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ABC's TGIF line-up. They are “Full House,” “Family Matters,”
“Married...With Children” and “The Simpsons.”

" To help you reduce your risk in determining what network
sitcoms will work for you in syndication, don’t look in a crystal
ball. Just look at history. If they’re hits on FOX or ABC's TGIF,
they’ll be hits five-days-a-weet

for your station.
FUNNY SHOWS. SERIOUS BUSINESS. @

WARNER BROS.
DOMESTIC TELEVISION
DISTRIBUTION

A Time Warner Enterrainment Conmpany
©1995 Warner Bros. All Rights Reserved.
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~ Predicting syndication success with network sncdms is
never easy. e - 4

Since the 1986-87 season, 270 sitcoms have premiered
on CBS, NBC, ABC and FOX. of those, only 18 made it fo
syndlcahon Surprised? Even more shocklng, of those strips,
only 6 have reaﬁ)y worked.

What's the secret of the “successful six”? Look v?here they
came from. Four of the six that worked came from F@X or
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THIS IS NOT THE
~ WAY TO TELL IF A
- NETWORK SITCOM
~ WILL WORK IN
SYNDICATION.




Fast Track

{

Cover STORY: Mega begins The Megamedia Age opened last week with Disney’s purchase of Capital
Cities/ABC for $18.5 billion—the second-highest price ever paid for a U.S. company. The ink wasn’t dry
before Westinghouse said it would buy CBS for $5.4 billion. On the cover: Disney's
Michael Eisner and Westinghouse’s Michael Jordan. Photos by Lisa Quinones/Blackstar / 4

The deal that roared The advantages of a Disney—Capcities/ABC deal >

extend to international improvements for ABC, cross-marketing and promoting The
“in-home” along with “out-of-home” entertainment. / 14 Q)ALT%!S&E
No final word on Westinghouse/CBS Few are convinced that Company

Westinghouse’s $5.4 billion—plus bid for CBS will be the only one. Competing
bids could come from Ted Turner and MCA. Even CBS isn’t entirely sold on the deal. /

House adopts telecommunications reform The House has joined the Senate in passing a version
of telecommunications reform. Democrat Ed Markey won important victories on broadcast ownership and the
V-chip, but lost in his effort to limit cable rate regulation. /

TCI eyes broadcast play Under telecommunications reform, TCI may be able to take control of Silver
King's 12 UHF stations for as little as $3 million. /

ing cable networks, including a
24-hour news channel. / 21

ESPN and Motorola are teaming up
for ESPNet To Go, a wireless sporis
service that will be delivered to |
pager-size receivers llke this one. / 22

News services
The past year has !
been a busy one for [T

the news services of -
ABC, CBS and

TELEMEDIA WEEK

NBC television
affiliates. / A Conus satellite truck in Houston
Joe Peyronnin, the uplinks the NBA playoffs. / 28
head of Fox’s affiliate news service, has set himself a
goal of rivaling the other networks in two years. / 2
The increasing demand for TV news is being met by

Disney, ABC plot interactive strategy

Once the merger is complete, Disney and ABC are plan-
ning projects that include CD-ROMs, video games and
online services. / 36

Conus and CNN Newsource. / Radio has a
growing number of companies offering news to go with
any format. / 3

Radio’s new giant

Following the Westinghouse/CBS merger, the new
company will have 39 stations, with annual billings of
$455 million. / = | Tl
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Searching for 'tweens

Although advertisers love
the 10-17 demographic, syn-
dicators find it hard to create
hits in this category. / :

New Line Television is looking
to tap the 'tween market this fall
with live-action half-hours based

on the popular ‘Nancy Drew’ and
‘Hardy Boys’ books. / 19

WA CLIINCTO

Warm reception at FCC

While not saying what they will
do, FCC commissioners last week
generally were enthusiastic about
the Disney-Capcities and West-
inghouse/CBS mergers. / 46 [
It was smiles all around when Capcities/ABC CEO Thomas

Group W/CBS: the cable connection
The new megamedia company is considering launch-
Broadcasting & Cable August 7 1995

Murphy (1) and Disney CEO Michael Eisner (r) visited FCC Com-
missloner James Quello a day after announcing their merger.
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Classified........ccuuuu.... 49 Fates & Fortunes ...... 62
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The Dawning of Megamedia:Broadcasting’s

$25 Billion Week

Disney buys Capcities/ABC for $18.5 billion, Westinghouse buys CBS for $5.4 billion,
House passes deregulatory telcom bill but raises ownership limits and endorses V-chip

By Don West

ast week was more
Lthan the week that

was. It was the week
that foreshadowed how the
future will be—in broad-
casting and in telecommu-
nications as a whole. It
was the beginning of the
Megamedia Age.

The opener, of course,
was the Good Morning
America announcement on Monday (July 31) that Walt Dis-
ney Co. would purchase Capital Cities/ABC for $18.5 billion,
the second-highest price ever paid for a U.S. company (the
record: RIR Nabisco’s $25 billion merger with Kohlberg
Kravis Roberts in 1989). Together they would create an enter-
tainment-information conglomerate with annual revenue of
$16.4 billion and operating profit of $3.2 billion (at 1994 lev-
els). (See page 14.)

The ink wasn’t dry on that story before Westinghouse
Electric Co. announced that it would buy CBS Inc. for $5.4
billion. Considering the size of the Disney multiple, the
Westinghouse bid seemed conservative—so much so that
observers began to speculate that other buyers might
emerge; the CBS staff was said to be cheering for Ted Turn-
er. Westinghouse and CBS together could be expected to
produce $4.6 billion in revenue and $629 million in profit—
again, at 1994 levels. Their combined 15 television stations
would reach 33% of the audience—three stations and 8%
higher than is permitted by existing FCC rules—and their
combined radio stations would number 39, one over the limit
on FMs, but within the existing AM cap (see story page 18.)

No matter. Like other major players in the broadcasting
industry, Westinghouse and CBS are counting on Congress
to raise the roof to match their new digs. And indeed, by Fri-
day the House had joined the Senate in doing just that (see
page 10). If the information-superhighway bill isn’t yet a fait
accompli, its outlines are now reasonably apparent.

(Both deals are a far cry from the first network sale, in
which Westinghouse also participated. That was in 1926,
when NBC was incorporated by RCA to take over the RCA
and AT&T broadcast properties. RCA paid $1 million for
AT&T’s weAaF(aM) New York. The NBC stock was divided
among RCA [50%], GE [30%] and Westinghouse [20%].
RCA bought out GE and Westinghouse in 1930.)

As BROADCASTING & CABLE reported July 31, the new name
of the game is to get ahead of the curve in broadcast ownership

Changing hands: ABC to Disney, CBS to Westinghouse

by purchasing, or at least
optioning, target acquisi-
tions before the spectrum
landrush of 1995. Three
weeks ago Evergreen Me-
dia paid $306.5 million
for the Pyramid radio
group (becoming pros-
pectively radio’s number-
two group), and two weeks
ago Gannett bought Multi-
media for $1.7 billion. In
just the past two weeks,
BROADCASTING & CABLE's “Changing Hands” department has
reported $145 million in “routine” station sales.

m While the Disney and Westinghouse buys were hard to
top, last week’s trading didn’t end with those announce-
ments. On Monday afternoon, NBC offered $396 million for
Outlet Communications {see page 64). On Wednesday, ITT
and Dow Jones purchased previously noncommercial wNYC-
Tv New York for $207 million (see page 12). On Thursday,
Chancellor Broadcasting acquired Shamrock Broadcasting
for $395 million (see page 64). All together, the week’s sales
added up to a record—and breathtaking—$25.4 billion.

The Disney/Capcities and Westinghouse/CBS pacts
changed the order of battle in the telecommunications industry,
as well as the order of magnitude. A BROADCASTING & CABLE
status report on the state of the industry (see pages 6 and 7)
shows 13 conglomerates, ranging from Walt Disney to the
Washington Post, in dominant positions. Together, the 13 had
1994 revenue of $81.23 billion and profit of $8.525 billion.

m And then, in its last act before the August recess, the
House of Representatives passed H.R. 1555—officially, the
Communications Act of 1995—joining the Senate in prepar-
ing the country for the information age. The bill was virtual-
ly as deregulatory as expected, although an Ed Markey (D-
Mass.) amendment on broadcast ownership caps successful-
ly pulled the possibility down from 50% to 35% in televi-
sion. Far worse still, to broadcasters and fans of the First
Amendment everywhere, the House accepted another
Markey amendment that would install a V-chip in every new
television set and set up a government ratings system that
would trigger it. The Markey gambit succeeded after pas-
sage of a broadcast industry-sponsored amendment that
encouraged development of parental choice technology
without imposing the government ratings system. The
Markey success was laid to a parliamentary maneuver that

Continues on page 8
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Doecr't Play &

USA  ESPN  CNN Discovery MTV Fx  Turner America's Comed Sci-Fi TVFood  Home
M Classic  Talking Centra &
SHO ‘\ Movies Garden

€6 Why Are We Jutaping For Joy?

7' That's Why Nielsen surveys are serious business, especially when it's
your first national rating and you're only six months old. So are we excited by a .7?
You bet. Surprised? Not really. After all, it's no secret that over

35 million viewers watch - and play - game shows every day.
Still a .7 From Nielsen is nice confirmation. Confirmation that our daily mix of
original, live, interactive game shows and classic television programs From a
library of over 45,000 episodes is already a new Favorite with viewers.
lsn't it time For you to get in the game? For more information, call (310) 280-2222.

So many games. So little time.

Source: &.C Nielsan Compary. Teiephang Coifcidental. June 19-23, 8 PM — 11 PM. Sample bassd on national satellite- detrvared disiitntion. Subiect 10 guafifications which will be supplied upon reques! © 1935 Game Show Cnasrel, L AN Rights Heserved,




Walt Disney Co.
$16.44 billion evy $3.2 billion ©p)

Disney: The
$10.06 billion ev) @y D
$1.96 billion (©.r. Company

TV: keaL-1v Los

Angeles; Walt Disney Television;
Touchstone Television; Buena
Vista Television; Buena Vista Home
Video

Cable: Disney Channel

Feature films: Walt Disney Pic-
tures, Touchstone Pictures, Cara- !
van Pictures; Hollywood Pictures;

Miramax Films; Buena Vista Pic- ~ Chairman/CEQ
tures Distribution Michael Eisner
Publications: Magazines; books; comics

Retail: Licensing and retail ventures, including Dis-
ney Stores

Misc.: Audio and computer software; Disney Inter-
active; Disney Theatrical Productions; Mighty Ducks
NHL team; theme parks

Investments/joint ventures: Joint venture with
Ameritech, BellSouth and SBC Communications
{video dialtone programing, delivery); 25% California
Angels baseball team

Capitai Cities/ABC Inc.:

$6.38 biltion (Rev)

$1.24 billion .r) ®
TV: ABC broadcast network; 10 TVs
including kasc-Tv Los Angeles; 50%
Tele-Munchen (Germany); 33.3% Ham-
ster Productions {France); 33% Eurosport; 23% RTL
2 (Germany); 23% Scandinavian Broadcasting Sys-
tem SA: 14% Young Broadcasting (owns 5 TVs);
broadcasts children's programing to China {partner
DIC Entertainment); home video

Radlo: 10 FMs; 11 AMs; ABC Radio networks
(+3,400 affiliates)

Cable: 80% ESPN; 50% Lifetime Television; 37.5%
Arts & Entertainment Network; cable programing
interests in Japan, Germany, Scandinavia; Sports
Ticker news service

Publications: Newspapers; Fairchild Publications;
other specialized publications

Misc.: ABC Online

Joint ventures: TV studio joint venture with
DreamWorks SKG; venture partnership with IMAX;
joint venture with Electronic Arts (Software)

0d0400000sbbdsddsibaststNRREBRRRERRRS

Time Warner Inc.
$15.9 billion mevy ($1 million) (Loss)

TIME WARNER

TV: WB Television Network; Wamer
Bros. Television; Wamer Bros.
Domestic Television Distribution; New
York 1 News channel; home video
Cable: Time Warner Cable (10
million subscribers); Home Box
Office; HBO Ole (Latin America);
Cinemax; 67% of cable TV venture
with Advance Publications and
Newhouse Broadcasting (1.4 mil-
lion subs); 55% Court TV; 50%
Channel [V] Mandarin-language music-video ser-
vices with Sony Pictures, EM! and Bertelsmann
Music; 50% Comedy Central (partner Viacom); 50%
Catalog 1 home-shepping channel {partner Spiegel);
49% E! Entertainment Television; 33% Sega Chan-
nel (partners Tele-Communications Inc. and Sega of
America); 19.6% Turner Broadcasting System; 15%
Black Entertainment Television; interest in QVC; HBO
Asia with Sony, Universal and Paramount; VIVA Ger-
man-fanguage music-video channel (partners Sony,

Chairman/CEQ
Gerald M. Levin
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EMI, Polygram and German radio executive); devel-
oping cable systems in Japan with Toshiba, ITOCHU
and US West; pay per view

Feature films: Warner Bros. Studio; 3% Savoy Pic-
tures; film-licensing agreements with 20th Century
Fox, Sony Pictures, Paramount; co-owns 349
screens in 65 U.S. theaters with Viacom
Publications: Time Inc. magazines, books

Music: Warner Music; Time Inc. music; 50%
Columbia House music and video club

Retail: Licensing; WB Studio Stores

Misc.: Time Inc. CD-ROM; switched telephony service
and Time Warner Cellular, Rochester, N.Y.; Full Service
(interactive) Network, Orlando, Fla.; theme parks
Investments/joint ventures: 30% PrimeStar Part-
ners direct broadcast satellite (partners GE American
Communications and cable companies Comcast,
Cox Communications, Continental Cablevision, New-
house and TCly; 25% Atari; 10% videogame soft-
ware developer Crystal Dynamics; 15% multimedia
technology developer 300 Co.; Inscape software
venture with Michael Nash; 14% Hasbro toys

ssssssssssssssnssssssnsnssntnneenetnanS

Viacom Inc.
$10.12 billion Revy $1.79 billion o.p)

VIACOM

TV: 12 TVs; 77% Spelling Entertainment; domestic
and international TV programing; agreement with
Procter & Gamble Productions te co-finance network
and first-run syndicated programing; distributes pre-

1971 libraries of Big Three net-
works (partner Worldvision)
Radio: 9 FMs; 3 AMs

Cable: viacom Cable Television
(1.2 million customers; sold |ast
month to TC/for $2.25 billion);
MTV Networks; Showtime Net-
works; Movie Channel; FLIX; joint
venture partner in cable channels
USA Networks (with MCA), Come-
dy Central (with Time Warner) and
All News Channel (with Conus Communications)
Feature fitms: Paramount Pictures; domestic and
international feature film syndication; co-owns 349
screens in 65 U.S. theaters with Time Warner
Publications: Books

Retail: 4,069 Blockbuster Video and music stores;
49.6% Discovery Zone

Misc.: Showtime Satellite Networks; Virgin Interac-
tive Entertainment Ltd. (video games); Viacom New
Media (interactive software); 25% StarSight Telecast
interactive programing guide; theme parks
Investments: Option to buy United Paramount
broadcast network from Chris Craft Industries;
amphitheaters with Sony Music Entertainment and
PACE Entertainment [Redstone's National Amuse-
ments owns 61% of Viacom)

S8s000s000000000000000000nstsstonntssne

News Corp. Ltd.
4 $7.98 billion (mev.)
$1.26 billion (0.p)

TV: Fox broad-

cast network; 8
Tvs; Fox Broad-
casting; Twenti-

Chairman
Sumner Redstone

o s im0
Network; Fox upert Murdoch

Video; 20% New World Communications; network
affiliation agreement with New World; PPV

Cable: fX; El Canal Fox (Latin America); 50% inter-
est in Nickelodeon UK and QVC overseas; TV Guide
On-Screen; exclusive pay-TV agreement with H80
Feature films: 20th Century Fox

Publications: 123 newspapers worldwide, including
New York Post; magazines, including TV Guide; Pacif-
ic Magazines and Printing; HarperCollins Publishers
Music: Fox Music

Misc.: Overseas satellite networks: Star TV, BSkyB,
Sky Sports; News Datacom; Delphi Internet Ser-
vices; 50% Ansett Airlines; free-standing inserts

Sony Corp.
$7.66 billion (rev)
$243.45 million (0.p)

SONY.

TV: Columbia TriStar Television;
Columbia TriStar Television Distrib-
ution; Columbia TrStar International
Television; Columbia TriStar Home
Video; Sony Classical Film & Video
Cable: Game Show Network
Feature films: Sony Pictures Entertainment:
Columbia Pictures; TriStar Pictures; Sony Pictures
Classics; Triumph Releasing Corp.; Sony Theaters;
Sony Pictures Studios; Culver Studios

Music: Sony Music Entertainment: Columbia
Records; Epic Records; TriStar Music; Sony Music
International

Investments: HBO Ole; satellite channels in
Germany, Latin America, Asia; amphitheaters

with Blockbuster Entertainment and PACE
Entertainment

President/CEQ
Norio Ohga

August7 1995 Broadcasting & Cable



[

Tele-Communications Inc.
$4.94 hillion (Rev.)

$788 million (o.p)

Radio: interest in Prime Sports 1
Radio Chairman/CEO
Cable: TCI Communications' John Malone

cable systems (11.7 million subs,

including satellite); Liberty Media (content); Heritage
Communications; Home Shopping Network; 49.3%
Discovery Communications; 43% QVC; 12% TBS;
interests in Black Entertainment Television, Court
TV, Encore Media, Family Channel, E!, TCI Technolo-
gy Ventures' Sega Channel (partners Time Warner
and Sega of America), national sports networks
America One and Prime Network; Prime Sports and
Prime Ticket regional sports networks; PPV; Tele-
Communications International: 36% TeleWest Com-
munications (UK cable/telephony) and other cable
interests in Japan, Chile and other countries; video
distribution and programing businesses in UK,
Europe, Asia, Latin America and elsewhere

Misc.: Netlink USA (home satellite); Southern Satel-
lite Systems; Internet services over cable
Investments/joint ventures: PrimeStar; Wireless-
Co PCS venture with Comcast, Cox Communications
and Sprint; Microsoft Network; Netscape Communi-
cations; virtual reality headgear

L Y N Y T Y N

7 Seagram Go. Ltd.
$4.82 billion mev) NA op)

TV: Universal
Television; MCA
TV; MCA Home
Entertainment
Cable: 50% USA Networks (with

Viacom)

Feature films: Universal Pictures; United Cinemas
Internationat (joint venture with Paramount Pictures)
Publications: Putnam Berkley Group

Musie: MCA Records; Geffen Records; MCA Con-
certs

Retail: MCA/Universal Merchandising; Spencer Gifts
Mise.: 25% Interplay Productions (interactive soft-
ware publisher); theme parks

Investments: 14.9% Time Warner; Cineplex Odeon
[Seagram owns 80% of MCA]

8 Westinghouse-CBS Inc.

President/CEO
Edgar Bronfman Jr.

$4.58 billion ®ev) $629.2 million o.p.

Westinghouse Broadcasting Co. |;
(Group W):

$870 million @Ev)

$203 million ©.P)

TV: 8 TVs (3 owned in
joint venture with

CBS); Group W Pro-
ductions; joint pro-
graming venture with
CBS; Westinghouse
Broadcasting International
Radio: 8 FMs; 10 AMs
Misc.: Group W Videoservices; Group W Satellite
Communications

5
Chairman/CEQ
Michael W, Jordan

TOP OF THE WEEK
CBS: $3.71 billion (e $426.2 million (0.r)

(BS Entertainment Productions; CBS

Enterprises; syndication ventures

with Genesis Entertainment and Inter-

of MTM Enterprises, Family Channel); CBS

Video; CBS Broadcasting International; CBS News-
Path news service

Cable: Production and licensing arrangements with
A&E, Travel Channel and Disney Channel
Publications: Books based on programing

9 Gannett Co. inc. -~
$4.45 billion Rev)
$1 billion o) ‘FA\
~ )
>

TV: CBS broadcast network; 7 TVs;

national Family Entertainment {parent

Radio: 13 FMs; 8 AMs; CBS Radio Networks

Joint venture: Home videos with Fox
GANNETT

Gannett:

$3.82 billion (Rev)
$813 million o.p)

TV: 10 TVs

Radio: 6 FMs; 5 AMs
Publications: 82 daily newspa-
pers, including USA TODAY
Misc.: Louis Harris & Associates
polling; outdoor advertising; com-
mercial printing

Chairman/CEQ
Multimedia:

$630.48 million (Rev.)
$189.44 million ©.r)

4 VA John Curley
am

TV: 5 TVs; Multimedia §
Entertainment (talk-

show production); Multimedia Motlon Pictures
Radio: 1 FM; 1 AM

Cable: Multimedia Cablevision (432,000 subs);
NewsTalk Television; TNi (regional news-talk chan-
nel with wer[1v] Knoxville and Scripps Howard
Cable)

Publications: 11 daily newspapers; 49 non-daily
publications

Misc.: Long-distance access, Wichita, Kan. (partner
Hyperion Telecommunications); home security

[ Y N PN RN PR Y]

General Electric Co.
$3.36 billion Rev;) _
$500 million (0.r) &
TV: NBC broadcast
network; 6 TVs;
NBC News Channel
{news service);
Canal de Noticias NBC
(Spanish-language news service,
Latin America)
Cable: CNBC; America’s Talking;
interest in Court TV
Misc.: NBC Super Channel {DBS, Europe); NBC
Desktop Video

GChairman
Jack Welch

Ses00 0000000000000 RRRE0R00RREBRRRRRRTSS

Cox Enterprises Inc.
$2.94 billion (Rev.)
$204 1 million* ©.p}

ENTERPRISES,I

TV: 6 TVs; Rysher Entertainment;

programing venture with Times

Mirror

Radlo: 11 FMs; 5 AMs

Chairman/CEO
Jim Kennedy

Cable: Cox Communications (3.2 million subs after
Feb. 1 merger with Times Mirror Co.); 50% GEMS
Television (Spanish-fanguage); 24.6% Discovery
Communications; 10.5% E!; 20% Viewer's Choice
PPV; Cox Video Marketing; UK cable/telecommunica-
tons venture with SBC; interest in StarSight
Feature films: Movie studio

Publications: 18 daily, six weekly newspapaers;
Longstreet Press

Misc.: Cox Satellite Programing; telephone service;
online newspaper; 35.4% ICTV; 10% PrimeStar;
automobile auctions

Joint venture: WirelessCo PCS venture with TC,
Comcast, Sprint

1 2 Turner Broadcastlng
System Inc.
$2 81 billion (Rev)

$287.64 million (0.p)

TV: New Line Television; Hanna-
Barbera Cartoons and MGM film
libraries; Turner Home Entertain-
ment; 30.3% n-tv (Germany)
Cable: CNN; TBS SuperStation;
TNT; Cartoon Network; Turner
Classic Movies; 44% SportSouth
network (partners Scripps Howard Production and
LMC Southeast Sports)

Feature films: New Line Cinema; Castle Rock
Entertainment; Turner Pictures Worldwide
Publications: Turner Publishing

Retail: Merchandising; licensing

Misc.; CNN At Work; Turner Interactive; World
Championship Wrestling; Atlanta Braves baseball
team; Atlanta Hawks NBA team

Chairman/CEQ
Ted Tumer

1 3 Washington Post Co.
$1.61 billion mev)

$297 million @.p)

TheVashingtonPost

TV: 6 TVs

Cable: Post-Newsweek Cable
(498,000 subs); PASS Sports
(regional); UK operations; PPV
Publications: Newspapers,
including Washington Post and
50% International Herald Tribune;
Newsweek and Newsweek Inter-
national magazines

Misc: News service; Kaplan Edu-
cational Centers; Post online; online legislative ser-
vice; multimedia development; 25% ACTV

Compiled by Elizabeth Rathbun

Chairman/CEO
Don Graham

KEY

Rev.=Revenue

0.P.=0perating profit: difference between
revenue, and related costs and expenses
NA = Not available

Sources: Annual reports; Form 10Ks;
BRoADCASTING & CABLE Yearbook; Moody's;
Standard & Poor’s, news reports

Broadcasting & Cable August71935
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Broadcasting’s $25 billion week
continued from page 4
caught the Republican leadership napping.

Legislatively, the country was putting its faith in competi-
tion to hold back the monopolistic demons that traditional
laws had been expected to keep in check. RBOCs were
admitted into the long-distance business. Cable was admit-
ted into local telephone service competition. Radio was
totally deregulated, to the extent that one owner conceivably

could own every station in the land. Television owners were
permitted to own stations covering 35% of the country, with

= TOP OF THE WEEK fs=Sir==ann- /=~ Taas

channel to make the changeover from analog to digital.

It is this prospective telecommunications legislation that
has triggered all the hopes and recent action by multimedia
buyers. Ironically, all will be for naught if the telcom bill
again fails of eventual passage (as it did in 1994). Its next
hurdle is a conference between Senate and House versions,
followed by a return to those bodies for endorsement. It then
goes to the President, who has threatened a veto if the own-
ership limits aren’t curbed and the V-chip provision not
incorporated. Whether a veto could be overturned is prob-
lematical. The success of the Markey amendments on multi-
ple ownership and crossownership and on the V-chip has

no numerical cap. TV broadcasters were assured of a second

lessened a veto threat. ]

Where do we go from here?

Among possible megamergers is Turner bid for CBS

By Harry A. Jessell

hat’s next? How
about a compet-
ing Turner bid

for CBS backed by Tele-
Communications Inc.
and Seagram Co., the
new Montreal-based
owner of MCA?

That was the hottest
bit of speculation in the
wake of Westinghouse’s
$5.4 billion bid for CBS
and Disney’s $18.5 bil-
lion agreement to snap
up Capcities/ABC.

Here’s the scenario: Tumer’s board
is dominated by its two principal
investors, TCI and Time Warner. At
the prodding of Turner and TCI, Time
Warner would swap its 18% interest in
Turner for Seagram’s 15% interest in
Time Warner.

With Time Warner, long an obstacle
to Turner’s network ambitions, out of
the picture, Turner would make his
play for CBS with TCI and Seagram
pumping in needed cash.

The scenario is a twist on earlier ver-
sions that had MCA making a lone bid
for CBS.

Reigniting such talk last week was
TCI President John Malone. Speaking
at TCI’s annual shareholder’s meeting
in Denver on Thursday, he reaffirmed
his faith in Turner: “It’s his company.
We invest in it. If he comes up with
something that he wants to do—and it
makes sense—we’ll support him.

Malone told reporters he had held
“exploratory” discussions with Sea-
gram President Edgar Bronfman Jr. last
month at the annual media mogul get-

Ted Turner is still ‘fo-
cused’ on CBS, says NBC
President Bob Wright.

together, in Sun Valley,
I[daho. But he declined to
confirm reports that the
subject was a Seagram-—
Time Warner swap.

The scenario is fraught
with obstacles. For one
thing, the Seagram and
Time Warner interests
are not equal. For anoth-
er, Seagram is a Canadian
company and could run
up against the statutory
prohibition against for-
eign ownership of broad-
cast properties.

All the partiess—Turner, TCI, Time
Warmer and Seagram—declined fur-
ther comment.

The only solid evidence of Turner’s
continuing interest in broadcasting was
Turner’s and TCI’s losing fight in
Washington against the Markey amend-
ment to the House telecommunications
bill that preserves the ban against own-
ership of cable systems and TV stations in
the same market. Because of TCI’s ubiqui-
tous cable holdings, the ban effectively
blocks TCI ownership of a major broadcast
group.

Despite the setback in the House,
TCI and Turner are not giving up. They
now will push for language in the com-
panion Senate bill, which in essence
throws the broadcast-cable crossown-
ership question to the FCC.

TCI may have another reason to root
for relaxation of the broadcast-cable
restriction. With it gone, TCI could
excercise its option to buy control of the
Silver King broadcast group, the
nation’s sixth largest (see page 12).

Aside from Capcities/ABC share-
holders, the principal beneficiary of

last week’s news may have been NBC.
By NBC President Bob Wright’s reck-
oning, the deals established NBC'’s
value at $11 billion, $4 billion more
than two weeks ago.

Although TCI-Turner could turn its
sights on NBC, Wright doesn’t think so.
Turner is still “focused” on CBS, he said.
“That is where his head is right now.”

Last week, NBC wasn’t selling, it was
buying. It outbid Renaissance Broad-
casting to acquire Qutlet Communica-
tions for $396 million (see “In Brief™).

Although the NBC-Outlet deal was
dwarfed by last week’s megamerger,
it’s more typical of the deals to come.
With Congress now virtually certain to
raise the national TV ownership limit
from 25% of TV homes to 35%, NBC
and the three other networks will have
room to grow by buying up smaller
broadcast groups.

Look for Fox to lead the buying spree.
Making good on an earlier agreement,
MCI last week acquired a $1 billion
(6.5%) stake in News Corp., Fox’s par-
ent. And the long-distance company is
prepared to later double its investment.

With that kind of money, Fox should
have all the money it needs to buy sta-
tions directly or through groups in
which it has substantial minority inter-
ests: New World, SF Broadcasting and
Blackstar Communications.

Despite their increased debt load,
Westinghouse/CBS and Disney-ABC
also are likely to remain active in the
broadcast market as they continue to
convert fickle and sometimes trouble-
some affiliates into owned-and-operat-
ed stations.

If nothing else, the events of last
week mean “you certainly can’t stand
still,” said Wright. (]
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To chants of “V-chip, V-chip,”
the House voted 225-195 last
Friday to require every TV set
sold in the U.S. to come
equipped with the technology to
block vielent and sexually
explicit programing.

The vote was a surprise defeat
for broadcasters and Republican House leadership, both
of which opposed the V-chip amendment sponsored by
Representative Ed Markey (D-Mass.). Since the Senate

| version of the telcom bill also includes a version of the V-
chip, it appears likely the chip will become law.

In addition to the requirement for TV set makers, the
bill gives the broadcasting and cable industries a year to
devise a program ratings system. If they fail, the bill
requires the FCC to establish an advisory board to
develop a ratings system and rules for transmitting a
program’s rating to the chip installed in the sets.

Unlike the Senate version, the House bill does not
require the industry to implement the ratings system.
“We hope the parents of this nation will put pressure on
the industry to adopt the ratings system,” said Repre-
sentative Dan Burton (R-Ind.).

Markey wins on V-chip

House bill, it was indirectly rejected during a vote on a
rival amendment backed by the broadcasting industry.

The broadcaster-backed amendment "encouraged”
the TV industry to create a “technology fund” that would
provide seed money for companies working on alterna-
tives to the V-chip. Broadcasters favor add-on, rather
than buift-in, set technology that would require parents to
have some knowledge of programing schedules.

The House adopted the broadcasters’ amendment in a
222-201 vate. Markey and other supporters of the ratings
system had claimed that adoption of the broadcasters'
alternative would effectively kill the V-chip. But as soon as
the House passed the broadcasters’ amendment,
Markey stood up and in effect reintroduced his bill, forcing
a direct vote on the V-chip. Markey said many members
reversed their votes once they realized that they would be
held accountable for a vote against television viclence.

In the end, broadcasters got the worst of both worlds.
They agreed to contribute $2 million for a technology
fund, but failed to head off the V-chip.

But one broadcast industry source predicted that the
technology fund would be central to their legal strategy
when it inevitably is challenged in court. Broadcasters
will argue that the V-chip is not the “least intrusive

Although the V-chip eventually was included in the

means” to limit their right to free speech.

—Css

House advances telcom reform

Measure caps TV ownership cap at 35%, mandates V-chip, deregulates cable rates

By Christopher Stern

telecommunications reform last

week, but while others celebrat-
ed, the TV networks came up short on
broadcast ownership and the V-chip,

By a vote of 305 to 117, the House
set the national audience caps at 35%,
rather than the 50% the networks had
lobbied for. Currently, broadcasters are
limited to owning stations with less
than 25% of the national audience.

The bill also opens the long-distance
and local phone business to competi-
tion, deregulates cable rates and pro-
vides spectrum flexibility.

The Clinton administration is still
threatening to veto the bill over con-
cerns about cable deregulation and
media concentration, according to
National Telecommunications and
Information Administration Chief
Larry Irving.

Although the bill was crafted by
Commerce Committee Chairman

T he House served up its version of

Thomas Bliley (R-Va.) and Telecom-
munications Subcommittee Chairman
Jack Fields (R-Tex.), Democrat Ed
Markey (D-Mass.) dominated Friday’s
debate with his three amendments 1o
the bill.

In the end, Markey went two for
three, winning important victories on
broadcast ownership and the V-chip,
but losing in his effort to limit cable
rate deregulation.

Markey, backed by network affili-

Fields and Bliley craited the House bill whose
passage last week took the industry closer to a
Sweeping rewrite of the Commurnications Act.

ates, was able to set the cap at
35%. In addition to limiting
broadcast ownership, Markey's
amendmeni—adopted 228-
195—retains the broadcast/cable
crossownership ban,

“We are obviously disappoint-
ed; it was rough day,” said CBS
lobbyist Martin Franks. However,
Franks was quick 1o point out that
even with the 35% cap, Westing-
house could proceed with iis
takeover of CBS without disposing
ol any stations. However, “it does limit
our opportunity for growth in terms of
owning more stations,” Franks said.

