Employer.

National Sales Manager: Action Media Group, a
top independent barter time sales company, is
looking for an experienced sales leader. Re-
sponsible for managing sales team in East Coast
office, developing and maintaining client rela-
tionships, and negotiating and packaging national
business. Candidales must have a minimum of §
years experience with major agencies and na-
tional time sales. Must be a strong leader with
comprehensive communication skills and goal-
oriented. Send resume to: Action Media Group,
5855 Topanga Canyon Boulevard, Suite 210,
Woodland Hills, CA 91367. Attention: Shari Jen-
nings. EOE.

National Sales Manager: Seeking aggressive,
creative and experienced manager for Top 50
market CBS affiliate. Must have strong desire to
succeed, ability fo demonstrate skills and inven-
tory pricing and control track record. Will be re-
quired to work local contacts o assure share
growth. No calls. Send cover letter, resume, re-
ferences to NSM, WHP-TV, 3300 North 6th
Street, Harrisburg, PA 17110, EQE.

HELP WANTED SALES

Account Executive - WVIT, an NBC Viacom Sta-
tion, seeks candidate with strong emphasis on
agency and new business development. Mini-
mum 2 years sales experience. College degree
required. Call or write Ron Pulera, GSM, WVIT,
1422 New Britain Avenue, West Hartford, CT
06110.

Account Executive, WTVD, Raleigh/Durham,
NC. 3-5 years television experience a must.
Strong sales performance in both established
and new business. Must have working knowl-
edge of pure and applied research, along with
strong verbal and written communication skills.
Successful candidate must be a mature, proven
professional, and a creative team player with the
desire to grow within the Capital Cities/ABC or-
ganization. Send resume to: WTVD, Donna
Sorensen, Local Sales Manager, P.O. Box 1950,
Raleigh, NC 27602. No calls. EQE.

WECT has an opening for an experienced Ac-
count Executive in a small buy dynamic southem
market. Requires knowledge of selling process
and client service. Must have strong understand-
ing of ratings and market positioning. Heavy em-
phasis is placed on new business development.
Send resumes to: Charlotte Cohen, WECT, P.O.
Box 4029, Wilmington, NC 28406. WECT is an
Equal Opportunity Employer. We encourage
minorities to apply for this position.

Director of Traffic/Sales Service. Miami Televi-
sion Station has immediate opening for a sea-
soned individual with a minimum of 6 - 8 years
experience as Traffic Manager or Director of Traf-
fic/Sales Service. Primary responsibility is 10 ef-
fectively manage station's inventory. Must have
ability to anticipate inventory problems and op-
portunities, make recommendations and work
closely with sales management. Supervise a staff
of 4, and train all new employees on the Bias
System. Candidate must possess great man-
agerial, organizational and strong communication
skills. EQE. No phone calls, please. Send re-
sume to: General Sales Manager, WDZL, 2055
Lee Street, Hollywood, FL 33020.

National Sales Manager- Outstanding opportuni-
ty in top five market. Strong group ownership, win-
ning sports franchises, competitive programming
and local news. Share driven professional with
national management experience preferred. In-
dependent background a plus. Resumes with re-
ferences to: GSM, WPHL-TV, 5001 Wynnefield
Avenue, Philadelphia, PA 19131. No calls
please. EQE.

Local Account Executive. WB Affiliate, Top 10
market looking for Account Executive. Prior sales
experience in TV, Cable, Radio required. Experi-
enced in new business development. Sports ex-
perience a plus. Resume to Personnel Depart-
ment, WBSO/WFTY-TV, 2121 Wisconsin Avenue,
NW, Suite 350, Washington, DC 20007 or Fax:
202-965-0050. EOE.

HELP WANTED MARKETING

Marketing Executive. Golden Dome Produc-
tions, a nationally recognized, midwest
multimedia production company has an im-
mediate full-time position availabie for a Market-
ing Executive to sell traditional video services
and nonlinear media 10 new and existing ac-
counts. Candidate must be experienced in sales,
have a working knowledge of corporate video
and television productions and be self-motivated.
Previous experience as a Producer is helpful.
This is a great opportunity 1o join an award win-
ning team. We offer excellent facilities and a com-
pelitive compensation package. Send resume to:
Golden Dome Productions, Position #00116.
Attn: Human Resources, P.O. Box 1616, South
Bend, IN 46634. EOE. No phone calls please.

HELP WANTED TECHNICAL

Channel One is the Peabody Award-winning dai-
ly 12 minute newscast beamed daily via satellite
to 8 million teenagers in almost 12,000 sec-
ondary schools nationwide. We have full tlime
staff openings in the following position: Editor/
Technical Director: Candidate will be responsible
for daily studic wrap-arounds and post production
of program, including live 2 way remotes and ex-
tensive graphic builds, Must have strong working
knowledge of the following equipment: GVG 200
Switcher, GVG 141 Edit Controller, A-82 DDR, A-
53 DVE. Possession of strong editing and
technical background a must. Ability to work in a
high pressure environment is essential. Com-
petitive salary and excellent benefits package.
For consideration, please send your resume and
salary history to: Channel One, P.O. Box 74911,
Los Angeles, CA 90004 or fax 1o (213)960-4002
attn: Patrick Murphy. No phone calls, please.
Channel Cne is an Equal Opportunity Employer.
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Assistant Engineer. Top 10 market UHF televi-
sion station seeks Assistant Engineer. Harris
transmitter. Substantial transmitter experience re-
quired. Fiber optic, one-inch VTR, betacam and
general studio equipment maintenance experi-
ence. FCC license and knowledge of FCC R&R.
Degree and experience required. Immediate
opening. Please mail or fax resume to the follow-
ing: Personnel Department, WBSO/WFTY, 2121
Wisconsin Avenue NW, Suite 350, Washington,
DC 20007. (Fax) 202-965-0050. EQE.

Broadcast Engineer - DC area appraiser seek-
ing Engineers for inventory and valuation of tele-
vision broadcast operations. Full, part-time or sub-
contract positions considered. Send resume to
Pete Bowman, BIA, 14595 Avion Parkway, Chan-
tilly, VA 22021.

Chief Engineer: KFNB TV Casper, WY has an
immediate opening. The successful candidate will
have a proven track record of success in the
maintenance and trouble shooting of high
powered UHF transmitters, microwave, and as-
sociated studio equipment. Must possess good
management and planning skills and be willing to
be on call 24 hours/day. Send resume to KFNB-
TV, 7075 Salt Creek Highway, #1, Casper, WY
82601. EQE.

Chief Englineer: Augusta Georgia affiliate has im-
mediate opening for experienced person with
good balance of administrative/hands-on skills.
Require minimum associates degree or
equivalent job training. Letter with resume 1o T.
Arthur Bone, Bone and Associates, Inc. 6 BVE,
Suite 109, Lincoln, RI 02865,

Chief Engineer. Strong leadership and technical
skills required to replace Chief retiring after 42
years at KYTV. Supervise staff of 4 maintenance
and 12 operating engineers. Strong knowledge of
all aspects of broadcast engineering, including
VHF transmitters, beta equipment, computers.
Develop and oversee operating and capital
budgets. New Chief will play a large role in de-
sign, construction and move into a state-of-the-
art facility. College or trade school degree in as-
sociated field or equivalent work experience. At
least 3 years supervisory experience. KYTV is
located in the heart of the Ozarks where the qual-
ity of life is unbeatable. Cover letter (including
where you heard of this opening) and resume fo:
Marci Burdick, Director News/Operations, KYTV,
POB 3500, Springfield, MO 65808. Women and
minorities encouraged to apply.

Television Studio Maintenance Engineer:
Studio, Production, ENG, 1 inch, S-VHS, and as-
sociated systems maintenance to component
level. Computers and networking experience a
plus. Minimum 3 years experience in TV broad-
casting with FCC or SBE certification desired.
Send resume 10: Chris Potwin, Chief Engineer,
WICZ-TV, P.O. Box 40, Vestal, NY 13850. EOE.

Maintenance Engineer. Applicant should have
at least five years experience in maintaining
studio, fransmitter, ENG, microwave and satellite
equipment. On occasion will operate microwave
trucks. May participate in building maintenance.
Computer skills and SBE certificate preferred.
Must possess good communication skills and be
a personable, self-starter. Send resume to Don
Stafford, Chief Engineer, KOTV, P.O. Box 6,
Tulsa, OK 74101. EQE. M/F.

Chief Engineer. WCPX, CBS affiliate in Orlando,
FL, is looking for a Chief Enginear with extensive
knowledge of studio and news engineering. Re-
quirements include recent experience in: (1) plan-
ning and installation of state-of-the-art news,
studio and transmission equipment; (2) engineer-
ing and news operations management; (3)
equipment maintenance {(news, studio, transmit-
ter). Proven frack record with major facilities and
equipment extremely important. Excellent salary
and benefits for the right person. Contact Brooke
Spectorsky, WCPX TV, 4466 John Young
Parkway, Orlando, FL 32804. 407-521-1271.
EQE.

Production Engineer. Entry level position avail-
able for technically oriented individual that has
the experience and aptitude to operate television
broadcast equipment, prior broadcast experience
helpful, but not mandatory, some lifting required.
Excellent wage/benefit program. Respond with re-
sume to Personnel Administrator-26, WTOL-TV,
P.0O. Box 1111, Toledo, Ohio 43699-1111. No
phone calls. WTOL is an Equal Opportunity
Employer.

Chief Engineer. Successful applicant must be
able to hire, train, supervise engineering staff and
master control operators. Responsible for budget-
ing, purchase and maintenance of station equip-
ment including NEC transmitter, translators and
microwave. Computer experience is a must. FCC
General or SBE Certification required. Pay com-
mensurate with experience. This is a great com-
pany and a beautiful piace to live. Send applica-
tions, references and salary raquirements to Bill
Sullivan, General Manager, KPAX-TV, P.O. Box
4827, Missoula, MT 59806.

HELP WANTED NEWS

WFSB-TV, a Post-Newsweek Station, is looking
for an experienced and creative Producer. Must
be able to assume responsibility for content and
appearance of the newscasts. Applicant should
have an understanding of contemporary televi-
sion news production techniques and state-of-
the-art equipment. Shouid also have the ability to
oversee and communicate with reporters and
anchors, write well and work in conjunction with
the news assignment desk. A college degree in
Mass Communications preferred, prior producing
experience in a commercial television news op-
eration is essential. Also, good news judgement
and high journalistic standards. Send resume to
Mark Effron, VP News/Post Newsweek Stations,
WFSB-TV, 3 Constitution Plaza, Hartford, CT
06103. ECE.

News Executive Producer. The News Depart-
ment in one of the fastest growing markets in the
country is looking for an aggressive, high energy
Executive Producer. Winning candidate will have
larger market experience, a track record of ex-
cellence, and a desire to be number one. We're
looking for someone who can “see the big
picture” while managing “the small details.”
Salary commensurate with experience. Send re-
sume to Bill Huggins, General Manager, WPDE-
TV 15, 3215 South Cashua Drive, Florence, SC
29501-6386. EOE/MF.

WPXT-TV FOX 51 is seeking experienced news
Photographers/Editors. Send resume and tape to
Production Manager, 2320 Congress Street,
Portland, ME 04102.
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News Production Supervisor: KSBY-TV, the
Central and South Coast's news leader is in need
of a News Production Supervisor. The ideal can-
didate is an experienced director who can also
manage people. Must be aggressive, innovative
and a forward thinker. Good communication and
people skills are a must. You must have knowl-
edge of production techniques using an Ampex
AVC Century Series Switcher, Ampex ADO,
Ampex ESS-5 Stilistorer and a Dubner 20 K.
Knowledge of the Newsmaker computer system
is a plus. Duties include directing newscasts and
programs, training and conducting performance
reviews for directors and production assistants,
and overseeing production in the control room. If
you have a sharp mind, pay attention to detail,
have at least 3-5 years directing experience and
a bachelor's degree, rush your resume and non-
returnable tape to: Sandra McKeller/M, News
Director, KSBY, 467 Hill Street, San Luis Obispo,
CA 93405. No phone calls please. EOE.

News Videographer: We need a Videographer
who thinks while he shoots, who understands
that the picture tells the story, and who wants to
work with the most advanced digital shooting and
editing gear in the fastest growing market in the
country. Send resume to Billy Huggins, General
Manager, WPDE-TV 15, 3215 South Cashua
Drive, Florence, SC 29501-6306. EOE/MF.

Photographer. FOX affiliate News Operation is
looking for a qualified Photojournalist. Candi-
dates should have at least 3 years experience
shooting and editing videotape. Interested parties
should send tape and resume to: Mike Lewis,
Assignment Manager, WDAF-TV, 3030 Summit,
Kansas City, MO 64108. No telephone calls.
EOE.

Producer/Director position opening. Primary re-
sponsibilities include directing and switching fast
paced daily newscasts, including many live
shots. Send resumes to: Larry Waters, Opera-
tions Manager, WICD-TV, 250 South Country
Fair Drive, Champaign, IL 61821. No phone calls
please. EOE.

Sportscaster. WBFF-TV FOX 45 in Baltimore is
looking for a Sportscaster to join our Emmy
Award-Winning news operation. Applicants must
have at least 3 years sports anchoring and report-
ing experience. Send tape and resume to: Joe
DeFeo, News Diractor, WBFF-TV, 2000 West
41st Street, Baltimore, MD 21211. No phone
calls please. Equal Opportunity Employer.

Television News Reporter. Full-time Reporter
for mid-size market network affiliate. Experience
at a commercial television station preferred. Re-
lated degree from a four-year coliege required.
Send resume and tape. No phone calls, please.
Mail to: Dan Steele, Operations and Program
Manager, WPSD-TV, P.O. Box 1197, Paducah,
KY 42002-1197. EOE. M/F. ADA.

Weekday News Producer. Top 60 NBC station
in Mid-Michigan looking for a take charge person
to produce award winning newscast. Our last 6
o'clock producer went to NBC. Prior experience a
must. Show us your best, creative work. Send re-
sume, writing samples and non-returnable 3/4“ or
VHS tape to: Personnel Director, WEYI-TV, 2225
West Willard Road, Clio, Michigan 48420. M/F.
EOE.
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Producer; FOX Morning News in Washington,
D.C. needs experienced Control Room Producer.
Able to format and produce 3 hour news and in-
terview broadcast with multiple remotes daily.
Knowledge of national and international news re-
quired. This is an overnight shift. Telephone Sus-
an Truitt, Executive Producer, FOX Morning
News, 202-895-3130. We are an Equal Opportuni-
ty Employer.

Reporter/Weekend Anchor. FOX 45 News At
Ten in Baltimore is looking for an enterprising
storyteller. Good writing and ability to use video
and natural sound are a must. We want a news
reporter who's also a great communicator at the
anchor desk. Send your award-winning work and
the last three stories you've done with a resume
and letter to: Joe DeFeo, News Director, WBFF-
TV, 2000 West 41st Street, Baltimore, MD
21211. No calls please. Equal Opportunity
Employer.

WLNE-TV 6 has an immediate opening for a
Photojournalist. We're looking for a highly
motivated visual story-teller to join our award-
winning team. Previous professional experience
in local TV news required. College degree and
NPPA workshop graduate preferred. Send a tape
that shows your ability to cover spot news and
general news, and include at least one self-
produced package to Howard Labitt, Chief Photo-
grapher, WLNE-TV 6, 10 Orms Street, Pro-
vidence, R| 02904. Equal Opportunity Employer.

3 Meteorologists needed. Need main weather
anchor and two anchorfreporter/chasers. Texas/
Oklahoma/Kansas knowledge and/or experience
preferred. We have Kavouris I-7 and Doppler
radar. If you know forecasting, know how to use
exciting graphics on TV and want to get your hair
wet chasing storms, send a 3/4* tape now to Tom
Pratt, News Director, KXXV-TV, P.O. Box 2522,
Waco, TX 76702. EOE.

Aggressive News Operation seeks producers,
reporters, anchors, photographers, and assign-
ment editors who want to be part of a quality, top-
notch team. Minorities are encouraged lo apply.
Send resumes and nonreturnable tapes to
Personnel Department, WAAY TV, Post Office
Box 2555, Huntsville, Alabama 35804. No tele-
phone calls, please.

Anchor/Reporter. WIS Television, the dominant
NBC affiliate in South Carolina’s capital city of
Columbia, is seeking an Anchor/Reporter to fill a
current opening, as well as applicants for future
openings. Successful candidates must have
strong writing, production and on-air skills. Pre-
vious reporting and anchoring experience in local
TV news is mandatory. College degree preferred.
Send resume and non-returnable tape to Randy
Covington, News Director, WIS Television, P.O.
Box 367, Columbia, SC 29202. EOE.

News Director - WROC-TV, CBS affiliate in
Rochester, NY. Join the fastest growing news
operation in Upstate New York! Prefer candi-
dates with 3-6 years news management experi-
ence. Must have journalism degree and working
knowledge in budgeting, promotion and produc-
tion. Strong leadership qualities a must. Send re-
sume, salary requirements to: Charmaine
Formicola, Human Resources Administrator,
WROC-TV, 201 Humboldt Street, Rochester, NY
14610. EOE. M/F.

Morning Co-Anchor/Reporter. West Texas, | KETV, Omaha, Nebraska has an immediate

CBS affiliate, seeks a Morning Co-Anchor/
Reporter. Must be able to gather, write and edit
three-quanter inch video for broadcast. On-air af-
filiate experience and degree required. Send re-
sume and tape to Personnel Director, KLST-TV,
2800 Armstrong, San Angelo, TX 76903. EOE.

Assignment Editor. KOLR-10, CBS affiliate,
seeks an Assignment Editor with a minimum of
four years experience in news, with one year of
assignment responsibility. To apply, send resume
to KOLR-10 News Director, P.O. Box 1716, Spr-
ingfield, MO 65801. EOE.

Assignment Editor: Midsize market leader
seeks fast-thinking...action-criented Assignment
Editor. Great place to make a career!!! Send re-
sume (and/or tape) 1o Neil Goldstein, News
Director, WRGB-TV, Box 1400, Balltown Road,
Schenectady, NY 12301-1400.

Bloomington/Normal Bureau Chief Opening:
WHOI-TV, the ABC affiliate in Peoria, Illinois, has
an immediate opening for a Bureau Chief Re-
porter in its Bloomington/Normal newsroom. Must
have at least 1-2 years reporting experience. No
beginners! This position requires someone who
is a great writer, strong visual storyteller, self-
motivator, loves to dig and dig for enterprise
stories, endless energy and enthusiasm and an
intense desire to beat the competition!! We're
looking for a news junkie. Rush your tape and re-
sume to: John Sprugel, News Director, WHOI-
TV, 500 North Stewart, Creve Coeur, lllinois
61610.

Director: Fully bilingual (Spanish/English)
Directors needed for Spanish Television
Network facilities in Miami and Los Angeles. Must
have live news (or equivalent), entertainment
directing experience. We do exciting TV. We
need exciting directors to make it happen! Rush
resume and non-returnable tape to Human Re-
sources, Telemundo Network, 2290 West 8 Ave-
nue, Hialeah, FL 33010. No phone calls, please.
EOE.

Co-Anchor/Reporter. West Texas, CBS affiliate,
seeks a Co-Anchor/Reporter for the 10:00 PM
newscast. Must be able to gather, write and edit
three-quarter inch video for broadcast. On-air af-
filiate experience and degree required. Send re-
sume and tape to Personnel Depariment, KLST-
TV, 2800 Armstrong. San Angelo, TX 76903.
EOQE.

News Assignment Editor. If you're interested in
being an Assignment Editor in the Florence/
Myrtle Beach, South Carolina market because of
the sun, fun, and endless entertainment, you're
not our person. If you're interested in being part
of a leadership team that takes no prisoners in
the pursuit of excellence, if you can manage a
staff of thirty, and if you want your career to grow
as rapidly as the fastest growing market in the
country, send your resume to Billy Huggins,
General Manager, WPDE-TV 15, 3215 South
Cashua Drive, Florence, SC 29501-6386. EQE/
MF.

Leading Southwest Okiahoma ABC affiliate
seeks Weekend Anchor/Producer. If you are a
large market reporter ready to anchor, or a small
market anchor ready to move up, send tape and
resume to: News Director, KSWO-TV, Box 708,
Lawton, Oklahoma 73502. ECE.

opening for a Reponer and Backup Anchor. This
is a high profile position with the news leader in
the Omaha market. KETV and parent company,
Pulitzer Broadcasting, believe in promoting from
within, and this position offers great growth poten-
tial. Qualified applicants must have three years
tetevision anchoring and reporting experience. In-
vestigative reporting experience is desirable.
Send resume and non-returnable tape de-
monstrating anchoring, reporting and live field
work to; RoseAnn Shannon, News Directer,
KETV, 2665 Douglas Street, Omaha, NE 68131.
EOE/ADA.

Canal de Noticias NBC: 24-hour Spanish news
channel located in Charlotte, NC, looking for
qualified journalists and technicians as it grows.
Openings for anchors, Washington correspon-
dent, reporters, producers, writers, editors, audio,
chyron, graphics, and directors. Please send
tapes, resumes and references to Box 00356
EOQE.

Expanding ABC affiliate in Central Texas has
several openings: Anchors - must be upbeat,
good writer and comfortabie in live/ad lib situa-
tions. Chyron Operator - needed to make our
news graphics come alive - should have experi-
ence on Chyron. Producer also needed. Send 3/
4" or VHS tape to Tom Pratt, News Director, KXX-
V-TV, 1909 South New Road, Waco, TX 76711.
ECE.

Managing Editor. We have re-opened our
search. We are #1 ABC affiliate in great
Southwest market. We have an SNG truck,
helicopter and 6 remote bureaus to cover the 2nd
largest DMA in the U.S. We need a person who
wants to be a News Director and who can
assume daily operational control of the
newsroom. TV management experience is major
requirement. If you're an EP in a Top 30 or a
News Directer in a Top 70, send your resume
and tape of your newscast to Jon Janes, News
Director, KOAT-TV, 3801 Carlisle Boulevard, NE,
Albuguerque, NM 87107. Prior applicants, please
do not re-apply. Drug free workplace. KOAT-TV
is an Equal Opportunity Employer.