Boih Bliley and Fields claimed vic-
lory for their efforts to deregulate the
lelephone and cable industries. The bill
will speed up Baby Bell entry into long
distance and deregulate all cable rates
within 15 months. Long distance com-
panies oppose the bill, saying it allows
the Bells into their business before
opening up the local telco industry to

10
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competition.

The House overwhelmingly defeat-
ed Markey’s amendment on cable
deregulation 275 to 148. Markey
lamented that it is several years too
early to count on competition (o regu-
late rates. “In two months do you think
you are going to have cable competi-
tion in your town?” asked Markey,
who maintains video competition from
telcos is 10 to 15 years away.

While most of the country will have
to wait 15 months for rate deregulation,

over Markey’s amendment to criticize ‘ The Network Affiliated Stations
the FCC. Representative Mike Oxley | Alliance also applauded Markey’s
(Ohio) called the FCC one of the | victory. “Today’s strong vote by the
fastest-growing bureaucracies in the | House on the Markey TV ownership
federal government. “Most of that | amendment shows the commitment of
growth has been in the Cable Services | the Unites Congress to localism and
Bureau.” said Oxley, adding: “we | diversity in our national broadcast
don’t need more bureaucrats telling | system.”
Americans what they can and can’t pay Broadcasters did win big on spec-
for MTV.” trum flexibility for digital TV. The
Markey, along with the Clinton | bill gives broadcasters the second
administration, has been very critical | channel to provide digital services but
of the degree of media concentration | does not impose any high-definition

small cable systems will be allowed to
] raise their monthly bills upon enact- |
ment. The bill defines small cable sys-

allowed under the House bill. By his
own concession, his amendment affect-
ed only a small “slice™ of the cross

TV requirements. It also does not
establish a date for return of the origi-
nal channel.

tems as those with less than 600,000
subscribers and revenues of less than
$250 million annually. The National
Cable Television Associalion estimales
that 27% of all cable companies would
be defined as small under the bill.
Some Republicans used the debate

ownership the bill would allow.

In addition to TV duopoly. the bill
retains broadcast/cable crossownership
and deletes all local and national radio
ownership rules. The Senate also ends
radio ownership regulation. but is
silent on crossownership issues.

The House bill requires the FCC to
decide reclamation of the analog spec-
trum on a markel-by-market basis. In
addition, that decision must be based
“on acceptance of new technology,” or
“the potential loss of reception for a
substantial portion of the public.” =

RADIO OWNERSHIP
Eliminates alf radio ownership caps.
House: Same

NATIONAL TV OWNERSHIP

&: Permits one company to own untimited num-
ber of stations covering 35% of TV homes.

H: Same.

LOCAL TV OWNERSHIP
Grandfathers existing local marketing
agreements, retains ban against one com-
pany owning two stations in a market.
| H: Permits one company to own two TV
stations in same market (UHF/UHF or
VHF/UHF; VHF/VHF with FCC approval).

CABLE-BROADCAST CROSSOWNERSHIP
Repeals statutory ban against one company owning TV
station and cable systems in same market; directs FCC to
review parallel rules.
H: Retains statutory ban.

OTHER CROSSOWNERSHIP
Retains broadcast network—cable and broadcast
station—newspaper restrictions, but requires biennial FCC
review of them.
H: Permits one company to own TV and radio stations and
one other media property (telephone, MMDS, or newspaper)
in same market, repeal network-cable restrictions.

BROADCAST LICENSING
Establishes two-step broadcast license renewal process
that protects stations from license challenges; extends TV
and radio license terms to 10 years.
H: Same, except that TV license term is extended to seven
years to mirror that of radio.

DIGITAL TV
$: Authorizes FCC to give each station a second channel for
HDTV and other digital services, Stations would pay fees for

enat

The Convergence/

Divergence of the
Senate and House Bills

subscription services.
H: Similar; directs FCC to award second channel.

TELEPHONE MUST-CARRY
S: No provision.
H: Requires telephone network providing video to
carry local broadcast signals and to black out
shows on imported distant signals if iocal sta
tions have exclusive local rights to shows.

ANTIVIOLENCE

$: Requires broadcasters and cable pro-
gramers to establish ratings for violence
and “other objectionable content” in pro-
graming; requires TV sets to be equipped
s0 that viewers may block such programing (V-chip).

H: Similar; encourages, rather than requires, ratings
system.

CABLE RATES
$: Eliminates rate regulation of expanded basic tiers, except
for “bad actors” charging substantially more than national
average as of June 1, 1995.
H: Eliminates rate regulation of expanded basic tiers for
small systems upon enactment, all systems after about 15
months.

TELEPHONE ENTRY INTO CABLE
S: Permits telephone companies to own cable systems in
telephone service areas; prohibits joint ventures and buy-
outs between telcos and cable companies, except in “non-
urban” markets with fewer than 50,000 people.
H: Same, except that joint venture prohibition includes all
markets with fewer than 50,000 people,

CABLE ENTRY INTO TELEPHONY
S: Preempts state and local barriers to cable and others
offering telephone service and requires teicos to provide
interconnection with competitors on reasonable terms.
H: Same

L
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Cable giant eyes broadcast play

TCI control of Silver King stations could provide seed for new network

By Rich Brown

able giant Tele-Communications
c1nc. could wind up becoming a
broadcast giant as well.

Passage of communications legisla-
tion may allow it to take control of Sil-
ver King Communications’ 12 inde-
pendent full-power UHF TV stations
for as little as $3 million. TCI’s Liber-
ty Media programing arm has been sit-
ting on the option to buy the nation’s
sixth-largest TV station group since
February 1993 but has been unable to
exercise the option under the existing
media crossownership ban.

TCI’s broadcasting ambitions suf-
fered a setback last week as the House
adopted a telecommunications bill that
preserves the broadcast-cable ban. But
Senate language would permit the FCC
to repeal or relax the prohibition. If the
Senate version makes it into the final
bill and the bill becomes law, TCI will
be able to take its case for station own-
ership to the FCC.

The Silver King stations serve eight
of the 12 largest metropolitan TV mar-
kets in the U.S. and reach approximate-
ly 28 million households covering 18%
of the country. The 12 UHF stations

plus two-dozen SKC-
owned low-power TV sta-
tions were once a part of
Home Shopping Network
and continue to be HSN
affiliates. Silver King has
been a stand-alone compa-
ny since a stock spin-off to
HSN shareholders in De-
cember 1992 (Liberty owns
41.5% of the common equi-
ty of HSN and approxi-
mately 80% voting control).
SKC stock has doubled
since May, from about $10
per share to $21.5.

Liberty’s option would give the
company voting control over the Silver
King stations by acquiring 2 million
shares of SKC Class B common stock
at a current option exercise price of
$1.50 per share. Liberty has until Feb-
ruary 1999 to exercise it or assign the
option to a third party. Whether TCI
will exercise the option is unclear.

“We don’t know what direction
we’re going to jump next,” says TCI
spokesman Bob Thomson.

It is conceivable that TCI could drop
home shopping programing from the

Malone holds an option
for the sixth-largest
broadcast group.

SKC stations and build a
new network of its own.
Home Shopping Network,
after all, is in a slump that
resulted in second-quarter
losses of $9.7 million and
a 10% drop in sales. It is
also conceivable that
Turner Broadcasting Sys-
tem, which has sought
TCI's help in making a
broadcast network bid,
could jointly develop an
SKC group bid with TCI.
Liberty is building a
huge portfolio of program-
ing that could be tapped to feed the
SKC stations. And Liberty already
owns a fledgling broadcast network,
America One, which reaches about 15
million homes via 95 affiliated low-
power TV stations. Liberty quietly
launched the 24-hour general entertain-
ment network in December after pur-
chasing the bankrupt Main Street Tele-
vision Network. Programing on the
network includes sports news and fit-
ness shows provided by Liberty Sports
plus an 1,100-title library of old
movies and TV series. ]

ITT, Dow Jones score
WNYC-TV for $207 million

By Donna Petrozzello

week purchased wNYC-Tv New

York, promising to transform the
noncommercial station into a local
sports and business programing power-
house with national ambitions. The
companies are paying the City of New
York $207 million, the highest price
ever paid for a UHF station.

Announcing the deal last week, ITT
Chairman Rand Araskog and Dow
Jones Chairman Peter Kann said they
will replace the UHF (ch. 31) station’s
public TV lineup with a mix of sports,
business news and entertainment. The
partners will change the calls to wBIS-

I TT Corp. and Dow Jones & Co. last

Tv, but market it as the “S+ Station.”

Responding to reporters, Araskog
said that elevating the facility into a
cable superstation “would be exceed-
ingly attractive...to the extent that we
can do it without stepping on the toes”
of the NBA and the National Hockey
League. “We’ll look into it,” he said.

A Dow Jones spokesman said the
programing could form the basis for a
cable network.

“This acquisition gives us a major
presence in the largest television mar-
ket in the U.S.,” Araskog said, noting
the area’s 6.7 million households. *“This
station has significant strategic value.”

The heart of wBIs-TV’s planned

schedule is prime time and weekend
coverage of New York—area profes-
sional and collegiate sports teams,
including Knicks basketball, Rangers
hockey and Yankees baseball. wBis-TV
also will broadcast concerts from Madi-
son Square Garden, shows from New
York—area theaters and sports events
from Caesars Palace in Las Vegas.

ITT holds TV rights to the Knicks,
Rangers and Yankees through a joint
venture with Cablevision Systems. The
venture also owns the MSG Network
and Madison Square Garden, where the
Knicks and Rangers play. ITT/Cablevi-
sion now sublicenses wpIX New York to
broadcast Yankees games.

With consent from the teams, WBIS-
Tv will add “limited coverage of other
area teams, including the Mets,
Islanders, New Jersey Nets and Devils.

Dow Jones will direct the business
programing on weekdays and overnight.
It will feature national and international
financial news. ]
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By Steve McClellan

uring the past year, reams have

been written about who would

buy CBS or NBC and for what

price. Capital Cities/ABC was
said to be the one network not in
play—too expensive, with an estimat-
ed market value of $16 billion-$17 bil-
lion. Well, $18.5 billion later, Capital
Cities/ABC is joining the Magic King-
dom, prompting questions about
whether the merged companies will
conjure up the synergies needed to jus-
tify the hefty premium Disney agreed
1o pay.

Executives involved hope to close
the deal early next year. The combined
company would have revenue exceed-
ing $16.5 billion and operating profit
of more than $3.2 billion annually.

The deal proves, among other
things, that you can’t always believe
Wall Street. Disney Chairman Michael
Eisner, Wall Streeters used to say, was
a “bottom-fisher,” who would never
pay the premium required to get into
network television.

The sound of jaws dropping to the
floor could be heard throughout the
entertainment industry last Monday
when Disney and Capcities/ABC
announced their planned merger.

Wall Street immediately blessed the
union as made in heaven. Capcities’
stock soared $20 in one day (July 31)
and held the gain throughout the week.
Disney was up $1.25 last week, which
also was taken as a strong signal from
the market that Disney was making the
right move despite going $10 billion
into debt. Usually, the stock price of
would-be acquirers goes down,
particularly when a large
amount of debt is
involved, no matter
how good the proposed
marriage.

Hal Vogel, senior
media and entertainment
analyst at Cowen & Co.,
echoing the opinion of
many analysts, said last week that the
proposed merger was “a good strategic
fit. Program production and marketing
costs are so high these days that Disney
would want to amortize its programs
over as many audiences as possible. A
network presents them with a mass
audience.”

But executives involved in the deal
say the advantages go much dceper.
“It’s not just domestic distribution
merged with production, which, as

Megamedia’s

megadeal

Disney adds Capcities/ABC to its Magic Kingdom for $18.5
billion (one Disney share plus 365 for an ABC share); Wall
Street blesses union, but some question hefty premium

The

(Q)Aar@s»e

Company

you know, we have been doing a lol
of,” says Robert Iger, who has a
signed a five-year contract to remain
president of Capcities/ABC, which
would become an operating division
of Disney. “It is improvements inter-
nationally” as well as an ability to
cross-market and promote “in-home
entertainment,” such as network and
cable television, with “out-of-home
entertainment,” such as theme parks
and movie theaters.

studio is paying for broadcast/cablel/distribution

Other sources note that during the
past year Disney informally has sought
Capcities’ advice on overscas media
activity, seen as one of the last great
expansion opportunities for U.S. enter-
tainment companies. Capcities’ inter-
national holdings are extensive, includ-
ing ownership interests in Germany's
Tele-Munchen, Scandinavian Broad-
casting System, Eurosport and Japan
Sports Channel. It also recently started
two children’s cable channels in China,
and has a one-third stake in Paris-based
Hamster Productions.

Disney’s most visible international
foray is the EuroDisney theme park
outside Paris. It is known primarily as a
gusher of red ink that has failed to cap-
ture the fancy of Europeans the way
Disneyland and Disney World have
won the hearts of families in the U.S.

14
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LISA QUINONES 7 BLACK STAR

capital cities

Alithough the deal shocked the industry,
Eisner (far left), shown with Murphy and
Iger last week, said the two companies
flirted with each other for a decade.

Iger also says the merger will give
the two companies a leg up in the field
of new media, where Disney has
focused on distribution through its joint
venture with BellSouth, Ameritech and
SBC Communications, while ABC has
focused on content development
through its Multimedia Group.

By most accounts, the merger would
seem o greatly benefit Disney and
Capcities. placing them in the top tier

e =S TOP OF THE WEEK rommrmnmpsae o o e e e |

coming months from its

ventures, as opposed to

current $58-plus value. « sl i’ going $10 billion in debt
“We wanted 10 be sure our I think it’s g?Od to buy a network.
stockholders had a ticket ~ for the public Iger challenged that

on the horse race for the
future. That’s why we
were very interested in

marriage partners for well
over a decade. “We had
met with Leonard Golden-
son” before ABC’s sale to Capcities,
recalled Eisner. “We were just outma-
neuvered and -negotiated by Tom Mur-
phy and [major Capcities shareholder]
Warren [Buffett].” He continued,
“There’s has been a lot of discussion
over the last eight years with [major
Disney shareholder] Sid [Bass] and
myself and Warren and Dan Burke and
Tom.”

Bass and Buffett were on hand at last
week’s press conference to show their
support for the merger. With that sup-
port, analysts say, shareholder
approval is a shoe-in.

Eisner said the combined entity will
spin synergies making “one and one
add up to four.” Many analysts agree,
although some questione whether Dis-
ney could accomplish similar goals
through strategic allianccs and joint

because we’ll
have the ability

Capcities Chairman
Thomas Murphy

notion, arguing that more
often than not, “alliances”
turn into wheel-spinning

’ Eaving Di;peky hstock, to make the w\i;hhno positive result.
1 - 7 “Wit

iy e o best possible /! etk o e
to do even better than they ~ entertainment across the table to talk
are separately.” business with people,
Eisner told reporters last and news you're working for the
week that Disney and Cap- programs We  same company and you’re
ital Ci_ties have been ﬂig‘t- can for the not sitting there trying to
ing with each as potential future.” protect the property you

bring to the table. In an
alliance, you often spend
more time negotiating
how you're going to manage the
alliance—and sometimes even how
you're going to deal with it when it
ends—than you do conducting busi-
ness.”

At the press conference, Eisner
introduced his chief financial officer,
Steve Bollenbach, saying, “without
him, I would never have had the
courage to take on this much debt.”

But Bollenbach said that taking on
$10 billion in debt won’t cause problems
and, in fact, probably will be paid off in
five to six years, given the huge income
the combined entity will generate.

“When I came to the company [last
year], my challenge was to find a way
to use the debt capacity of the compa-
ny. It’s not good for a company to have
no debt, because it’s tax deductible and
makes it a cheap form of capital.” In

of a rapidly consolidat-
ing media world. But is
it good for the industry?
“I don’t know about the

CAPCITIES/ABC: BETTER THAN AVERAGE

industry,” Capcities
Chairman Thomas Mur-
phy told BROADCASTING
& CABLE last week. “1
think it’s good for the
public because we’ll
have the ability to make
the best possible enter-
tainment and news pro-
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grams we can for the
future.”

(-]
L1y ]

Murphy also said the
financial terms of the
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o

deal were sensational for
Capcities’ shareholders,
who will get $65 cash
for each share owned as
well as one share of Dis-
ney stock, expected to

CAPCITIES/ABC PRICE PER SHARE
S
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relation to the size of the company, said
Bollenbach, “it’s not much debt.”

Murphy and Eisner have talked at
length with FCC commissioners about
permanent or temporary waivers they
may need to get the deal done, includ-
ing a waiver to possibly keep KCAL-TV
and XABC-TV, both in Los Angeles.

As part of the merger agreement,
Disney will program ABC’s Saturday
morning cartoon block. That arrange-
ment poses questions about ABC’s
existing alliance with DreamWorks.
Capcities/ABC officials, however, said
they were hopeful that the Dream-
Works alliance would survive the Dis-
ney merger.

Disney will earn a $400 million
breakup fee if the merger does not go

TOP OF THE WEEK

through.

The contractual deadline for com-
pleting the deal is Oct. 1. The breakup
fee would be payable if the deal has not
been completed by then. Asked if there
were other options if the deal doesn’t
close by then, Murphy responded, *I
guess we'll worry about that if that
happens. We don’t expect something
like that to happen.”

But last week, no one at the three
companies involved was prepared to
say the DreamWorks-ABC alliance
would proceed as planned. In fact,
sources confirmed that the alliance has
an out clause for either party in the
event of a change of control of Capital
Cities/ABC. With the Disney merger,
Dreamworks can therefore simply

St Eaa -

walk away from its ABC deal.

Whether that happens remains to be
seen. Sources close to the situation said,
“no hasty decisions will be made. Every-
one involved would like it to keep going.
And the decision will ultimately come
down to business considerations and not
personal things,” such as the ongoing
spat between Eisner and DreamWorks
principal Jeffrey Katzenberg.

The DreamWorks-ABC venture,
forged last fall, is wide-ranging but the
details have never been fully divulged.
Both sides are to commit $100 million
to produce and distribute shows for var-
ious media and dayparts for Capcities
and non-Capcities exhibition outlets. A
key interest of both DreamWorks and
Disney is animation programing. ]

Since his
sppaintment as
chairman and chiel
executive officer of
The Wait Disney Co,
in 1984 Eisner has
resurrecied all
aspocls af the
studio’s operations.

Disney’s Michael Eisner:

No Mickey Mouse CEO

Holding the Disney banner high, the former NBC page
has taken the studio to the top of the entertainment industry

By Steve Coe

isney’s acquisition of ABC last

D week makes Disney CEO Michael

Eisner, already the captain of one

of the biggest ships in Hollywood,

arguably the most powerful man in tele-
vision—if not in all Hollywood.

Known most recently for the hugely

successful animated theatricals pro-
duced by the studio, such as “The Lion
King” and “Pocahontas,” the ABC deal
now returns the 53-year-old Eisner to
his broadcasting roots.

Eisner began his career as an NBC
page after graduating from Denison
University in Ohio and eventually

landed at ABC as a programing execu-
tive responsible for overseeing some of
the network's 1970s hits, such as
Happy Days, Barney Miller and Lav-
erne & Shirley, that made the network
number one. While at ABC, Eisner
worked closely with Barry Diller and
followed the former Fox CEQ to Para-
mount. After Diller left Paramount to
run Fox in 1984, Eisner was passed
over for the top job at the studio,
paving the way for his appointment at
Disney.

It was at Disney that Eisner built his
reputation as an executive of the first
order. During those same 11 years,
however, his reputation as an enigmat-
ic manager almost paralleled the rise in
Disney’s stock price.

Since his appointment as chairman
and CEO of The Walt Disney Co. in
1984, Eisner has resurrected all
aspects of the studio’s operations. On
the television side, Disney is the chil-
dren’s programing leader with its top-
rated Disney Afternoon syndicated
block.

Also during his tenure, Walt Disney
Television, which produces prime
time fare for the networks, has risen to
number two (behind Warner Bros.
Television) in total output. Buena
Vista Television, the company’s syn-
dication arm, is responsible for the
daytime success Live with Regis and
Kathie Lee and most recently sold
Home Improvement into off-net sydi-
cation for $3 million per episode, mak-
ing it one of the most financially suc-
cessful launches ever.

According to Disney, the company’s
annual revenue rose from $1.5 billion
to $8.5 billion during Eisner’s first nine
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years, and during that time *=
its stock value jumped
1,.500%.

“A lot of people say he
can be a petulant child
when he’s meody and an
absolute taskmaster,” says
one entertainment lawyer
who has dealt with the
Disney chief. “He can be

“He pushes
you to the
fimit, but
knows just
when to stop
in order to

. “TOP OF THE WEEK s

.

- studio says Eisner “is
very creative, with a ter-
rific creative imagina-
tion. He believes in
doing first-rate program-
ing.”

“He’s quite extraordi-
nary,” says Craig Zadan,
who produced the 1984
theatrical “Footloose”

egotistical about his place for Paramount when Eis-
ai; the company andpkey make the noerr was in char\ge of triat
executives below him to deal.” studio’s theatrical pro-

the point of either allow-

ing them to leave or dri-

ving them away. On the positive side,
he clearly is a leader who is capable of
recognizing talent or valuable assets
and going after them and making it
happen. This deal is a perfect example
of that. As for his management style,
look at his record [at Disney]—he’s
earned it.”

Although it came as a surprise that
word of the impending deal didn’t
appear in print before Monday’s
announcement, those familiar with
Eisner say it is evidence of his hatred
of press leaks. Said one Hollywood
executive: “He's obsessive about
leaks to the point of checking phone
lists of executives to try to find out
who’s talking.”

During the past couple of years,
Eisner’s management style has come
under scrutiny for the loss of two key
executives. In March 1994, Frank
Wells, Eisner’s second-in-command
and co-architect of the Disney resur-
rection, was killed in a helicopter
crash. It was widely assumed that
Jeffrey Katzenberg, chairman of
Walt Disney Studio, would be named
to the post. When Eisner decided not
to fill the position, Katzenberg left
the company to form DreamWorks
studio with record and movie mogul
David Geffen and Oscar winning
director Steven Spielberg.

Most recently, Rich Frank, who
oversaw all of Disney’s telcvision
activities and was considered one of
the brightest executives in the busi-
ness, also left, citing a desire to
explore other opportunities. Specula-
tion at the time of his exit, denied by
Frank, was that Frank left because
Eisner would not grant him oversight
of the film studio.

Problems with other executives
aside, Eisner is credited with being
one of those rare executives who is a
shrewd businessman with keen cre-
ative skills. The head of a competing

duction. Zadan now has a

three-year deal with Dis-
ney to develop and produce TV series
and specials. “Michael saw the film in
rough cuts and knew immediately
[that] it was going to be a hit. He got
involved in every aspect, including the

= e e =

marketing of the film. He gets involved
in all elements rather than just sitting
back and letting it happen. Usually you
have a great businessman who is lousy
creatively, or vice versa. But Michael
is quite remarkable in both areas.”

One agent who has had frequent
dealings with Eisner during the past 20
years says that one of the biggest
changes in the chairman of the newly
formed Disney-ABC is his ability to
focus his creative thinking. “He has
matured so that he doesn’t come up
with 50 ideas at once only to be shot
down on 49.”

One thing that hasn't changed, he
says, is Eisner’s toughness in making a
deal. “He pushes you to the limit, but
knows just when to stop in order to
make the deal.” ]

ABC’s winning players

No, it's not a list of state lottery winners, it's the handful of Capital
Cities/ABC executives and board members making millions from Disney’'s

acquisition of their company.

Warren Buffett

Thomas Murphy

Dan Burke

That doesn't include Berkshire Hathaway CEQ Warren Buffett, the
largest single shareholder in Capcities. He'll earn roughly $1 billion on the
sale through his 40% ownership stake in Berkshire.

Berkshire stands to earn $2.5 billion from the sale of its 20 millien
shares, which it wilt trade for $1.3 billion in cash and another $1.2 billion in
Disney stock (based on last Thursday's closing price of $58.62).

Capcities Chairman and CEQO Thomas Murphy will benefit nicely from
the deal as well, earning $65 million cash for his 1 million shares, and
receiving 1 million shares of Disney stock, currently worth $58.5 million.
Total value: $123.5 million. Company sources say it is likely that Murphy
will reinvest his proceeds from the sale in Disney stock. Murphy will also
take a seat on the Disney board. Buffett will not.

Retired Capcities CEO Dan Burke will earn almost $28 million for the

=

sale of 428,630 shares and get $25 miillion in Disney shares, for a total value
of $53 million. Ron Doerfler, the company's CFO, will earn $7 miflion from
the sale of his stock and another $6 million and change in Disney stock.
QOwned stations head Michael Millardi will earn about 32 million in cash and
stock. Cap-cities President and COO Robert lger will earn about $1.5 mit-
lion in cash and stock. —SM
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By Steve McClelian

he entertainment industry had
Tbeen anxiously awaiting word of

an anticipated $5.4 billion—plus
bid for CBS by Westinghouse last week.
But by the time the bid was announced
late last Tuesday, it seemed almost anti-
climactic, coming in the wake of the $19
billion sale of ABC to Disney that pre-
ceded it by one day (see page 14).

And few are convinced the deal will
close without Westinghouse’s having
to ward off competing bids from the
likes of Ted Turner and Edgar Bronf-
man Jr.’s MCA,

Even CBS isn’t entirely convinced.
Its attorneys pressed the FCC last week
for approval of an earlier agreement
between Westinghouse’s Group W
broadcast unit and CBS to jointly own
four stations. CBS reportedly wants the
approval in case another bidder steps
forward willing to best Westinghouse’s
$81-per-share bid (see page 8).

But if the deal goes through, the com-
bination of Group W and CBS would
create the nation’s largest broadcast
group, with 15 TV stations covering
33% of the nation’s homes and 39
radio stations,

The deal technically viclates a host of

FCC ownership restrictions, but judging
from the comments of FCC officials, the
agency likely will grant the necessary
waivers, or at least temporary ones.

Curiously to some, Westinghouse
did not pay any more for CBS than it
was planning before Disney weighed
in with its Capcities/ABC offer of $19
billion—more than 3.5 times Westing-
house’s offer for CBS.

The Disney-ABC deal probably
spurted Westinghouse and CBS to get
their deal done quickly, for different
reasons, says NBC President Bob
Wright. “Larry Tisch probably saw the
Disney bid as bad news because the
only cash buyer for a network disap-
peared,” says Wright. “And Westing-
house probably thought Tisch would
see that price and want more, so they
were both motivated to get the deal
done quickly.”

Turner is mentioned most often as a
possible spoiler, but the odds on Wall
Street don’t favor a successful Turner
bid. Major Turner shareholder Time
Warner isn’t keen on the idea. What’s
more, Tisch wants cash, and conven-
tional wisdom is that a Turner bid
would include stock.

Asked whether he would entertain a

da the cutting is a mystery.

nation's largest broadcast group.

Who's in charge?

Itis clear that Westinghouse plans to cuf costs at CBS, but exactly who will

When reports of the deal began fo circulate three weeks ago, it was
assumed that Group W Chairman Bill Kom would take over and work the
same cash-flow magic at CBS that he performed at Group W. But Korn,
was kept out of the spotlight at last week's press conferencs as Jordan and
I CBS Chairman Larry Tisch heaped praise an current management.

"Wa have a pratty strong team of people with particular skills,” Wasting-
house Chairman Michasl Jordan told BRoaDcAsTIMNG & CABLE.

Jordan zaid he will be personally invelved in guiding what would be the

—SM
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Westinghouse /CBS:
Big deal dwarfed
by Disney-ABC

Still, sale has history-making potential:
$5.4 billion transaction would create
nation’s largest broadcast group

Jordan and Tiach
shake on [he deal,

Turner bid, Tisch replied, “I've given
my love to [Westinghouse Chairman
and CEO Michael] Jordan, and I don’t
change my mind for a telephone call.”

Tisch deflected other questions
about competing bids, saying he
wouldn’t comment on “hypotheticals.”
But he allowed that the deal contains a
“breakup” provision that would require
CBS to pay Westinghouse up to $150
million should the seal come apart.

Jordan told BROADCASTING & CABLE
the decision to buy CBS came after
looking at Westinghouse’s core busi-
nesses and concluding that broadcast-
ing “offered the greatest opportunity
for investment and growth.”

Indeed, part of the motivation to
acquire CBS comes from Westing-
house’s success with Group W Broad-
casting during the past several years, as
it has grown to become the company’s
top business in operating income and
margins, contributing about 25% to
Westinghouse’s total cash flow.

Already highly leveraged, Westing-
house is borrowing at least $2 billion to
finance the deal, Jordan said. The con-
glomerate plans to trim overall debt by
$1.5 billion-$2 billion through the sale
of non-broadcast assets, he said.

Jordan thinks he can boost cash flow
at CBS by $200 million-$300 million
annually through a combination of cost
cutting and revenue building. He looks
to broadcasting to eventually contribute
50% of corporate cash flow.

Westinghouse/CBS also will explore
new cable networks, including a chal-
lenger to Turner’s CNN or Headline
News, Jordan said (see page 21). And
it’s committed to radio, which Jordan
called a “financial jewel” (see page 41).

But the company’s best bet for
improving finances is to turn around
CBS’s dismal prime time TV ratings. m

i8
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Programers WOO ( elusive "tweens

Advertisers love this demo,
but it is hard to reach

By Rich Brown

that will click with viewers in the
10-17 age group.

Syndicators in particular have found
mixed results trying to launch first-run
shows aimed at teens and “tweens”
(kids entering their teens). International
Family Entertainment distribution arm
MTM earlier this year tried introducing
Boogie’s Diner in syndication but later
moved it onto IFE-owned The Family
Channel. And last month, SeaGull
Entertainment decided not to go for-
ward with Beverly Hills Beach Club, a
weekly sitcom aimed at the teen set.

“It’s a difficult audience to reach,”
says David Spiegelman, senior vice pres-
ident of domestic distribution for New
Line Television. “The advertisers love
this demographic, but they also have a
hard time reaching this demographic.”

New Line Television is looking to
tap into the market this fall with live-
action half-hours based on the popular

I t’s not always easy finding shows

IFE tried the syndrcatron market with ‘Boogie’s Diner,’ but eventually moved it to its
co-owned Family Channel cable network.

“Nancy Drew” and “Hardy Boys”
books. Spiegelman says one way New
Line hopes to catch teen viewers is by
airing the two shows back-to-back in
weekend midday and early fringe time
slots when teens are most likely to be
home. He says the characters also have
been updated to make the stories more
appealing to teens.

Sunday, Oct. 1.

Fox unveils fall rollout schedule

Fox Broadcasting has released the network’s debut schedule for the
upcoming season. It will roll out its new shows from Thursday, Aug. 31, to

The Thursday lineup of Living Single (8-8:30), The Crew (8:30-9) and
New York Undercover makes its fall premiere Aug. 31.

On Saturday, Sept. 9, Martin (8-8:30), The Preston Episodes (8:30-9},
Cops (9-9:30) and America’s Most Wanted (9:30-10) debut.

The Monday schedule of Melrose Place (8-9), Partners (9-9:30) and
Ned and Stacey (9:30-10) makes its debut on Sept. 11.

The Fox Tuesday Night Movie (8-10) opens on Sept. 12.

Beverly Hills, 90210 (8-9) has its sixth-season premiere on Wednesday,
Sept. 13, with leadout Party of Five debuting for its second season on
Sept. 27.

The Friday night schedule will debut over two weeks, with first-year
Strange Luck (8-9) premiering on Sept. 15 and The X-Files (9-10) making
its third-season bow one week later.

The Sunday lineup will debut over three weeks, with The Simpsons (8-
8:30) and Married...With Children premiering on Sept. 17. Space: Above
and Beyond (7-8) will make its network debut on Sept. 24 with a two-hour
special. The two new comedies on the night, Too Something (8:30-9) and
Misery Loves Company (9:30-10), make their network premieres on Oct. 1.

Additionally, Fox starts its second season of the NFL with a double-
header on Sunday, Sept. 3. The network will air The 47th Annual Emmy
Awards on Sunday, Sept. 10. —SC

“We've been on pins and needles
about the visual look of the shows, and
when we got the dailies back we
popped the champagne because we cap-
tured what these characters need to be
to work in the 1990s,” says Toper Tay-
lor, senior vice president of Nelvana
Enterprises, which produced the show.
“Qur Nancy Drew [Tracy Ryan] is
exotic and sensual looking instead of a
Ralph Lauren model, and Joe and Frank
Hardy [Paul Popowich and Colin Gray,
respectively] are different and provide a
good juxtaposition of characters.”

Among other shows targeting the
teen audience, Sweet Valley High will
be coming back for a second season,
says Saban Enfertainment spokesman
Barry Stagg. And a spokeswoman for
Tribune’s Qut of the Blue says the
planned sitcom for teens has so far
cleared about 75% of the U.S.

“This is one of the most unpre-
dictable groups of viewers,” says
Janeen Bjork of sales rep firm Seltel.
“But if one of these shows takes off, it
could be very good for a station.”