News Director and Management Team Player
needed for midwestern CBS Network affiliate.
Outstanding organizational, communication and
people skills, as well as teaching ability a must.
Previous news management experience required.
Send resume to Box 00449 EOE.

News Photographer. 2 years experience. Must
be familiar with videotape editing and operation
of Seny Betacam. No calls. Send resume and
tape to Attn: Business Office-NP, WKRC-TV,
1906 Highland Avenue, Cincinnati, Ohio 45219.
EOE.

Managing Editor. Twin Cities Public Television/
KTCA seeks applications for an experienced
Managing Editor for it's News and Public Affairs
depariment. Looking for an experienced TV news
leader and story crafter to sharpen our indepth re-
pts. This person will work closely with reponters,
photographers and editors from story assignment
through final edit. We don't do crime and slime,
but we do pay attention t0 underserved urban
and rural communities. Minimum requirements
BA/equivalent and 10 years editorial manage-
ment experience in broadcast communications.
Send cover letter and resume by 6-23-95 to:
KTCA-TV, Box 165, 172 East 4th Street, St.
Paul, MN 55101, EOE.
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Custom Service Manager: Experienced TV
field/live-shot producer needed to market, ar-
range and coordinate facilities, and supervise
selected field assignments. Based at our Wash-
ington, DC hub, APTV Custom Services will
coordinate AP member station location needs
around the world and arrange and supervise for-
eign breadcaster facilities in the United States.
Send resume and outline of experience to: Bob
Feldman, Director of APTV Operations, Amer-
icas, 1825 K Street NW, Suite 710, Washington,
DC 20006. No phone calls. EOE.

HELP WANTED PRODUCTION

Videographer. Denver Center Media, a division
of The Denver Center for the Performing Arts,
has an immediate opening for the new position of
Videographer. We require a creative, experi-
enced and energetic individual to share a variety
of responsibilities in our technically multi-faceted
production facility. Ideal candidate will possess
solid Betacam shooting experience for docu-
mentaries and commercials, including strong light-
ing skills for location and studio shoots and will
have off-line editing experience (knowledge of
non-linear systems a plus). Work in the industry
should total two years at minimum. Position is full
time, salaried and includes a generous bensfit
package. Salary range starting in the mid 20’s.
Please send resume and a non-returnable demo
reel to: Personnel Coordinator, DCPA, 1245
Champa Street, Denver, CO 80204. No phone
calls please. Deadline for submission is June 15.
The Denver Center is an Equal Opportunity
Employer.

Channel One is the Peabody Award-winning dai-
ly 12 minute newscast beamed daily via satellite
to 8 million teenagers in almost 12,000 sec-
ondary schools nationwide, We have full time
statf openings in the following position: Dubner/
Graphics Factory/Halo Operator. Strong working
knowledge of both the CG and Paint functions of
this device. Position will be located in the art de-
partment, sc Mac experience (Photoshop,
Freehand, 3D) is a plus. Ability to work under pre-
ssure and meet deadlines essential. Excellent
organizational skills required. Competitive salary
and excellent benefits package. For considera-
tion, please send your resume and salary history
to: Channel One, P.O. Box 74911, Los Angeles,
CA 90004 or fax to (213)960-4002 attn: Patrick
Murphy. No phone calls, please. Channel One is
an Equal Opportunity Employer.

Traflic Clerk - Replacement. KRQE, the CBS af-
filiate in Albuquerque, New Mexico is currently ac-
cepting applications for a full time, experienced
Traffic Clerk. Responsibilities include log order
pracessing for daily deadlines. We are looking for
someone who is detail criented, has working
knowledge of computers and good organizational
skills. Experience with combo stations is a big
plus. You should be a team player and willing to
pitch in where ever needed in this busy depan-
ment. Interested parties should send resume and
application to: Shirley Roybal, KRQE-TV, Human
Resources, 13 Broadcast Plaza, SW, Albuquer-
gue, NM 87104, (505)243-2285.

On air promo writer/producer for New York
based talk show. Must be able to produce “Break
Thru The Clutter” daily topicals. Applicant should
have at least 3-5 years promo/writing/producing
experience in station, syndication or network. Fax
resumes to: (310) 280-2004, Attention: Therese
Gamba. References and reels on request.

KOTV is seeking a full-time, Post Production
Editor with 1 to 2 years experience to post pro-
mos, 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 great technical
strength, positive attitude, and the creativity to
match. No phone calls please. Send letter of
application, resume, and non-returnable demo
reel to: Personnel Department, KOTV, P.O. Box
6, Tulsa, OK 74101. EOE. M/F. An A.H. Belo
Broadcasting Company.

NBC Daytime. Looking for talk show producers,
East and West coasts. (Single topic). Resumes
to: NBC/East-West Daytime, 3000 West Alameda
Avenue, Burbank, CA 91523. EQOE,

News Graphic Designer. The qualified applicant
should possess a 2 or 4 year degree in Design/
Art/Graphics. Should have 1-3 years experience
producing on-air news graphics for a local
newscast. Experience on a Quantel Paintbox,
and Chyron Infinit! or similar systems is recom-
mended. Hours to be determined. Amy J.
Stedman, Human Resources 79-95, KSTP TV,
3415 University Avenue, St, Paul, MN 55114,
Equal Opportunity Employer.

Operations Manager - WGVU - AM/FM/TV is
seeking qualified applicant for position of Opera-
tions Manager. Qualifications: 10 years prior ex-
perience in related field. Solid understanding of
programming and demographic research. Prior
production experience. Knowledge of sateliite up-
links. Must be a team player and well organized.
Four year college degree in related field pre-
ferred. Responsibilities: Oversee all programming
for two PBS TV stations, one NPR FM station
and one NPR AM station. Qversight includes
programming, news and instructional pro-
gramming. Oversee all production facilities and
personnel along local and national program pro-
duction, distribution and sales. Salary range
$39,000 - $67,000. Send resume and names,
addresses and phone numbers of three re-
ferences to: Michael Walenta, General Manager,
WGVU-AM/FM/TV, 301 West Fulton, Grand
Rapids, MI 49504-6492. Resumes must be
postmarked no later than June 23, 1995, Indicate
how you heard of position. Unless confidentiality
is requested in writing, information regarding the
applicants must be released upon request.
Finalists cannot be guaranteed confidentiality.
Equal Opportunity and Affirmative Action
Employer.

Television Promotion Producer. Aggressive,
ambitious, hard working promotions producer
needed. Ability to work under stress and meet
deadlines mandatory. Héavy emphasis on news
topicals. Candidate must have strong editing
skills and ability to producs all types of news pro-
motion. Must have 2 to 4 years experience. Col-
lege degree in broadcasting or related field.
Please send resume and non-returnable 3/4“
tape to Personnel Department, Bulletin #235,
WAAY-TV, 1000 Monte Sano Boulevatd,
Huntsville, Alabama 35801, No phone calls
please! Pre-employment drug testing required.

To place an ad in the Broadeasting & Cable
Classified pages, contact Antoinette Fasulo
TBL: 212.387.7073 + FAX: 312.208.8327
INTERNET:AFASULO@BC.CAHNERS.COM
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HELP WANTED PROGRAMMING

Programming Coordinator. Reporting to the
VP/GM. immediate position for detailed individual
to process contracts, manage programming
system and recordkeeping for Programming De-
partment in #7 market. Previous programming
experience and educational background re-
quired. Send or fax resume to: Personnel De-
partment, WB50/WFTY, 2121 Wisconsin Avenue
NW, Suite 350, Washington, DC 20007. {Fax)
202-965-0050. EQE.

HELP WANTED RESEARCH

Research Manager - WMAR-TV is seeking an
experienced team player to write sales pres-
entations, analyze ratings data, support Marshall
Marketing, maintain TvScan system and work
with a dynamic group of winners. Send resume
to: Pat Barranger, Sales Marketing Manager,
WMAR-TV, 6400 York Road, Baltimore, MD
21212. No phone calls please. WMAR-TV is an
Equal Opportunity Employer. Women and
mincrities encouraged to apply.

TV SALES TRAINING

INCREASE THE PRODUCTIVITY
OF YOUR SALES STAFF

Gall for Iree information packet

ANTONELLI MEDIA TRAINING CENTER
212-206-8063

CONSULTING FIRMS

» BROADCAST » JOURNALISTS » LITERARY
* ENTERTAINMENT e ADVERTISING
PROFESSIONALS

NOW NEEDED NATIONWIDE!

We are in immediate need of dynamic,
hardworking industry professionals.

We are a national marketing consulting
firm catering to industry professionals
coast-to-coast and we stand prepared and
ready to do what it takes to win that next
big victory for you.

If you are excellent and aggressive,
please call us today, or write for the best
agent representation. All inquiries held in
strictest confidence.

Please call us now in Music City, U.S A.
Serving Justice with Quality

ECMAC INTERNATIONAL

Executive Crisis Management & Consultants

9 Music Square South
Nashville, TN 37203
(615) 298-2245
Fax (615) 298-5299
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VIDEQ SERVICES

Need video shot in the New
York metropolitan area? Expe-
rlenced crews, top equipment.
Call Camera Crew Network
(CCN). 800-914-4CCN.

CABLE

HELP WANTED PRODUCTION

Fast growing cable programmer in the Denver,
CO area seeks a Designer - Print and a Designer
- On-Air with excellent organizational, written and
verbal communication skills. Required skills for
Designer - On-Air: Production knowledge and
facility understanding. Proficiency in Quantel,
Henry, Harry, Hal or Harriett. Shiftwork and occa-
sional overtime required. Preferred: Proficiency in
Quark, Photoshop, fllustrator and/or Word for
Macintosh. Associate degree in Design or related
field. College degree in Design or Art, Please
send demo reel. Required skills for Designer -
Print: Proficiency in Macintosh computer skills.
Ability to commit to deadlines and follow-through.
Print production knowledge and facility under-
standing. Associate Degree in Design, Art or relat-
ed field. Overtime when needed. Preferred Qualifi-
cations: Proficiency in Macintosh Quark,
Photoshop, Illustrator and Word and College
Degree in Design or Art. Portfolio review required
at time of interview. Please send resume and
salary history to: Designer - Print or Designer -
On-Air, P.O. Box 4917, Englewood, CO 80155,
Drug test and interview required for successful
candidate. Any applicant who is scheduled for an
interview should notify the interviewer at the time
of contact, if he/she requires an accommodation
for the interview. EOE/MF.

ALLIED FIELDS

EMPLOYMENT SERVICES

PRESS &} Radio Jobs, updated daily
i} Television Jobs, updated daily

b #) Hear “Talking Resumés"”
£} Ta record "Talking Resumés”and |
YEAR employers ta record job openings

| i3 Entry level positions
1-900-726-JOBS

516 DRI MiN. 108PHONE. NEWPORT BEACH. CA

ANCHORS-REPORTERS-PRODUCERS

“TAPE-RESUME-COVER LETTER CRITIQUES
*EMPLOYMENT CONSULTING *SOB PLACEMENT ASSISTANCE
“LATEST NEWS DIRECTOR/STATION USTING GUIDE

CALL CJ: 603-888-6788
. Marxerine Works

"Together, we will put your best-self formard’

PROFESSIONAL JOBS

WITH ENTERTAINMENT COMPANIES

BROADCAST & CABLE TELEVISION, DISTRIBUTORS,
MOTION PICTURE, POST PRODUCTION & MORE

Entry to senior level jobs nationwide in ALL fields
(news, sales, production, management, etc.).
Published biweekly. For subscription information:
(800) 335-4335
Iin CA, (818) 901-6330.

EntertainmentEmploymentJournal™

Fo==========""7
California Broadcast Job Bank
For application information call
(916) 444-2237
I California Broadcasters Association |

P S R |

TV Reporters, Anchors and Producers!l! You
deserve the best chance to achieve your career
goals. Call Tony Windsor at NEWSDirections
(800) 639-7347.

National Sports Jobs Weekly. We cover pro
and college sports and all of the media. $39 - 4
issues. (800} 339-4345.

FINANCIAL SERVICES

Loans By Phone: Lease/finance new or used
broadcasting equipment. Fiexible payment plans.
Flexible credit criteria. Call Jeff Wetter at Flex
Lease, Inc. 800/699-FLEX.

EDUCATIONAL SERVICES

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

BROADCASTING TOWERS

For Sale 600' Dresser ldeaco Tower. Erected
in 1969. Recently surveyed by SG Communica-
tions. Available July 95. Call Engineering De-
partment 407-965-5500, Fax 407-965-1102,

WANTED TO BUY EQUIPMENT

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

Wanted: D-2, Digital Betacam, B'cam units work-
ing or not, Stereo TC router, Sony Color
Monitors, Avid. Call Dennis at 1-310-280-0505 or
fax your list to 1-310-280-0193.

EQUIPMENT FOR SALE

i e S R R R R R

SMART
~ TAPES.

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

anteed. To orde ﬂ
(800)238-4300 GARPEL
(VIRE2

(2) MCL 300 Watt TWT Amplifiers -
Plate Mount Modei 10903HZA

(1) MCL 300 watt TWT Amplifier
Model 10644

EXCELLENT CONDITION

[(B08) &7

1 video tape machine for sale. 1 ea. Ampex
VPR-3 with Zeus. 3 ea. VPR-2B with Merlin Kits.
1 ea. Ampex/Nagra VPR-5 portable. 1 ea. BVH-
2500. Other equipment also available. Please
call Bill Brister, Director of Engineering, WRBW-
TV, Orlando, Florida. (407) 248-6500.

3“ Hellax Standard Coaxial Cabte. 50-Ohm, un-
used, cut to length. Priced below market.
Shipped instantly. Call Basic Wire and Cable -
800-227-4292. Fax 312-539-3500.

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

For Sale: Dyad D-2 Compositor, keep your
analog switcher and still do all Digital compositing
without buying an expensive D-2 switcher.
$8,500. EMC Non-Linear Systern $7,000. Fiuid
Head Tripod $2,250. ADO 100 basic System
$8,000. (With warp and alf upgrades $13,000)
Call Dennis at 1-310-280-0505 for complete list.

RCA TTU-60 Transmitter parts for sale.
Magnets, beam power supply, {parting out
transmitter). Megastar (702) 386-2844.

RF Hazard Meter, 30 MHz to 18 GHz, used to
test compliance with OSHA's standards. $1,195.
Megastar (702) 386-2844.
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WANTED TO BUY STATIONS

WANTED
TO PURCHASE
AM RADIO

In Miami; Tampa; Stamford, CT; Seattle, Tus-
con; Washington, D.C.; Phoenix; San Diego.

Station must be minimum 2.5 KW day, 1 KW
night. Send Engineering contour map, price,
terms if any. We are principals. Replys held in
confidence. Respond to:

Key MARKETING
P.0.Box 7
Greene Farms, CT 06436

FOR SALE
Full-day, individual seminar for radio investars, given privately to you.
Group owner/operator with 26 years axperience and ex-NAB General
Counsel explain station search, negotiation, financing FCC rules,
takaover, and many other topics you choose. Leamn how lo buy In
today's environment. Call Robin Martin or Erwin Krasnow today for
details and a brochure,
The Deer River Grou|
Washington, DC - (202) 835-8080

We are seeking 10 acquire a Broadcast Sta-
tion for a small to medium size market in
the Massachusetts, Connecticut or New Hamp-
shire area; also, a business opportunity in
related field. Please contact:

MAURICE B. POLAYES
TEL: 617-444-4754 » FAX:617-455-8274

STATIONS FOR SALE

1995 BOOMERS

Top 20 Midwest Market, FT AM.
Mid Dial. Exclusive Format. Excellent Facilities.
Grossing 31.0 Million.
Asking $1.2 Million.

Carolinas 6kw FM., Major Resort ADI.
Good Facilities. $260,000.00

MEDIA BROKERS
Tom Snowden ¢+ Dick Paul

@ 9193550327

AM/FM S0KW East Coast.............. 21.2M
FM 100KW Atlarts Marke: ... 336M
FM M. Fla. CollegeTown ............... 5897 5K
AM Oriando Market il

HADDEN & ASSOC.
PH 407-365-7832 FAX 407-366-8601

MAINE

Small Market
$300k

SOUTHERN OHIO FM

Positive Cash Flow
University Town

(407) 295-2572

For Sale - AM/FM small Southern California re-
tirement/recreational market. Reply to Box
00428,

Nevada. 6 kw Class A FM with CP for C3 up-
grade. Scenic small market with rapid growth.
Good earnings. Clean and compact; automated
or live. (702) 289-6419.

For Sale: Regional AM/FM combo in Eastern
Montana. Easy terms to the right party.
$595,000. Call Paul 612-222-5555.

Beaumont, Texas. Major investor in new Ciass
C2 FM construction permit licensed for Beau-
mont-Port Arthur, Texas interested in sale of equi-
ty. Financing available. Also would discuss option
of Local Marketing Agreement. 317-469-4545,

BARTER OPPORTUNITIES

AAA milllon $ estate on 3 ac Clearwater Florida
- Will trade ownership for quality airtime credit -
Call Dave (813) 726-8247.

DIRECTORIES

Wayne's TV Station Directory. Handy reference
guide. Over 8,000 listings, including satellites,
translators, LPTV. $14.95 postpaid. Rockiin As-
sociates, 1608 Cahuenga #440-B, Los Angeles,
CA 90028,

YOUR AD
COULD
BE HERE!

To place an ad in
Broadcasting & Cable
Classified section,
call Antoinette Fasulo
212-337-7073
Fax: 212-206-8327
INTERNET:AFASULO®EBC.CAHNERS.COM

PUBLIC NOTICE
LINITED STATES BANKRLIFTCY COURT
CENTRAL DISTRICT HIA

Case No. LA-94-14176-CA
IN RE: San Dlego Television, Inc.

Channel 69, Cable Ch. 14
San Diego, C

NOTICE CF PFI‘DPD‘&_ED_E,&_LE

PLEASE TAKE NOTICE that
substantially all of the assets of
San Diego Television, Inc. (SDTV)
will be sold for cash to the high-
est bidder via an auction set for
August 29, 1995. In general, the
assets subject to sale consist of all
equipment used and/or useful in
the operation of Television Station
KTTY-TV, Channel 69, Cable Ch.
14, San Diego, California. The
assets to be transferred also
include the licenses issued by the
FCC for operation of KTTY-TV, a
29,000 square foot, two-story stu-
dio and office building in Chula
Vista, California, and the SDTV net

. working capital position.

KTTY-TV is a full-power UHF
facility ficensed to San Diego, the
27th DMA. KTTY-TV features an
excellent physical plant, significant
positive cash flow, and a compre-
hensive film and syndication
library. It is the local WB affiliate.

The auction of the KTTY-TV
assets will take place according to
the Auction Procedures approved
by the Court. Those parties inter-
ested in placing a bid for purchase
of the assets should contact
Elliot B. Evers of Media Venture
Partners, Ltd. telephone no.
415-391-4877; fax 415-391-4912,
or Brian E. Cobb telephone no.
703-827-2727; fax 703-827-2728.
Prospective bidders will be re-
quired to establish their financial
qualifications and ability to hold the
KTTY FCC licenses prior to receiv-
ing materials on the Station.

The Annual Meeting of the Public Broadcasting
Service Board of Directors will begin at 9:00
a.m., June 19, 1995, at the Sheraton
Washington Hotel in Washington, D.C. The
tentative agenda includes election of new
directors and officers; reports from PBS
officers, board committees and task forces on
finance, interconnection, new technologies,
program pricing and membership policies,
and reports on PBS' operating departments;
and other business.
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Get a sneak preview
of the classifieds,
five days
hefore your competition...

Broadcasting and Cable’s “Classifieds on Demand”, is an easy to
use, prompted, programmed telephone system, which gives you
information on positions and services available in the broadcasting
industry.

For just $1.99 a minute, you can listen to ads on Tuesday
(after S5pm) that won't be published until the following
Monday — 5 days betore everyone else! You can even
obtain a fax of a section that you're interested in!

Just call 1-800-860-8419 and place yourself a step ahead of the rest.
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OWNERSHIP CHANGES

Granted

KATJ-FM George, CA (BALH950112EC)—
Action March 16.

KDJK(FM) Oakdale,
940419GL)—Action March 9.

KJQY(FM) San Diego, CA (BALH950227-
GQ)—Action March 15.

KSJX(AM) San Jose, CA (BAL950127-
EA)—Action March 16.

KCIN(AM) Victorville, CA (BAL950112-
EB)—Action March 16.

KFTM(AM)-KBRU-FM Fort Morgan, CO
(AM: BAL950217EC; FM: BALH950217-
ED)—Action March 16.

WHZR(FM) Royal Center, IN (BALH-
950109GF)—Actiont March 3.

WBND(AM) Florence, KY {BAL940801-
EC)—Action March 14,

WCSO(FM) Portland, ME (BALH950126-
GH)—Action March 16.

WLPZ(AM) Westbrook, ME {BAL950126-
GG)—Action March 186.

KITN(FM) Worthington, MN {BAPH-
950118GH)—Action March 10.

WJDS(AM) Jackson, MS (BAL950227-
GS)—Action March 15,

WKTF(FM) Jackson, MS (BALH950227-
GP)—Action March 15.

WMSI-FM Jackson, MS (BALH950227-
GT)—Action March 15.
WHDL(AM)-WPIG(FM) Olean, NY (AM:
BTC950221GL; FM: BTCHS50221GM)—
Action March 9.

WMYI(FM) Hendersonvilie, NC (BALH-
950227GN)—Action March 15,
WANR(AM) Warren, OH (BTC950217-
EE)}—Action March 14.

KWCO(AM)-KXXK(FM) Chickasha, OK
(AM: BTC950215EG; FM: BTCH950215-
EH}—Action March 14.

KBIX-FM Wagoner, OK (BAPH941227-
GG)—Action March 8.

WHTO(FM) Muncy, PA (BTCH950221-
GK)—Action March 9.

WFXX(AM)-WZXR(FM) South Williams-
port, PA (AM: BTC950221GN; FM: BTCH-
950221G0O)—Action March 9.

WOYE-FM Mayaguez, PR (BTCH941216-
Gly—Action March 16.

WZNT(FM) San Juan, PR (BTCH941216-
GK)—Action March 16.

WXWX(FM) Easley, SC (BTCH950214-
GF)—Action March 8.

WSSL-FM Gray Court, SC (BALH950227-
Gl)—Action March 15.