NBC is reporting success with its
teen-oriented Saturday morning line-
up. Ratings for the network’s so-called
TNBC block (the “T” is for teen) are up
12% in total teens over last year (2.5 to
2.8); up 15% in female teens (3.3 to
3.8), and up 12% in male teens (1.7 to
1.9), according to A.C. Nielsen Co.
data supplied by the network. Most of
the advertisers in the NBC block are
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kids that grew up with the habit of
waitching the network, she says.
Rysher Entertainment is also syndi-
cating a strip of 65 off-NBC and off-
first-run episodes of teen rock band
show California Dreams. “We did a
certain amount of shows in syndication
and a certain amount for NBC, and we
found that it didn’t make much differ-
ence. The shows consistentiy delivered
high [season-to-date total teen demo-
graphic composition] in the mid to high
30s,” says Rysher President of Domes-
tic Syndication Ira Bernstein. ]

KETPLACE

Paramount’s ‘Sightings’
adds correspondent

Paramount’s Sightings weekly syn-
dicated series investigating paranor-
mal activity and the supernatural
has added Carla Wohl to its inves-
tigative team starting in the fall.
Most recently, Wohl was a free-
lance correspondent for KCBS-Tv
Los Angeles and before that was

tor personal-care products and apparel
manufacturers targeting the teen mar-
ket, says Linda Mancuso, vice presi-
dent, Saturday morning and family
programs. NBC in September will add
to the block a new live-action comedy
series, Hang Time, which joins Cali-
fornia Dreams and two episodes of
Saved by the Bell: The New Class.
Mancuso says NBC has an advan-
tage over syndicators because the net-
work is able (o present the teen shows
as part of a block of programing. NBC
also has the luxury of an audience of

M A
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‘Seinfeld’ launch

Columbia TriStar Television Distri-
bution has set Sept. 11 as the launch
date for the off-network debut of
Seinfeld. The syndicated package of
108 episodes of the highly rated
series has been cleared in more than
95% of the country.

Photography by Michael Manheim

We help

Paranormal from Paragon

kids with
asthma
breathe
easier.
So their
parents can,
too.

The American Lung Association
fights lung disease by helping
kids and their parents control
asthma. Call 1-800-LUNG-USA
to learn more.

Because...when you can't
breathe, nothing else matters®

AMERICAN
LUNG
ASSOCIATION.

1-800-LUNG-USA

Bevond Reality, the weekly half-hour
from ACI, has been sold in 90 mar-
kets representing 80% of the country.
The reality show, hosted by Shari
Belafonte, will air in 33 of the top 35
markets beginning Sept. 18. The
show, which examines the paranor-
mal and extraterrestrial, is produced
by Paragon Entertainment in associa-
tion with Four Point Entertainment.

Popular ‘Pets’

Claster Television’s The Litilest Pet
Shop has been cleared on 87 sta-
tions covering 81% of the country,
according to the distributor. The
strip will debut on Sept. 11.

NSS POCKETPIECE

- {Nielsen’s top ranked syndicated shows for
the week ending July 23. Numbers represent
average audience/stations/% coverage.)

1. Wheel of Fortune 10.7/229/99
2. Jeopardy! 9.0/219/99
3. Oprah Winfrey Show 7.0/239/99
4. Baywatch 6.5/230/97
5. Entertainment Tonight 6.1/181/93
6. Warner Bros. Vol. 3 6.0/167/30
7. Wheel of Fortune-wknd 5.6/181/84
8. Buena Vista i 5.5/167/98
8. Inside Edition 5.5/180/94
8. Ricki Lake 5.5/227/98
11. Famlly Matters 5.3/193/92
- 12. Jeriny Jones 5.2/207/95

| 12. Star Trek: Deep Space Nine 5.2/237/99
' 14. Hard Copy 5.1190/93

m{ 5.1182/93

host and correspondent for The
Crusaders weekly news magazine.
Sightings, which is cleared in more
than 95% of the country, begins its
second season Sept. 11.

Olympic effort

GGP’s Olympic Century has been
cleared on more than 70 stations,
including wnBC-TV New York and
KNBC-TV Los Angeles. The series of
six half-hour episodes looks at the
past 100 years of modemn Olympic
highlights. The series is being sold
on a 3.5-/3.5-minute barter split,
with stations airing the programs in
the two months leading up to the
July 1996 summer Olympics in At-
lanta. The series is being produced
by GGP and Trans World Interna-
tional and has been endorsed by the
International Olympic Committee.

Turtle time

McM Communications has cleared
its Shelly T. Turtle Show on 111
PBS stations for fall, including six
of the top 10 markets. The show is
a new half-hour animal series tar-
geted at kids 2-5. Its host is Shelly
T. Turtle, an inquisitive tortoise
who introduces live-action seg-
ments of animals from around the
world. Co-producer is Kids TV Ltd.
of New Zealand. —DT, JE
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Group W/CBS ponders cable

Jordan says among possibilities is news channel challenger to CNN

By Rich Brown

Ithough neither company has
managed to snare a large equity

stake in the cable-programing

business, CBS and Westinghouse may
build a portfolio together.
Westinghouse Chairman Michael

serving the Baltimore-Washington
area.

CBS, by contrast, has a history of
failed attempts at getting into the
cable network business. The compa-
ny abandoned a plan in the early
1980s to create an arts channel. More

Jordan told BROADCASTING & CABLE recently, it had shelved plans to launch

last week that the company will consid-
er launching cable networks, including
a 24-hour news channel to go head-to-
head with CNN. “We have a long back-
ground in cable channel development,”
said Jordan. “Several years ago, we
were one of the bidders for what
became CNBC, and we worked with
The Nashville Network in really devel-
oping their business, so we think we
understand the economics. It’s some-
thing we would very seriously look at.”

Westinghouse has had far better luck

than CBS in the cable-programing de-
partment. The company’s Group W
Satellite Communications division has
a long-term revenue-sharing agreement
with The Nashville Network, which is
100% owned by Gaylord Entertain-
ment. GWSC owns a one-third interest
in Country Music Television, a global
network that is two-thirds owned by
Gaylord. GWSC is also a majority
owner in Home Team Sports, a Bethes-
da, Md.-based regional sports network

a news channel to be used in retrans-
mission consent negotiations.

Two years after broadcasters gained
the right to compensation from cable
operators for carriage of their signals,
CBS has yet to come up with a retrans-
mission consent deal. Although ABC
used retransmission consent to gain dis-
tribution for ESPN2 and NBC used it to
build distribution for America’s Talk-
ing, CBS continues to grant extensions
that relieve the operators from having to
compensate the broadcaster. [

ESPN on course in merger’s wake

Disney purchase of parent ABC should not affect plans, says Bornstein

By Rich Brown

plans ranging from new spin-off
networks to additional pay-per-
view sports packages are expected to
proceed in the wake of Disney’s $19
billion purchase of Capital Cities/ABC.

ESPN President and CEO Steve
Bornstein says he has not yet discussed
specific growth plans with executives
at Disney, which will now own 80% of
the channel (Hearst owns the remain-
ing 20%). But Bornstein adds that the
companies share a decentralized man-
agement strategy that should bode well
for ESPN’s growth plans.

Among those plans are a variety of
spin-off networks including an
“ESPN3” channel that would comple-
ment the existing ESPN and ESPN2.
Other networks in development
include an all-sports news network and
an all-motor sports network. Another
planned service, ESPNol, will enhance
the domestic network with programing

E SPN executives say company

designed specifically to appeal to the
Hispanic audience. Bornstein offered
no timetable for the launch of any of the
channels other than to say that ESPNol
likely would not launch before mid-
1996,

ESPN also is looking to expand its
distribution of out-of-market sports
events via pay per view. The network is
entering its third season of distributing
out-of-market college football games
via pay per view and is in the final
stages of offering a similar package of
college basketball games. Bornstein
says ESPN is considering offering sev-
eral hundred additional games on a pay
basis, possibly as early as this season.
The network is also “very close” to
signing a deal with Major League
Baseball to offer an out-of-market PPV
baseball package via satellite.

Internationally, ESPN is moving
forward on an overseas expansion that
will extend its portfolio to 15 different
networks by January 1996. ESPN’s

newest additions will include two
sports services set to debut in Australia
this September and a new channel to
launch in India on Oct. 15. It is possible
that both ESPN and The Disney Chan-
nel could boost their overseas distribu-
tion in the future by offering the ser-
vices in tandem, says Bornstein. In
fact, at the press conference announc-
ing the merger, Disney Chairman
Michael Eisner talked eagerly of the
potential of packaging the services
together internationally.

“A 24-hour sports service and a 24-
hour kids service make an awful lot of
sense,” says Bornstein.

One Disney-ESPN effort that is
almost certain to continue is ESPN
World, an existing joint venture
designed to develop a chain of sports
clubs and bars. ESPN World is just one
of a fast-growing variety of ancillary
ventures developed by the network
under the ESPN Enterprises umbrella
(see story, page 22). [ |
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ESPN plans wireless sports service

Teams with Motorola for mobile sports ‘pager’

By Rich Brown

franchise with a new wireless
service aimed at fans on the go.
ESPNet To Go will enable sports
fans to receive score updates and
other information via pager-size
receivers. ESPN and Motorola plan
to debut the service this month, It
will be available for $11.99-$14.99
per month after subscribers pur-
chase a $99 wireless receiver and
pay a onetime $25 activation fee.
The text-based receiver will dis-
play game information and scores
every five minutes, along with
sports headlines, trivia and com-
mentary. Information will be sent
directly to the fan’s receiver via
Motorola’s Wireless Broadcast Net-

E SPN is building on its sports

it

ESPN and Motorola are combining on ESPNet
To Go, a wireless sports service that will be
delivered to pager-size receivers like the one
shown above.

work of satellite-linked transmitters to
230 major metropolitan areas across
the U.S. and Canada.

ESPN and Motorola plan to offer
the service through online and direct
mail promotion as well as select dis-
tributors, including sporting goods

chains, electronic retailers and cata-
{ logues.

ESPNet To Go marks the latest
expansion effort by ESPN Enter-
prises, the ESPN subsidiary that
operates a variety of ancillary busi-
nesses, including pay per view,
electronic publishing, online ser-
vices, home video, location-based
entertainment and video games.
ESPN Enterprises just last week
teamed with Hearst Magazines to
launch ESPN ProFootball95, the
first of four special-interest titles to be
published under the umbrella title
ESPN Total Sports. u

Lifetime adds threesome for fall

Programs on relationships, crafts and fashion are part of $100 million commitment

By Jim McConville

adult late-night talk show and
three new daytime series to its fall
lineup of female-skewing programing.

The shows are part of the network’s
plan to spend $100 million on original
programing (BROADCASTING & CABLE,
April 24).

The half-hour Late Date with Sari
will be hosted by 25-year-old Sari
Locker, author of “Mindblowing Sex
in the Real World.” It’s set to launch
Oct. 16 (Monday-Friday at 12:30
a.m.).

“It’s a relationship show skewed
obviously from a woman’s point of
view,” says Judy Girard, senior vice
president of programing and produc-
tion for Lifetime. “It’s not a dysfunc-
tional-sex kind of show; itis very much
a show that says: Here’s where a
woman can come to get information
about her relationship.”

The program, says Girard, will cover
various topics on personal relation-
ships in the "90s. Its format will include
studio work, “reporter in the street”
pieces, occasional live coverage and

L ifetime Television is adding an

call-in segments.

Late Date likely will target the same
audience that is drawn to CNBC’s Real
FPersonal, a sex talk show that airs
nightly at 11.

Lifetime’s program additions come
as the network is posting strong ratings
gains. In July, the network posted day-
time ratings up 39 over last year and
prime time Nielsen ratings up 25%.

New Lifetime daytime programing
includes Handmade by Design, an arts
and crafts series that will air weekdays
at 1 p.m. starting Sept. 11, and All
About You, a series on fashion and style
that is expected to debut sometime in
October.

Elsewhere on the development front,
Lifetime is developing with Boston
public station WGBH-TV The World
According to Us, a weekly sitcom for
women. It will air first on Lifetime,
starting Sept. 9 at 11 p.m., and on
WGBH-TV next February.

The show is the first of Lifetime’s
three planned joint projects with wGBH-
Tv. The World According To Us will
either supplement or replace Lifetime’s

one-year-old stand-up comedy show

Girls Night Out, Girard says.

Girard says the network also has
four other original series projects in
development, with one that “should be
on the air by June.”

Lifetime will renew Martha Stew-
art’s Living. Girard says the syndicated
show has doubled its ratings during its
three-month trial run.

Not on Lifetime’s fall schedule, but
finally coming to the network after a
four-month delay, is Let’s Taik It Over,
an original women’s talk show and
advocacy series hosted by Blair Brown
and Toukie Smith. Originally sched-
uled to air on Saturday at 11 a.m. start-
ing May 6, the show will have a special
trial run for eight weeks starting Aug.
26,

For next year, Girard says Lifetime
will step up efforts to add newer syndi-
cated programing to its lineup. “We
may try to get in on some of the sit-
coms earlier in their cycle than has
been done to date,” she says, adding
that the network will make a “major
purchase” of syndicated programing in
the next six months for the 1997 season
schedule. |
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Mayo invests in AHN

America’s Health Network (AHN) has
signed an agreement with the Mayo
Health Clinic whereby the health-care
clinic will provide programing content
for the yet-to-be-launched cable net-
work. AHN, scheduled to launch in
first quarter 1996, is to be a 24-hour
basic tier cable network that provides
health and medical programing. Mayo,

&
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through its electronic publishing arm
IV1 Publishing, will provide the net-
work with medical illustrations, pho-
tographs, animation, background
video and “second opinion” video pre-
sentations by Mayo’s medical staff.
Mayo segments will be used on
AHN’s proposed seven regularly
scheduled “Ask the Doctor” series.
The programing deal is part of AHN’s
previously announced exclusive, five-
year, $20 million agreement with the
clinic and IVL

Japan gets Playboy

Playboy has made its first inroads into
the burgeoning Asian market. The
Playboy Entertainment Group has
signed an agreement with a Japanese
TV company to provide the Playboy
Channel to Japan. Under the agree-
ment, the Tohokushinsha Film Corp.
will supply the Playboy Channel to
Japanese cable subscribers and hotels
starting Oct. i. Tohokushinsha. which
operates two satellite-delivered cable
channels, will control 80% and Play-
boy 20% of the venture. Playboy also
will provide the channel with 700
hours of programing during its first
five years and will receive a brand
royalty for the use of the Playboy logo
and trademark. The service is the sec-
ond full-time international Playboy
TV network. Playboy TV UK/
Benelux, a joint venture of Playboy
and BSkyB, was announced last May.

ABC executives

plan cable net

Former ABC Network executive
Squire Rushnell and a handful of other
industry veterans are launching an
information-bhased cable network, Our

Time, targeted to age 49-plus viewers.
Members of the Our Time Advisory
Council include former N.J. governor
Thomas Kean; NBC News anchor
Carol Jenkins; 20/20 host Hugh
Downs, and former Capcities/ABC
programing executive Phil Beuth. The
network will debut on Oct. 2 with a
two-hour block of programing on the
Faith & Values Network and plans to
expand to four hours in 1996 and eight
in 1997.

VH1 fuming

Fumes from an air conditioner ventila-
tion shaft forced 60 employes of
music cable network VHI to evacuate
the station’s New York production
studio last Monday afternoon (July
31). Two employes required treatment
at a nearby hospital for nausea, dizzi-
ness and palpitations; they were treat-
ed and released. A New York police
spokesman said the source of the
fumes wasn’t found, but the air was
ruled safe by later that afternoon.

USA renews ‘Weird Science’

USA Network is renewing Weird Sci-
ence for two more seasons for a total

N G S

40 episodes of the sitcom. Now in its
third season, Weird Science airs with
back-to-back episodes on Saturdays,
7-8 p.m, ET/PT.

TCl down Argentina way

Top multiple system cable operator
Tele-Communications Inc. plans to
acquire 35% of the issued and out-
standing common shares of Tomeos y
Competencias S.A. (TyC), the largest
sports programer in Argentina.

TNN gets NASCAR vet

Veteran NASCAR sportscaster Eli
Gold will join The Nashville Network
in February 1996 as a play-by-play
announcer tor the network’s live rac-
ing coverage. Gold also will host a
weekly call-in motorsports show set to
debut on TNN in February.

MTV in ‘Flux’

MTV on Aug. 8 will debut an animat-
ed series, Aeon Flux, described by the
network as “psychodrama disguised as
action adventurc.” The series, a spin-
off from MTYV animation series Liguid

Television, will air Tuesday nights at
10 ET/PT. —RB,IM

Program

. Movie: ‘Kindergarten Cop'

. Movie: ‘The Terminator’

. 0.J. Simpson Trial Coverage
. Movie: 'Kindergarten Cop’

. Movie: ‘Trading Places’

. O.J. Simpson Trial Coverage
. WWF Monday Night Raw

. O.J. Simpson Trial Coverage
. O.J. Simpson Trial Coverage
. O.J. Simpson Trial Coverage
. O.J. Simpson Trial Coverage
. News Update

. Silk Stalkings

. Rugrats

. Rugrats
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in. Source: Nielsen Media Research.
1. Movie: ‘Baby’s Day Out’
2. Movie: 'Body Language'
3. Movie: ‘Showdown in Little Tokyo’
4. Movie: ‘On Deadly Ground’
5. Movie: ‘Poetic Justice’

Following are the top five pay cable programs for the week of July 24-30, ranked by households tuning

PEOPLE’S CHOICE: TOP CABLE SHOWS |

Following are the top 15 basic cable programs for the week of July 24-30, ranked by househoids tuning

in. The cable-network ratings are percentages of the total households each network reaches. The U.5. rat-
ings are percentages of the 95.4 million households with TV sets. Source: Nielsen Media Research.

HHs.  Rating
Network  Time (ET)  (000) Cable U.S.
USA Sun 7:00p 3335 51 35
USA Sun 5:00p 2,883 44 390
CNN Mon 5:00p 2,852 4.3 3.0
USA Sat 8:00p 2,831 43 3.0
USA Sat 430p 2,716 42 28
CNN Mon 530p 2,519 38 26
USA Mon 9:00p 2,487 38 2.6
CNN Mon 6:00p 2,388 36 25
CNN Mon 4:30p 2,344 35 25
CNN Tue 5:30p 2,301 35 24
CNN Tue 5:00p 2,259 34 24
CNN Tue 5:50p 2,235 34 23
USA Sun 11.00p 2,210 34 23
NICK Thu 6:30p 2,203 35 23
NICK Sun 10:00a 2,188 34 2.3
HBO Sat 8:00p 2,717 116 2.8
HBO Sun 11:15p 1,957 83 2.1
HBO Mon 8:00p 1,902 81 20
HBO Sun B:00p 1868 79 20
HBO Tue 10:00p 1,768 7.5 1.9
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Affiliate news services come into their own

Past year’s coverage has set records, among highlights were O.J. and Oklahoma City

By Steve McClellan

he past year has strenuously rested
the network affiliate news services

on two fronts. Exceptionally heavy
demand for hard-news coverage of such
stories as O.J. Simpson and Oklahoma
City strained the services’ capacity to
produce live shots on a continuous
basis. Behind the cameras, the services
devoted considerable resources to
advising—and in some cases setting
up—new affiliates in the ncws business.
“It’s just been a time of extraordinary
reliance on our work,” Robert Horner,
the NBC news executive in charge of
Charlotte, N.C.-based NBC News
Channel. says of all the news services.
All three news services report doing
up to twice as many live shots in the
first half of this year compared with the
first half of 1994. Horner had the most
precise data: “As of July 15 we count-
ed 5,487 live shots just for the O.J.
Simpson case.” Live shots for other
stories through July 15 totaled 2,753—
for a grand total of 8,240.

By comparison, News Channel’s
live-shots total in 1994 was only 7,200.
“We’'ve done more than that in roughly
the first half of the year,” Horner says.

Horner and execcutives at the other
news services agree that much of the
extra demand has come from stations
covering the Simpson trial. Each of
the network affiliate operations is
spending hundreds of thousands of
dollars to cover the trial—costs that
mainly are attributable to employe and
satellite time.

“It’s a very expensive story to cover,
and many people in the business
[think] they would rather have spent
that money 10 cover other news,” says
John Frazee, vice president, CBS
NewsPath, the CBS-affiliate newsfeed
service formerly known as Newsnet.
Costs of covering Simpson are high,
says Frazee. because the news services
are providing two or three live-shot
opportunities per day per time zone.
“We have to have a presence al the

{ courthouse 14 to 18 hours a day, and

having people standing by to do it is a
big expense.”

At ABC, NewsOne Vice President
Don Dunphy says live shots represent
the news feed's major growth area.
Last year. he says, NewsOne provided
about 1,500 generic live shots (avail-
able to alt aftiliates) and perhaps 4.000
customized live shots (tailored to indi-
vidual station needs), for a total 5.500.
Dunphy expects that in 1995 NewsOne
will provide 2,500 generic live shots
and perhaps 5,000 customized live
shots, for a total 7,500. By comparison,
in 1992, the news service provided
about 200 live shots.

Helping new affiliates to get
acquainted with their new network
news partner, or in some cases siart
news operations from scraich, has been
a key area of involvement for the three
major affiliate news services.

“That’s been the major thing on my
plate over the past 12 months, and that
will continue to be the top priority as

we continue to add affiliates,” says
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Dunphy. A handful of new ABC
affiliates, including stations in
Tampa, Fla., Phoenix and St. Louis,
are starting local news operaticns
from scratch. “Coverage-wise, we'll
be fine in all those markets,” Dun-
phy says. “The ratings may take a lit-
tle while to come their way.”

In addition to tying new affiliates
into the NewsOne operation, Dun-
phy says, he’s familiarizing them
with the entire ABC News operation
and programs from the local-station
point of view.

At CBS, says Frazee, “the support
range for new affiliates is from talking
about talent and where to find it to
bringing vendors and stations together
to design entire news operations. We

} B
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have one guy, [Dean Daniels], who
does nothing but full-time working
with them.”

Some stations starting news opera-
tions are weighing whether to go all or
partially digital. Frazee says it’s proba-
ble that one of the CBS stations will be
the first all-digital, video server—based
news operation in the world.

Others have opted to move into digi-
tal, but not all the way. The new CBS
affiliate in Austin, Tex., for example, is
using Avid digital editing technology
throughout its news operation. “They
Jjust skipped a whole capital phase,”
says Frazee. “But they decided the
technology wasn’t ready for a server,
and they didn’t want to spend
the money on something that
was premature.”

Meanwhile, all three ser-
vices continue to fine-tune
their editorial operations in the
hard-news and feature cate-

ABC NewsOne's Vice
President Don Dunphy

T .I':l_! i

gories. Two weeks
ago, News Chan-
nel and Hacken-
sack, N.J.-based
PHoenix Commu-
nications signed a
deal giving the ser-
vice and NBC
affiliates exclusive access to PHoenix’s
Sports News Satellite sports highlights
feed. The agreement takes effect in Sep-
tember.

News Channel had been editing its

own highlights package in Charlotte,
N.C. “We basically admitted to our-
selves that while we did a decent job of
editing a sports highlights package,
PHoenix is the best,” says Horner.
Other outside program suppliers for
News Channel include E! The Enter-
tainment Channel and co-owned
CNBC. Homer says other deals
are in the works.

This past year, News Chan-
nel started a “Pet Vet” segment
in conjunction with the Univer-
sity of North Carolina school of
veterinary medicine that is now
picked up by more than 100 sta-

B

In the NewsPath newsroom in
New York, staffers cover hard
news, but are adding more

heaith and consumer stories.

NEWS CHANNEL

Another project in development:
working with NBC affiliates in Florida
that are planning a well-publicized
effort to start a 24-hour regional cable
news service.

At CBS, Frazee says, the news orga-
nization devised a plan for a 24-hour
news channel last year. “We would still
very much like to be in that business,”
he says. “And many of our affiliates
have expressed interest in doing it with
us. There is no magic to it, and we
think we could do it very well.”

If the CBS sale to West-
inghouse, announced last
week, goes through, there is
a better chance that CBS
would take a risk on such a
venture. Under current CBS
Chairman Laurence Tisch’s
watch, the network has not
invested in such ventures,
but Westinghouse Chairman
Michael Jordan says he
intends to do so.

Frazee aiso says he’s been
adding more “news you can
use” features, such as health
and consumer reports. “One
of the things we'll continue to
emphasize is that we want the
service to be easy to use.” Hence the
implementation in the past year of a
single 24-hour transponder from which
station producers can access all the
NewsPath material,

NewsOne’s Dunphy says that he
also has added medical reports and
other features. “There has also been a
major thrust to
improve newsgather-
ing efforts,” he says,
adding that the news
service is adding 15
satellite newsgather-
ing trucks and 10 fixed
uplinks around the
country this year. m
Robert Horner, vice
president in charge of

NBC News Channel
based in Charlotte, N.C.
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Fox’s Peyronnin: Making
news from the ground up

He's set himself the goal of building a news service to
rival those of the Big Three affiliates in two years

By Steve McClellan - f‘""?

ox News President Joe
FPeyronnin says that in

two years he wants the
network’s fledgling affili-
ate news service to be as
good as the ones estab-
lished by ABC, CBS and
NBC. That’s the goal, and
Peyronnin knows as well as
anyone that he has a long
way to go to meet it.

Fox’s Joe Peyronnin:

work is urging other affili-
ates to start news opera-
tions. In addition, Peyron-
nin is trying to forge rela-
tionships with non-Fox sta-
tions “to fill in those holes”
where the network doesn't
have coverage—in roughly
40% of the country.

“We're looking at a two-
year build up. We think we
can be as good as any of the
existing news services in

Many obstacles stand in “We will focus two years,” says Peyronnin.
his way. Perhaps the biggest - - It’s been a challenging
is the fact that more than IIEHVI’_V on live start. After the Oklahoma
one-third of the network’s  COVerage...pecause City bombing, Fox, which
affiliates (53 stations out of Y had no news affiliate in that
199, including the O&Os) dspfomotable market, sent in a network
have local news operations, and gives added  team that had been devel-
the backbone of the affiliate energy. {2 oping a news magazine.

news services at the Big
Three.

As a result, Fox will have to forge
relationships with non-Fox stations in
many markets. That, in turn, will make
it a news service not exclusive to Fox
affiliates and more akin to CNN’s
NewsSource than to ABC NewsOne,
CBS NewsPath or NBC News Channel.

The name of the service has not
been decided on. But since the service
probably will have many non-Fox sta-
tions around the country contributing
material, executives say it likely won’t
have Fox in the title.

Meanwhile, Peyronnin confirms that
the network and Reuters still are ncgoti-
ating the terms of their joint venture and
that, contrary to common belief, a long-
term agreement has not been reached.

Reuters’s contribution largely is
confined to providing international
news footage. Beyond that, its role as
defined so far is to provide facilities in
Washington including office space,
technicians, satellite time and other
infrastructure support.

The international news agency is not
in a position to provide domestic news
coverage. About 55 Fox affiliates are
now in the news business, and the net-

Peyronnin subsequently
struck & deal with the CBS affiliate in
the market to provide Fox with footage.

Meanwhile, the buildup is under
way. The news service has hired two
reporters—Eric Shawn and Rita
Cosby. Peyronnin plans to hire three
more reporters soon. The news scrvice
also has formed an investigative unit.

The fledgling news service has pro-
vided 1,000 live shots from the O.J.
Simpson trial, says Peyronnin. The
three daily news feeds have doubled in
length for a combined 2 hours and 15
minutes, and another three daily feeds
will be added by September, he says.

“We will focus heavily on live cov-
erage in both the morning and
evening,” says Peyronnin. “Live is an
important commodity for a newscast
because it’s promotable and gives it
added energy.”

The Fox service also will put satellite
trucks and uplinks in the field, albeit on
a smaller scale than do the other news
services. So far the network has bought
four trucks and a portable uplink. By
comparison, the news services at the
Big Three have subsidized about 70
trucks each at various affiliates and 25
fixed uplinks around the country. |

' The Sports Network—Provides 24-hour

SPECIAL DELIVERY

There is a host of specialty services provid-
ing customized news to radio stations (See
story, page 32}, TV stations and cable sys-
tems. The following is a look at the wide
range of news available, taken from the
Radio-Teievision News Directors Association
newsfeed directory.

AMI News—Provides skiing, camping,
fishing and recreation news.

Broadcast News Limited—Delivers live
sports and remote broadcasts from Canada.
Consumer Reports TV News—Syndicat-
ed 90-second news features based on
Consumers Union testing.

Court TV—Broadcast clip service—Video
from more than 300 trials and hearings.
Earth Minute—Environmental news
inserts and vignettes.

Entertainment News Calendar—Daily
entertainment news service.

HRammer Distributing—Car-care news
inserts.

Independent Television News—News,
sports and entertainment bureau specializ-
ing in satellite and fiber-optic transmission.
Ivanhoe Broadcast News—Weekly ser-
vice providing medical, family health, edu-
cation and crime prevention news.
Kansas Farm Bureau—Agricultural
commodities news. |
Kiplinger’s Personal Finance Report—
Financial news features.

Monitor Radio——Broadcast service of the
Christian Science Monitor including hour
daily news magazines and top-of-the-hour
headline service.

News Travel Network—Travel, environ-
mental and medical reports.

Potomac News Service—Live, cus-
tomized coverage from Capitol Hill.

real-time sports information via sateilite.
Sports Newsatellite—Daily sports feed
for early and late news.

Sports Ticker-—ESPN/Dow Jones joint
venture for sports news and information.
TV Birect—Daily feeds, live shots, custom
reports, crew, newsroom, archives and stu-
dio support.

U.S. Chamber of Commerce-Biznet—
Half-hour business news and public affairs
programing.

Walli Street Journal TV—Half-hour news
program ptus daily customized pre-market
and market updates.

WSI Corp.—Color weather graphics and
data.

Zapnews—24-hour news and feature
wire service, —JE
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NOW YOU CAN GET
YOUR NEWS ANY WAY
Y0U WANT FROM

THE WORLD'S MOGT
TRUSTED SOURCE.

The Associated Press. Every day,

we're how billions of people read,
see and hear what's happening

in their world.

We're also the news source

to watch: APTV, the new video
newsgathering arm of the AP,
delivers the top news stories to
television broadcasters around

the globe.

No matter what the medium,
the message is the same:
comprehensive, impartial
coverage of what you need
to know, whenever, wherever

and however news is made.

A Associated Press

1-800-821-4747

News Wires * Radio Networks ¢ Video ¢ Graphics ¢ Software




Conus, CNN change with times

By Rich Brown

Ithough television news
Aservices Conus and CNN

Newsource are well estab-
lished in the marketplace, both
companies continue to develop
program feeds and features to
accommodate their demanding,
growing list of affiliates.

Among the newer services
offered to Conus affiliates is
Weird News Tonight, a daily
compilation of odd news stories,
designed for use as kickers on evening
newscasts. Stories have ranged from a
report on “‘doggie daycare” to a Jell-O
pool for kids. The package is fed to
affiliates each night at 8.

More than a dozen Conus affiliates
also are participating in a newly
expanded exchange of live weekend
programing that was developed for the
growing number of weekend local
newscasts around the country. Under
the Conus “Weekend Warrior” pro-
gram, participating stations can tap into

Conus satellite truck in Houston uplinks the NBA playofts.

live weekend coverage such as KOB-Tv
Albuquerque, N.M.’s presentation of a
popular annual hot-air balloon festival.

Conus is fast approaching its self-
imposed limit of 125 affiliates and
expects to reach that number by the end
of the year, according to Charles H.
Dutcher III, president/general manager
of Conus Communications and the
Conus Satellite Newsgathering Cooper-
ative. Approximately 90% of the Conus
affiliates also are network affiliates; the
rest is a mix of independent stations and

24-hour cable news channels,
such as New York 1. Newsl12
Long Island, News12 Connecti-
cut, Chicagoland, Newschannel
8 Washington and the newly
launched New York Times chan-
nel in Sarasota, Fla. Conus also
occasionally provides footage to
syndicated talk shows.

The station news cooperative
is just one of several profit cen-
ters for Conus and accounts for
roughly 20% of the company’s
business, says Dutcher. Other
profit centers include Conus’s
transponder brokering business; out-
side production, including news shows
for USA Network and SportsChannel
America; and All-News Channel, a
joint venture with Viacom that delivers
24-hour news to 70 U.S. TV stations,
12 low-power TV stations and the
USSB direct broadcast satellite service.

Another profit center for Conus is its
growing Washington bureau. Dutcher
says the company is investing about
$400,000 to expand the existing

U.S. broadcasters get scoop from international services

Major U.S. broadcast networks still rely heavily on inter-
national news agencies for video to put together their
daily newscasts.

Network executives say their demand for internation-
al video feed services has developed into a $10 million-
$20 million-a-year business domestically. Reuters and
Worldwide Telfevision News {WTN) dominate the U.S.
market, with Reuters reportedly owning 50%-55% and
WTN, 40%-45%. A handful of small overseas accounts
picks up the crumbs.