WYHY(FM) Lebanon, TN (BALH950227-
GM)—Action March 15,
WCGM(AM) Maryville, TN (BAL950117-
ED)—Action March 20.

CA (BALH-

Abbreviations: AFC—Antenna For Communications:
ALJ—Administrative Law Judge: alt.—aiternate:
ann.—announced: ant.—antenna: aur.—aural: aux.—
auxiliary: ch.—channel: CH—critical hours: chg.—
change: CP—construction permit: D—day: DA—
directional antenna: Doc.—Docket: ERP—effective
radiated power: Freq—frequency: H&V—nhorizontal
and verticle: khz—kiloheriz: kw—kilowatts: fic.—
license: m—meters: mhz—megahertz: mi.—miles:
mod.—modification: MP—modification permit: ML—
meodification license: N—night: pet. for recon.—peti-
tion for reconsideration: PSA—presunrise service
authority: pwr.—power: RC—remote control: 5-A—
Scientific-Atlanta: SH—specified hours: SL—studio
location: TL—transmitter location: trans.—transmitter:
TPO—itransmitter power update: U or unl.—unimited
hours: vis.—visual: w—watts: *—noncommercial. Six
groups of numbers at end of facilities changes items
refer 1o map coordinates. One meter equals 3.28 feet.

WSIX-FM Nashvllle (BALH950227G0O)—
Action March 15.

KQFX(FM) Borger, TX (BALH950103-
GG)—Action Feb. 28.

KRLD(AM) Dallas (BAL950227GU)—
Action March 15.

KPRC(AM) Houston {BTC950201EA)—
Action March 14.

KODA(FM) Houston {BALH950227GR)—
Action March 15.

KSEV(AM) Tomball, TX (BTC950201EB)—
Action March 14,

KSHY(AM) Fox Farm, WY (BAPL950125-
EA)—Action March 15.

Dismissed

WVEU(TV) Atlanta (BALCT941206KN)—
Action March 15.

WUNI(TV) Needham, MA (BALCT950123-
KH)—Action March 14.

KJJR(AM) Whitefish, MT (BAL941230-
EG)}—Action March 16.

FACILITIES CHANGES

Actions

Phoenix City, AL WPNX(AM) 1460 khz—
Granted app. of JRM Broadcasting for CP to
change TL to N Lumpkin Rd. at US Hwy 27,
Columbus, GA; reduce power to 140 w/4 kw;
change to non-DA. Action March 15.

Victorville, CA KHMS(FM)—Granted app.
of Faith Communications Corp. for CP to
make changes: ERP: 0.25 kw; change class
to B1. Action March 10,

Glenwood Springs, CO KDRH(FM) 91.9
mhz—Granted app. of Colorado Christian
University for mod. of CP to make changes:
ant. 811 m.; TL: on Sunlight Min. 16 km from
Glenwood Springs; and change main studio
location to Grand Junction, CO. Action
March 10.

Marathon, FL WDUC(FM) 97.7 mhz—
Granted app. of Gary Violet for one-step
app. to change channel to C1. Action March
10.

Richmond, KY WMCQ-FM 101.7 mhz—
Granted app. of WCBR Radio Inc. for one-
step app. to change channel to 268C3.
Action March 16.

Hurlock, MD WAAI(FM) 100.9 mhz—Grant-
ed app. of Apex Associates Inc. for CP to
make changes: frequency: 100.5 mhz; ERP:
6 kw; ant. 100 m.; TL: Cloverdale Rd., 0.75
km W of intersection of Centennial Rd.,
Dorchester Co., MD; approx. 5.6 km W of
Hurtock, MD. Action March 13.

Dedham, MA WBMA(AM) 890 khz—Grant-
ed app. of Bosten SRN Inc. for MP to aug-
ment nighttime pattern. Action March 14.

Staples, MN KSKK(FM) 94.7 mhz—Grant-
ed app. of Normin Broadcasting Co. for one
step app. to upgrade from a C3 to C2. Action
March 14,

St. Louis KSTL(AM) 690 khz—Granted app.
of WMUZ Radio Inc. for CP to add nighttime
service of 17.9 w. Action March 16.

Knoxville, TN WKNL(AM) 760 khz—Grant-
ed app. of Tennessee Broadcasting Co. for
MP to reduce power to 2.4 kw; make
changes in antenna system; change TLto S
end of Cliffside Lane, on WRJZ Tower #4,
Knoxville, TN. Action March 20.

Bonham, TX KFYZ-FM 98.3 mhz—Granted
app. of Bonham Broadcasting Co. for CP to
make changes; ERP: 25 kw; change class to
C3 (per MM docket 89-209). Action March 9,

Cameron, TX KJKS(FM) 101.3 mhz—Dis-
missed app. of Joseph Kent Smitherman for
MP of CP to make changes: ERP: 3.05 kw;
ant. 141 m.; TL: 1 mile W of Cameron, Milam
Co., TX (per MM docket 89-459). Action
March 9.

NEW STATIONS

Applications

Greenville, MS (BPH950417MU)—Paul
Gardner Jr. seeks 104.7 mhz; 50 kw; ant.
150 m. Address: 1231 N. Main St., Monticel-
lo, AR 71655. Applicant has no other broad-
cast interests.

Nashville, NC (BPH350511MM)}—Tom
Campbell seeks 106.9 mhz; 6 kw; ant. 100
m. Address: 800 Lakestone Dr., Raleigh, NC
27609. Applicant has no other broadcast
interests.

North Kingsville, OH (BPH95051 1MK)—
Phillip Cantagallo seeks 107.5 mhz; 6 kw;
ant. 100 m. Address: 4029 Lake Ave., P.O.
Box 648, Ashtabula, OH 44005-0648. Appli-
cant has no other broadcast interests.

Fairview, PA (BPH950511ML)—John
McWilliams seeks 93.9 mhz; 6 kw; ant, 18
m. Address: 1207 Park Ave., Meadville, PA
16335. Applicant has no other broadcast
interests.

Fairview, PA (BPH950512MG)—Christo-
pher Wegmann seeks 93.9 mhz; 6 kw; ant.
100 m. Address: 120 E. Tea Rose, McAllen,
TX 78504. Applicant has no other broadcast
interests.

Norris, TN (BPH950511MN}—Russell Castle
seeks 106.7 mhz; 6 kw; ant. 100 m. Address:
1006 Melrose Dr., Cookeville, TN 38501.
Applicant has no other broadcast interests.
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PROFESSIONAL CARDS

du Treil, Lundin & Rackley, Inc. Z==CARLT.JONES= LOHNES AND CULVER COHEN, DIPPELL AND
A Subsidary of AD. Ring. P.C CORPORATION CONSULTING RADIO ENGINEERS EVERIST. P.C.
240 North Washington Blvd. CONSULTING ENGINEERS 8309 Cherry Lane CONSULTING ENGINEERS
3 NW Laurel, MD 20707-4830
Samsoi.mgoﬁ?a 34236 snmgm.o vouct’GDn?AWnl;sa (BolliTzEssss LN TAEFEIN TRl 08
(813) 366-2611 (703)'569-7704 . MA202) 8980111
MEMBER AFCCE mmm— AR Apccn Since 194 N edanCeE Mermber AFCCE
Moffet hmb:l&" Johnson, Inc. HAMMETT & EDISON, INC. CARL E. SMITH Denny & Associates, P.C.
Consulting Telec )\ CONSULTING ENGINEERS CONSULTING ENGINEERS Consulting Engineers
Two Skyline Place, Suite 800 Box 280068 AM-FM.TV Engineenng Consultanls
§203 Leesburg Pike San Francisco, California 94128 Compilete Tower and Rigging Seruices 1735 | Street, NW., Sulte 618
Falls Church, VA zm‘ 707/996-5200 “Sert mf, the Broadrusi Industry Washington, D.C. 20008
703-824-5660 HE ) oy
FAX: 703-824-5672 202/396-5200 Box 807 Bath, Ohio 44210

MEMBER AFCCE -

e-mail: engr@h-e.com

(216) 659-4440

Tel: (202) 452-5830 Fax: (202) 452-5620
e-mail: info@denny.com Member AFCCE

E. Harold Munn, Jr.,
& Associates, Inc.
Broadcast Engineenng Consultants
Box 220
Coldwater, Michigen 49036
Phone: 517—278-7339

Mullaney Engineering, Inc.
Consulting Telecommunications Enginsers

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921.0118

Member AFCCE

HATFIELD & DAWSON

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

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

(309) 364-3903
Fax (309) 364.3775

7
OMMUNCATIONS TECHNOLOGIES 1NC.
k SROADC AST ENGINEERING CONSULT/NTS

Clareace M. Beverage
Laura M Mizrahi

PO. Box 1130. Markion. NJ 03053
(609) 985-0077 = FAX: (609) 985-8124

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS
PO BOX 180312
DALLAS. TEXAS 75218
TELECOMMUNICATIONS (FCC. FAA)
CHARLES PAUL CROSSNO. P E.
{214) 3219140 MEMBER AFCCE

. [B), JOHN F.X. BROWNE & ASSOCIATES

COMEULTIHG ENGINEERS
BLOOMFIELD HILLS | Broadcast - Cable
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WASHINGTON
202-293-2020 Member AFCCE

D.C. WILLIAMS, PE.
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Membaer ARE R
Post Office Box 1888
Carson City. Nevada  RH9702

(702) H85-2400

RF Systems, Inc
* Transmitter and Studio instoliation
+ RF Test and Mecsurement
= Microwave and Sotelile
Engineanng ond Instollation
24A Wurld's Fair Drive

: Tms :-ﬂnl:nm Sl:uctum
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Towers and Antenna Structures
Robert A. Shoolbred, PE.
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DIVISION OF KLINE IRON & STEEL CO.INC,
Towers, Antenna Structures
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Columbia, SC 29202

Tel: 803-251-8000 Fax: 803-251-809%9
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Promo battle
continued from page 21

hour, Eagleton will respond to
research indicating that the story-
line—not action—is the big draw of
the show. If returns from a sweeps
radio promotion in 44 markets are
good, Rysher may duplicate the
campaign next season.

Samuel Goldwyn Television

Goldwyn officials are urging sta-
tions that bought action hour Flipper
to promote it during the summer
(well before its October launch).
“Flipper provides tremendous pro-
motional tie-in opportunities during
the summer, when water theme
parks and other aquatic activities
are in full swing,” says SGT Vice
President of Marketing Cynthia
Lieberman, adding that there also
are more station avails in the third
quarter.

The syndicator has two episodes
of the show in the can and will feed
stations a first phase of generic pro-
mos later this month. The most cre-
ative promotion manager in three
different market sizes will get pack-
ages of electronic goods worth
$500. The total media budget will
top $3 million, with a co-op cam-
paign, color ads in publications
including People and TV Guide, and
an extensive cable buy targeting
young adults on networks such as
USA, Nick at Night, E! and Life-
time. A half-hour “behind the
scenes” special will be distributed
barter-free for broadcast two weeks
before the debut.

Multimedia Entertainment

Multimedia has no new syndicated
shows for fall, but will support
returning shows with new electronic
press kits and merchandise cam-
paigns. The syndicator will offer sta-
tions Jerry Springer merchandise at
cost on which stations can put their
logos. Merchandise also will be dis-
tributed to colleges, where Springer
is a popular speaker. The new sea-
son’s tag line is “Everybody’s Talk-
ing Jerry.”