Looking to inject more competition into the market is
the Associated Press. Last year, the wire service
launched APTV, which packages raw video of top inter-
national news stories. APTV has been selling mostly
overseas, but plans to serve the domestic market.

APTV already is providing footage to PBS's
McnNeil/Lehrer NewsHour. And CNN and NBC have
been using the service on a trial basis.

“Essentially, video is the last frontier,” says Bob
Keyes, director of broadcast planning for the Associated
Press. “It's a component that AP needed to provide
broadcasters with a complete package of video content.”

Reliance on the international video news agencies,
which slackened in the '70s when networks built up

their overseas news bureaus, picked up again in the
late *80s after the networks reduced bureaus in fiscal
cost cutting.

“Broadcasters essentially are buying an insurance
policy,” says Terry O'Reilly, vice president of the Amer-
icas, WTN. “Even with their multimillion-dollar budgets, -
networks can't afford to have major news crews all over
Bosnia. We can.”

“There are more places where things are happen-
ing,” agrees Richard Wald, senior vice president, ABC
News. “The agencies are sort of a first line of defense.”

News services account for roughly 33% of NBC's
yearly international video news needs, says one execu-
tive, up from approximately 20% five years ago when
overseas bureaus succumbed to cost cutters.

At CBS News, news agencies today supply about
30% of the network’s international video, says CBS
Foreign News Editor Allen Alter. “There are some days
there is more and some days when we won't use a
stitch of their video because we’'ll have shot our own.”

Reuters’s World Wide TV supplies raw video footage
from its 70 bureaus. Customers include ABC, NBC,
CBS and CNN. Reuters’s around-the-clock service—six
times daily—includes live feeds of breaking news. —iM
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CNN Newsource’s reporting of the Oklahoma City
tragedy is just one example of how we give our affiliates
unparalleled coverage of breaking events while
maintaining the extraordinary amount of news in our

regular daily feeds. Here are the facts:

198 LIVE SHOTS IN 24 HOURS.
We were the first news service on the scene and CNN
Newsource fed stations an incredible 198 live shots within

a 24-hour period.

180 STORIES A DAY.

And we did that without ever missing a beat on our
regular feeds which average 180 stories a day. From hard
news to sports, features to custom and generic live shots,
CNN Newsource is the most comprehensive service in the

business, and why we say ...

i f II

L | i

» Live Breaking Coverage
» 180 Stories Per Day
» Over 900 Items of Nawral Sound Every Week
» Fifty Features and Franchise Pieces Each Week
» Custom and Generic Live Shots
* Custom Tags ¢ Guestsource
* Five Newsource Comrespondents
» Twenty-nine Bureaus
* Triple Path SNG Trucks

©1995 Tumer Broadcasting System, Inc. All Rights Reserved.
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18,000-square foot facility by 5,000
square feet. The facility now houses
three studios used for Conus projects as
well as the Washington-based activi-
ties of NBC-owned cable networks
CNBC and America’s Talking.

The 36-person Washington bureau
provides news not only for Conus
cooperative members but also for out-
side clients. Conus now has 40 clients
signed on for TVDirect, which pro-
vides four daily feeds of Washington
coverage to outside clients on a non-
exclusive basis. “It costs millions of
dollars to operate,” Dutcher says of the
Washington facility.

Competing news service CNN New-
source also is expanding its Washing-
ton presence with more hours of cover-
age, says CNN Headline News Execu-
tive Vice President Jon Petrovich. He
says CNN Newsource interviews tradi-
tionally were limited to the 9-5 work-
day, but the service has expanded its
coverage. The service conducted 85
“after 5” interviews in June alone.

CNN Newsource is busy developing
more Signature pieces and customized

packages for its affiliates. One of the
most recent additions is “Guest Ser-
vice,” which enables affiliates to set up
one-on-one interviews with personali-
ties in the news. The service officially
launched a month ago and already has
included timely interviews with such
personalities as Denise Brown and for-
mer Defense Secretary Robert McNa-
mara. Affiliates can schedule five-
minute interviews on a first-come,
first-served basis. CNN Newsource has
accommodated as many as 20 stations
during a two-hour period with its Guest
Service operation.

The news service also is developing
more franchise pieces that easily can be
plugged into local newscasts. Weekly
features designed specifically for New-
source affiliates include separate pack-
ages on computers, parenting and busi-
ness briefs.

CNN Newsource’s primary effort
continues to be in breaking news. Dur-
ing the week of the Oklahoma City
bombing, for example, CNN New-
source provided 126 generic shots of
the scene plus 542 custom shots

booked by affiliate stations. New-
source feeds are transmitted via Ku-
band I1 times each weekday and eight
times each weekend day, feeding an
average 180 stories and 90 stories,
respectively, plus topical news and
weather graphics. Affiliates also have
the ability to excerpt from sister ser-
vices CNN and Headline News.

Petrovich says CNN Television has
some 400 affiliates nationally, 350 of
which receive CNN Newsource. The
remaining 50 affiliates do not have
access to the full resources of CNN
Newsource but instead are able to carry
the prepackaged Headline News net-
work feed. Those affiliates tend to be
independent TV stations that do not
have their own news shows. CNN
Television includes about 90 affiliates
of each of the Big Three broadcast net-
works.

Plans for CNN Newsource include
adding a crew in New York City before
the end of the year, says Petrovich. It
has a reporter and crew in Washington
and Los Angeles and three teams based
in Atlanta. n

Radio news never stops

Services beefing up consumer and financial news

By Donna Petrozzello

ith news from the entertain-
Wment and business worlds mak-
ing headlines daily, the
nation’s leading news providers are
striving to provide more news that lis-
teners can use in their leisure and pro-
fessional lives and news programing
attractive to FM music audiences.
During the past year, major radio
news networks have added entertain-
ment news reports and readjusted their
news coverage to include gavel-to-gavel
coverage of the O.J. Simpson trial.
Other networks whose primary business
is financial news plan to develop long-
form consumer news features for 1996.
“We’re finding a tremendous need
for news about personal finances, con-
sumer news and trends, written in lay-
man’s terms,” says Peggy Belden,
director of broadcast services for the
Wali Street Journal radio and televi-
sion broadcast service.

Other news providers are developing
programing for FM music stations,
which mainly take short-form news-
casts, heavy on human interest and
entertainment features. “The demand
for news on FM music and talk stations
is heavy, and more FM stations are
doing news in their morning drive
shows,” says Bill Yeager, vice presi-
dent of news at Metro Networks.

Following is a list of news program-
ing provided by radio networks and
news services:

ABC Radio Networks

Daily newscasts covering local, nation-
al and world events. Live, anchored
crisis coverage of breaking news and
special news event coverage.

Peter Jennings Journal offers three-
minute news commentaries; news cov-
erage of special events such as the
Academy Awards; weekend news pro-
graming including This Week with

UPI newscaster Craig Smith

David Brinkley, Perspective and World
News This Week, business news from
Business Week magazine correspon-
dents, and debuting in September will
be daily entertainment news reports
from correspondents at Entertainment
Weekly magazine. Also, ABC Data
offers continuous updates on breaking
news events and a news programing
guide via a printer or computer listing.

In the past year, ABC has added sev-

32
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Te Force Is With You

In An Everchangmg World, You Need The Elite Force In News!

Ten Years Of Excellence. Soaring Into The Future.
Throughout the past decade, the news war e With changes facing the news industry today,
has been intense. During these changing % Py _ .\, now is the time to secure your news
uncertain years, Conus has consistently £/~ "8 W resources. Lock your sights on Conus.
offered it's members the security of top Y & Our Limited Membership means Unlimited
quality national coverage. We're helping \WNWUMIUAT  Service. Call Conus today, and protect
our elite member stations win the news war.  “uszza®®  your future with The Elite Force In News.
Conus Communications (612) 642-4645 » (202) 467-5600




NEWS SERVICES '95 -

eral features to its ABC NewsWire, a
24-hour news and information service.
They include reports from States News
Service, ESPN SportsWire, Sports
Ticker and show prep services.

American Urban Radio Networks

Hourly reports, regular news commen-
taries, White House reports, specials,
reports from Capitol Hill and Con-
gress, Bev Smith Commentary and
Night Talk with Bob Law with focus on
African-American concemns.

Associated Press
Broadcast Services
Serving 4,900 radio stations nation-
wide, Associated Press provides AP
All News Radio, a 24-hour news ser-
vice that includes live reports. Its offer-
ings include six national and world-
wide news reports hourly, state and
local news segments, business news
reports twice hourly on weekdays and
two sports reports each hour.

AP Network News provides five-
minute top-of-the-hour and two-minute

bottom-of-the-hour newscasts, live
coverage of special reports, closed-cir-
cuit feeds, special event coverage and
SpOrts news.

AP Radio Wires provides newswire
and show prep services to stations,
through AP MegaStream, AP News-
Talk, AP NewsPower, AP Headlines,
AP DriveTime and AP NewsDesk.

Accu-Weather Inc.

Taped and live, anchored local weather
forecasts available 24-hours daily to
120 radio affiliates and four state radio
networks. Reports vary in length from
10 seconds to 12 minutes, depending
on stations’ needs.

Bloomberg Information Radio

Continuous breaking and business
news reports starting every 15 min-
utes every day. Special news seg-
ments offered during every report
include world and national news,
financial market reports, Business
Talk, sports news and lifestyle fea-
tures. More than 50 affiliates air

either all or part of Bloomberg’s
reports. Ten full-time affiliates,
including wBBR(AM) New York, con-
tinuously air Bloomberg news.

CBS Radio Network

Six-minute breaking world and nation-
al news reports every hour, news
analysis and commentary from CBS
correspondents, special coverage of
major and breaking news events and
features. CBS Spectrum Radio Net-
work offers morning and afternoon
drive-time newscasts, custom news
wrap-ups and feature reports and news
feed reports 19 times daily.

CBS Americas Network launched a
Spanish-language daily newscast last
year. The estimated audience of CBS
radio news affiliates is more than 50
million each week. Also, CBS Radio
Stations News Service provides syndi-
cated news to the group’s AM stations.

Metro Networks

Traffic, weather, breaking news, sports
and entertainment reports are provided.

105 years of Johns Hopkins

medical excellence, and it’s yours
in 00 seconds. Free.

Introducing the Johns Hopkins Health NewsFeed.
A dally :60 radio news report for your listeners,
produced by the prestigious ]olms Hoplejns Medical

Institutions. Featuring physicians, scientists, and

other healthcare experts, this informative news
segment is available every weelzday lJy satellite and

a toll-free network, And it's yours free.

For more information contact ]acle Sheehan at
410-955-28177 or 1-800-MED-RADIO.

P HEALTH NEWSFEED

A SERVICE OF THE JOHNS HOPKINS MEDICAL IXNSTITUTIONS
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More than 1,200 affiliates for traffic
reports; approximately 200 affiliates
for other news reports. Entertainment
news segments have been added in the
past year.

Salem Radio Network

Five-minute top-of-the-hour and 60-
second bottom-of-the-hour newscasts
tailored to Christian commercial radio
formats.

Shadow Broadcast Services

Reports on local traffic conditions to
250 affiliates in nine major markets.
Traffic news is tailored to fit each sta-
tion’s needs and can be provided six
times per hour during drive-time hours
to all-news and news/talk stations.

StandardNews

Four-minute hourly newscasts at the
top of the hour and one-minute head-
line newscasts at the bottom of the
hour. Also provides ZapNews, a fax
wire news service. Provides daily
newscasts to Salem Radio Networks
tailored for a Christian music—format
listenership. One hundred and five
affiliates for StandardNews; 200 affili-
ates for ZapNews.

UP1 Radio Network

Two divisions—UPI Broadcast Divi-
sion and UPI Broadcast Wire—serve a
total 5,000 affiliates worldwide on a
subscription basis worldwide. Broad-
cast Division offers four-minute news-
casts each hour, news updates at 30
minutes past the hour and regular
hourly sports and business news
updates.

USA Radio Network

Five-minute top-of-the-hour and two-
minute bottom-of-the-hour reports on
local, national and world news. Addi-
tional USA Sports news reports, two-
minute news features, and USA Busi-
ness news briefs.

Wall Street Journal

Radio Network

Network services include several
reports tailored to various business
news needs for approximately 145
affiliates.

The Wall Street Journal Report pro-
vides two-minute reports each hour
covering breaking business, economic,
financial market and consumer news

from newsmakers, analysts and Wall
Street Journal reporters.

The Wall Street Journal Overnight
News offers business news reports
from Asia and Europe along with a first
look at business news in the next day’s
Wall Street Journal.

The Dow Jones Report caters to
music stations, with a one-minute
hourly news update focused on con-
sumer, economic, business and stock
market news.

Weather Channel Radio Network

Live and prerecorded reports on local
and national weather conditions, avail-
able in 30-second and two-minute seg-
ments. Longer reports during severe
weather conditions. Daily fax service
available to stations. One hundred and
thirty station affiliates.

Westwood One News

Westwood One distributes news pro-
grams from CNN Radio News, the
Mutual Broadcasting System, CNN
Headline News, NBC Radio News,
CNBC Business Radio, Optinews and
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The Source.

CNN Radio News delivers top- and
bottom-of-the-hour newscasts daily,
updates on business news, Sports news
and lifestyle features. Live coverage of
breaking news and special events.
CNN Headline News provides the
audio portion of CNN’s cable news-
briefs to radio affiliates.

Mutual Broadcasting provides five-
minute top-of-the-hour newscasts daily
with correspondent reports, features
and special programing designed for
use by a variety of formats. One-
minute news summaries twice an hour
and live, anchored coverage of break-
ing news stories.

Using the resources of NBC-TV
News, NBC Radio News offers five-
minute top-of-the-hour newscasts, spe-
cial reports and in-depth news services.
One-minute news summaries twice an
hour and live, anchored coverage of
breaking news stories.

The Source provides hourly news
reports tailored to young adults to
overl25 affiliates. Focus is on youth
culture, trends, sports and music news. =

FroM AMERICA’S
OF CONSUMER INFORMATION.

MosT TRUSTED SOURCE

VISIT OUR BOOTH AT WORLD MEDIA EXPO
For more information call 1-800-729-7495,




Disney, ABC to combine resources
for interactive markets

Disney pians onfine venture; will expand staff to 600 in ‘96

By Mark Bermiben

isney plus Capital Cities/ :
DABC equals a media !
powerhouse with the :
wherewithal to emerge as one :

of the leading content and dis-

tribution systems in the world. : :
. how the commercial viability
of going online is beginning :
to develop,” says McBeth. He :

As aresult of Disney’s $19.5

billion purchase of Capci- !

ties/ABC, the new partners
have the opportunity to fuse

their interactive strategies into :
a potent combination. “We are

two companies that are
extremely complementary and
potentially could become a

powerhouse in the interactive :
: Eisner said during a press

world,” says Steve McBeth,
president of Disney Interactive.

McBeth says it is too soon to
discuss specific projects, but |
that the deal with ABC will
“open up access to brand !
. ney is developing on its own
as a stand-alone service, or °

names and content” for Disney.
In addition to ambitious

plans for creating CD-ROMs

and video games, Disney also

is looking to expand its pres-
ence online. McBeth says it :
will disclose details “within !
¢ the next six to 12 months.”

“We’ve been looking at

says that there are plans to

“greatly expand” Disney’s
. Intemnet site that will “not be
¢ limited” to setting up a home

page to promote its theatrical
releases.
Disney Chairman Michael

conference last week that “we

are going to go online with a :
. as the overall growth of the
family computer market is con-
cemed,” says McBeth, adding
i pects that number to grow to

subscription family service.”
But McBeth would not say
whether that is a service Dis-

dﬂyﬂ me | l:!i] ki

ABEN]‘M"S

'?EW”W

There showld be more acli |.I'JJ'.|-' on ABC's home page fellowing

W“ﬁ

e [

merger with Disney.

whether it will be part of :

another network such as | CD-ROMs and video games

America Online.
“I’m encouraged by what’s
happened in the past year as far

that although there is excite-

ment about the Internet and !

Interactive Network sues TCI; on verge of bankruptcy

Interactive Network, the fledgling play-along sports
and game show network, has laid off its last 30
employes and is reported to have run out of cash. IN
is suing its biggest investor, Tele-Communications
Inc., which owns 37% of the struggling interactive
TV developer.

IN alleges in its suit against TCI that the cable
giant committed fraud, breach of contract, unfair
competition and misappropriation of funds. IN says
TCl took controi of its finances and seized the com-
pany’s patents, software, proprietary technology and
market data. IN also alleges that Gary Howard, TC!
vice president of programing and a former director
of IN, prevented IN from raising independent funds
to finance its plans for a national rollout of its inter-

¢ active TV service.
“We believe we have a very strong case, and we

 have the resources to fight this to a successful
: conclusion, even considering TCI's undoubted abili-

ty to cloud the issues and cause delays with its
legions of lawyers,” says David Lockton, IN chair-

. man/CEQ.

IN received its most recent round of financing

- {342 million) last September from TCI, NBC, Motoro-
¢ la and Sprint. IN spent more than $130 million dur-

ing the past eight years to develop its interactive TV
software and has lost $76 miltion on just $2 million

 in revenue during the past two years.

A TCI spokesperson said the company does not

© comment on pending litigation.

going online, the market for

through retail channels has far
exceeded his expectations.
Disney Interactive is rapid-
ly expanding its staff. The
division has more than 300
employes, and McBeth ex-

more than 600 next year.
Disney Interactive is focus-

. ing on the children’s CD-ROM
i market and will release four
i titles before the end of the year.

Those titles will include *“Alad-
din Activity Center,” “Poca-
hontas,” “Winnie the Pooh”

¢ and “Toy Story,” which will be
: spun off from Disney’s theatri-
i cal release of the same title
i scheduled for this Christmas.

Meanwhile, Capcities/ABC

is publishing a number of CD-
¢ ROM titles and already has a
i well-developed area on Ameri-

ca Online. It remains to be seen

¢ whether Disney content will be
¢ incorporated into that venture.
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ABC has a short-term contract |
with America Online that is up
i ware titles in 1997,
clear whether ABC and Disney : The division will
‘ begin publishing
. videogame titles for
¢ the Sega Saturn and

Steve Weiswasser, presi- :
dent of Capital Cities/ABC :
¢ middle of next year.
vice president of Capital :

Cities/ABC Inc., declined an | president of Cre-

for renewal, and it still is un-

content will be available on
other online services, such as
The Microsoft Network.

Multimedia Group and senior

interview, and Veronica Pol-
lard, spokesperson for Capital
Cities/ABC, offered no com-
ment on the impact the Disney
deal will have on ABC.
However, late last year,
McBeth told BROADCASTING &
CABLE that Disney Interactive

would release 18-20 CD- | rate strategy.
ROMs and video games by the : :
: lease three new CD-ROMs | two companies’ interactive :
i this fall, the fruit of its collab- | divisions will be combined.
- Bestick says it will be a “mul-
: timonth task to integrate,” and :
i he does not think there will be :
any direct impact until “well :

into next year.” ™

end of 1995. Those plans are
still going forward, he says,
but fewer titles will be pub-
lished by year’s end.

McBeth says Disney Inter- :
: “Madeline”—based on the

active still plans to release 35-
40 CD-ROM and video games

in 1996, and as
many as 50-60 soft-

Sony PlayStation
platforms by the

Greg Bestick,

ative Wonders, the
multimedia software joint

. venture of ABC and Electron-
. ic Ants, says the venture plans :
" to continue developing CD- :
i ROMs for the children’s mar-
. ket. That would dovetail well
- with Disney’s overall corpo-

Creative Wonders will re-

‘ oration with ABC, says :
¢ Bestick. Those titles will be

“Schoolhouse Rock™ and

Saturday moming cartoons—

Disney's McBeth

VUL ——

and “Wide World

with ABC/Kane.
Bestick

of Animals,” a :
title developed :

says :
Creative Wonders |
also is working :
with ABC Newson
“World News In- :
sight,” a CD-ROM
that will contain
video clips, images !
‘ and sound con-
. tributed by ABC News |
. reporters from around the :
¢ world. :
“World News Insight” also

i will have an online compo- |
: nent on America Online. :
Disney and ABC officials °
¢ say it will take several months :
- to determine precisely how the :

cabIéVision seeks

Connecticut connection

Cable operator is first in state to ask permission to enter telephony

By Mark Bermihen

ablevision Lightpath has :
submitted an application
to Connecticut regulators

to offer local and intrastate |
telephone service. “This is the :

first time that a cable company

has applied to offer telephone
service in Connecticut,” says :

Beryl Lyons, spokesperson
for the Depariment of Public

Utilities of Connecticut (“In :

Brief,” July 31).

Connecticut regulators will
review the application. If it is :
complete and meets all the :

state’s guidelines, the depart-

ment could act on the applica-

tion within 60 days.
Cablevision’s telephone

service subsidiary wants to .

© offer local and in-state phone !
services to residents and busi- :
nesses in Danbury, Stamford, |

New Haven and Bridgeport.

“We have filed an applica- '
tion for public convenience and :
necessity to provide dedicated

and switched inter- and intra-

exchange telecommunications :

services within Connecticut,”
says Charles Schueler, spokes-
man for Cablevision Systems.

Not only does Cablevision
need the green light from !
Connecticut regulators, it also :
must strike an interconnection :
agreement with Southern !
- New England Telephone :
(SNET). Schueler declined to
comment on the possibility of !
a pact or on any details about !
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the company's application.

Cablevision already has an :
interconnection agreement :
- with Nynex in the telco’s bid :
to offer telephone service in :

New York City. Cablevision

needs SNET to sign an inter- :
. connection agreement before :
it will be permitted to offer :
. telephone services. :
© Cablevision Lightpath offers
; switched local telephone ser- |
vices to more than 60 business
customers on Long Island. With
the submission of its application
in Connecticut, Cablevision is :
pushing hard to get into the tele- |
phone business just as tele- !
phone companies intend to :
challenge the cable company’s |
entrenched franchise. ™. :

Calesdin

Aug. 15-17—The Interactive
Multimedia Forum 3, sponsored
by Kagan Associates. Waldorf-
Astoria Hotel, New York. Con-
tact: (408) 624-1536.

Sept. 6-9—From the Airwaves
to the Internet: The Changing
Face of Electronic Journalism,
sponsored by the Radio-Televi-
sion News Directors Association.
New Orleans Convention Center.
Contact: (202) 223-4007.

Sept. 12-13—New Products
and Services for Cable, spon-
sored by AIC Conferences. The
New York Vista Hotel, New York.
Contact: (800) 409-4242.

Sept. 18-19—Video on
Demand, sponsored by The Insti-
tute for intemational Research.
The Marriott Marquis, New York.
Contact: (212) 661-8740.

Sept. 18-20—Telco-Cable VII,
sponsored by Telecommunica-
tions Reports and The Yankee
Group. Loews L'Enfant Plaza
Hotel, Washington. Contact;
(202) 842-3022.

Sept. 20-21—interactive Gaming
and Wagering, sponsored by AIC
Conferences. MGM Grand Hotel, Las
Vegas. Contact: (212) 952-1899.
Sept. 25-28—Convergence lil:
Interactive Television Confer-
ence & Expo and DAVID Devel-
opers Conference, sponsored by
Multichannel CommPerspec-
tives and Microware. San Jose
Convention Center, San Jose,
Calif. Contact: (303) 393-7449.

Sept. 26-28--Third Interna-
tional Interactive Television
Conference, sponsored by BIS
Strategic Decisions. The Forte
Crest Bloomsbury, London. Con-
tact: 44-158-240-5678.

Oct. 17—The Cable Online
Summit: Raising the Speed
Limit on the Information Super-
highway, sponsored by Kagan
Associates. Waldorf-Astoria
Hotel, New York. Contact: (408)
624-1536.

Oct. 23-24—Second annual
Strategic Multimedia Confer-
ence: Where Multimedia Is
Going in the 1990s, sponsored
by Frost & Sullivan. San Fran-
cisco Airport Marriott Hotel.
Contact: (800) 256-1076.
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4000 hours

of commercials.
It's either

your worst
nightmare or

our broadcast

video server.

4,000 hours of miniature mariners
navigating toilet bowls. Underwear
salesmen dressed like fruit. Wimpy
little pastry chefs made out of
dough. If you think watching it
sounds bad, imagine the rigors our
Broadcast Video Server has been
put through.

Bl
e
|
by g

CBS has been testing the HP
Broadcast Video Server by playing
commercials for more than six
straight months. In fact, they're
installing our BVS at their station,
KCBS in Los Angeles. Looks like
we passed the test.



Other stations are way beyond the
test phase. Like KOLD in Tucson,
where the HP BVS has been on

the air for almost a year. And it’s
about to hit the airwaves in Munich
and other major markets around
the world.

For a clearer picture, call us at
1-800-FOR-HPTYV, Ext. 9707. We'll
send you a brochure with every-
thing else you need to know about
the HP Broadcast Video Server.

We now return you to your
regularly scheduled publication.

There is a better way.

) Faciare
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© 1995 Hewlett-PackardCo. TMVIDBI4. I/BC
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Viacom launches

‘Star Trek’ CD-ROM

Simon & Schuster Interactive, a division of
Viacom, will ship 300,000 copies of "Star
Trek Omnipedia,” a CD-ROM reference
title targeted at the sci-fi enthusiast.
"Omnipedia” will feature facts, trivia and
history about Star Trek, including 6,000
indexed entries and 2,000 full-color photos
and illustrations. There also are more than
100 QuickTime movie and animation seg-
ments for the Windows- and Macintosh-
based CD-ROM expected to sell for $50-
$75. Much of the content comes from the
Paramount Television archive. The disc
also features voice-activation software that
allows the user to make voice commands
for access of data, art and video clips.

international Channel

gets Web site

The Intemational Channel has launched a
home page on the Intemet's World Wide
Web at hitp://www.I-channel.com. |-Chan-
nel provides cable programing in 22 differ-
ent Asian, European and Middie Eastern lan-
guages, and will offer information about the
cable channel and links to other related
sites.—MB

Jupiter
Comnrumications
presents

Ve lnterser

Music licensing gets

caught up in

- ASCAP and BMI developing agreements for Internet users

By Domns Petrogell

A

s upstart music services find their
niche on Intermet web sites, music

Last month, the American Society of

i Composers, Authors and Publishers issued
: its first performance license for computer
- transmission of music to Hajjar/Kaufman °
¢ Advertising of Marina del Rey, Calif,, !
: whose Radio HK audio-on-demand ser-
© vice allows Intemet users to select from a
. jukebox-type assortment of new music.

“In many ways the uses of the Internet

. and music over the Internet are new, and
¢ the venue is evolving,” says Randy
: Castleman, ASCAP’s director of new
 media and technology strategy. “We’re

ONLINE

FEATURED SPEA:

DEVELOPERSI ke

Blueprints for the Post-Web World
Sept. 19 - 2] m SAN FRANCISCO

Park Lane's Parc Fifty-Five Hotel

800-488-4345
For FREE BrocHURE

—PANELS INCLUDE-
M Jupiter Roundtable
B Marketing, Production, Traffic
B Web Sites as Services
W Online Deals & Options

E-MALL: jupiter @|up.co

I Tools for Multiple Platforms

B Human Factors & Online Design
M Souping-Up Your Service

W Evolution Towards Broadband

For a complete conference package contact Harry Larson. To exhibit
bl call David Schwartz. TeL: (212)780-6060 cr rax: (212)780-6075
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licensing giants ASCAP and BMI are
i drafting licensing agreements to protect !
- their playlists on the World Wide Web.

Web

P F TEE FOET STATEDN
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Radio HK offers anlime music.

. doing our best to recognize the multiplic-
i ity of uses for music over the Internet.”
Before gaining the ASCAP licensing
. agreement, Radio HK programed exclu-
¢ sively the music of unsigned and inde-
i pendent bands and had a limited reper-
: toire, says Norman Hajjar, HK president.
© With the ASCAP license providing
- Radio HK access to ASCAP’s 3 million
: compositions, Hajjar says Radio HK’s
! library took a major leap forward.
Months before forging the pact with
. Radio HK, ASCAP established a depart-
 ment of new media and technology strat-
. egy that was charged with drafting a
: license agreement applicable to online
: music services, says Bennett Lincoff, the
© society’s director of legal affairs.
i Lincoff says that ASCAP’s licenses
. for online operators differ from its tradi-
. tional arrangements because they offer a
. variety of rate schedules to fit the budget
needs of fledgling online services.
. Last week, Broadcast Music Inc.
‘ reached a licensing agreement with
MultiPreviews music service, giving
: MultiPreviews access to BMI’s reper-
- toire of 3 million compositions.
© Over its Web site, MultiPreviews
. allows users to listen to 30-second clips of
: up to five songs from various CDs of new
- artists licensed with BMI, including
¢ accompanying images of the CD cover
i and information about the artist.
i John Shaker, BMI senior vice president
. of licensing, says that BMI also is estab-
lishing licensing agreements to cover a
radio station’s broadcast of its music pro-
: graming over an Internet web site. M
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By Donna Petrozzello

ith the planned acquisition of
w CBS for $5.4 billion, Westing-

house Electric Corp. stands to
rule over the nation’s largest-billing ra-
dio group and merge several top-ranked,
all-news stations from coast to coast.

Combined, the two groups form a
39-station radio group with estimated
gross annual billings totaling $455 mil-
lion, based on 1994 station revenue
estimates in Duncan’s 1995 Radio
Market Guide. The new group will be
called Westinghouse/CBS, and the
radio group will broadcast to approxi-
mately 35% of the nation’s listeners.
Westinghouse now refers to its radio
properties as Group W Radio.

By comparison, Duncan’s estimates
that Infinity Broadcasting, the nation’s
largest radio-only ownership group, with
27 stations, billed $322 million in 1994.

The merger of Westinghouse/Group
W Radio stations and the CBS Radio
Division would marry all-news stations
in New York, Los Angeles, Chicago
and San Francisco. In most other major
markets, the Westinghouse stations are
a clean fit with the CBS properties,
except in Houston, where the merger
will give Westinghouse three FM sta-
tions, and in Chicago, where the group
would hold three AM stations.

At a press conference announcing
the alliance, Michael Jordan, chairman
and chief executive officer of Westing-
house Electric Corp., described the
combined radio properties as “the hid-
den jewel of this merger.”

“In radio, Westinghouse/CBS will
also have the biggest presence, reach-
ing almost 35% of U.S. households,”
Jordan said. “That means at least three
radio stations in eight of the top 10 mar-
kets—12 more stations than our nearest
competitor—and I believe that this
radio combination in fact will be the
hidden jewel of this merger. It is going
to provide tremendous marketing syn-
ergies with our TV station presence.”

In New York, the merger brings

together Westinghouse’s all-news
WINS(AM) and all-news wCBS(AM),
which combined billed $54.2 mil-
lion last year, according to Dun-
can's.

Scott Herman, vice president
and general manager of WINS, said
that even if the two stations were
combined under one owner, the
competition would continue. “I
don’t necessarily see the competi-
tion ending,” Herman said. “Most
companies with successful duop-
olies in broadcasting compete
with each other.”

In Los Angeles, the combina-
tion would merge CBS’s all-news
KNX{(aM) and Westinghouse’s all-

A powerhouse portfolio

WCBS-AM-FM New York
KNX(AM)-KCBS-FM Los Angeles
WBBM-AM-FM Chicago

WODS(FM) Boston
WCCO(AM)-WLTE(FM) Minneapolis
KTXQ(FM)/KRRW(FM) Dallas
WGMP(AM)-WOGL-FM Philadelphia
WARW(FM) Bethesda, Md. (Washington)
WWJI(AM)-WYST(FM) Detroit
KMOX(AM)-KLOU(FM) St. Louis
KCBS(AM)-KRQR(FM) San Francisco
KKRW(FM) Houston

WINS(AM)-WNEW(FM) New York
KFWB(AM)-KTWV(FM) Los Angeles
WMAQ(AM)/WSCR(AM)*-WXRT(FM) Chicago*
KYW(AM)-WMMR(FM) Philadelphia
KILT-AM-FM/KIKK-AM-FM Houston

WLLZ(FM) Detroit

WBZ(AM) Boston

KPIX-AM-FM San Francisco

KDKA(AM) Pittsburgh

‘purchase pending FCC approval

CBS's radio stations

Group W's radio stations

news KFWB (AM), two ratings leaders in
the market. Last year, KFwB billed
$24.9 million and kNx billed $22.4
million, according to the Duncan’s
guide.

A merger of the two stations could be
beneficial and lead to cross-promotional
opportunities, said KFWB Vice President/
General Manager Chris Claus.

In Chicago, the alliance would bring
Westinghouse’s news/sports wMAQ(AM)
and its recently acquired sports talk
wSCR(AM) and rock wXRT(FM) together
with CBS’s all-news wBBM(AM) and
contemporary hits WBBM-FM.

In Houston, the merger would com-
bine CBS’s oldies KKRw(FM) with
Westinghouse’s sports talk KILT(AM),
country KILT-FM, country KIKK(AM) and
country KIKK-FM.

In other markets, the two groups’
heldings complement each other well in
station formats, and the alliance would
give Westinghouse ownership of sta-
tions in Minneapolis, St. Louis, Dallas
and Washington for the first time.