Next season’s campaign for Sally
Jessy Raphael will target viewers in
their late 20s and early 30s, using
more contemporary music and faster
pacing. New promos for Donahue

will center on people rather than on
themes and issues.

New Line Television

New Line’s new sirip of returning
reality show Court TV Inside Ameri-
ca's Courts, has enjoyed the advance
promotion of the continuing O.J.
Simpson trial. New Line also is
offering news departments of affili-
ates of the show free, same-day usage
of Court TV Network cases for up to
two minutes at a time.

Genesis Entertainment

For its new Mark Walberg talk show,
Genesis will localize promotions,
with Walberg visiting stations
throughout the season. The show’s
campaign, produced by Tim Miller
Entertainment, will “give the feel
that Mark is their hometown guy,”
says Genesis Senior Vice President
Douglas Friedman. For its returning
Real Stories of the Highway Patrol, a
sponsored Trooper of the Year pro-
motion will launch in fall. Genesis
will wait until after Promax to devise
a promotion strategy for the new
weekly U.S. Customs: Classified,
recently assumed by Genesis as part
of New World’s acquisition of Can-
nell Television. Veteran Cannell
(now Genesis) show Renegade will
have a new generic campaign.

Tribune Entertainment

For its new Charles Perez show, the
syndicator is relying on graphics-dri-
ven, production-intensive spots that
tell viewers who Charles Perez is,
says Maureen Brennan, director of
creative services for Tribune Enter-
tainment Co.

Worldvision Enterprises

To promote its new weekly talk
show spoof, Night Stand, Worldvi-
sion will use a three-phase cam-
paign, says Worldvision Senior Vice
President Gary Montanus. The spots
will first tease the show’s concept,
then show clips from fictional talk
show host Dick Dietrick. The third
phase will have Dietrick describing
the show, which launches Sept. 11.
The campaign will begin four weeks
out.

Kelly News and Entertainment

For its Safe Streets weekly, Kelly
will provide stations with 4 three-
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part news series on crime and safety
topics related to issues covered in
sweeps episodes of the show, which
launches the week of Sept. 25, says
Kelly Vice President John Budkins.
The syndicator also will supply sta-
tions with a quarterly anti-crime
newsletter. Stations are urged to cre-
ate ongoing Safe Streets segments in
their newscasts.

All American Television

All American will promote Richard
Bey as “going for the laugh and not
the jugular,” says Richard Mann, All
American Vice President of Creative
Services. For the launch of a new
stripped version of off-first-run Bay-
watch, tag lines will include “The
Baywatch five-day forecast...which is
hot, hot, hot, hot, hot” and “Turn on
the Heat Five Times a Week.”

The show will offer trips to Sea-
World parks as part of an existing All
American deal, and to taping of the
episodes. For new action hour Bay-
watch Nights, “We want to make sure
that while people realize it’s a spin-
off, it can stand on its own,” says
Mann. Promos will feature action,
drama and buddy humor. The tag
line: “When the sun goes down, the
night heats up.”

Litton Syndications

Litton Syndications will reward the
promotional staff of a station carry-
ing its returning Jack Hanna's Ani-
mal Adventures with a prize, possi-
bly an African safari. Stations will
be asked to submit their best 30-sec-
ond spots by the first week of Sep-
tember. For its returning Main Floor
fashion show, Litton will encourage
stations to hold fashion shows sup-
ported by national retailers. For the
company’s new On the Road Again
travel show, the syndicator is work-
ing with sponsor Winnebago’s 200
dealers to set up local promotional
RV shows. On the Road Again host
Keith Morrison will visit many of
the RV shows.

Harpo Productions

Harpo, which produces and pro-
motes Oprah, will use promotions in
an attempt to draw a distinction
between that leading talk show’s
content and the more sensational fare
of other talk shows, says Harpo Pres-
ident Tim Bennett. |
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Chong proves a player at FCC

FCC commissioner who is known
as much for watching television as
regulating it.

A self-confessed “Trekkie,” Chong
says her transition from San Francisco to
Washington last year was made a little
easier because her favorite television
show—Star Trek: The Next Generation—
airs more frequently in the nation’s cap-
ital.

The FCC’s youngest commissioner
also has initiated the agency’s first
Hawaiian T-shirt contest and sponsored
the FCC’s first baseball-cap day.

“She provides team play, camaraderie
and quality work,” FCC Chairman Reed
Hundt says, adding, “Her staff is first-
rate, hardworking and, like her, fun to be
around.”

Chong’s colleagues at the commission
and lawyers who lobby there praise her
independent judgment and ability to
delve into issues. For those familiar with
Washington, it may come as a surprise
that these colleagues and lawyers make
the same laudatory comments both on
and off the record.

Shortly after Chong joined the FCC
last May, she was tagged as a quick
study. She had little choice: She had
three weeks to cram for the vote on per-
sonal communications services auctions.
The commission’s approval paved the
way for the $9 billion PCS auction, the
most successful sale of public property
in U.S. history.

Once over the initial hurdle of the PCS
auction vote, Chong and her staff dove
into a backlog of more than 100 routine
pending decisions. They whittled the
pile to fewer than 30 decisions in less
than six months. “She has a quick grasp
of the issues,” says Peter Ross of Wiley
Rein & Fielding. “It is becoming
increasingly evident that she is having a
substantial impact on the process.”

“I use to be a practitioner and I know
how important the small, routine deci-
sions are to the industry and the lawyers
that represent it,” Chong says.

Chong had been practicing communi-
cations law for a decade when President
Clinton appointed her to a Republican
vacancy on the commission.

Most of her career had been spent

Rachelle Chong may be the first

ol

“lusetobea
practitioner and 1
know how important
the small, routine
decisions are to

the industry and

the lawyers that
represent it.”

Rachelle
Blossom
Chong

FCC commissioner,
Washington; b. June 22, 1959,
Stockton, Calif.; BA, University
of California—Berkeley, 1981;
1D, Hastings College of Law,
San Francisco, 1984;
associate, Kadison Pfaelzer
Woodard Quinn & Rossi,
Washington, 1984-86;
associate, Graham & James,
San Francisco, 1987-92;
partner, Graham & James,
1992-94; married Kirk Del
Prete, Oct. 18, 1987.

practicing regulatory law at the San
Francisco law firm of Graham & James,
where her clients included McCaw Cel-
lular Communications and Pacific Tele-
sis. But the Stockton, Calif., native got
her start in Washington at the now-
defunct firm of Kadison, Pfaelzer
Woodard Quinn & Rossi.

Chong takes a hands-on approach to
her job, reviewing even the most routine
decisions. She admits that she couldn’t
help taking part in a decision on the
proper font for filings at the FCC. For
the record, her font of choice is Gara-
mond Antiqua.

Chong may be a Republican, but it
would be unwise to pigeonhole her. Per-
haps nowhere is that more apparent than
in the case of children’s television.
Chong has made it well known to broad-
casters that she is disappointed with
their performance in kids TV.

Although she loudly supports self-
correction by the industry, she acknowl-
edges that increased regulation may be
the only answer in an industry driven by
ratings. “I am not ruling out more regu-
tation in this area,” Chong says.

In what some observers say is typical
of her style, Chong has immersed herself
in kids TV issues. She has traveled to
Australia to address a conference on
children in television and has questioned
students in Virginia and California
about their views on television.

Getting up at 6 a.m. to see firsthand
what broadcasters are offering kids is a
long way from Chong’s former regulato-
ry practice,

Chong says her position at the FCC has
allowed her to see the forest and the trees.
For the past 10 years she has focused on
wireless communications, a small slice of
the communications industry. But during
the past year, her responsibility has shift-
ed from a single client to a much larger
constituency that covers virtually the
entire communications industry.

“It gives you perspective to try to
think in the public interest, meaning all
the people,” Chong says. “Even though
one industry may not like a decision 1
made for them, I may have made it
because it was better in the long run for
the telecommunications competitive
model.” —Css
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BROADCAST TV

Todd Johnson, weather anchor, KAKE-
Tv Wichita, Kan., joins KOMO-Tv
Seattle as morning weathercaster.

Ken Hyde, sports anchor/producer,
KSPR(TV) Springfield, Mo., joins
woTv(Tv) Battle Creek, Mich., as
sports director.

Paul Crockett, NSM, wiLX-TV
Onondaga, Mich., named GSM.

Mark Gordon, GSM, wcal-Tv Colum-
bus, Miss., named GM.

Appointments at wTVI(TV) Miami:
Barry Allentuck, director, sales, Deborah
Collura, news director, and Barry Leffler,
director, creative services and pro-
graming, named VPs,

Glenn Schwartz, meteorologist, WINK-TV
Fort Myers, Fla., joins wPBF(TV) West
Palm Beach, Fla., as weekend weather
anchor.

David Goldberg, corporate news direc-
tor, New World Television, Atlanta,
joins KDFW-TV Dallas as news direc-
tor.

Jim Loy, news director, KRQE(TV) Albu-
querque, N.M., joins wooD-Tv Grand
Rapids, Mich., in same capacity.

Mike Maybay, producer, special pro-
jects, KsTw(TV) Tacoma, Wash., joins
KSTP-TV St. Paul in same capacity.

Phil Paligraf, LSM, wTTV(TV) Bloom-
ington, Ind., named GSM.

Andrea Brody, anchor/reporter, WBBH-
Tv Fort Myers, Fla., joins wIAR(TV)
Providence, R L, in same capacity.

Tom Loebig, executive producer,
wPXI1(Tv) Pittsburgh, joins wGHP-TV
High Point, N.C,, as news director.

Audrey Fish, senior producer, WiBK-TV
Detroit, named director, creative ser-
vices.

Keith Forrest, associate producer, E/
News Daily, Los Angeles, joins wiCU-
TV Erie, Pa., as producer, 6 and 11
p-m. newscasts.

Byron Grandy, executive producer,
Texas Business Chronicle, Dallas, joins
WAGT(TV) Augusta, Ga., as news
director.

Larry Sands, senior account executive,
Seltel, Los Angeles, joins KTVW-TV
Phoenix as national sales manager.

Kevin Wagner, senior writer/producer,
creative services, WPIX(Tv) New York,
named promotion manager.

Rich Brase, partner, Go West Creative,
Chicago, joins wDAF-TV Kansas City,
Mo., as VP, creative services.

Russ Spencer, anchor, KMGH-TV Den-
ver, joins WAGA-TV Atlanta as
anchor/reporter.

Alice Riehl, GSM, wicz-Tv Bingham-
ton, N.Y., named GM.

Tiffany Broaderick, topical news promo-
tion writer/producer, WATE-TV Knox-
ville, Tenn., joins KOAT-TV Albuquer-
que, N.M., as promotion writer/pro-
ducer.

PROGRAMING

Scott Carlin,
senior VP, sales,
for Warner Bros.
Domestic Televi-
sion Distribu-
tion, has been
named to newly
created execu-
tive VP post
with increased
duties over wide
area in addition
to his current oversight of first-run
and off-network sales. In his new
post, Carlin’s role in division will be
expanded to include direct involve-
ment in administration, research,
marketing, creative services, pro-
graming and new business develop-
ment.