During a press conference announc-
ing the deal, Jordan said: “The two radio
groups promise a substantial synergy
both on the revenue side and the cost
side, and we see these amounting to up
to $300 million a year.” Jordan also
noted that Westinghouse would take var-

ious measures to cut costs in a merged
Westinghouse/CBS group and did not
rule out the possibility of job cuts.

In a press statement, CBS Radio
Division President Nancy Widmann
said: “The combination will have a sig-
nificant impact on the future of the
radio industry. The CBS Radio Divi-
sion is made up of extraordinary pro-
fessionals with a long tradition of
excellence and success. Group W
Radio has been a formidable competi-
tor through the years and has its own
impressive track record.

“It is business as usual at CBS
Radio,” Widmann said. “My manage-
ment team and I will continue to oper-
ate CBS Radio until this acquisition
has been completed. At that time,
Westinghouse will determine the struc-
ture of the radio operation.”

Group W Radio President Dan
Mason said the merger “presents inter-
esting opportunities” and said the two
companies “do radio news better than
anyone else.”

“It is critical for a major market
radio group to have a solid foundation
in New York, Los Angeles and Chica-
go. With the tremendous news fran-
chises and the superior music stations,
the combined group will put both feet
forward.” ]

Westinghouse/CBS
to be radio giant

Merger will create 39-station group billing $455 million
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Changing

This week’s tabulation of station and system sales

KWQC-TV Davenport, lowa

Price: $55 million

Buyer: Young Broadcasting Inc., New
York (Vincent Young, chairman);
also owns wWkaN-Tv Nashville and
waTE-Tv Knoxville, Tenn.; WTEN-TV
Albany, N.Y.; wric-Tv Richmond,
Va.; weAy-Tv Green Bay and wkBT-Tv
La Crosse, Wis.; wrvo-Tv Rockford,
lll.; wiNs-Tv Lansing, Mich., and
KLFY-Tv Lafayette, La.

Seller: Broad Street Television LP,
New Haven, Conn. {Fred Walker,
president); no other broadcast inter-
ests

Facilities: ch. 6, 100 kw visual, 15.1
kw aural, ant. 940 ft.

Affiliation: NBC

WOGX(TV] Ocala, Fla. (Gainesville)
Price: $14.5 million

Buyer: Meredith Corp., Des Moines,
lowa (Jack D. Rehm, chairman/
CEQ); also owns KPHO-Tv Phoenix;
woFL(TV) Orlando, Fla.; WNEM-Tv
Saginaw/Flint, Mich.; kCTv{Tv) Kan-
sas City, Mo.; wsmv(Tv) Nashville,
and kvvu-Tv Henderson, Nev. (Las
Vegas)

Seller: Wabash Valley Broadcasting
Corp., indianapolis (John Newcomb,
executive VP); owns wrTx(Tv) Cape
Coral/Fort Myers, Fla., and WTHI-Tv-
AM-FM Terre Haute, Ind. Majority
stockholder Hulman & Co. also owns
WNDY(TV) Marion, Ind.

Facilities: ch. 51, 2,750 kw visual,
275 kw aural, ant. 918 fi.

Affiliation: Fox

KEBN(TV) Salem, Ore.

Price: $150,000

Buyer: Peregrine Communications
Ltd., Beaverton, Ore. (Ray Rose,
president); 33% owner, Ch. 32 Inc.;
upon transfer of control from Ives,
will own 66%

Seller: Victor Ives, Lake Oswego,
Ore. (33% owner, Ch. 32 Inc.)
Facilities: ch. 32, 3,577 kw visual,
358 kw aural, ant. 1,786 ft.
Affiliation: WB Network

COMEOS

HSVI-TV Billings, Mont., and KZMO-
AM-FM Greybull, Wyo.

Price: $7.35 million in management
buyout

Buyer: Thomas Hendrickson,
Gaithersburg, Md., and Ray Moser,
Billings (president and VP, Big Horn
Communications Inc.); no other

Proposed station trades

By dollar velume and number of sales
This week:

AMs 0 $4,744,810 0 24
FMs0$11,583,450 0 15
Combos 0 $17,369,600 0 9
TVso$69,650,000 - 3
Total 0 $103,347,860 - 51
So far in 1995:

AMs 0 $68,464,554 0 120
FMs 0 $407,795,063 1219
Combos o $1,201,402,850 - 130
TVs0$2,435,692,000 0 78

Total 0 $4,113,354,467 547

broadcast interests

Seller: Big Horn Communications Inc.,
Billings (Thomas Hendrickson, presi-
dent); owns kyus-Tv Miles City, Mont.
Facilities: TV: ch. 6, 100 kw visual, 10
kw aural, ant. 817 ft.; AM: 1,140 khz,
10 kw; FM: 100.3 mhz, 56 kw, ant.
2,443 ft.

Format: AM: adult contemporary; FM:
country

Affiliation: TV: ABC

Broker: Patrick Communications
Corp.

WRPC(FM) San German and
WPRA(AM) Mayaguez, P.R.

Price: $3.865 million

Buyer: Primedia Broadcast Group,
San Juan, P.R. (Rafael Oller, chair-
man); also owns WzNT(FM) and
WLDI(FM) San Juan, wovYE(FM)
Mayaguez and has option to pur-
chase woal(Fm) Ponce, all P.R.
Seller: American National Broadcast-
ing Co., Guaynabo, P.R. (Fernando
Vigil Jr., president); also owns
wBRQ(FM) San Juan

Facilities: FM: 95.1 mhz, 25,000 w,
ant. 1,970 ft.; AM: 990 khz, 1,000 w
Format: FM: beautiful music; AM: top
40, Spanish

Broker: Media Venture Partners,
Orlando, Fla.

WRRF(AM)-WDLX(FM) Washington,
N.C.

Price: $3.75 million

Buyer: Pinnacle Broadcasting Co.,
Grand Prairie, Tex. (Philip Marella,
chairman); also owns WFXC(FM)-WDUR
(am) Raleigh-Durham and wrNs-AM-
FM Greenville-New Bern, N.C.; wyng
(Fm) Evansville, Ind.; kLLL-AM-FMm Lub-
bock, Tex.; wyav(rm) Conway/Myrtle
Beach, S.C.; wsov-am-FM Decatur,
{ll.; and is buying kama(am) El Paso.

Seller: Tar Heel Broadcasting System
Inc., Washington, N.C. (Charles Z.
Potts, president); no other broadcast
interests

Facilities: AM: 930 khz, 5 kw day, 1
kw night; FM: 93.3 mhz, 10 kw, ant.
1,780 ft.

Format: AM: talk; FM: adult contem-
porary

Broker: Star Media Group Inc., Dallas

WRBT(FM)-WYER(AM) Mt. Carmel, llI.
Price: $575,000

Buyer: Old Northwest Broadcasting
Inc., Vincennes, Ind. (David L.
Crooks, president/25% owner); also
owns waov(aMm) Vincennes. Crooks
also is 25% owner of wAOV(AM)-wwBL
(FM) Washington, Ind.

Seller: River Valley Radio Inc., Indi-
anapolis

Facilities: AM: 1,360 khz, 500 w day,
20 w night; FM: 94.9 mhz, 50 kw,
ant. 425 ft.

Format: AM: country; FM: classic
rock

Broker: Bill Van Huss, Thoben Van
Huss, Indianapolis

KSYC(AM)-KYRE(FM) Yreka, Calif.
Price: $565,000

Buyer: Siskiyou Radio Partners Inc.,
Simi Valley, Calif. (Robert E. Darling,
president); no other broadcast inter-
ests

Seller: Dalmatian Enterprises Inc.,
Yreka (Gary Hawke, president); no
other broadcast interests

Facilities: AM: 1,490 khz, 1 kw; FM:
97.7 mhz, 1.4 kw, ant. 2,364 ft.
Format: AM: C&W; FM: adult contem-
porary

Broker: The Exline Co.

WRCC-AM-FM Warner Robins, Ga.
Price: $500,000

Buyer: Taylor Communications Corp.,
Tulsa, Okla. (Edward L. Taylor,
chairman/owner); also owns WTND
(Fm) Grifton, N.C.; wacT-aM-FM Tus-
caloosa, Ala., and wiBB-AM-FM
Macon/Fort Valley, Ga.

Seller: Televiewers Inc., Tallahassee,
Fla. (Bruce B. Timm, president)
Facilities: AM: 1,600 khz, 2.5 kw day,
500 w night; FM: 101.7 mhz, 2.5 kw,
ant. 350 ft.

Format: AM: country, religious; FM:
aduit contemporary

Broker: Media Services Group Inc.

KRLW-AM-FM Walnut Ridge, Arkc
Price: $314,600

Buyers: Don R. House and Dan, Ted
and David Coker, Wainut Ridge, Ark.
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(co-owners); no other broadcast
interests

Seller: Voiced Unlimited Inc., Little
Rock, Ark. (Lawrence Dale and
Patsy Lynelle Nicholson, husband
and wife, co-owners); no other
broadcast interests

Facilities: AM: 1,320 khz, 1 kw day;
FM: 106.3 mhz, 3 kw, ant. 328 ft.
Format: both country, news, talk

) Lisbon, N.D.
Price: $300,000
Buyer: Sheyenne Valley Broadcast-
ing Inc., Lisbon (Rita K. Loomis and
Terry K. Loomis, co-owners)
Seller: Robert Hein, Dickinson, N.D.
Facilities: AM: 8390 khz, 1 kw day;
FM: 106.1 mhz, 50 kw, ant. 249 ft.
Format: both C&W

25% of KGHS(AM)-KSDM(FM) interna-
tional Falls, Minn.

Price: $150,000

Buyer: LuVerne Walter, International
Falls (becomes 62.5% owner)

Seller: Craig Peacock, Eden Prairie,
Minn. (had been 25% owner)
Facilities: AM: 1,230 khz, 500 kw day;
250 w night; FM: 104.1 mhz, 8.5 kw,
ant. 200 ft.

Format: AM: classic rock; FM: country

'
FREDE N

KHOT-FM Los Altos, Calif.

Price: $8.25 million

Buyer: Susquehanna Radio Corp.,
York, Pa. (Louis J. Appel Jr., chair-
man); also owns WSBA(AM)-WARM{FM)
York, wARM{AM) Scranton and wMmGs
(Fm) Wilkes-Barre, all Pa.; wNNx{FM)
Atlanta; wgH-am-FM Newport News,
Va.; WRL(FM) and wrmMs(FM) Indi-
anapolis; kRBE-FM Houston, kKPLX{FM)
Fort Worth and kuiF(am) Dalilas, all
Tex.; wrRM(FM) Cincinnati, and kFoG
{Fm) and kNBR(AM) San Francisco
Seller: San Jose Broadcasting Corp.,
San Diego (Timothy R. Sullivan,
president)

Facilities: 97.7 mhz, 1.65 kw, ant.
433 ft.

Format: CHR

WIUKIFM) Mt. Pleasant, S.C.

Price: $900,000

Buyer: Point Communications inc.,
Mt. Pleasant (William G. Dudley I,
president/owner). Dudley also owns
WWW2Z-FM Summerville and WMGL-FM
Ravenel, S.C.

Seller: Lowcountry Media Inc., North
Charleston, S.C. (Charles A. Barton,
Ronald E. Hoover, co-owners); owns
waUB(FM)-waiz(AMm) St. George, S.C.
Facilities: 104.5 mhz, 28 kw, ant.
656 ft.

Format: country

KLXK(FM) Duluth, Minn.

Price: $700,000

Buyer: Brill Media Co. Inc., Evans-
ville, ind. (Alan R. Brill, president);
also owns KQFN(AM)-kaws(FM) Fargo,
N.D.-Moorhead, Minn., and wesc
(Am)-wavc(Fm) Duluth. Brill also owns
wiov(AM) Reading and wiov(Fm)
Ephrata, Pa.; KLIK(AM)-KTXY(FM) Jef-
ferson City and kaTi-Fm California, all
Mo.; kuap-Fm Windsor, Colo., and
womI(AM)-WBKR{FM) Owensboro, Ky.;
The Morning Sun newspaper in Mt.
Pleasant and Alma, Mich., and
wants to build FM at Evansville, Ind.
Seller: QB Broadcasting inc., Cloquet,
Minn. (Alan R. Quarnstrom, owner);
also owns wkLk-am-FM Cloquet.
Quarnstrom also owns WHSM-AM-FM
Hayward, Wis., and wMmFG-aM-FM Hib-
bing and kKyRs-Fm Atwater, Minn.
Facilities: 101.7 mhz, 1.5 kw, ant.
730 ft.

Format: oldies

WIKN(FM) Port Matilda, Pa.

Price: $475,000

Buyer: Tele-Media Broadcasting Co.
of Centre Region, Beliefonte, Pa.
{Robert E. Tudek and Everett |. Mun-
dy, co-owners); also owns WRSC(AM)
State College, wawk(Fm) University
Park, wrkz(FMm) Hershey, wakk{Fm)
Ebensburg, waLU(FMm) Johnstown,
and WEST(AM)-WLEV(FM) Easton, all
Pa.; WPRO-AM-FM and WLKW(AM)-WwLI
{Fm), all Providence, R.l., and wTAD
{Am)-wacy(FM)ywmos(Fm) Quincy, Ill.
Tele-Media also is buying wQxA-am-
FM York, Pa.

Seller: STS Broadcasting Inc., Port
Matilda, Pa. (Jeane V. Singer, presi-
dent); no other broadcast interests
Facilities: 107.9 mhz, 350 w, ant.
469 ft.

Format: dark

HTUF(FM) Kirksville, Mo.

Price: $400,000

Buyer: KIRX Inc., Appleton, Wis.
(David L. Nelson, president, and Alv-
ina M. Britz, co-owners). Nelson also
owns kKvox-AM-FM Moorehead, Minn.,
and is 76% owner of KFJB(AM)-KXIA
(FM) Marshalltown, lowa; 65% owner
of wayy(am) Chippewa Falls and
waxx(Fm) Eau Claire, Wis., and half-
owner of kKIRx-am-FM Kirksville, Mo.
Seller: Admiral Broadcasting Corp.,
St. Louis (Irwin Davis, president);
owns KRTx(FM) Galveston and is
building FM, Crystal Beach, both
Tex.

Facilities: 93.7 mhz, 50 kw, ant. 492 ft.
Format: hot adult contemporary
WYMY(FM) Bedford, Va.

Price: $300,000

Buyer: JLR Communications Inc.,
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Moneta, Va. (Diane M. Newman,
president/21% owner); also owns
WLQE(AM) Moneta

Seller: J.R. McClure, Greenville, S.C.;
also owns wram(am) Augusta, Ga.,
and kkkk(FM) Odessa, Tex.

Facilities: 106.9 mhz, 180 w,

ant. 1,276 ft.

Format: hot country

KDDQ{FM) Comanche, Okla.

Price: $185,000

Buyer: Comanche Radio LLC, Dallas
(Iris Cook, manager/90% owner); no
other broadcast interests

Seller: Harold E. Cochran, Kingston,
Okla.; owns kiTx{Fm) Hugo, Okia.
Facilities: 96.7 mhz, 3 kw, ant. 300 ft.
Format: country

WLPJ-FM New Port Richey, Fla.

Price: $100,000

Buyer: Radio Training Network Inc.,
Lakeland, Fla. (James L. Campbell,
president/1/7 owner); also owns wJis
{(rv) Bradenton, Fla.; wLFJ{Fm) Green-
ville and waFJ(Fm) Belvedere, both
S.C.; and is buying kwnD(FM) Spring-
field, Mo. Campbell is principal of
WFDR(FM)/WvFJ(FM) Manchester, Ga.
Seller: Showem Inc., East Brunswick,
N.J. (Andrew Stamat, president).
Stamat is building wrLJ-Fm Freehold
Township, N.J.

West Jewell

has acquired the assets of

Claude (Amarillo), Texas

Amarillo, Texas
from

Karx Broadcasting
Corporation of Texas

Bob Austin & Al Perry, Brokers

Management, Inc.

KARX-FM
KBUD-FM

Madia Brokers » Appraisers
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Facilities: 91.5 mhz, 2.7 kw, ant.

185 ft.

Format: Religion, talk, aduit contem-
porary

Broker: Gammon Media Brokers Inc.

KSUA[FM) College/Fairbanks, Alaska
Price: $77,200

Buyer: Borealis Broadcasting Inc.,
Fairbanks (Louis F. DelLong, presi-
dent/25% owner); also owns KFAR
(am)-KWLF(FMm) Fairbanks

Seller: University of Alaska—Fairbanks
(Jerome B. Komisar, president); also
OWNS KUAC-FM-Tv Fairbanks, KRUA(FM)
Anchorage and ksua{Fum) College;
and is buying kuwL(FM) Fairbanks
(see following item), all Alaska
Facilities: 103.9 mhz, 3 kw, ant.

120 ft.

Format: AOR, progressive

KUWL([FM) Fairbanks, Alaska

Price: $38,000

Buyer: University of Alaska—Fairbanks
(see KSUA[FM], above)

Seller: Fairbanks Educational Broad-

casting Foundation Inc.

Facilities: 91.5 mhz, 380 w, ant. 48 ft.
Format: dark

CP for KZXA(FM) Santa Fe, N.M.
Price: $96,250

Buyer: W. Russell Withers Jr., Mount
Vernon, lil.; also owns WoTv(Tv)
Weston, W. Va.; krex-Tv Grand
Junction, Colo.; KAvU-Tv and KNAL
(am) Victoria, Tex.; wMIX-AM-FM
Mount Vernon; KOkx-AM-FM Keokuk,
lowa, and KAPE(aAM)-KGMO(FM) Cape
Girardeau, Mo.; and is buying kvsF
(aMm) Santa Fe

Seller: John Strelitz, Norfolk, Va.; no
other broadcast interests

Facilities: 94.7 mhz, 35 kw, ant.
2,916 ft.

KWEO(FM) Garberville, Calif.

Price: $27,000

Buyer: Educational Media Founda-
tion, Sacramento, Calif. (Richard
Jenkins, president); also owns KEzF
(am) Tigard, Ore., and kLvc-FM Maga-
lia, kLvn(FM) Chowchilla, KLVR(FM)
Santa Rosa and kLvs(Fm) Kingsburg,
all Calif.; and wants to build noncom-
mercial FMs in Fountain Hills, Ariz.,
and Redding and Fairmead, Calif.
Seller: Brett E. Miller, Santa Ynez,
Calif.; owns 33.3% of kvyF(Fm) Wil-
son Creek, Wash.

Facilities: 103.7 mhz, 7.64 kw, ant.
2,647 ft.

Format: dark

CP for WVZD(FM) Dennysville, Me.
Price: $15,000

Buyer: Four Seasons Communica-
tions Inc./Quantum Investments Inc.,
Chagrin Falls, Ohio (Timothy D.

Martz, president). Martz also owns
WFNL(FM) Sturgeon Bay, Wis.; wyuL
(Fm) Chateaugay, N.Y.; WKNW(FM)
Canaan, Vt., and wepw(FM) Presque
Isle, Me.; and wuPa({Fm) Newberry,
wznL(FM) Norway, wenL(Fm) Glad-
stone, waLL(FM) Baraga and WKNw(FM)
and wyss(FMm) Sault Ste. Marie, all
Mich.

Seller: Brian E. Lamont, Mapleton,
Maine; no other broadcast interests
Faciiities: 102.9 mhz, 3 kw, ant. 328 ft.

KRBH(FM) Hondo, Tex.

Price: $10,000 for CP

Buyer: U.S. Ninety West Communica-
tions Inc., Rockwall, Tex. (Tim L.
Walker, president/33.3% owner);
also owns kcwm({AamM) Hondo and
wants CP for FM in Uvalde, Tex.
Seller: Five Points Broadcasting Inc.,
Rock Hill, Mo. (James G. Withers,
president). Withers also owns KEEP
(FM) Bandera, Tex.; 49% of KKNG(FM)
Laramie, Wyo., and is applying for
CP for new FM in Jefferson City, Mo.
Facilities: 98.5 mhz, 3 kw, ant. 272 ft.

KWLT(FM) North Crossett, Ark.

Price: $10,000 for CP

Buyer: Brian K. Medlin, Crossett,
Ark.; owns 49% of South Ark Broad-
casting Inc.

Seller: South Ark Broadcasting Inc.,
Cleveland, Miss. (Larry G. Fuss, 51%
owner). Fuss holds CP for kooz(Fm)
Great Falls, Mont., and is president
of Delta Radio Inc., which owns wkzs
(Am)-woTL(FM) Cleveland and woHT
(Fm) Drew, both Miss. Fuss also is
applicant for new FM in Greenville
and is 25% owner of applicant for
new FM in Tunica, both Miss.
Facilities: 102.7 mhz, 25 kw, ant.

328 ft.

KHNRI{AM) Honolulu

Price: $600,000

Buyer: DCP Broadcasting Corp., Min-
neapolis (Melvin E. Paradis, presi-
dent); also owns KKAA(AM)-KQAA(FM)
Aberdeen, S.D.; kizz-Fm Minot, N.D.;
kNUQ-FM Paauilo, Hawaii, and kscJ
(AM)-ksux-FM Sioux City, lowa; and
wants to build FM in Bismarck, N.D.
Paradis owns KXRa-AM-FM Alexandria
and ksJJ-FM Marshall, Minn.

Seller: Coral Communications Corp.,
Honolulu (Tom Gentry, president);
no other broadcast interests
Facilities: 650 khz, 10 kw

Format: news

KIEZ(AM) Carmel Valley, Calif.

Price: $375,000

Buyer: Cypress Communications inc.,
San Mateo, Calif. (Diane LaTour,
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president)

Seller: Central Coast Communica-
tions Inc., Chula Vista, Calif. (Jaime
Bonilla Valdez, president/owner);
owns KkLF(FM) Gonzales and KKLF-FM
Carmel Valley, Calif. Valdez also is
62% owner of KURS(AM) San Diego
and 90% owner of kJpJ(AM) San Luis
Obispo; krRak(FM) Lompoc; ksBa(Am)
Santa Maria, and kasc(Fm) Willows,
all Calif.

Facilities: 540 khz, 10 kw day, 500 w
night

Format: oldies, MOR

KRCV{AM) Reno

Price: $325,000

Buyer: Lotus Communications Corp.,
L.A. (Howard Kalmenson, president);
also owns KEkO(FM) Green Valley
and kTKT(aM)-KLPX(FM) Tucson, Ariz.;
KGST(AM) Fresno, kGsT(Fm) Auberry,
kwkw(AM) Los Angeles, kOxr(aM) Ox-
nard and kFsp-FM San Diego, all
Calif.; wraa(am) La Grange, IIl., and
KZEP(FM)-kZDC(AM) San Antonio; and
KENO(AM)-KOMP(FM) and KORK(AM)-
KxPT(FM) Las Vegas, KHIT-FM, kOZz-
AM-FM and kHIT-FM Reno, and KHIT
{AM) Sun Valley, all Nev.

Seller: Olympic Broadcasters Inc.,
Gold River, Calif. (Douglas Kahle,
president); owns kssJ(FM) Shingle
Springs—Sacramento and kaNC(FM)
Quincy, Calif. Its krRnv(FM) Reno is
being soid to Sierra Radio Co.
Facilities: 630 khz, 5 kw day, 1 kw
night

Format: religious

Broker: Sailors & Associates

WHKDA(AM) Nashville

Price: $325,000

Buyer: Bart-Evins Broadcasting LLC,
Nashville (Teddy Bart and Karen
Evins, co-owners); no other broad-
cast interests

Seller: Dick Broadcasting Co. Inc.,
Greensboro, N.C. (James Allen Dick
Jr., president); owns wkprF(FM) Nash-
ville and warx(Fm) Gallatin, Tenn.
Facilities: 1240 khz, 1 kw

Format: news

KLO(AM) Ogden, Utah

Price: $312,500

Buyer: First National Broadcasting
(Brent Larson, president); also owns
KSOS-AM-FM Ogden/Salt Lake City
Seller: KLO Broadcasting Co.; owns
kBzZN-FM Ogden—Salt Lake City
Facilities: 1,430 khz, 5 kw

Format: adult contemporary, MOR
Broker: Media Services Group Inc.

KBKS[AM) Boulder, Colo.

Price: $300,000

Buyer: Unicorn Productions LLC,
Boulder (Richard A, Blumenhein,
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owner/manager); no other broadcast
interests

Seller: Visual Radio Productions Inc.,
Boulder

Facilities: 1,490 khz, 1 kw

Format: free-form children’s

WARA-AM Attleboro, Me.

Price: $275,000

Buyer: Michele Merolla, Deer Haven,
Mass.; no other broadcast interests
Seller: Back Bay Broadcasters Inc.,
N. Attleboro (Peter Ottmar, CEO);
owns wwkx-FM Woonsocket and
wPNw-AM Providence, R.l., and
WBNW-AM Boston

Facilities: 1,320 khz, 5 kw

Format: news, talk

Broker: Media Services Group Inc.

WLOUIAM) Louisville, Ky.

Price: $265,000

Buyer: Mortenson Broadcasting Co.
Inc., Lexington, Ky. (Jack Morten-
son, president/owner); also owns
wGBR(AM) Baltimore; wecaw(am) Nich-
olasville and wumm-Fm Versalilles, Ky.;
WHLG(AM) Akron and wTorF-FM Can-
ton, Ohio, and wemMm(FM) Huntington,
W.va,

Seller: Johnson Communications
Inc., Chicago (June A. Rhinehart,
VP); no other broadcast interests
Facllities: 1,350 khz, 5 kw

Format: adult contemporary

Broker: Henson Media Inc.

WGFT(AM) Youngstown, Ohio

Price: $250,000

Buyer: Esq. Communications Inc.,
Columbus, Ohio (Percy Squire, pres-
ident/owner). Squire also is 33.3%
owner of wrepP(FM) Hubbard, Ohio
Seller: WGFT Inc., Youngstown (Tim-
othy and Kathleen DeCapua, half-
owners). DeCapuas own wLkk(Am)
Erie, Pa., and want to build FM at
93.9 mhz, Fairview, Pa.

Facilities: 1,500 khz, 500 w day
Format: religious

WXWY(AM) Robertsdale, Ala.

Price: $250,000

Buyer: JTL Broadcasting, Fairhope,
Ala. (James T. Lee, president); no
other broadcast interests

Seller: Opal Carrol Coley, Roberts-
dale; no other broadcast interests
Facilities: 1,000 khz, 1 kw day
Format: Christian, gospel

KHCGSIAM) Marshall, Ark.

Price: $225,000

Buyer: Ragland Broadcasting Corp.,
Marshall (Roy C. Ragland, president,
and Gayla Ragland, secretary, co-
owners); no other broadcast interests
Seller: Marshall Broadcasting Co.,
Marshall (Rex Elliott, president); no
other broadcast interests

Facifities: 960 khz, 5 kw
Format: religious, gospel

CP for WIXLIAM) Jacksonville, Ala.
Price: $205,300

Buyer: Peoples Network inc., White
Springs, Fla. (Charles E. Harder,
president; Dianne M. Harder, secre-
tary; Lawrence A. Lempert, trustee;
co-owners); no other broadcast inter-
ests

Seller: Bussey-Hayes Communica-
tions Inc., Jacksonville; no other
broadcast interests

WDXN(AM;) Clarksville, Tenn.

Price: $160,000

Buyer: Southern Broadcasting Corp.,
Clarksville (Thomas T. Cassetty,
president); owns WABD(AM)-WCVQ(FM)
Fort Campbell, Ky.

Seller: TennAire Communications
Inc., Russellville, Ky. (Fred G.
Greene, president); no other broad-
cast interests

Facilities: 540 khz, 1 kw day, 54.5 kw
night

Format: contemporary country

WFAV(AM) Fort Walton Beach, Fla.
Price: $142,500

Buyer: Liberty Broadcasting LC, Fort
Waliton Beach (Daniel A. Matuska,
29% owner; Gloria Hayes, 27% own-
er; Dean A. Crumley, president); no
other broadcast interests

Seller: Multi-Service Corp., Hawkins-
ville, Ga. (James Popwell Sr., presi-
dent). Popwell owns WCEH(AM)-wasy
(Fm) Hawkinsville

Facilities: 1,400 khz, 1 kw

Format: easy listening

WARE(AM) Ware, Mass.

Price: $125,000

Buyer: Eastern Media Inc., South-
bridge, Mass. (John Neuhoff Sr.,
president/49% owner; John Neuhoff
Jr., VP/51% owner); also owns wavRr
(FM)-weso(am) Southbridge. Neuhoff
Jr. also is permittee of 107.7 mhz
Merced, Calif., and 80% owner of
102.5 mhz Davenport, Wash.

Seller: Quadra Communications,
Ware (Wayne R. Higney, president);
no other broadcast interests
Facilities: 1,250 khz, 5 kw day, 2.5 kw
night

Format: real country

Broker: Robert C. Costello

Amplification

The format of waGgRr(Fm) 106.1
mhz Greenwood, Ind., is oldies
(“Changing Hands,” July 31). Bro-
ker of the sale was Broadcast Ser-

vices Ltd., indianapolis.
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KMET(AM) Banning, Calif.

Price: $103,000

Buyer: Robeson/Suttles Broadcasting
Inc., Banning, Calif. (James W. and
Darlene L. Robeson and Ray C. and
Elfrida J. Suttles, co-owners); no
other broadcast interests

Seller: Ray M. Stanfield, Van Nuys,
Calif. (receiver)

Facilities: 1,490 khz, 1 kw

Format: adult contemporary, news,
talk

KLBO(AM) Monahans, Tex.

Price: $100,000

Buyer: Harold and Patricia Ann Call-
away, Monahans; no other broad-
cast interests

Seller: M.R. Batterton, Monahans; no
other broadcast interests

Facilities: 1,330 khz, 5 kw day, 1 kw
night

Format: adult contemporary, country,
Spanish

KOLE(AM) Port Arthur, Tex.

Price: $80,000 and assignment of
kkmy-FM Orange, Tex., to GulfStar
Communications Port Arthur Inc.
Buyer: CityGate Media Inc., Orange,
Tex. (Ralph McBride, president/
owner); also owns KTFA-FM Groves,
Tex.

Seller: Stanley D. Freidman, Phoenix
{trustee for Uno Broadcasting Corp.);
also selling kBLU(AM)-KTTI(FM) Yuma,
Ariz., to Commonwealth Broadcast-
ing of Northern California

Facilities: 1340 khz, 1 kw

Format: oldies, big band, classic rock

WPTBIAM) Statesboro, Ga.

Price: $80,000

Buyer: Statesboro Media Inc., Seattle
{John S. Whetzell, president); also
has an interest in KAND(aM) Corsi-
cana, Tex.

Seller: T.C. Communications Inc.,
Statesboro, Ga. (Thomas Cowan,
president); no other broadcast inter-
ests

Facilities: 850 khz, 1 kw

Format: Southern gospel

WEIV(AM) Natick, Mass.

Price: $71,000

Buyer: Langer Broadcasting Corp.,
Cudjoe Key, Fla. (Alexander G.
Langer, president/owner).

Seller: Family Stations Inc., Sacra-
mento, Calif. (Scott L. Smith, vice
president); also owns KFTL(TV) Stock-
ton, Calif., 32 FMs and seven AMs in
20 states. Smith also is half-owner of
KKxx(am) Paradise and KYIX(Fm)
South Orovilie, Calif.; wcHP(am)
Champlain, N.Y., and wwiv(am) Royal

Continues on page 60
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At left, Capcities/ABC CEO Thomas Murphy (i) and Disney CEO Michael Eisner (r) visit FCC Commissioner James Quello a day
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after announcing their merger. The next day, Queilo met with CBS CEQ Laurence Tisch (I) and Westinghouse CEQ Michael Jordan.

FCC smiles on Disney, Westinghouse

Commuissioners offer no promises on ownership waivers for the two mega-mergers

By Chris McConnell

ultiple ownership waivers. Dis-
M ney and Westinghouse will
need a stack of them to con-
summate their purchases of Capci-
ties/ABC and CBS, respectively. But
with Congress preparing to ax owner-
ship rules and the FCC conducting its
own deregulatory campaign, none of
the regulatory hurdles seem likely to
block either deal.
In fact, FCC commissioners greeted

word of last week’s mergers with
enthusiastic reviews, although they
insisted that they are keeping an open
mind on specific waiver requests until
they review the applications.

“It’s getting to be a big-man’s game,”
said Commissioner James Quello. He
said the size of the media giants should
not threaten the public interest so iong
as there are enough of them to compete.

Quello and others pointed to Dis-
ney’s potential ownership of two VHF

The other Group W/CBS deal

CBS is not putting all its eggs in the Westinghouse basket.

Despite its plans to merge with Westinghouse, the network and Group
W still are pushing for FCC approval of an earlier application by the two
companies to jointly own TV stations in Philadeiphia, Miami, Denver and
Salt Lake City.

The Group W/CBS deal gives Group W a majority interest in the sta-
tions, but also gives CBS the option to install new management in them if
the affiliation agreements between CBS and Group W are breached.

Although Westinghouse's purchase of CBS would appear to render the
previous deal a moot paint, those following it say not so. “Westinghouse
has not been consummated,” says one source. CBS will be less attractive
to any competing bidders if the FCC does not approve the ownership
arrangement.and secure the jointly owned stations as long-term CBS affil-
iates, he says.

FCC officials have questioned whether the deal allows CBS to control
the stations without having them count as owned stations under commis-
sion ownership limits.

Last week the commissioners appeared to favor approving the deal, but
differed on what terms an approval should carry. Sources say some com-
missioners want simply to grant the application, while others prefer to condi-
tion an approval on the outcome of FCC proceedings to review the owner-
ship rules.

5
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stations in Los Angeles—KaBC-Tv and
Disney’s KcaL—as that deal’s greatest
regulatory obstacle, Commissioner
Rachelle Chong, citing KCAL’s local
news programing, said she suggested
to the company chiefs that they consid-
er requesting a waiver to keep both sta-
tions. Chong added that she has not
decided whether such a waiver should
be granted, but said the large Los
Angeles market would be the best in
which to try it

Both Disney and Westinghouse/
CBS will need at least temporary rule
waivers to give them time etther to
comply with existing ownership rules
or to wail for new rules from Congress.
Pending legislation would raise the
national cap to allow a company to
reach at least 35% of the national audi-
ence and give the FCC permission to
approve ownership of two VHF sta-
tions in a single market. It also would
relax most cross-media ownership
restrictions.

In several locations Disney and
Westinghouse/CBS will exceed current
limits on the number of media outlets a
firm can own in one market. To prepare
the way for formal waiver requests,
executives from all four parties—Dis-
ney Chairman/CEQ Michael Eisner,
Capcities/ABC  Chairman/CEQ
Thomas Murphy, Westinghouse Chair-
man/CEQ Michael Jordan and CBS
Chairman/CEQ Larry Tisch—Ilast
week visited FCC commissioners.

Westinghouse and CBS executives
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presented the commissioners with a
wish list:

& Permanent rule waivers to accom-
modate radio/TV combinations in
Boston and Baltimore.

® A permanent waiver of duopoly
rules to allow ownership of TV stations
in New York and Philadelphia.

® A temporary waiver of the nation-
al TV ownership rules, which limit a
company’s reach to 12 owned stations
or 25% of the national market. West-
inghouse/CBS would comprise 15 sta-
tions covering 33%.

w Temporary waivers of radio owner-
ship caps to allow Westinghouse to own
five stations in Chicago and Houston.

® A temporary waiver of duopoly
rules to permit ownership of TV sta-
tions in Boston and Providence, R.1.

® Temporary waivers to accommo-
date radio/TV combinations in New
York, Los Angeles, Chicago, Philadel-
phia, San Francisco and Detroit.

Westinghouse requested the perma-
nent waivers in markets where it wants
to keep all the stations, and temporary
waivers in markets where it will sell
stations to comply with existing rules,
The company said it will reconsider
spinning off stations if the ownership
rules change, but maintained that it is
not assuming they will.

Disney lawyers and executives were
less certain what they will be asking for
at the FCC. The greatest potential bar-
rier to the Disney purchase—the finan-
cial interest and syndication rule—is
scheduled to expire Nov. 10, unless the
FCC acts even sooner to repeal it. That
leaves the company’s ownership of

KABC-TvV and KCAL in Los Angeles as
the merger’s most significant regulato-
ry issue.

As the new owner of ABC broadcast
licenses, Disney also will have to re-
justify past waivers granted to Capci-
ties/ABC. These include:

@ Crossownership waivers in Detroit
and Fort Worth, where ABC owns
newspapers and radio stations.

® A duopoly waiver allowing ABC
to own stations in New York and
Philadelphia.

® Multiple ownership waivers for
ABC radio/TV combinations in Los
Angeles, New York, Chicago, Detroit
and San Francisco.

Disney might have required more
multiple ownership waivers if two of
its board members had remained on the
board of Shamrock Broadcasting. The
FCC counts individuals as a station
owner if they are an officer or director
of the broadcast licenseholder or hold
stock in the broadcaster.

Because until last week Disney
board members Roy Disney and Stan-
ley Gold were Shamrock officers and
directors, the commission would have
treated Disney as the owner of Sham-
rock’s radio holdings, which include
stations in Los Angeles, San Francisco,
Minneapolis and Detroit.

But Disney and Gold left the board
after Chancellor Broadcasting bought
Shamrock for $395 million. A Sham-
rock executive conceeded that the
potential FCC ownership issues were a
factor in the transaction, but attributed
the deal primarily to the sale price.

Disney and ABC last week were still

syndicated programing.”

The Los Angeles question

Disney's ownership of kcaL(Tv) and ABC's kaec-Tv Los Angeles appears
to be the lone overiap in what is being called the perfect deal. Although
some observers suggest that the FCC may relax duopoly rules to allow
ownership of two stations in a market, it is considered unlikely that one
company will be able to retain an ownership stake in two VHF stations.

Allowing Disney to own two VHF stations in Los Angeles would be
- unfair, competitors say. Although Disney's kcaL ranks last in the seven-
station market, general managers at other stations point to its leading
news operation in the market (it programs five hours Monday-Friday and
an hour on Saturday and Sunday nights). Under the same ownership,
p. kcaL and ABC’s kasc-Tv might pool their news resources, the GMs say.

“On some stories only one crew might be needed to cover a story,
which would be fed to both stations,” says one Los Angeles general man-
ager. “Also you could cross-promote the news on both stations.”

“In this case, one plus one would equal more than two,” says another
GM. “In many areas, the costs would be divided, not plussed.”

Most sources say the two stations probably would not benefit in acquir-
ing programing. “As an affiliate, kasc doesn't have a big need for much

—SC
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deciding how they will resolve the dual
VHF ownership issue. John Beisner of
O’Melveny & Myers predicted that a
likely strategy will be to ask for a tem-
porary waiver.

Commissioners last week would not
say whether they will grant it or any
other waiver sought by Disney or
Westinghouse. But they did greet word
of the mergers warmly. “Two effi-
cient, exceptionally well managed and
public service—oriented communica-
tions giants are joining forces with
Disney acquiring ABC,” said Quello.
“As long as there is robust market-
place competition, the public should
be well served.”

Commissioners Chong and Susan
Ness cited Disney’s potential in the
family programing department. “I
wouldn’t be surprised if their merger
produces a market response to the pub-
lic outcry for family-friendly fare,”
said Ness.

Reactions were also positive to the
Westinghouse announcement. Quello
cited Westinghouse’s past public inter-
est performance as a broadcaster, while
Chong pointed to similar interests and
management styles between the com-
panies: “I think the players are sensing
an easing of the regulatory regime. 1
think it’s smart.”

That’s just what worried Washing-
ton media watchdogs. “The activity
reflects what I fear is an accurate read-
ing of the political and regulatory cli-
mate,” said Andrew Schwartzman of
the Media Access Project,

Center for Media Education Execu-
tive Director Jeffrey Chester cited
“serious antitrust and monopoly is-
sues” with the mergers, which also will
need approval by the Securities and
Exchange Commission and either the
Justice Department’s antitrust division
or the Federal Trade Commission.

But neither Chester nor Schwartz-
man was planning to take his concerns
to the FCC. Chester voiced more inter-
est in focusing attention on Congress,
while Schwartzman maintained that
battling temporary FCC waivers on the
eve of new ownership laws would not
be time well spent.

Communications lawyer David
Honig, who frequently represents civil
rights groups, said he does not yet
know if either merger will present a
problem, but stressed that they deserve
close scrutiny. “There’s no better time
for the public to become involved in
reviewing license stewardship than
this,” Honig said. ]
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See last page of classifieds for rates and other information

RADIO

HELP WANTED MANAGEMENT

CHIEF FINANCIAL OFFICER
RADIO NETWORK/

PROGRAMMING COMPANY

Rising star needed for fast growth, success-
ful business specializing in syndicated pro-
gramming and information services for
radio. Manage all financial and admin func-
tions for 15 year old company with staff of
55. Seek controllership experience, leader-
ship ability, outstanding track record in
small/medium business. MBA a plus.

fox resume and salary history to

BB: 212-586-1024.

Managing Director, ABC Radio International.
Responsible for management of international
sales and business development for ABC Radio
Networks and CC/ABC radio station products, in-
cluding investments in overseas operating com-
panies and joint ventures. This position will be
directly responsible for developing all sales and
marketing plans as well as the annual operating
and capital budgets. Responsibilities will also in-
clude management of 3 people; 2 sales psople
and 1 programming person. The position requires
a strong background in sales and management
and excellent communications skills. International
entertainment industry experience, foreign lan-
guage skills and some operating experience in
radio are also desirable. Candidates must have a
minimum of 7-10 years of sales and manage-
ment experience and a degree in business ad-
ministration. Send resume and cover letter to:
ABC Radio International, 13725 Montfort Drive,
Dallas, TX 75240.

Station Manager qualified to be sales manager
or straight sales manager. Strong background in
sales, sales training and promotions. Minimum
five years management experience or successful
track record in sales and sales management.
Position requires carrying an account list, re-
presenting the owners in the community and a
contract. Starting compensation $6C,000 to
$70,000 including base and productivity incentives
plus medical. All replies confidential. Interviews
last week of August. Send resume, work history
and references to: Jim Wallace, Jr. - Prasident,
KPQ Radio, P.O. Box 159, Wenatchee, WA
98807. KPQ is an Equal Opportunity Employer.

Locail Sales Manager Major market FM seeking
creative, experienced Sales Manager to take
high performance sales staff to next level. Mini-
mum 3 years managerial experience required. Re-
sponsible for training, daily sales supervision,
new business development, reaching budget
goals. People and computer skills essential, plus
strong oral and written presentation skills re-
quired. Send resume to F. Epstein, GSM/KLDE/
5353 W. Alabama/Suite 410/Houston, TX
777056.EQE.

Fast growing N.E. Group, focusing on small
markets, looking for medium and large market
GM's/GSM's, interested in making move into
ownership. Sales expertise, a proven record, a
desire to win, and an understanding that people
are the asset are essential. Send all particulars to
Box 00506 EOE.

General Manager for Small Market FM - Pacific
Northwest, Reply to Box 00507 EQE.

HELP WANTED SALES

Account Executive. Need an experienced Ac-
count Executive who knows how to sell, not
afraid to make cold calls, have the ability to be-
come a top biller, and have the savvy to work
with clients to develop promotional and marketing
plans, proposals and be knowledgeable in
market and industry research. If you have the abil-
ity to become a leader we need you. We are a
strong urban radio station in the Chio market. Re-
quirements: B.A. degree in communications,
marketing or related field. Previous media sales
experience, good oral and written communication
skifls, and strong leadership abilities a must. Sub-
mit resume to: WROU, Local Sales Manager, 211
South Main Street, Suite 400, Dayton, OH 45402.

Sales Opportunity Awaits! Advertising Sales
position for Shamrock Communications duopoly
in Scranton/Wilkes-Barre, Rock 107, Z-Rock
892.1, WEJL/WBAX. New and experienced
salespeople needed. Good account lists avail-
able for right individuals. Outside sales and col-
lege degree helpful. Must be driven to succeed,
smpathetic, and resourceful. Salary, commission,
bonuses and benefits available. Send resume
and cover letter now! Shane Reeve, GSM, 149
Penn Avenue, Scranton, PA 18503. EOE.

Montgomery Alabama’s two hottest radio sta-
tions are in need of experienced Sales Represen-
tatives to handle established accounts and de-
velop new business. Send resumes in fotal con-
fidence to Human Resource Manager, WHHY/
WXFX, P.O. Box 250210, Montgomery, AL
36125-0210. EOE. M/F. No phone calls please.

HELP WANTED ANNOUNCERS

Afternoon D.J. for personality all request country
show. One to three years on air experience pre-
ferred. T & R to Dick Hoff. KMRE, Box 555,
Dumas, Texas 79029. Call 1-806-935-4141.
EOE.

HELP WANTED TECHNICAL

Washington, D.C. consulting engineering firm
seeks experienced engineer to work primarily in
AM, FM and TV broadcasting matters, with some
involvement in other areas of communications
engineering {PCS, land mobile, new communica-
tions technologies). Applicants should have FCC
consulting experience. BSEE or equivalent re-
quired. Submit resume to: Rubin, Bednarek and
Associates, Inc., 1350 Connecticut Avenue,
N.W., Suite 610, Washington, DC 20036.
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Operation & Maintenance Engineer:
SW Networks, a national radio pro-
gramming network, has openings for
production, operation and maintenance
engineers in New York. Candidates
should have three (3) - five (g) or more
years experience in network or major
market studio operations including on-
air production and maintenance. A
dynamic, enthusiastic personality
combined with a solid technical back-
ground in high end digital recording
and transmission systems is required.
Significant experience with ISDN/SW56
equipment, digital storage and wave
form editors, and automation control
software is desirable. An FCC Generai
Class License or SBE certification is
required.  Send resume and salary
history to: Ron Schiller VP, Engineering
& Operations, SW Networks, 1370 Ave
of the Americas New York, New York
10019. SW Networks is an equal
opportunity employer.

HELP WANTED NEWS

Announcer/News Director: Long hours, low
pay, but what a place to livel Michigan's U.P.
Low cost of living! Great hunting, fishing, skiing. If
you're looking for a long term relationship with
growing corporation, send tape, resume and
salary requirements to: Jackie Dobbins, WUPY,
610 Greenland Road, Ontonagon, M| 49953.
EOE. Minorities encouraged to apply.

HELP WANTED PRODUCTION

Production Director: Minimum of 3 years com-
mercial writing and production experience, on-air
experience a plus. Mail tape and resume to
WCKT/FM, 4048 Evans Avenue, #308, Ft.
Myers, FL 33901. ECE.

SITUATIONS WANTED MANAGEMENT

Group Radio Researcher availabie. 12 years
exp. Audio tests, Music Callout, Perceptuals,
Telemarketing, DBase Mangmt, Diary Reviews,
Sales Research/Projects, Sales Support w/
Scarborough/Media Audit. Save $$-better quality.
Take your research in-house. Will work on Pro-
ject Basis. Does TV, too. Quality reputation. 210-
493-9899.
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Sales Manager/General Manager with heavy

creative marketing and adverising background,
seeks to get back into radio after an 8-year de-
pariure to start two successful businesses. Look-
ing for a 40-50 mile radius of the Phila. Area. Con-
tact Lanny Finfer at (215) 322-9724.

Successful GM seeks medium-small market
position, possible buy-in/buy-out. 23 years expe-
rience, major and small markets. My group being
sold. | can raise cash for the right deal, but will
consider work-outs, with great terms. Reply to Box
00493

SITUATIONS WANTED ANNOUNCERS

Experienced Program Director, Morning An-
nouncer looking for a new challenge. Prefer II-
linois, lowa or Indiana but will go anywhere. Call
Kevin at 540-863-3098.

Conservatlive Ph.D. w/on-air-experience seeks
full-time talk show format. Successful teaching
and business backgrounds combined with uni-
versity honed and validated research aptitude
augment communication skills. All markets con-
sidered. Reply to Box 00482.

SITUATIONS WANTED TALENT

Astrologer seeks radio, cable, media show. |
am also available for guest appearances via
phone at nite. Mark 718-258-5240 7-11 pm EDT
or write: Box 257, Brooklyn, New York 11234.

PROGRAMMING SERVICES

The Catholic Church in Florida, with a popula-
tion of 1,892,500, is conducting a study to seek in-
terest from potential affiliates in Florida that will
downlink all, or portions of daily 24 hour broad-
cast originating from WBVM 80.5 FM, Tampa. In-
quiries requested prior to 8/31/95. Thomas W. De-
rzypolski, Vice President and General Manager,
WBVM-FM, P.O. Box 18081, Tampa, FL 33679.
Fax (813) 282-3580.

HELP WANTED MISCELLANEOUS

New Station. New Opportunities! KVRQ-FM,
Atwater-Merced, CA. We are signing on this fall
and are looking for talent in all areas: Morning
Drive AT/PD, other air shifts (FT and PT), AM-
Drive news, Sales Manager and Account Execu-
tives. Only those who can hit the ground running
and intend to win the race need apply. Send re-
sumes and tapes with salary history to: GM, KVR-
Q-FM, 342 South Washington Street, Sonora, CA
86370. EOE.

New FM Staticn in rated, small midwest market
seeks Program Director, Air Personalities, News
Director and Account Executives. Adult format.
Excellent growth potential. Challenging and
rewarding work. Resume and tape to Box 00508
EOE.

TELEVISION

HELP WANTED MANAGEMENT

GENERAL MANAGER

FOX-affiliated station in California
seeks General Manager. Must have
demonstrated success in all facets of
management, and verifiable history
of outperforming competitors. Ability
to train, motivate and lead in sales
and news highly desirable. Send
salary requirements and resume in
confidence to Box 00512 EOE.

Assistant Director/Chief Operating Officer,
Louisiana Public Broadcasting, Baton Rouge, LA.
Louisiana Public Broadcasting (LPB), a statewide
educational television network licensed to the
Louisiana Educational Television Authority
(LETA) and located in Baton Rouge, LA, seeks a
highly motivated professional to serve as Assis-
tant Director/Chief Operating Officer. The AD/
COO reports directly to the President/CEQO of
LPB and is responsible for overseeing daily op-
erations, providing management direction to de-
partment heads, and developing and implement-
ing strategies to meet station needs. The AD/
COO is responsible for organizational and opera-
tional management of LPB's statewide television
network, with stations in Baton Rouge, Lafayette,
Lake Charles, Menroe, Alexandria, Shreveport,
and an affiliated station in New Orleans; and ex-
tensive satellite Distance Learning Program that
distributes formal educational programs na-
tionwide; a staff of ninety-plus and an annual
budget of over $10 million. The AD/COO must
provide regular reports to LETA and serve as a
liaison to the non-profit organizations that support
LPB. Successful applicants must have a mini-
mum of a Bachelor's degree in Communications
or a related discipline and a minimum of ten
years full-time experience in broadcasting or pub-
lic telecommunications, five of which must have
been at a senior management level. Requires
strong leadership, financial and personnel man-
agement skills; knowledge of current technical
developments in television and multi-media, and
demonstrated skills in marketing, promotion and
production technigues. Salary is competitive, com-
mensurate with experience and qualifications. Let-
ters of qualifications, including current resume,
salary history and references, should be sent to
Search Committee, LPB, 7860 Anselmo Lane,
Baton Rouge, LA 70810. Deadline for applica-
tions is August 21. LPB is an Equal Opportunity
Employer.

WPTY-TV (currently FOX...ABC Dec '35) in
Memphis has an immediate opening for an expe-
rienced Local Sales Manager. Candidates will be
assessed in these areas: Development of New
Business, Inventory Control, Training, Sports,
Scarborough / TV SCAN and leadership! Re-
spond today to: Chuck Spohn / GSM, WPTY-TV
24, 2225 Union Avenue, Memphis, TN 38104.
(901)278-2424 (ph) (901)272-8744 (fx). A Clear
Channel Television Station. EOE.

{ ~ Toplace an ad In the Broadcasting & Cable Classified pages, contact Antoinette Fasulo |
. TEL: 212.357.7073 - FAX: 212.206.8327 - INTERNET:AFASULO@BC.CAHNERS.COM |

CLASSIFIEDS e ey e e

General Sales Manager, FOX 23 KBSI, Cape
Girardeau, Missouri. Must be self starter, in-
novator, high achiever with strong new business
background. Should have 3-5 years local and na-
tional sales management experience. Re-
sponsibilities will include hiring and training local
sales people, rate and inventory management,
supervision of national sales manager and Colum-
bine Traffic System. Must have good people
skills and high standards. Send resume, salary
history and references to GSM, KBSI-TV, 806 En-
terprise Street, Cape Girardeau, MO 63703.
Equal Opportunity Employer.

General Sales Manager. Sinclair Broadcast
Group, cne of America’s fastest growing broad-
cast companies, is offering an outstanding op-
portunity for & proven, aggressive, hard driving,
dedicated sales leader. The winning candidate
will manage both WTTO (FOX) and WABM
(UPN} sales team in a progressive and growing
Southern market. NSM or rep background with
knowledge of TV Scan and Scarborough a plus.
This is the position for a people oriented sales
professional with a vision for the future. Send re-
sume and references to Stephen Mann, Director
of Sales, WTTO/WABM TV, P.O. Box 832100,
Birmingham, AL 35283. EOE. M/F.

Local Sales Manager: WKJG-TV, an NBC af-
filiate in Ft. Wayne has an immediate opening for
a Local Sales Manager. Applicants should have a
minimum of five years experience in TV sales.
Market research and computer skills are essen-
tial. Knowledge of rating service methodology
and data a must. College education preferred,
but not required. Must have leadership and man-
agement ability to direct motivated, professional
sales group. Send resumes to Marv Gottlieb,
GSM, WKJG-TV, 2633 West State, Ft. Wayne,
Indiana 46808. No phone calls please. EOE.

Local Sales Manager. KARD/FOX 14 in West
Monroe, LA seeks a creative, experienced, re-
venue-driven sales leader. Strong new business
development skills and a history of seling special
projects that attract incremental dollars a major
asset. Candidates should possess exceptional
leadership, organizational and “people” skills with
the ability to create a positive environment that
generates self-motivation of a local stafi. Send re-
sume and salary history to: FOX 14 KARD, 102
Thomas Road, Suite 400, West Monrose, LA
71291, Attn: Meg Keene. EQE.

National/Regional Sales Manager: CBS affiliate
in Duluth, MN seeks energetic individual with ex-
perience in dealing with advertising agencies and
rep firms. Computer literate, creative skills in total
station marketing, and minimum of two years ex-
perience is required. Demanding job/excellent
benefits/great opportunities with growing 9 sta-
tion group. Send resume and brief letter on sales
philosophy to Sandra Christian, Human Re-
sources Manager, KDLH-TV, 425 West Superior
Street, Duluth, MN 55802. EOQE. Minorities en-
couraged to apply.

Local Sales Manager We're one of ABC-TV's
top small-market affiliates, but the opportunity
here is major league. if you are a successful,
well-organized local rep with great people skills,
this could be your opportunity to lead seven
talented salespeople in your own department.
Fax resume to EEQ Officer, KQTV, St. Joseph,
Missouri, 816-364-3787.
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Post Production Facilities Manager. Hollywood
based television preduction and distribution com-
pany seeks experienced manager for busy three
shift post production facility. Must have television
or news production experience, exemplary edit-
ing skilis, and be capable of supervising on-line
editing sessions, and training editors. Manage
and supervise staff of 6-10 people. Fax resume
to: Mr. Harvey at (213) 469-9729,

Promotion/Creative Services Director: KDLH-
TV in Duluth, MN is looking for someone who
wants to move up! Job requires news promotion
experience and hands-on attitude. Five person
staff with new Avid equipment. Ability to contrib-
ute to total station direction a must. Send resume
with tape and letter to Terry Hurley, General
Manager, KDLH-TV, 425 West Superior Street,
Duluth, MN 558G2. EOE. Women and minorities
encouraged to apply.

Office Manager/Public Affairs: WNUV-TV, Bal-
timore, M.D. is looking for an individual with a
command of the English language, types 60 wpm,
extremely personable, ability to work well with
others, self-motivated, well organized, will be re-
sponsible for maintaining the public files, basic
knowtedge of FCC rules and regulations helpful,
production writing skills desired but not a must.
EOE. Send resume to: WNUV-TV, Attention:
Eddie Edwards, 3001 Druid Park Drive, Balti-
more, M.D. 21215. Absolutely no phone calls.

HELP WANTED MARKETING

Marketing Director. KGUN-TV is recruiting for a
Marketing Director. This position reports to the
General Manager and is responsible for devel-
oping and implementing strategies to maximize
L.ocal and National Sales, New Media and new re-
venue opportunities. 3 years television sales and
marketing experience in a management capacity.
College degree in business or marketing. Re-
spond to Human Resources, KGUN 9, 7280 East
Rosewood, Tucson, AZ 85710 by August 21,
1995.

HELP WANTED SALES

New Business Development Manager. A
unique opportunity with a leading southeast CBS
affiliate. We have created a new position in our
sales department for a creative, energetic indi-
vidual, commitied to building a career in televi-
sion. Ability to work closely with account execu-
tives and communicate creative ideas to clients is
important. Client promotions, vendor dolfars, and
“value-added” are all terms our candidate should
be familiar with. Sales promotion and/or market-
ing background in television, radio or ad agency
for a minimum of 2 years is required, as well as
being a team player. Please send a lefter and re-
sume to WCTV, Skip Painton, Director of Sales
and Marketing, P.O. Box 3048, Tallahassee, FL
32315. WCTV, John H. Phipps, Inc. is an Equal
Opportunity Employer.

WANT TO RESPOND TO A
BROADCASTING & CABLE
BLIND BOX ?

Send rasumelaps o Bax
245 West 17ih 51, New York, Mew York 10011

Consumer Advertising Manager. USSB is look-
ing for someona with solid 5-10 years experience
developing and executing all forms of advertising
activities. Relevant experience within the PPV,
Home Video or Broadcasting industry is pre-
ferred. Responsible for recommending, devel-
oping and managing the annual consumer
advertising plan. Amy J. Stedman, USSB, 3415
University Avenue, St. Paul, MN 55114, Job #97-
95. No phone calls. Equal Opportunity Employer.

HELP WANTED TECHNICAL

SENIOR TELEVISION
ENGINEER

We're looking for a talented com-
munications engineer to join the
Science and Technology depart-
ment of the National Association of
Broadcasters.

This position involves assisting with
policy and technical development of
advanced digital television systems,
multimedia and data broadcasting;
working with high-level industry/
government technical standards
committees; development of tech-
nical publications and educational
services for NAB members; org-
anizing technical conferences and
special technology demonstrations
at the annual NAB Convention, the
world's largest exposition of broad-
casttechnology. Comejointheteam!

BSEE required (MSEE preferred);
strong digital, computer and elec-
tronic communications background;
superior interpersonal skills; some
public speaking experience; excel-
lent business writing. NAB is an
Equal Opportunity Employer.

Send resume (with a cover letter) to
S&T-BC, NAB Personnel, 1771 N
Street, NW, Washington, DC,
20036-2891. Fax: (202) 429-3931.

Assistant Chief Engineer: Looking for well
qualified Assistant CE who can eventually
assume position of CE for UHF station. FCC
general class license, SBE certified. Send de-
tailed resume and salary requirements to Box
00505 EOE.

I e T yw—— T T ==~ -~ ., == —— =~ o _ _ &

DIRECTOR OF
BROADCAST ENGINEERING

Park Communications, Inc. is looking for
the right engineering executive to provide
technical direction for our group of nine
television and twenty-two radio stations.

We need an experienced broadcast engineer
to provide leadership and management for
our group. Responsibilities will include
designing, purchasing, installing and main-
taining all TV/AM/FM & AM directional
facilities.

If you're a team player with excellent techni-
cal skills, are willing to travel and want to be
considered for this opportunity with one of
the industry's best broadcast groups, send
resume/fax to: Park Communications,
Inc., Broadcast Division, P.O. Box 550,
Ithaca, NY 14851. Fax (607) 272-6057.

No phone calls please. EOE

SEvRE

COMMUNICATIONS, INC.

Television Maintenance Engineer/Television
Engineer: State of the art television and radio
broadcast facility with satellite uplink is accepting
applications for the following positions: Television
Maintenance Engineer - Three to five years ex-
perience in the installation and maintenance of
television and radio production/broadcast equip-
ment. Experience in RF troubleshooting,
performance measurements for television, radio
and satellite systems required. FCC license and/
or SBE certification with two year degree re-
quired, four year degree preferred. Ability to de-
sign systems and circuits. Knowledge of com-
puter operating systems. Ability to work under pre-
ssure and willingness to work any shift,
weekends, holidays and overtime. Television
Engineer Il. One year minimum of experience in
RF troubleshooting, operation and maintenance
of television and radio production/broadcast
equipment. FCC license and/or SBE certification
with two year degree required, four year degree
preferred. Knowledge of FCC rules and industry
standards. Ability to work under pressure. Willing-
ness to work any shift, weekend, holidays and
overtime. Apply to Human Resources, Grand
Valley State University, 158 AuSable Hall, Allen-
date, M| 49401, Deadline date is August 31,
1995. EEO/AA/ADA.

Engineer, Operations/Maintenance. 2 p-t vaca-
fion refief positions available. Work all year, up to
32 hrsiwk. Not an entry level position. Job require-
ments are: Technical school, college or
equivalent experience in TV operation and main-
tenance. Previous experience a must. Some com-
puter literacy important. FCC license required. If
you have a positive attitude, are willing to work
any shift, get aleng with others, take pride in qual-
ity workmanship, and are a team player; send re-
sume to: R. Pritchard, WFMJ-TV, 101 Waest
Boardman Street, Youngstown, OH 44503. No
phone calls, please. EOE.
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Assistant Chief Engineer Agressive FOX af-
filiate in top 25 market seeks self-motivated,
hands-on Assistant Chief Engineer to play key
role in station's growth. Five+ years of broadcast
engineering experience with emphasis on person-
nel supervision, as well as design and main-
tenance of studio and transmitter systems. Expe-
rience with microwave, LPTV, satellite, fiber op-
tics, and digital video systems a plus. Four-year
technical degree and Senior SBE certification
preferred. Obtain the required employment
application by calling (503)239-4949. Submit
employment application, resume and salary his-
tory In person or by mail no later than August 21,
1995 to: KPDX-TV, 910 NE MLK Jr. Bivd,
Portland, OR 97232. Women and minorities
urged to apply.

Chief Engineer: Trinity Broadcasting station in
the Atianta area. Experienced in maintenance of
UHF transmitter, studio systems as well as
personnel supervision and training. SBE certifica-
tion a plus. Send resumes to Ben Miller, Mail:
P.O. Box C-11949, Santa Ana, CA 92711, E-
Mail: BMILLER614@AOL.COM; Fax: 714-665-
2101. M/F. EOE.

Director Enthusiastic, multi-talented production
person needed to call fast-paced newscasts.
Previous TD exp. is necessary. Applicant must
have min. 2 yrs. exp. on Ampex Century 235
Switcher, Ampex ADO 2000, and Dubner 20k.
Non-returnable tape and resume to Cynthia
Field, Production Supv.M KSBY-TV, 467 Hill 5t.,
San Luis Obispo, CA 93405. EQE.

HELP WANTED NEWS

WLNE-TV 6 seeks two news stars
GENERAL ASSIGNMENT

REPORTER

Aggressive. Enterprising. Passionate. If
these are the words people use to describe
your story-telling, then we need you on our
Emmy-winning team.

At least three years commercial TV news
on-air reporting experience, plus tons of
energy and stories told from the people
perspective are required.

NEWSCAST
PROPUCER

lust what is the mission of a newscast? If
you know and you're one of those rare folks
who can turn vision into reality, then come
be a part of our team.

Extensive live TV experience a must.
To be considered for either position, send

resume and tape to:
0O

WLNE-TV
WLNE

ATT: PERSONNEL OFFICE
10 ORms STREET
ProvmENCE, RI 02904

Equal Opportunity Employer

CLASSIFIEDS —

Our People Make The Difference.... And We Need More!

We are: KSAT-12, San Antonic's number one and growing! We are

the nations's 39th metered market and best of all...a Post-Newsweek Station.

We've ?0‘[: Competitive salaries, great benefits, stable working
tate-of-the-art newslProduction gear and resources backed by

environment, s v
one of the nation's best companies!

We're looking for: News Exective Producer

We've got: Thedrive,
track record, and willingness to be
| the best! Metered market experience
is a plus.

Rush non-refurnable jape
| and resumes fo:

Human Resources
KSAT-TV, P.O. Box 2478
San Antonio, TX 78298

No phone calls please!

But Wait There's Morel ifyou'e ooking to
broaden your horizons we're always looking for good people. Remember,

you can't win if you don't enter!

News Expanslon at KOAA-TV, NBC 5/30.
Awarding winning TV station in the Rockies is ex-
panding! On January 15, 1996, KOAA-TV will
begin an hour long news program at 6:00 AM
and a half hour news program at noon. We're
locking for story tellers, team players, and people
who can't wait to come to work in the morning
(very early). Qualifications and compensation will
vary. We will be hiring: 2-Producers, Anchor,
Weather person, Master Control Operator, Photo-
grapher, Reporter, Tape Editor, Computer Graph-
ics Operator, 2-Partime Studio Camera
Operators. Send non-returnable tape (3/4* or
VHS) for appropriate positions and resume to:
Greg Boyce, News Director, KOAA-TV, NBC 5/
30, 2200 7th Avenue, Pueblo, CO 81003. EOE.

Newscast Director: Top 40 market NBC affiliate
needs a proven Director for complex, fast-paced
news shows. Must be a team leader, accepting
only top quality results. i you're the best and can
prove it, send resume and references to Box
00513 EQE.

WHIO-TV Dayton, OH. Director: Only apply for
this job if you love TV news. To win this position
you must be able to direct an error free, fast
paced, technically complicated news show with a
major market look. This director will also be a
director or director/producer for a variety of
special projects both in the studio and on remote
locations. The successful candidate will be able
to write well, work efficiently under professional
team at a Cox Broadcasting station. EQE. Send
resumes to: Chuck Eastman, WHIO-TV, 1414
Wilmington Avenue, Dayton, OH 45420.