Aaron Meyerson, independent producer,
joins DIC Films, Burbank, Calif., as
VP, production and development.

Carlin

Mark Peariman, VP, planning and
business development, CBS, New
York, joins Fox News there as execu-
tive VP, finance and operations.

Jim Dietle, director, contract analysis,
Celumbia TriStar Television Distrib-
ution, Culver City, Calif., named
director, business affairs.

Linda Tobin, director, international

sales administration, Worldvision,
New York, named VP.

Robin Stratton, manager, programing,
ABC Sports, New York, named
director.

Carole Feld, VP,
advertising and
promotion, PBS,
New York,

{ named senior
VP, advertising,
promotion and
corporate infor-
mation.

K ...it “| Lynn Frank, direc-
Feid tor, business
development, TNT and Cartoon Net-
work Europe, London, named VP,
administration and business devel-
opment and deputy managing direc-
tor, Turner Entertainment Networks
International.

James Hart, president, broadcasting
division, Multimedia Inc., Greenville,
S.C,, joins Scripps Howard, Cincin-
nati, as senior VP, television station
group.

Wendie Feinberg, manager, corporate
and external affairs, Southern Bell,
joins Nightly Business Report, New
York, as senior producer.

Jacqueline Leo,
director, maga-
zine and media
development,
The New York
Times Company,
New York, joins
| ABC News’s
Good Morning
America there as
editorial director.

Leo

Carrle King, manager, advertising and
promotion, Tribune Entertainment
Co., Chicago, named director,

Andrew Scott Reimer, VP, programing,
Action Pay Per View, Santa Monica,
Calif., joins Trimark Pictures, Los

Angeles, as VP, domestic television.

RADIO

Mark Erwin, manager, Katz Radio Rep-
resentatives, St. Louis, joins
KMOX(AM) there as NSM.

Lauren Miller, assistant media buyer,
Time Buying Services, New York,
Jjoins Katz Radio Group there as mar-
keting sales promotion coordinator.

Lisa Decker, GSM, wEZB(FM) and
WRNO-FM, both New Orleans, La.,
joins KMPS-AM-FM Seattle as director,
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sales.

Chuck Lontine, VP/GM, WLAN-FM
Lancaster, Pa., joins KLTH(FM)/
KMBZ(AM)/KCMO(AM), all Kansas
City, Mo., as sales manager.

Lee Hall, news director, KOMO(AM)
Seattle, joins wwi(aM) Detroit as
director, news and programing.

Lon Landis, morning news anchor,
KCBS-FM Los Angeles, named news
director.

Dave Jolly, program director, KLIC(FM)
Kansas City, Mo., joins KCBI(FM)
Dallas as music director.

Marla Bane, senior director, business
administration, affiliate marketing,
ABC Radio Networks, Dallas,
named VP, business administration,
affiliate marketing.

CABLE

Carol Hevey, VP, operations, Greater
Boston division, Time Warner
Cable, named president.

Appointments at Cable Networks
Inc.: Michael Labriola, director, political
sales and marketing, and Gerry Himmel,
NSM, Chicago, named regional direc-
tors for Eastern and Central divisions,
respectively.

Paul Hastaba,
VP/GM KHTV-
(Tv) Houston,
joins CMT:
Country Music
Television,
Nashville, in
same capacity.

Ingrid Hubler,
manager, affili-
ate marketing,

Hastaba
CNBC, America’s Talking and Canal
de Noticias, Fort Lee, N.J., named
director, affiliate marketing and pro-
motion.

Doug Watts, senior counsel, TCI Com-
munications, Washington, named VP,
government affairs, Denver.

Michael Pierce, attorney, Dow,
Lohnes & Albertson, Washington,
joins ESPN, Bristol, Conn., in same
capacity.

Mark Hale, VP, operations, Home &
Garden Television, Knoxville, Tenn.,
accepts additional responsibilities as
executive VP, Cinetel Studios, there.

Paul LaRocca, VP, marketing, Wenner

Media Inc., New York, joins Come-
dy Central there in same capacity.

Rosalind Clay Carter, director, employe
development, Bristol-Myers Squibb
Co., New York, joins A&E Television
Networks there as VP, human
resources.

SATELLITE/WIRELESS

Murray Klippen-

I stein, VP/GM,

| Tee-Comm Elec-
.| tronics, Dallas,

1 named presi-

4 dent/CEO,

1 AlphaStar Televi-
&1 sion Network
(subsidiary).

= Michael Jalbert,
Klippenstein president,
Diversey Corp., CSD division, Livo-
nia, Mich., joins IDB Mobile Com-
munications Inc., Bethesda, Md., in
same capacity.

Ed Olson, manager, transmission facil-
ities, Group W Network Services,
Glenbrook, Conn., named director.

Russell Bittner, director, sales, North-
east region, Keystone Communica-
tions, joins Global Access Telecom-
munications Services Inc., Boston, as
director, business development,
Europe.

Jaime Rockman, director, syndication
services, Atlantic Satellite Communi-
cations, Northvale, N.J., named VP.

Appointments at Keystone Communi-
cations, Salt Lake City: David Anderson
named executive VP, operations and
engineering, Los Angeles; Harley
Shuler named senior VP.

WASHINGTON

Bernadette McGuire-Rivera, director,
planning and research, Association
of America’s Public Television Sta-
tions, Washington, joins the Office
of Telecommunications and Infor-
mation Applications (division of
NTIA) as associate administrator.

DEATHS

Datlas S. Townsend, 76, former CBS
News correspondent, died June 1 in
Montclair, N.J., from complications
following a fall. Townsend joined
CBS in 1941 as a newswriter. He

retired from the
network in 1985,
For 25 years
Townsend wrote
and anchored
the CBS World
News Roundup

i on the radio net-
work, taking two
years off to
anchor its
evening counter-
part, The World Tonight. He is sur-
vived by his wife, Lois; four chil-
dren, and 10 grandchildren.

Townsend

Isadore “Friz” Freleng, 89, animation
pioneer, died May 26 at the Univer-
sity of California, Los Angeles Med-
ical Center. Freleng won five Acade-
my Awards for his cartoons, includ-
ing one for a cartoon starring the
Pink Panther, and also created the
characters Yosemite Sam and
Sylvester. Freleng joined Warner
Bros. in 1930 as head animator for
new services, Looney Tunes, and
created the studio’s first cartoon,
Sinkin’ in the Bathtub. He remained
with WB’s cartoon unit throughout
most of his career. Later, he created
television and theatrical shorts and
returned to Warner Bros. in 1980 to
direct television specials and compi-
lation features. Freleng is survived
by his wife, Lily, two daughters, and
four grandchildren,

Jon Halpemn, 43, producer, died May 8
of cancer at his home in St. Peters-
burg, Fla. Halpern joined wTsP(Tv)
St. Petersburg in 1989 as executive
producer of news. Later he became
special projects producer and
received his second career Emmy for
a news special, The Changing Cuba.
Halpern is survived by his wife, Fran;
son, Eric, and sister, Leslie.

Gordon D. Main, 64, satellite industry
executive, died May 25 of respiratory
failure at his home in Eaton Rapids,
Mich. Main owned and operated
Main Electronics Co., Lansing, Mich.
As a board member of The Satellite
Broadcasting and Communications
Association, he was an advocate for
the interests of direct-to-home retail-
ers. He is survived by his wife, Bever-
ly; two brothers; two sisters; four chil-
dren, and five grandchildren.
—Compiled by Denise Smith
e-mail: d.smith@b&c.cahners.com
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From the AWRT convention in
Los Angeles: FCC Commissioner
Susan Ness last week warned
against reducing the agency's influ-
ence, describing the FCC as the traf-
fic light that makes orderly adminis-
tration of telecommunications policies
possible. “The airwaves are scarce
and precious resources that belong
to the public,” she said. "To allow the
private industry to divvy up that spec-
trum without regulatory oversight
would result in chaos.” She said that
the judiciary system could not handle
the volume of regulatory issues and
complaints each year, while the use
of other federal bodies to police the
airwaves would introduce the danger
of partisanship. Ness praised Chair-
man Reed Hundt as “the chairman
who has done more to place women
in high positions than any other chair-
man,"” and added that four FCC
bureaus are now headed by women.
0 UPN President Lucie Salhany
warned of the dangers that new
technologies pose to access to key
television programing. That admoni-
tion came during a speech following
her acceptance of AWRT's Silver
Satellite award. "There is a real pos-

B —

Big issue
House Speaker Newt Gin-
grich (R-Ga.) is larger than
life. The speaker, whose
views on telecommunications
were featured in BROADCAST-
ING & CABLE's March 20 issue,
was presented with a memen-
to of the event in the speak-
er's chambers. Gingrich also
made news two weeks ago
when he suggested that the
FCC be phased out in three to
five years. —KM

sibility that quality programing and
credible events that can be seen for
free on traditional television will
someday be siphoned off [to pay
TV].” Referring to the Nixon-Kennedy
debates, the Kennedy funeral and
the moon walk, Salhany asked: “Will
events like the ones | described be
available only on pay per view?
Believe me, it could happen.”

CBS last week announced a
joint marketing and promotion
deal with Sears. The elements of

‘Cool’ promos for Fox this fall

Fox Broadcasting will promote its fall prime time schedule by spotlighting
individual shows rather than the entire lineup, says Doug Binzak, Fox
Broadcasting's senior vice president of scheduling and marketing. The
promotion’s tag line is “Cool Like Us.”

Shows with high brand identities, such as The Simpsons and Melrase
Place, will be promoted with spots tied to their cliffhanger season endings.

In the case of The Simpsons, Fox and 1-800-COLLECT are teaming to
produce promotions linked to the season-ending shooting of tycoon Mr.
Burns. During the month before the season premiere, TV, radio and print
ads as well as spots in United Artists theaters and online will give weekly
hints about the identity of the perpetrator. Viewers will be asked to call in
and guess the identity of the culprit. The winner will be flown to Hollywood
to be animated in one of next season’s episodes.

Melrose Place will offer a similar campaign with a tie-in sponsor, and
Fox's new Space Sunday night action hour will be promoted with trailers
in movie theaters. Fox also will aggressively use interstitials and talent in
hosting shows. -DT

the “Where It's At" campaign: distrib-
ution of CBS’s fall schedule in
Sears’s 800 stores; on-air promo-
tional spots; a sweepstakes at every
store, and interactive promotions on
Prodigy and the Internet.

Capital Cities/ABC New Media
Sales announced agreements to
rep two place-based media pro-
jects |ast week—The Blockbuster
Entertainment Network, seen in the
video chain's 3,000 retail outlets;
and Cafe USA, a shopping channel
located at food courts in shopping
malls around the country.

All American Television is in
“serious negotiations™ with the
USA Network for a cable run of
Baywatch beginning as early as
1997-98, sources say, although
other cable networks are said to still
be pursuing the show. Stripped re-
peats of the hit first-run show already
are committed to syndication for the
1995-96 and 1996-97 seasons.

The nation’s four top cable
MSOs, each of which own a piece of
Turner Broadcasting System,
accounted for approximately 40% of
the subscription fees received by the
programer in 1994. According to a
TBS proxy statement issued last
week, subscription fees paid (before
deductions for advertising allowances)
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were as follows: Tele-Communica-
tions Inc., $123.7 million; Time Warn-
er, $69.6 million; Continental, $29.2
million, and Comcast, $25.6 million.