WRDW-Tv has opening for Assignments Man-
ager. Thorough knowledge of news gathering
techniques, superb organizational skills a must.
Great opportunity for management-criented
journalist. Resume and news philosophy to
Judith M. Tredore, HRO, WRDW-TV, P.0. Box
1212, Augusta, GA 30903-1212. EOE.

News Operations Manager
gews Producers

eporters
Production Direclors
Technical Directors
Graphic Artist/Animator

Any job offer contingent upon

results of a pre-employment

Etgsical, includlng drug screen.
E/M-F/DV/ADA.

News Producer: NewsChannel 2 in Baltimore
needs top notch Producer to lead its nightside ef-
fort. Candidates must have excellent news judge-
ment, writing ability and people skills. If you are
up to the challenge of managing a quality crew
and creating a high energy 11:00 broadcast, we
want to hear from you. College degree and mini-
mum three years television producing experience
required. Tape, resume and references to Jack
Cahalan, WMAR-TV, 6400 York Road, Baltimore,
MD 21212. EQE.

Producer. Midwest talent management company
beginning to look for newscast producers. Only
those with a recent tape need apply. Send VHS
or 3/4" tape to: Talent Management, Attention:
Producer Search, 544 East Ogden Avenue,
#700-512, Milwaukee, W| 53202.

WRDW-TV has opening for Producer. Re-
sponsibilities include organizing and coordinating
daily newscasts, writing, stacking and working
with reporters and photographers. Resumes and
tapes to Judith M. Tredore, HRO, WRDW-TV,
P.O. Box 1212, Augusta, GA 30903-1212. EOE.

WSMV Nashville is looking for a talented, expe-
rienced and eager Co-Anchor-Reporter for our
market leading 5PM newscast. | am not looking
for a “reader.” | want a journalist ready to go to
work. Send non-returnable tape, resume, and
salary requirements to Al Tompkins, News
Director, 5700 Knob Road, Nashville, Tennessee
37209.

We're looking for an Investlgative Producer/
Researcher. We're losing ours to Boston. The
successful candidate will develop |-Team series
and segments. We need a new team leader.
Send resume and non-returnable tape to: Larry
Henrichs, News Director, NewsChannel 13 --
WGME-TV, 1335 Washington Avenue, Portland,
Maine 04103. WGME-TV is an Equal Opportunity
Employer.
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Our Weekend Sports Anchor just became
somebody else's number one! Dakota’s own
KSFY Television, an Ellis Communications Com-
pany needs somecne immediately to take his
place. Can you enterprise stories? Can you
write? Can you deliver? Send non-returnable
VHS or 3/4 tape, plus resume and references to:
Tom Claycomb, News Director, KSFY-TV, 300
North Dakota Avenue, Suite 100, Sioux Falls, SD
57102. EOE. No phone calls.

Photographer/Reporter (Overnight). Need
qualified person to photograph, write and edit
breaking news stories on overnight shift. Mini-
mum 1 year broadcast news photographic expe-
rience required along with good writing skills.
Broadcast journalism degree preferred. ECE.
Please provide resume tape representative of
your work as a Photographer/Reporter to:
WOWT/Human Resources, 3501 Farnam Street,
Omaha, NE 68131-3356. No phene calls please.

Weekend Anchor/Reporter. Looking for a do all
person. Can you bring in viewers with a solid
anchor style plus put together a package that
they'll be talking about for days? Need someone
now to complement our female anchor. If it's you,
rush me a resume and tape (no Beta) to sunny
Florida's capital city. Bruce Cramer, News
Director, WTXL-TV, 8927 Thomasville Road,
Tallahassee, FL 32312,

News Director: Growing Northeast Indy seeks in-
novative, high energy, creative News Director.
Applicant must be seasoned journalist with a min-
imum 5 years of successful news management
experience. Outstanding benefit package. Send
resume to Box 00492 EOE.

News Photographer. KCCI-TV has a part-time
opening for a News Photographer. Week-ends
and evenings. Video experience required. Send
tape and resume to: Dave Busiek, News Director,
KCCI-TV, 888 9th Street, Des Moines, IA 50309.
EOE.

News Anchor/Producer, Reporters and News
Videographer. Dynamic Northern California in-
dependent television station is expanding its
news department. Live and work in the Wine
country, 50 miles from the country's #5 market.
We're looking for an experienced Anchor/
Producer and Full and Part Time Reporters. Must
have strong journalistic skills with on-camera/live
shot experience, and be able to edit videotape.
Also seeking a Full Time Videographer with ex-
cellent shooting and editing skills. Join the North-
ern California news leader. Send non-returnable
tape and resume to Personnel Department,
KFTY, 533 Mendocino Avenue, Santa Resa, CA
95401. Applications accepted until 8/21. No
phone calls please. Pre-employment drug test-
ing. EOE. M/F.

Investigative Researcher. KTRK-TV, a Cap
Cities/ABC station has a research position avail-
able within our investigative unit. Knowledge and
experience in open reécords and libei law is desira-
ble. Candidates should have professional broad-
cast experience including news writing, copy edit-
ing and interviewing. Computer literacy and a col-
lege degree are preferred. Please send resumes/
tapes to: Investigative Unit, KTRK-TV, P.O. Box
13, Houston, TX 77001. Please, no phone calls.
EOE.

Meteorologist: WROC NewsChannel 8 in
Rochester, NY is accepting applications for an
on-air Meteorologist. Candidates should have a
degree in meteorology and at least two years on-
air experience. Experience in forecasting for the
nertheast and particularly lake effect snow events
is helpful. Fully-equipped weather center includes
Kavouras 17. Position includes opportunity to
provide industrial and radio weather forecasts for
a private firm operated by our director of
meteorology. Women and minorities encouraged
to apply. Send tape, resume, and references to:
Charmaine Formicola, Human Resources Ad-
ministrator, WROC-TV, 201 Humboldt Street,
Rochester, NY 14610.

Full-Time Assignment Editor. C-SPAN is seek-
ing an Assignment Editor to identify relevant pro-
gramming opportunities and research events;
present info to editorial board; and work with
logistics desk and weekend field crews to facili-
tate event coverage. Minimum 4 years related
television experience; proven editorial/news
judgement; strong knowledge of public pelicy and
current events required. Full-time hours include
weekends. Send resume and salary require-
ments to C-SPAN, Human Resources/B&C, 400
North Capitol Street, NW, Suite 650, Washington,
DC 20001. ECE.

News 22, Dayton's NBC affiliate, is looking for
a highly energetic Executive Producer. Candi-
dates must be creative, able to motivate and lead
young reporters and writers, drive the content
and direction of the news and think visually and
graphically. Serious inquiries from highly experi-
enced professionals only. Send resume and
show tape to Lori Webster, News Director,
WKEF-TV, 1731 Soldiers Home Road, Dayton,
Ohio 45418 (513) 268-9533. EOE/M/F.
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News Photographer: CBS affiliate looking for a
News Photographer to cover a wide variety of
news stories throughout beautiful Alaska. Mini-
mum of one year electronic news gathering expe-
rience and a valid drivers license. Send cover |et-
ter and non-returnable tapes/resumes to K. Fer-
rell, KTVA (CBS), 1007 West 32nd Avenue,
Anchorage, AK 99503. Closing date is 8/31/95.
EOE.

Do you need that first break in television? Do
you have a desire to become an Anchor, News
Director or Producer? We will give you that op-
portunity! We are an Equal Opportunity
Employer, minorities are encouraged to apply.
NBC affiliate in Southeast United States small
market. Send non-returnable VHS or 3/4 tape to:
WOWL-TV, 840 Cypress Mill Road, Florence, AL
35630. No phone calls.

Weather opening for aggressive station that's
shaking up the market and the market is respond-
ing! If you have a dynamic presentation that can
hold viewers, let's talk. Full time position open
now. Send non-returnable tape, {(no more than 1
week old), resume, references and salary re-
quired to: Al Sandubrae, News Director, KARK-
TV, P.O. Box 748, Little Rock, AR 72203. ECE.
M/F. Minorities are encouraged to reply.

Anchor-WSAZ NewsChannel 3, a division of
Les Enterprises and a dominant number one
NBC affiliate, seeks a Co-Anchor and Reporter
for its top-rated 5 PM newscast. Personable team
player with extensive anchoring and reporting
experience needed. Send tapes/resume to Ken
Selvaggi, News Manager, 645 5th Avenue, Hunt-
ington, WV 25701. EOE.

HELP WANTED PRODUCTION

from both sides of the ramera.

Dlsna}lan di: Rasurt.

VIDEO PRODUCER/
SENIOR PUBLICIST

Disneyland Resort is secking an ex&:rienced Video Producer/Senior
Publicist. The selected candidate will write all edit plans and produce all
video news releases, satellite press tours, elecironic press kits, audio press kits
and other related broadcast services. Thes tridividual will also develop and
maintain media contacts and act as Park spokesperson,

' ¥
Requires a Bachelor’s degree in radio/televisian, broaicasting or equivalent
and 7-10 years experience as a televisigrt prowdiicer, news director, on-aif =55
personality or equivalgnt. Must hagie srrofg relevision production credentials

Pleasz. send your resume. with lniit}' mﬂu:r«:mmt {TeSILIEE . m:huul: S-J']:I.E‘jl'
requirement will ot hg 4:;;-um1¢rgd]| dnlicating - :pnsutmn of mtm:;t m'
Professional i 25
Stulffing, Dept. P-68 -85, 1313 _Hnrbur :
Blvd,, P.O. Box 3232, Anaheim, CA
‘:_1231]3-&132‘.’-_Eiquﬂ#:'_.!piﬁ-'mtun'iry'EmpluyH.
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WHIO-TV Dayton, OH. Production Manager:
Excellent management opportunity for a skilled
Director/Producer. Successful candidate will
supervise producer/directors, graphics depart-
ment, retail production unit and edit staff. Ex-
cellent people skills a myst as you'll work with
clients and staff, scheduling production facilities
and coordinating interchange of information be-
tween departments. Don't lose your creative and
technical touch because you'll also have the op-
portunity to produce specials for news, local pro-
gramming and sales. This is a great job for the
right individual, a chance to join the professional
management team at a strong Cox Broadcasting
station. EOE. Send resumes to: Chuck Eastman,
WHIO-TV, 1414 Wilmington Avenue, Dayton, OH
45420.

Director/Technical Director. Position available
immediately at WTLV Jacksonville. Applicant
must be experienced in directing live newscasts
and facilitating the production of commercials,
promotions and special projects. Send your tape
and resume to 1070 East Adams Street, Jack-
sonville, FL 32202 Attn: Production Manager.

Editors - Orlando UPN affiliate looking for a cou-
ple of Alladin Genies. Send a resume and letter
telling us why you are geing to be a star. John
Lyons Production Manager, WRBW-TV, 2000 Un-
iversal Studios Plaza, Suite 200, Orlando, Florida
32819. An Equal Opportunity Employer.

Freelance Editors. Hollywood based television
production and distribution company seeks expe-
rienced editors for entry level position/possible
staff. Minimum one year experience; A/B Roll;
Magazine style show. Fax resume to: Post Pro-
duction Manager at (213) 469-6048.

Lead TV Commercial Producer: Our production
department needs a persen with 3-5 years expe-
rience making TV commercials, promos and
PSA’s. Beta and digital knowledge required. Ex-
perience in writing, editing, shooting, scheduling
people and excellent client relations a must.
Send non-returnable tape to K. Ferrell, KTVA-TV
(CBS), 1007 West 32nd Avenue, Anchorage, AK
99503. Closing date 8/14/95. EOE.

Master Control Operator. C-SPAN is seeking
two fuli-time Master Control Operators to switch
complicated on-air transitions including audio,
multiple video tapes, stills and graphics. Position
also includes responsibilities of monitoring and
iding live and taped program feeds. Candidates
should have an interest and knowledge of politics
and current events. Must be a team player and
possess excellent communication skills. Shift in-
cludes overnight and weekend hours. Send re-
sume and salary requirement to C-SPAN, Human
Resources/B&C, 400 North Capitol Street, NW,
Suite 650, Washington, DC 20001. EOE.

WATL 36 seeks a Post Production Editor. 3:30-
12AM shift. 3-5 years on-line editing experience,
working knowledge of 2-channel ADO, ACE 200
Editer, AVC 33 switcher, Infinitl. Excellent com-
munications and client skills a must. EOE. No
phone calls please. If qualified send resume and
tape to: Personnel Department, One Monroe
Place, Atlanta, GA 30324. QOr fax to (404) 881-
3749.

Local Programming Producer/Writer. WSB-TV
is looking for an energetic, enthusiastic news or-
iented Producer/Writer who can sink their teeth
into the Atlanta market and produce compelling
local TV magazine stories or specials that have
community impact. Must enjoy working hard and
being involved in the community. Must be able fo
find and tell powerful stories. Minimum 5 years
experience with related work in commercial tele-
vision. EOE. Rush resume and tape by July 24 to
Mark Engel, WSB-TV, 1601 West Peachtree
Street, Atlanta, GA 30309, No calls please.

Graphlcs Designer - Orlando UPN affiliate
needs an experienced Designer to start a Graph-
ics Department. Respoensible for on-air and print
graphic design, creation and production. Help
select your PC based graphics system. Excep-
tional opportunity for the right person. Tell us
about yourself in a cover letter and resume. John
Lyons, Production Manager, WRBW-TV, 2000
Universal Studios Plaza, Suite 200, Orlando, Flori-
da 32819. An Equal Opportunity Employer.

Orlando area opportunity for Videographer/
Editor. Must be fast, accurate, creative, able to
work odd hours and able te travel. Opening Sep-
tember 1. Tape and resume to The Firm, P.O.
Box 308, Citra, FL 32113.

HELP WANTED RESEARCH

Manager of Research. USSB is looking for appli-
cants with 5-10 years experience in consumer re-
search - industry research experience. Bachelor's
degree preferred. Planning and executing all
forms of quantitative exploratory research to un-
cover marketing insights and marketing op-
portunities (A&U, tracking studies). Coordinate
and manage cooperative research with pro-
grammers. Establish and conduct qualitative
focus groups to probe various consumer and sub-
scriber issues. Conduct on-going subscriber
database research and analysis. Establish and
conduct subscriber attitudinal and behavior track-
ing studies. Subscriber segmentation and
monitoring by package level and on the basis of
geography, demographics and psychographics.
Analysis of various kinds of data as it relates to
advertising, direct response and other consumer
promotion activities including creative and media
research. Monitor competitive information and
program trends and develop an on-going market
intelligence plan. Amy J. Stedman, USSB, 3415
University Avenue, St. Paul, MN 55114. Job #58-
95. No phone calls. Equal Opportunity Employer.

TV Research Manager: National Sales Rep
seeking TV Research Manager. Candidate must
have experience with TV Ratings, writing skills, af-
filiate knowledge and management. A minimum
of two years experience required. Call 212-476-
9465.

HELP WANTED ADMINISTRATION

Credit Manager. Looking for Credit Manager
with Accounting and Business degree preferred.
Three to five years experience in broadcasting or
media. Strong collection skills required. Must be
proficient in LOTUS and word processing. Com-
munications skills a premium. Salary negotiable.
EOE. Reply to Box 00515 EOE.

e = e o — i N - e e e e

Customer/Systems Support Assistant for TV
Rep Firm Data Center. Applicants should be de-
tailed oriented, enthusiastic, and willing to travel.
Good verbal and written skills a must to handle
heavy telephone troubleshooting of communica-
tions lines and equipment with clients and ven-
dors. Should be highly proficient in PC applica-
tions -- Windows, Ward, Excel -- MS Office Pro-
ducts. Sales assistant or TV research analyst ex-
perience a plus. Typing 40 WPM. Competitive
salary and benefits. Send resume to: FDR Sta-
tion, P.0O. Box 8500, New York, NY 10150. Attn:
Director/Computer Depariment.

HELP WANTED PROMOTION

Entry Lavel
Promotion Writer

Tribune Broadcasting is considering entry
level applications from creative people inter-
ested in TV advertising & promotion. You'll
train at Tribune's group production operation
in Atlanta, with opportunity to move up within
the company nationwide. Candidates must
have a college degree, be self-starting and
have demonstratable creative writing ability
Prior broadcasting or advertising experience is
preferred but not required. Please don't call.
Instead, send your resume and samples t0;

TRIBUNE CREATIVE SERVICES
Aftention Jim Ellis
500 Plasters Ave.
Atlanta, GA 30324
An Equal Opportunity Employer |

Promotion/Production Manager. Top 100
network affiliate seeks dynamic, innovative indi-
vidual to develop and implement creative market-
ing and promotion concepts. Ideal candidate
possesses experience in production and promo-
tion, displays high energy, innovative thinking
and seif-motivation. If you're a team player who
thinks out-of-the-box, rush your resume and cov-
er letter describing your promotion philosophy
and accomplishments to Box 00509 EQE.

Promotion/Audience Development Manager.
Best job in the business! Creative, high eriergy
professional wanted to head promotional etforts of
aggressive Seattle VHF-FOX affiliate. Top 25
market management experience, great tape and
book a must. If you're the best in promotion,
here's an opportunity to jein the best - Kelly
ownership, new facility coming, excellent quality
of life market and super staff. Mail resume, non-
returnable VHS tape, print samples (no phone
callsl) to: KCPQ-TV, Attn: PAD-138, P.O. Box
98828, Tacoma, WA 98498. EOE. Note: Position
will be filled at earliest possible date.
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SITUATIONS WANTED NEWS

Get me out of here! Part time announcer looking
for a full time news and play-by-play job at a
small market station. Tired of the hustle and bus-
tle of the big city! All interested inquiries should
contact Kevin Lawrence at (314) 867-9385 or
write to this address: 5522 Acme, St. Louis, MO
63136.

SITUATIONS WANTED ANALYST

Multiple Emmy Award-winning basketball ana-
lyst and former Division | coach seeks op-
portunities. Six years experience in number one
market. Call Kenny at (312} 415-0155.

SITUATIONS WANTED PRODUCTION

Hard working communication professional
seeks on-air or behind the scenes employment.
M.A. Degree, 2 years hands-on radio and televi-
sion reporting and programming experience.
*Charming” English accent. Call Patricia (301}
871-1408.

SITUATIONS WANTED ANNOUNCERS

Award winning Sportscaster seeks college/pro
play-by-play opportunity. TV/Radio, 14 year vet,
Sports talk experience as well. Reply to Box
00514.

SITUATIONS WANTED HOSTS

Attractive fernale show host with 11 years ex-
perience in live and taped productions, seeks
position as host of shows pertaining to: travel,
beauty, tood, consumer affairs, or children - (201)
450-1632.

TV SALES TRAINING

LEARN TO SELL TV TIME
Call for FREE Info Packet
ANTOMELLI MEDLA

TRAINING CENTER
(212) 206-8063
Over 25 years in the TV industry

CLASSIFIEDS —

CABLE

HELP WANTED MANAGEMENT

NEWS SERVICES

METRO WEATHER ™
o customized forecasts/24 hrs. day
* meteorologists with personality
¢ features...tapes...lives...fax’s
¢ via phone...comrex...isdn/switched 56
1-800-488-SUNNY (7866)
FAX 1-800-768-7998

VIDEO SERVICES

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

eading pay tele-
vision company

MMDS.

M/F/D}V.

CABLE

HELP WANTED PRODUCTION

On-line Videographer/Editor. National award
winning creative team seeks full time On-line
Videographer/Editor to shoot and edit cable com-
mercials. Candidates must have one year of pro-
fessional experience, be well organized, in-
novative and possess superior lighting skills. Ex-
perience with Mac-based audio and graphics
programs preferred. Sense of humor required.
Send resume and reel to Continental Cable
Adverlising, 100 Grandview Road, Suite 108,
Braintree, MA 02184 Attn: Production Manager.
No phone calls, please.

has immediate oppor-

tunities for experienced
media professionals to play key roles as
Division Heads at various locations, worldwide. The suc-
cessful candidates will handle multi-faceted responsibilities
in positions ranging from general management, finance, sales
and marketing, programming, scheduling, on-air promo-
tions (writing and producing) and post-productionfopera-
tions (engineers, technicians and editors). Additionally,
we are seeking engineers specializing in CATV, video and

These positions require a minimum of five to ten years media
experience, with international exposure and regional lan-
guage skills a tremendous plus. Candidates should possess
strong interpersonal skills, as well as superior written and
verbal communications abilities. The ideal candidates will
also have outstanding leadership skills with a demonstrat-
ed ability in training and managing start-up workforces.

We offer competitive salaries and benefits, including
annual home leave. Candidates must be willing
to live in the region for 2-5 years.

Please send resumes and salary history, stat-
ing position of interest, in confidence to:
BOX 1169, 235 Park Avenue South, 4th
Floor, New York, NY 10003. An EOCE

ALLIED FIELDS

HELP WANTED MANAGEMENT

United Church of Christ seeks Executive
Director for Office of Communication, Cleveland,
Chio. If you are a seasoned communications pro-
fessional with five years as a successful ad-
ministrator, including demonstrated people and
financial management skills, able to speak to
church, industry and government on justice and
equity issues in public communications from a
faith perspective and to help denomination shape
its communication strategies for the 21st century,
send letter telling how, with resume and five pro-
fessional references, by August 22 to Jeff Clarke,
10707 Chevy Chase, Houston, TX 77042.
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ANCHORS-REPORTERS-PRODUCERS

Globally qualified muitl-media executive seeks
interim assignment or challenging opportunity.
Skilled in crisis management/turnarounds. 20+
years of creative broad-based media and market-
ing solutions in public and private sectors
worldwide. International communications experi-
ence includes Eastern European media start-ups
and multi cultural training/development at
network, regional and local levels. 305-893-4440
Dennis.

HELP WANTED TECHNICAL

Technician Senior. Argonne National
Laboratory is one of the nation's premier energy
research and development organizations. Right
now, we are seeking experienced professionals
to play a key role in the delivery of our Advanced
Photon Source (APS) - the nation's largest
synchrotron radiation facility. Working within the
Accelerator System Division, you wifl be responsi-
ble for assisting with the development, improve-
ment and construction of rf electronics and
amplifiers. This involves assembling, de-bugging,
and installing high-power it amplifiers. We require
an Associates Degree or equivalent and at least
5 years of related experience in building, testing
and maintaining high power (multikilowatt) rf
amplifiers. An in-depth knowledge of rf device
construction and testing techniques is a must. At
Argonne, you'll find an environment that en-
courages both personal and professional career
growth, as well as excellent compensation and
benefits. We welcome applications from candi-
dates who can contribute to our EEQ/Affirmative
Action goals. For confidential consideration,
please send a resume 1o: Sheila R. Heath, Box
ASD-117082-8R, Employment and Placement,
Argonne National Laboratory, 9700 South Cass
Avenue, Argonne, IL 60439. Telecommunications
Device for the Deaf - (708) 252-7722. Argonne is
an Equal Opportunity/Affirmative Action
Employer.

HELP WANTED SALES

On the beach - sales sharks! If you're still a
great advertising sales star with nothing great to
sell, call Ken Pletz 1-800-555-1806.

WIWU needs salespeople to sell t-shirts and
other items. Workers and Injured Workers United
is dedicated in fighting for and protecting the
rights of Workers and Injured Workers. Please
contact: Workers and Injured Workers United,
P.O. Box 1545, Evanston, lllinois 60204. Att: lvor
Drummond, President.

EMPLOYMENT SERVICES

Inside Job Openings, Natiomuide

PRESS @ Radio Jobs, updated daily

@ Television Jobs, updated daily

@ Hear “Talking Resumés™

€ To record “Talking Resumés”and
employers to record job apenings

@ Entry level positions

I 900-726-JOBS

3942¢ PET MIN. JoBPHONE. MEWFORT BEACH. CA

ouR

| 67

YEAR

o *TAPE-RESUME CRITIQUES
*EMPLOYMENT CONSULTING
*PHONE CONSULTATIONS,
INCLUDES CURRENT JOB OPENINGS
CALL CJ: 603-588-6750

.. .Markerine Works

“Together, we will put your basi-self forward”

CH

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, elc.).

Published biweekly. For subscriplion information:
(800) 335-4335
In CA, (818) 901-6330.

EntertainmentEmploymentJourna

ITM

RTNDA

"1ﬁ.
\

._'_'rt.‘

(900) 40-RTNDA

RTNDA JOB LINE

Updated daily. 85 cents a minute.
To place a free listing call: (202) 659-
6510; fax: (202) 223-4007; RTNDA,
it assocanon | 000 Connecticut Ave.. NW,
ot Suite 615, Washington, DC 20036

ISUEMALIBIY

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

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

FINANCIAL SERVICES

Loans By Phone: Leaseffinance new or used
broadcasting equipment. Flexible 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.
914-937-1718, Julie Eckhert, ESP.

WANTED TO BUY EQUIPMENT

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

EQUIPMENT FOR SALE

S e S e B B L DL h e o e A e

SMART
TAPES.

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

{Bo0)235-4500 CARPEL
| LAy

Lowest prices on videotape! Since 1979 we
have been beating the high cost of videotape.
Call Carpel for a catalog. 800-238-4300.

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

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.

MISCELLANEOUS

WAKE UP
AMERICA!N!!

1-900-860-WAKE!
9253

AMERICA’S BEST WAKE-UP SERVICE
ONE LOW PRICE NATION WIDE
$2USERVICE

$35,000/yr. income potential. Reading books.
Toll free (1) 800-898-9778 Ext. R-5221 for de-
tails.

$40,000/Yr. income potential. Home typists/PC
users. Toll free (1) 800-898-9778 Ext. T-5221 for
listings.

Gov't Foreclosed homes for pennies on $1. De-
linquent Tax, Repo's, REQ's. Your area, Toll free
(1) 800-898-9778 Ext. H-5221 for current listings.
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STATIONS FOR SALE

South East Coastal

ANMFM G2 "Combo” with great cash flow
inresant market ... 51,2500

HADDEN & ASSOC.
PH 407-365-7832 FAX 407-366-8801

Small combo, central Florida; Urban AM, well
established, major Florida market; Bargain AM,
small North Florida market. Beckerman Associa-
tes, 813-971-2061.

For Sale: KMCM - KMTA, Miles City, Montana.
Regional coverage, well equipped. $325,000
cash, Call Paul 612-222-5555.

For Sale - AM/FM small southern California refire-
ment/recreational market. Reply to Box 00511.

By Owner, WCNX AM 1150, Middietown, Con-
necticut. 2.5Kw day (PSA and PSSA). Only com-
mercial station in city of 45,000. Signal covers
Hartford. Good equipment, studio building on 8
acre antenna site. $375,000 cash. Contact Cory
Thurston, 413-663-6567.

WANTED TO BUY STATIONS

Cash for CP or distressed FM in CA or NV. Must
have potential to be viable. Call or fax (818) 831-
6787. Principals or brokers OK.

BROADCASTING TOWERS

300 Tower Space Available For Lease.
Located on high ground serving Lynchburg/
Roanoke, VA MSA. For use of FM, Microwave,
Cellular, and other broadcasting uses. Manage-
ment Services Corp. 804-977-1500.

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:AFASULOEEC.CAHNERS.COM

CLASSIFIEDS

e |

Classifiesls

Order Blank (Fax or Mail)

CLASSIFIED RATES

Display rate: Display ads are $160 per column inch. Greater frequency
rates are available in units of 1 inch or larger.

Non-Display rates: Non-Display classified rates (straights) are $1.85 per
word with a minimum charge of $37 per advertisement. Situations Wanted
rates are 95 cents per word with a minimum charge of $19 per advertisement.
Blind Boxes: Add $20.00 per advertisement

Deadlines: Copy must be in typewritten form by the Monday prior to pub-
lishing date.

Category: Linead O Display O

Ad Copy:

Date(s) of insertion:

Amount enclosed:

Name:

Company:
Address:

City: State: Zip:

Authorized Signature:

Payment:
Check O Visa 3 MasterCard O Amex 0

Credit Card #:

Name on Card:

Exp. Date: Phone:

Clip and Fax or Mail this form to:
B&C
245 W. 17 Street a NYC 10011 + Attention: Antoinette Fasulo
FAX NUMBER: 212-206-8327

e |
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Check out next week’s

job openings before
they’re even published!

Get a jump on the competition with
Broadcasting & Cable’s “Classifieds On
Demand”—an easy-to-use telephone

system offering next week's ads for \C
positions and services available in the ne
broadcasting industry. Just call on Tuesday manage ot of ‘\ea
n
(after 5 pm, ET) to preview listings that won't an ihe b\’Oaden‘. al. St\'onegss exp
S in
be published in Broadcasting & Cable until sut not ezcesﬁu\ b‘:(s)‘BOX 00371
S
the following Monday . . . 5 days before gea:‘; gend resume
terveQ:

everyone else! Only $1.99 a minute. You can

even request a fax of the classified section.

Call 1-800-860-8419

and get a jump on your competition!

The Newawsekly of Television sad Radic

Q. Broadcasting & Cable |
@"’ Classifieds On Demand ||
Broadcasting & Cable’s Classifieds on Demand:

1-800-860-8419

$1.99 per minute - use valid Amex, Visa, Mastercard

The Menu of Categories: ‘

01 Radio 04 Allied Fields
02 Television 05 Station Marketplace
03 Cable 06 Interactive Media

*Press 9 at any time for fax of the classified section.
To place classified ads call (212) 337-7073 or fax (212) 206-8327.




Alan Box makes radio seem EZ

Box accompanied his father to work

on Saturdays to lend a hand and learn
a trade. But for Box, tagging along with his
dad to an advertising jingle production
house became his entree into radio.

After graduating from high school, Box
worked for a commercial jingle house in
Dallas known as PAMS, an acronym for
Production, Advertising, Marketing and
Service, where his father composed music.
Box worked as an engineering assistant
dubbing tapes, then later assisted in the
sales department.

Box says that instead of fostering a de-
sire to compose jingles, working at PAMS
(since renamed TM Century) introduced
him to radio’s top program directors in the
late 1960s and early *70s. The experience
sparked an interest in station management,
but Box says that he never envisicned run-
ning an ownership group.

“I just enjoyed the activity of radio,” he
says. “PAMS had a lot of interesting peo-
ple coming through every week, and I real-
ly liked what I was doing. I was an engi-
neering and sales assistant, which gave me
a look at the industry from the technical
and sales sides.”

Box landed a job in 1974 as general man-
ager of WEZR(FM) Manassas, Va., a Wash-
ington suburb. WEzrR was owned by EZ
Communications. The station later was sold
to Infinity Broadcasting and is now WIFK-FM.

After five years at wEZR, Box became
EZ’s vice president of sales and continued
to move up the corporate ladder. He was
named executive vice president/GM in
1981 and president of EZ Communications
in 1985. Box added chief executive officer
to his title earlier this year.

During the past 10 years, Box has market-
ed EZ as being a step ahead of other radio
groups. In 1991, before the FCC’s introduc-
tion of duopoly ownership, EZ forged a local
marketing agreement to operate two FMs in
Jacksonville, Fla. “We anticipated that the
rules would change and allow us to own
them both—which they did. We knew we
had to get two FMs in all of our markets.”

Since the ownership rules have been re-
laxed, Box’s strategy has been to concen-
trate on building duopolies in each market in
which EZ owns stations. The group now
owns and operates 15 FMs and five AMs,
most in duopoly arrangements, and has an
option to purchase another FM in Kansas
City, Kan.

L ike other teenagers he knew, Alan

“I think we are
about to go through
far more radical
changes in the next
five years than I've
certainly seen in the
past 20.”

Alan Lee Box

President/CEO, EZ
Communications Inc., Fairfax,
Va.; b. Oct. 20, 1951, Denton,
Tex.; engineering/sales
assistant, TM Communications,
Dallas, 1972; GM, wezrirm)
Manassas, Va., 1974-79; EZ
Communications: VP/sales,
1979-80; executive VP/GM,
1980-85; president, 1985-94;
current position since January
1995; m. Judy Kellar, Jan. 12,
1973; children: Nathan, 15;
Casey, 10.

Box’s ingenuity in forging ownership
deals has pervaded other aspects of the
company. He recently signed a deal for the
Katz Radio Group to provide EZ with
exclusive national advertising sales repre-
sentation for each of the group’s stations.
The deal benefits EZ, Box says, by provid-
ing a Katz representative in New York and
Los Angeles to handle the EZ stations
exclusively and give the overall group
“increased attention and clout.”

Box also is moving the company into new
marriages between radio, the Internet and
personal computers. Last year, he hired
Michael Rau, former NAB senior vice pres-
ident, science and technology, to help create
the Radio Data Group. An EZ subsidiary,
RDG will develop Internet access for EZ sta-
tions and is working on a method for those
stations to broadcast data to FM receivers
installed in personal home computers.

Box says that data broadcasting offers ““a
tremendous opportunity for radio to
become the information superhighway a
long time before other information super-
highways exist.”