Paramount Domestic Television's
top-rated syndicated action hour,
Star Trek: Deep Space Nine, has
been renewed for the 1995-96
season, which will be its fourth. The
season will open with a two-hour
special episode that will include sig-
nificant changes to the show's story-
lines. The show is cleared in 208
markets (99% coverage).

Larry King is returning to radio
with six 80-minute specials beginning
in July on Westwood One Entertain-
ment. The Larry King Super Specials
will feature interviews with entertain-
ment and political “superstars” and
will allow listeners to query the
guests, President Clinton may be
interviewed for one of the specials,
according to sources. Westwood One
has not determined when the spe-
cials will air, but expects the series to
run through mid-1996. Westwood
One now simulcasts CNN's Larry
King Live weeknights, 9-10.

Former CBS Sports president Neal
Pilson announced the formation of
his own consulting company last
week. Pilson, who most recently
served as senior VP, CBS/Broad-
cast Group, left the network May 15
and opened his company in New
York on June 1. Pilson says he’ll pri-
marily help sports entities develop,
market and promote TV projects. Ini-
tial clients include NASCAR, the
race car association, and SciTex, an
Israeli company developing elec-
tronic signage technology.

ABC’s Nightline won the May
sweeps in late night with an aver-
age 5.5 Nielsen rating/15 share. The
Late Show with David Letterman,
down 20% from a year ago, and The
Tonight Show tied with a 5.1/14,
Tonight was down 2% and Nightline
was up 4% from May 1994,

NBC Sports coverage of the NBA
playoffs through the first five
weeks is up 13% from a year ago
to a 7.6 Nielsen rating/20 share, the
highest average in almost 20 years.

Robert Sullivan, VP, broadcast,
Gannet-owned kpNx-Tv Phoenix,
joins the company’s wusa-Tv Wash-
ington as VP/GM. He replaces Hank
Yaggi, who resigned last week.

WASHINGTON

Primestar appeal

Primestar does not want to risk
missing scheduled launches next
year by applying for reclaimed
DBS channels, company chairman
Jim Gray says. The company is
appealing an FCC decision to
reclaim DBS channels Primestar
had planned to use to deliver satel-
lite TV. Although FCC sources
have said they would consider
speedy service implementation in
deciding what to do with the
reclaimed channels, Gray says his
company prefers a simple reversal
of the decision. Such an action
would return the channels to
Advanced Communications, which
had planned to turn them over to
TCI’s Tempo subsidiary for use by
Primestar. Accepting the bureau
decision and then applying for the
reclaimed channels might throw
the issue into a lengthy legal chal-
lenge, Gray says. Lawyers repre-
senting Tempo and Advanced,
meanwhile, pressed their case for
reversal last week in meetings at
the commission.

Comcast deal

Comcast and the FCC are putting
the final touches on a deal to
resolve the company’s outstanding
rate complaints and cost-of-service
filings. The deal is one of several
now being negotiated in the wake
of Continental’s so-called social
contract with the FCC.

School chums

Among House Telecommunica-
tions Subcommittee Republicans
who want to phase out the FCC is
Chris Cox (Calif.). Cox, who chairs
the House Republican Policy Con-
ference Committee, thinks the
FCC has impeded technology and
innovation in the telecommunica-
tions marketplace. Cox’s views
aren’t shared by one old friend—
FCC Chairman Reed Hundt.
Although Cox is down on the FCC,
that does not extend to Hundt:
“He’s a first-class leader. I like
him very much,” says Cox. Both
are alumni of Los Angeles-based
law firm Latham & Watkins and
have known each other since 1976.

HOLLYWOOD

Moonves to CBS?

Making the rounds at the CBS affil-
iates meeting in Los Angeles last
week was a rumor that Warner
Bros. TV President Leslie Moonves
may be lured to CBS Entertainment
in a position above CBS Entertain-
ment President Peter Tortorici and
similar to that of Don Ohlmeyer at
NBC. Moonves, according to
sources, is in negoations with Warn-
er Bros. over renewal of his con-
tract, which expires in fall *95.

SeaGull swings into Tarzan

SeaGull Entertainment Inc. is
developing a Tarzan syndicated
action hour for fall 1996. A total
22 hours would be produced for
the first season, says SeaGull Pres-
ident Paul Siegel. Siegel also said
his company still hopes to go for-
ward with its fall launch of new
weekly first-run teen sitcom Bever-
ly Hills Beach Club, despite com-
ments by Beach Club producer DIC
Entertainment that the project had
been put on hold.

NEW YORK

Sprint savings

Sprint Corp. and its three cable sys-
tem operator partners (Tele-Com-
munications Inc., Cox and Com-
cast) this month will begin to roll
out their so-called Triple Play cross-
marketing initiative. The plan pro-
vides special savings to cable sub-
scribers who sign up for Sprint
long-distance service. First to roll
out the plan are Comcast and TCI.

VICE PRESIDENT
LOANS

Drawn for BROADCASTING & CABLE by Juck Schmidt
“Does this mean another hike in interest
rares?”

. Cos2lCIrE i o

Broadcasting & Cable June 513995

53



COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

Time to use the R-word

Is society being enlightened by a new freedom of
speech, or coarsened by a new license to offend? We
fear the latter. There is an ugliness on the airwaves that
is inescapable and profoundly disturbing to many.
Including this page.

Ugly speech is protected. For some such speech, that
ugliness is its power, and perhaps its message as well.
This is always the kind of speech most in need of pro-
tecting, even if it leaves a bad taste. But protecting that
speech and amplifying it are two different things. The
first is a constitutional imperative. The second is a
choice. Broadcasters are not common carriers. They
have control over their content and must take responsi-
bility for it.

Senate Majority Leader Bob Dole—offended primarily
by rap obscenities, movie violence and gratuitous sex—
was taking aim at Hollywood last week, accusing the
industry of debasing the nation and threatening our chil-
dren. Dole—who commendably says he has no interest in
legislation— concedes he has not heard the music nor
seen the movies he condemns. But we've heard and seen
enough of both to know they beg such broadsides.

Government should not control content, but broad-
casters must. They have the ultimate responsibility of
determining whether gratuitously sexual, angry, violent
or hateful speech are good business and good broadcast-
ing. Such speakers have a right to their message. But is it
a message broadcasters wish to send as well?

The issue is responsibility. Broadcasters have it when
it comes to the programing they air. They must not bury
their heads in the sand, covering their tails with a copy
of the First Amendment.

Reversal in order

The FCC finds itself with another sticky wicket in the
policy area. It began when the International Bureau,
under a new chief, decided to enforce warehousing provi-
sions against Advanced Communications Corp., which
has held two orbital positions and 51 frequencies for more
than a decade without, in the bureau’s view, actively
moving to utilize them. On delegated authority, the
bureau reclaimed the whole kit and caboodle.

It was a major blow to Advanced, of course, but
arguably an even greater blow to Primestar, the cable
industry partnership that had over $565 million worth of
satellites under construction in anticipation of using the
Advanced positions (bought for $45 million) to get into
the high-power DBS business. Suddenly, the prospect of
a third DBS competitor—to Hughes and Hubbard—
seemed years away.

The full FCC is now reviewing the decision, caught
between its desire not to encourage spectrum profiteer-
ing (in a time of spectrum auctions) and its impulse to
encourage competition and new services. Time is of the
essence, however. Primestar has one launch window
next spring and another four months later. If those are
missed, it says, no other DBS service will make it aloft
for three years, and by then it will be too late to compete
against the front-runners for a market now over 600,000
homes and expected to peak at 11 million-15 million.

The simplest way out for the FCC is to reverse the
bureau and let it go at that. DBS is a business few people
wanted a piece of 10 years ago; all the players in this
case are pioneers; they all deserve a preference. This
isn’t the moment to change the rules. Let’s waive the
fine points and get on with the future.
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1995 C/NS LOCAL CABLE SALES MANAGEMENT CONFERENCE

JUNE 24 - 27

HYATT REGENCY DFW AT THE DALLAS/FORT WORTH AIRPORT

=|AST CHANC

Register Now For Local Cable’s Premier Event To Make Sure You're There To
Gain New ldeas, Tools And Strategies That Are Critical To Building Ad Sales.

Growing media competition. Rapid
technological change. Increasing au-
dience segmentation. More sophisti-
cated demands by local advertisers
and agencies. All these factors are
quickly making the way you currently
do business obsolete. The 1995 CAB
Local Cable Sales Management Con-
ference (June 24-27 at the Hyatt Re-
gency DFW at the Dallas/Ft. Worth
Airport) is the only major event of its
kind dedicated to bringing system and
interconnect sales managers and se-
nior account executives up-to-speed
on the latest tools, strategies and ideas
for building advertising revenuesinan | g

¢ Enhance your financial skills and
your understanding of what
constitutes a well-run business;

¢ Gain new insights on cable’s fit in
clients’ marketing plans and how
you can capture larger shares of
competitive media budgets;

* Learn how you can crack tough
retail categories from one of
the industry’s biggest experts;

...and much more!

Strengthen Your Team Effort
4 An entire afternoon will be devoted to
special team-building activities that

increasingly complex local marketing environment.

In-Depth Tracks
The Conference’s extensive line-up of in-depth tracks
will focus on areas that are essential to achieving sales
and professional growth. And they’ll be repeated to
allow you to attend as many different tracks as you'd
like. Interactive workshops and presentations will
provide valuable information on applied research,
sales management, business management, personnel
development and competitive analysis. Over the course
of the program, you will:
e Learn how to use quantitative and qualitative
research data to move cable ad sales to the
next plateau;
¢ Discover new techniques for managing your
sales departments more efficiently, effectively
and profitably;
e Find out how to hire and develop successful
account executives and ensure a consistent
level of high performance;

wil enhance your relationships with colleagues and
network sales partners. Choose from an exciting line-
up designed to solidify team skills.

Local Cable AdExpo: An Idea SuperCenter
‘I'he only exhibition of its kind devoted to local cable
ad sales, the conference’s AAExpo is your opportunity
to meet face-to-face with virtually all the ad-supported
cable networks and major suppliers of hardware,
software and research tools for advertising sales. Get
all the information you need to update yourself on
programming, promotional tie-ins, products and ser-
vices in one convenient place.

Top Entertainment, Major Awards And More
See one of the nation’s top recording artists in
concert...be there when the winners of the 1995 Cable
Advertising Awards are announced...enjoy an exciting
theme dinner, special lunches and receptions...network
with your industry peers...all at the Local Cable Sales
Management Conference.

ADVANCE REGISTRATION DEADLINE: JUNE 91H. CALL (212) 751-7770 X329 FOR INFORMATION.



The best way to perk up your business.
| (Without those messy grinds.)
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JuLY 16-19

I‘TAM"I'i

-

Frank J. Biondi, Jr. Andrew S. Grove Richard D. McCormick Brandon Tartikoff
President, CEO President, CEQ Chairman, President, CEQ ‘Chairman
Viacom Inc. Intel Corporation US-WEST, Inc. New World Entertainment

CTAM'95 | Incredible speakers. " To-register,
San Francisco : Profound ideas. call CTAM at
July 16-19 Really good cotfee. (703) 549-4200.