One of data broadcasting’s key benefits,
Box says, is that it does not require comput-
er users to interact with the data or the sta-
tions. He envisions EZ’s stations broadcast-
ing a variety of information, from Little
League baseball scores to the inventory of
the local Ford dealer, through home PCs. “I
think of it as a combination of a local version
of Prodigy merged with the yellow pages.”

“The vast majority of information [that]
people are looking for is not interactive.
That is the data I think we can broadcast
more effectively, cheaper and quicker than
a wire service could,” Box says. He also
considers selling advertising inventory on
a data broadcasting “pipeline” a new
source of revenue for EZ Communications.

An active member of the NAB task force
on digital audio broadcasting and chairman
of the NAB’s radio futures committee, Box
also is pushing forward in support of adopt-
ing a standard for digital audio broadcasting.
Adopting an over-the-air DAB standard
could eliminate the potential demand for
subscription-based, satellite-delivered radio,
Box contends, by bringing more diverse
music formats to the AM and FM bands.

“[ think that in-band, on-channel is going
to not only work, but work incredibly well.
I think we are about to go through far more
radical changes in the next five years than
I've certainly seen in the past 20.”  —DP
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Changing Hands

continued from page 45

Palm Beach, Fla.

Facilities: 1,060 khz, 25 kw day, 2.5
kw night

Format: religious

WCHM(AM) Clarkesville, Ga.

Price: $70,000

Buyer: Brian Rothell, Clarkesville,
Ga.; no other broadcast interests
Seller: Joshua Communications Inc.,
Clarkesville, Ga. (Jeffery Scott Mote,
owner); no other broadcast interests
Facilities: 1,490 khz, 1 kw

Format: news, talk, information

WGAS{AM] South Gastonia, N.C.

Price: $60,000

Buyer: Victory Christian Center Inc.,
Charlotte, N.C. (Robyn Jay Gool,
president/33.3% owner); also owns
woOGR(AM) Charlotte

Seller: MGM Broadcasting Corp., Gas-
tonia, N.C. (Glenn F. Mace, owner)
Facilities: 1,420 khz, 500 kw

Format: MOR, Christian

WSTT(AM) Thomasville, Ga.

Price: $45,000

Buyer: John H. Pembroke, Tallahas-
see, Fla.; also owns wvix(aM) Vicks-
burg and wonG(am) Canton, Miss.,

CHANGING HAND S o e e

and kJor(am) Lemoore, Calif.

Seller: Mairen Broadcasting Inc., Tafla-
hassee; no other broadcast interests
Facilities: 730 khz, 5 kw day,

27 w night

Format: news, talk, sports

WOTS(AM) Kissimmee, Fla.

Price: $510 for 510 shares

Buyer: Bryanston Group Inc., Reno
(Monty D. Hundley, president/half-
owner); no other broadcast interests
Seller: W. Dion Hundley, Kissimmee;
51% owner of Winfield Broadcasting
Inc., licensee of wots

Facilities: 1,220 khz, 1 kw

Format: vacation information

Eor

NEW STATIONS

TVs

Harrison, Ark. (BPCT-950710KH)—
Charles Scott Earles (424 Beeler Rd., Bran-
son, MO 65616) for ch. 31, 15 kw visual, ant.
197 m., .8 km W of State Hwy 206, atop
Kennedy Mountain, 8 km W of Harrison.
Earles has interests in kLo-aM-Fm Mountain
Home, Ark., and komc(aM) and KRZK(FM)
Branson. July 10

Hutchinson, Kan. (BPCT-950703KE)—
Three Feathers Communications Inc.
(Glenn L. Bell, president, 2750 S. 167th
West, Goddard, KS 67052) for ch. 36, 3,467
kw visual, ant. 324 m., 1 mi. NW of Colwich
at intersection of 61 St. N and 183 Rd. W.
Bell has interests in KGok-FM and KviLH(AM})
Pauls Valley, Okla., which are being sold.
July 3

Elko, Nev. (BPCT-941116K{)—Sunbeit
Broadcasting Co. for ch. 10, ERP .79 kw

visual, ant. 304 m., Elkc Summit, 5.5 km E of
Elko. June 26

Winnemucca, Nev. (BPCT-941121KH)—
Sunbelt Broadcasting Co. for ch, 7, ERP ,89
kw visual, ant. 650 m., Winnemucca Moun-
tain, 5 km NW of Winnemucca. June 26

FMs

Chatom, Ala. (950417MC}—Capital Assets
Inc. for 106.1 mhz, ERP 18.6 kw, ant. 116.4
m. July 27

Ludlow, Calif. (950329MA}—KHWY (Calif.)
LP for 100.1 mhz, ERP 25 kw, ant. -66 m.
July 27

Redding, Calif. (BPED-950714ME)—Educa-
tional Media Foundation (Richard Jenkins,
president, 1425 N. Market Blvd., No. 9,
Sacramento, CA 95834) for noncommercial
educational at 91.1 mhz, ERP 6 kw, ant. -4
m., 310 Lake Bivd., Redding. Foundation
owns Kezr-am Tigard, Ore., and kLve-Fm Mag-
alia, kLvr-FM Santa Rosa, KLvN-FM Chowchilla
and kwvs-FM Kingsburg, all Calif. July 28

BY THE NUMBERS
T e N Ny L e = AT — ]
BROADCASTING Biice e
Service Total | ['Commercial VHF TV 559
(Commercial AM 4913 | ['Gommercial UHF TV 606
Commercial FM 5.173 | Equcational VHF TV 123
Educational FM 1.754 | TEducational UHF TV 241
Tolel Radio 1184 | ogarTv 1,531
VHF LPTV T —
UHF LPTV 1,083 CABLE
Total LPTV 1,623 Total systems 11,217
M translé&g-b:osters 2346 Total subscribers 60,495,090 |
VHF translators 2190 | |Homes passed 91,250,000
UHE franslaiors 2470 Cable penetration” 63.4%
R can R el *Based on TV housshold universe of 95.4 million.
i Total Translators ?’006 Sources: Nielsen. NCTA and FCC

Redding, Calif. (BPED-950713MB)—South-
ern Oregon State College (Les Swanson Jr.,
president, Oregon State Board of Higher Edu-
cation, 808 SW 3rd Ave., No. 400, Portland,
OR 97204) for 91.1 mhz, ERP 1.8 kw, ant.
482.8 m., South Fork Mountain, 13.2 km from
Redding. College owns KSOR(FM), KSMF(FM)
and ksrRG(FM) Ashland, ksBa{Fm) Coos Bay,
KskF(Fm) Klamath Falls, ksrs{FMm) Roseburg,
ksJk(am) Talent and kaGi{am) Grants Pass, all
Ore.; and KNSQ(FM) Mt. Shasta, KNYR{FM)
Yreka and kNca{FM) Burney, all Calif. July 28

Perry, lowa (BPED-950711MB}—American
Family Association (Donald E. Wildmon,
president, 1208 Zentwood, Tupelo, MS
38801) for noncommercial educational at
91.7 mhz, ERP 30 kw, ant. 101 m., 2.5 mi. N
of Perry on Hwy 144. American Family owns
waFR(FM) Tupelo, wasT-am-Fm Forrest and
woFx(Fm) Cleveland, all Miss., and KCFN{FM)
Wichita and keuz(Frm) Topeka, Kan.; and
wants to build a noncommercial educational
FM at 88.9 mhz, Steubenville, Ohio. July 28

Hill City, Kan. (950407MA)}—Radio Inc. for
101.9 mhz, ERP 100 kw, ant. 247 m. July 27

Larned, Kan. (950417MN)—Western
Kansas Wireless Inc. for 106.9 mhz, ERP
100 KW, ant. 147 m. July 27

Bemidji, Minn. (BPH-950714MC)—Harbor
Broadcasting Inc. {(J. Thomas Lijewski, pres-
ident, 111 Marquette Ave. S., No. 1501, Min-
neapolis, MN 55401) for 95.5 mhz, ERP 100
kw, ant. 297 ft., 4.4 km SE of Blackduck.
Harbor Broadcasting wants to build radios in
Hermantown, Deer River and Dell Rapids,
Minn., and Rapid City, S.D. Lijewski has
interest in CP for wrsr-FM Two Harbors,
Minn. July 14

Bemidji, Minn. {BPH-850713MF)—Paul
Bunyan Broadcasting Co. (Louis H. Buron Jr.,
1410 30th St. NW, Bemidji, MN 56601) for
95.5 mhz, ERP 100 kw, ant. 160.5m.,6 mi. S
of Bemidji, 1 mi. W of Hwy 71. Paul Bunyan
owns kBUN(aM) and kBHP(FM) Bemidji. Buron
owns w.iy-FM Brainerd, kikv-Fm Alexandria; is
buying kTcF-Fm Crosby, and wants to build an
FM at Nisswa, ali Minn. July 13
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BROADCAST TV

%, Dawn Abel, VP,

A research, Para-
mount Domestic
Television, Hol-
lywood, named
VP, programing.
Erin Dittman, VP,
i The Lippin
Group, Los An-
geles, joins KNBC-
TV there as direc-
tor, communica-

tions.

Ron Kelly, GSM, KAaTV(TV) Little Rock,
Ark., joins KJAC-TV Port Arthur, Tex., as
VP/GM.

Tim Strickland, GSM, wpau(Tv) Dothan
(Ozark), Ala., named GM.

John Quinn, director, marketing and
promotion, WRQX(FM) Washington,
joins wiLA-Tv/News Channel 8 there
as sales marketing coordinator.

Maura Grogan, marketing consultant,
KpBS(TV) San Diego, named manager,
marketing and communications,

Appointments at WBRE-TV Wilkes-
Barre, Pa.: Amy Kellogg, reporter, and
John Duffy, photographer, WNEP-TV
Scranton, Pa., join as reporter/anchor
and photographer, respectively; Dia
Wallace-Johnson, reporter, WPXI(Tv)
Pittsburgh, joins as reporter/anchor;
Jonelle Fabian, producer, wviA-TvV
Scranton, joins as associate producer.
Sandra Peebles, weather anchor/
reporter, wsCv(Tv) Fort Lauderdale,
Fla., joins wrvi(Tv) Miami as general
assignment reporter/weathercaster,
Rick Sullivan, weekend sports anchor/
reporter, WRAL-TvV Raleigh, N.C., joins
WLFL(TV) there as primary sports
anchor.

Appointments at KRON-TV San Francis-
co: Jim Swanson, producer, KPIX(TV) San
Francisco, joins as senior producer, spe-
cial projects; Tracy Flynn, associate pro-
ducer, PrimeTime Live, New York,
joins as associate producer, Next Step.
Lori Grant, anchor/writer/producer,
WHSW-TV Baltimore, joins WMAR-TV
there as public affairs producer.

Bill Wilmore Jr., assistant news director,
WDEL(AM), and reporter, WSTW(FM),
both Wilmington, Del., joins WHYY-TV
there as reporter/producer.

Bud Brown, creative services manager,

wvEC-TV Hampton, Va., joins KIRO-TV
Seattle in same capacity.

Erik Storck, GSM, WECT(TV) Wilming-
ton, N.C., joins WFXI(TV) Morehead
City, N.C., in same capacity.

Cherie Curry, reporter/photographer,
wpPSD-TV Paducah, Ky., joins wSPA-TV
Spartanburg, S.C., as news reporter.

Robert Mennie,
news director,
WDTN(TV) Dayton,
Ohio, joins WUSA
(Tv) Washington
in same capacity.
Appointments at
WGHP-TV High
Point, N.C.: Joe
DelGrosso, VP/
GM, WITv(TV)
Jackson, Miss.,
joins as LSM; Cheryl Carson, producer,
named executive producer.
Appointments at KHOU-TV Houston:
Mario Hewitt, NSM, named LSM; Jeff
Lovins, LSM, named NSM.

Ken Moody, senior research analyst, Katz
Continental Television, New York,
named research manager.

RADIO

Ira Berger, VP, West/Southwest man-
ager, Westwood One, Dallas, joins
MediaAmerica there as managing
director, Southwest region.

Robin Rhodes, regional affiliate relations
manager, Westwood One Entertain-
ment, Los Angeles, joins ABC Radio
Networks™ American Country Count-
down with Bob Kingsley, Dallas, as
national manager, affiliate marketing.

Leon Van Gelder, account executive,
D&R Radio, New York, named direc-
tor, sales, and regional manager,
Philadelphia office.

John Dortch, senior account executive,
Eastman Radio, Chicago, named man-
ager, Minneapolis office.

Leigh DeNoon, acting news director,
wiBC(AM) Indianapolis, named news
director.

Chuck Guerin, owner/operator, Interad,
joins kSTP-¢M St. Paul as director, new
sales development.

Sue Ann Marehl, account executive,
Banner Radio, New York, joins Fair-
field Communications, Norwalk,
Conn., as NSM.

PROGRAMING

Steven Friedheim,
president/CEO,
Pezold-Friedheim
Communications,
Augusta, Ga.,
joins Ventura
Entertainment
Broadcasting,
Nashville, in
same capacity.

Adam Yaphkowitz,
manager, sales
promotion, Premier Cruise Lines,
Cape Canaveral, Fla., joins Turner
Program Services, Atlanta, as director,
affiliate relations.

Appointments at Saban Entertainment,
Burbank, Calif.: Dana Booton, produc-
tion manager, Graz Entertainment,
joins as executive in charge of produc-
tion; Clive Mizumoto, sound supervisor,
named VP, sound operations; Ron Coro,
senior creative director, Seiniger
Adbvertising Group, joins as executive
director, creative services.

Friedheim

Appointments at WETA-TV Washing-
ton, on-air promotions department:
Dan Wolf, freelance producer, joins as
manager, creative services; Bob Redder-
sen, producer, named senior producer;
Joe Bruncsak, associate producer,
named producer.

CABLE

William Burke,
VP/GM, Turner
Classic Movies,
Atlanta, named
president, TBS
Superstation
there.

Sanford Friedman,
VP, domestic
home video oper-
ations, Turner
Home Entertain-
ment, Atlanta, named VP, business
administration.

James F. Lightstone, VP/senior counsel,
Sony Music Entertainment, New York,
Jjoins Your Choice TV, Bethesda, Md.,
as senior VP, business affairs, and
general counsel.

Appointments at Continental Cablevi-
sion Inc., Boston: Phyllis Traver, VP,
marketing, Homeview Realty Centers,

Burke
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joins in same capacity; Steve Feingold,
GM, cable advertising, named VP.
; | Nancy McCready,

& | senior VP, mar-
keting and sales
promotion, licens-
ing and merchan-
| dising, Turner
Home Entertain-
ment, Atlanta,
named senior VP,
marketing, Turner
Entertainment
Co., Los Angeles.

Appointments at Discovery Networks,
Bethesda, Md.: Andrew Holtzman, head,
Holtzman Associates, joins as VP, mar-
keting and sales development; Laura
Masse, VP/account supervisor, Earle
Palmer Brown, New York, joins as
divisional director, affiliate marketing.

Lauren de la

ta[ Fuente, senior
director, creative
marketing, NIKE
Inc., joins MTV:
Music Televi-
sion, San Francis-
co, as VP, trade
marketing.

Nancy Lavin, exec-
utive producer,
WQED(TV) Pitts-
burgh, and Sandra Gregory, documen-
tary and series producer/director/
writer, BBC, London, join The Learn-
ing Channel, Bethesda, Md., as execu-
tive producers.

Appointments at ESPN Inc., New York:
Neal Tiles, account supervisor, BBDO,
New York, joins as director, advertising
and program marketing; Eric Handler, ac-
count executive, Lapin East/West Pub-
lic Relations, New York, joins as senior
publicist, corporate communications.

Fernando Gomez, manager, affiliate rela-
tions, Western region/international,
Inspirational Network, joins Prime
Deportiva, Houston, as director, affili-
ate sales, Latin America.

MULTIMEDIA

Colleen Pittman, corporate tax director,
Landmark Communications Inc., Nor-
folk, Va., named VP, finance.

Fred Schaefer, development executive,
Walt Disney Television Animation,
Burbank, Calif., joins PorchLight
Entertainment, Los Angeles, as direc-
tor, animation.

Patricia Goodrich, director, public ser-

il
McCready

Fuente

vice outreach, Corporate Initiatives,
Capital Cities/ABC Inc., New York,
named director, corporate initiatives.
Donald Pascarella, GM, Harron Com-
munications Corp, Caseville, Mich.,
cable system, named regional manag-
er, Texas division.

Beth 0'Donnell, manager, government re-
lations and marketing communications,
Eastern TeleLogic Corp., King of Prus-
sia, Pa., joins Comcast Corp., Philadel-
phia, as manager, government relations.

ADVERTISING/MARKETING

Arthur D’Angelo, chief administrative offi-
cer, Bates North America, New York,
adds CFO, Bates Worldwide, to his
responsibilities.

Michael Sugzda, executive VP/group
account director, McCaffrey & McCall
Direct (renamed Bates Direct), New
York, named president.

=] Gary Mancuso, VP,
| national sales,
Rainbow Sports
Sales, New York,
named senior VP.

Alan Schlossherg,
VP, media devel-
opment, Kelly,
Scott and Madi-
son Inc., Chicago,
named senior VP.

Earl Medintz, planning manager, The
Haworth Group, Minnetonka, Minn.,
named VP, planning and research.

Kathryn Lazar Sinnes, consultant, Sales
Productivity Group, St. Helena, Calif.,
joins Rainbow Advertising Sales Corp.,
Woodbury, N.Y., as president.

SATELLITE/WIRELESS

Tony Wolf, director, information sys-
tems, LA Cellular, Cerritos, Calif.,
joins DIRECTYV, Los Angeles, as VP,
information technology.

George Lissandrello, president, Informa-
tion Products International, joins ICG
Wireless Services, Denver, as VP, sales
and marketing,

WASHINGTON

William Hart, director, television ser-
vice, NASA, Washington, joins Per-
sonal Communications Industry Asso-
ciation there as director, public affairs.

Mancuso

John Derr, international standards man-
ager, National Electrical Manufactur-
ers Association, joins Electronic
Industries Association as director,
standards and technology, engineering

department.

Miriam Crawford, director, communica-
tions policy, United States Catholic
Conference, joins Corporation for
Public Broadcasting as director, com-
munity relations.

Robert Ungar, VP/general counsel,
Cable Telecommunications Associa-
tion, Fairfax, Va., joins Arter & Had-
den, Washington, as of counsel.

M.C. Antil, director, communications,
CTAM, Alexandria, Va., named VP.

Michele Farquhar, chief of staff, NTIA,
named acting deputy assistant secretary.

DEATHS

Richard (Dick)
Thomas, 69,
retired television
executive, died of
complications
following surgery
in Brigham and
Women’s Hospi-
tal in Boston. In
1952, Thomas
helped form the
Ford Foundation
television workshop. He worked at
several public television stations
beginning in 1966, including WGBH-TV
Boston, KERA-TV Dallas and wCNY-TV
New York. In July of 1974, Thomas
joined the Boston-based Eastern Edu-
cational Television Network (now the
American Program Service), where he
was instrumental in introducing over-
seas programing to American public
television, including All Creatures
Great and Small. He retired from APS
in 1986, although he continued as a
consultant until the time of his death.
Thomas was a resident of Natick, Mass.,
and is survived by his wife, Sheila; his
daughter; his son; two grandchildren,
and his sister, Jane Stuart.

Duane Garrett, 48, political consultant
and host of KGO(aM) San Francisco
evening talk show Duane’s World, was
found dead on July 28 of an apparently
self-inflicted gunshot wound beneath
the Golden Gate Bridge. Garrett was
well known for directing the campaigns
of several major political figures, in-
cluding Barbara Boxer and Dianne
Feinstein, and served as political analyst
for KGO since 1986 and KTVU(TV) since
1993. He began Duane’'s World in
1994. Garrett is survived by his wife
and two daughters.
—LCompiled by Denise Smith and Kenneth Ray
e-mail: d.smith@b&c.cahners.com
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As expected, Chancellor Broad-
casting Co. announced its $395
million purchase of 19 radio sta-
tions owned by Disney’s Sham-
rock Broadcasting Inc. (BROAD-
CASTING & CABLE, July 31). Brokers
call the $395 million price tag the
largest radio-group transaction in his-
tory. The acquisition makes Chancel-
lor the nation’s third-largest radio-only
group, with 33 stations and estimated
annual billings of $164.4 million.

Bill Cosby is reteaming with
Carsey-Werner Co, to star in a new
sitcom (C-W produced The Cosby
Show in the 1980s). As he did on the
previous series, Cosby will have the
title of executive producer. The pro-
ject will be loosely based on the
British comedy One Foot in the Grave
about a man between jobs and bat-
tling the frustrations of everyday life.

The FCC last week adopted its
“social contract” with Continen-
tal Cablevision and proposed a
new contract with Time Warner
Cable (TWC). The proposed contract
calls for TWC to spend $4 billion on
domestic system upgrades during
the next five years. The company
would be required to establish “life-
line basic service” tiers at 10% below
benchmark regulated rates, but

o [Bef——
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Outlet sells for $396 million to NBC

NBC will acquire Outlet Communications for $47.25 per share, or $396
million, topping a bid in late June from Renaissance Communications of
$42.25 per share, or $360 million. In addition, NBC will pay Renaissance
a breakup fee of $6.5 million.

Earlier in the week, Renaissance had filed suit in Delaware against Out-
let and NBC, but a judge there denied the company’s request for a restrain-
ing order barring Outlet from accepting NBC’s higher bid. Renaissance
issued a statement afterward saying it had settled the suit against NBC.

Outlet Chairman/CEO James Babb said last week that there was no
decision yet on whether he'd stay with NBC or move on, possibly to buy
stations. QOutlet stations include NBC affiliates wuar-Tv Providence, R.l.,
wcMH-TV Columbus, Chio, and soon-to-be NBC affiliate wnen-Tv Raleigh-

Durham, N.C.

—SM

could boost costs on cable program-
ing tiers by up to $1 per year for
each of the next five years. TWC
said in the contract that it will not add
going-forward rate markups for
channel additions to the $1 per year
increases. The contract, which
resolves 946 rate complaints, calls
for TWC to issue $4.7 million in sub-
scriber refunds in the form of bill
credits and for TWC to provide a free
cable connection to all public
schools with cable outlets passed by
TWC systems. Comments on the
proposal are due Sept. 5. The Conti-
nental contract, announced in April,
calls for a $1.35 billion investment in

said.

opportunity to reinvent itself.”

Abel leaving NAB

John Abel, the NAB's executive VP/operations, will
leave the association Aug. 21 to head the new-
media venture of Chris Craft/BHC Communications
and LIN Television Corp. In his new job, Abel will do
what he has been urging broadcasters to do: expand
into non-broadcast wireless cable services.

“This is my opportunity to implement a vision,” he

According to Abel, the Chris Craft/BHC Commu-
nications unit was formed earlier this summer. He
promised details of its plans within a few weeks. “TV broadcast has an

Abel, who joined NAB in 1983, said he is grateful to NAB President
Eddie Fritts: “He gave me a lot of freedom to do what | wanted to do.” —HAI

domestic cable upgrades by Conti-
nental between 1995 and 2000. The
FCC said 97 of 121 commenters
supported the agreement.

In the just completed July sweeps,
Twentieth Television's The Simp-
sons finished first among all
new syndicated strips. For July 6-
Aug. 2, The Simpsons averaged a
6.1 rating/12 share in Nielsen weight-
ed metered-market averages. The
numbers for the animated comedy
represent a 30% increase in the time
period averages of a year ago. The
rest of the top five: The Fresh Prince
of Bel-Air (5.4/11), Extra (4.4/10),
Baywatch (3.8/8) and Coach (3.3/8).

The FCC is considering a propos-
al to drop the requirement that
phone companies obtain permis-
sion under common carrier rules
to operate cable systems. The
commission has required would-be
operators of common carrier video
dialtone systems to obtain the “Section
214" waivers, but telcos have con-
tended that they should not operate
under the commeon carrier rules when
operating cable systems. The propos-
al comes as commissioners also are
considering fining Ameritech $400,000
for building a cable system in Michi-
gan without obtaining the waiver.

Hearst Entertainment has
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cleared Marquee V in 125 mar-
kets (92% coverage). The 14-title
movie package has been sold in 48
of the top 50 markets and is being
sold on a barter basis with a 10-
minute national/14-minute local split.
Barter sales are being handled by
Group W Productions.

The Senate Judiciary Committee
last week narrowly approved a
bill to partially repeal baseball’s
antitrust exemption. The mea-
sure would lift the exemption in labor
issues, but would continue to
exempt baseball from antitrust laws
in other areas, including sports-
broadcasting packages.

TCI shareholders voted last Fri-
day to create separate classes
of stock for its Liberty Media
programing arm. TCl President/
CEOQ John Malone says the move is
designed to “help the financial mar-
kets analyze our programing assets
and their underlying performance
and valuation.”

In an FCC filing last week, Peo-
ple’s Choice TV charged Jones
Intercable with violating cable
rate laws. People’s Choice said
Jones is charging differential prices
in Arizona, in violation of the 1992
Cable Act's fair-pricing provision.

PanAmSat last week launched
its PAS-4 satellite to the Indian
Ocean region. The international
satellite, PanAmSat'’s third, will pro-
vide telecommunications services
for Asia, Africa and Europe as well
as direct TV broadcasting for India
and South Africa. PanAmSat last
week also announced that it has
filed with the SEC to offer stock in
support of two more satellites.

Basic cable viewership was up
for the July sweeps by 14.5%.
Basic cable's 16.6 rating/32 share
and 15.8 million-household delivery
(according to Nielsen figures released
by the CableTelevision Advertising
Bureau) were up substantially over
the 14.5 rating/27 share and 13.7 mil-
lion—household audience for the 1994
July sweeps. In contrast, reports the
CAB, broadcast networks in July
dropped to their lowest sweeps-view-
ing levels, scoring a combined 29.8
rating/57 share and 28.4 million
households compared with the 32.4
rating/61 share and 30.5 million
households for July 1994.

— (Gl Clraull—

WASHINGTON
Spectrum price hike

Digital broadcast spectrum could be
worth more than the FCC originally
thought. The commission earlier this
year sent the Senate a guesstimate of
$11 billion, based in part on a
prospectus placing the value of New
York’s wNYC-TV at $65 million.
Because the UHF station has little in
the way of tangible assets or brand
identity, the commission figured it
offered a good gauge of what a
broadcast license alone brings on the
open market. Last week the license
brought $207 million from ITT and
Dow Jones. Using the sale price to
calculate the value of digital spec-
trum yields an estimate closer to $35
million. “It’s a real-world valuation
of TV spectrum today,” an FCC
source said.

Full circle

When CBS’s Larry Tisch and West-
inghouse’s Michael Jordan dropped
by FCC Commissioner James Quel-
lo’s office last Wednesday (Aug. 2)
to grease the regulatory wheels for
the Westinghouse/CBS merger,
Tisch thanked Quello for his role in
scuttling the prime time access rule
two weeks ago. “You did the right
thing,” he said. Tisch and Jordan
may have missed the irony of the
remark, but Quello didn’t. As Quello
noted after the moguls’ departure, it
was Group W that dreamed up
PTAR and helped win its adoption
by the FCC 25 years ago.

Busman’s holiday

FCC Chairman Reed Hundt traveled
the information highway to chair last
week’s open meeting at the FCC.
Although vacationing in Aspen,
Colo., Hundt phoned in to chair the
meeting over the commission’s pub-
lic address system. The teleconfer-
ence apparently was a first for com-
mission meetings. Commissioner
James Quello says he has chaired
meetings for absent chairmen, but
does not remember a chairman run-
ning a meeting via teleconference.

NEW YORK

No relief

Major League Baseball consultant
Barry Franks says other networks

shouldn’t hold their breath waiting
for an opportunity to negotiate for
rights to the 1996 baseball season.
Talks continue between baseball
owners and current MLB TV rights-
holders ABC and NBC, and Franks
says the ABC/NBC contract lan-
guage is quite clear. “We’re under
constraints of the ABC/NBC first-
option discussion language,” he says,
“so there’s really not much we can
do. I certainly don’t think anything is
going to happen until October.”
Franks was hired by MLB to find a
way for it to negotiate with other net-
works before the current contract
expires.

Consumer Reports sign-ups
Nonprofit Consumer Reports TV
News has just signed wBz-Tv Boston
for its syndicated news service,
according to CRTN Executive Pro-
ducer Hillary Martin. The addition
gives the service nine of the top 10
markets (it lacks Los Angeles). In
addition to Boston, four other mar-
kets have been added in recent
weeks: WHBQ-TV Memphis; KSL-TV
Salt Lake City; wAGT Augusta, Ga.,
and KERO-Tv Bakersfield, Calif. Sta-
tions taking the service now total 85
(including four in Canada and one in
Puerto Rico).

HOLLYWOOD
Is anybody out there?

According to Nielsen, the just-com-
pleted July sweeps was the lowest-
rated sweeps period for the Big
Three networks since at least 1980.
NBC won the ratings month with an
average 16 share, by Nielsen’s reck-
oning, followed by ABC and CBS
with a 15 share each.

I[i !
Drawn for BROADCASTING & CABLE by Jack Schmidt
“Has anyone told Peter...?”

L

Broadcasting & Cable August?7 1995



COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

The Markey factor

Ed Markey may be the ex-chairman of the House Telecom-
munications Subcommittee, but you can’t count him out.
He torpedoed the best-laid schemes of the broadcasting
industry twice last week, advancing his V-chip as the possi-
ble threat and cutting off the hopes of some broadcasters
for a 50% national TV coverage cap. While he was at it,
Markey threw a block in the way of broadcast-cable
crossownership, slowing down—if not yet stopping—the
rush to that kind of convergence. Not a bad day’s work for
a Democrat outnumbered in a Republican Congress.

Our respect for Mr. Markey notwithstanding, the V-chip
is a terrible idea—perhaps the most terrible in American
history in terms of its destructive impact on the First Amend-
ment. Should this concept ever make it into the fabric of
America, the government will become the national program
director. Not only will it ruin the medium, it will ruin the
government; in no time at all Big Brother will be a reality.

We're not that distraught about the multiple ownership
cap. If all goes well at the 35% level, the 50% cap will come
in time. Many broadcasters thought it was too much anyway,
and the industry’s rush to consolidate in the past few weeks
made many congressmen and some Fifth Estaters nervous.

The V-chip must be stopped. In Congress if possible, in the
courts if necessary. None of the pluses in the Communications
Act of 1995 are worth this negative. They knew better in 1934,

The vision factor

We're calling it megamedia; the coming together of parts
from all over the telecommunications landscape to form
new wholes of a size—and eventually of a kind—never
seen before. The Disney deal for Capcities/ABC will be

hard to top, but it will be topped in time. Remember when
Bell Atlantic and TCI were trying a $30 billion merger?

But at the end of the day, it isn’t about money. It’s all
about a vision of what communications in this country—
and around the world—can be. It was vision that got us
where we are today. Tom Murphy’s vision. Walt Disney’s
and Michael Eisner’s vision. Bill Paley’s and Frank Stan-
ton’s vision. John Malone’s. Don McGannon’s and
Leonard Reinsch’s. Newt Gingrich’s and Jack Fields’s
vision. Rupert Murdoch’s and Bob Wright’s (we dare to put
them in the same sentence). Grant Tinker’s. David
Samoff’s and Leonard Goldenson’s. Sumner Redstone’s
vision, and Barry Diller’s. Chuck Dolan’s and Bud Hostet-
ter’s and Jerry Levin’s and Brian Lamb’s. All the visionary
Hubbards. And, of course, Ted Turner's.

The list goes on and on, if not on this page. Qur point is
that it hasn’t been the bankers that built these businesses,
although surely their vision, too, played a role. It has been
the entrepreneurs with vision and genius and taste who ani-
mated broadcasting and cable until now, and who are push-
ing the telecommunications envelope as never before.

Disney has paid $18.5 billion for Capcities/ABC; West-
inghouse, $5.4 billion for CBS. Neither has the slightest
assurance of success unless the men and women at the top
have the vision to point those companies in the right direc-
tion, and the leadership to inspire thousands of others to
share their enthusiasm for the enterprise. Those qualities
made Capcities/ABC the resounding success we’re writing
about this week; the lack of them reduced CBS to less than
it might have been, its own fiscal success notwithstanding.

The New Broadcasting calls for new ways. We think it’s
a time to raise the bar, not to lower expectations—at the
new ABC, the new CBS and elsewhere in the Fifth Estate.
First and foremost, it’s a time to realize and respect the
power of the medium, and of the professionals who stand
able and ready to bring it into the next generation.
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JOUR AGENDA FOR SUGUESS

International Film and Programme Market
for TV Video Cable and Satellite

9-13 October 1995
Palais des Festivals Cannes France

For further information contact

FRANCE & REST OF WORLD: JACQUES GIBOUT, REED MIDEM ORGANISATION TEL: 33 (1) 44.34.44.44 - FAX: 33 [1) 44.34.44.00
UK & AUSTRALIA: PETER RHODES, REED MIDEM ORGANISATION LTD TEL: {44) 0171 528 0086 - FAX: (44) 0171 895 0949
USA: BARNEY BERNHARD, REED MIDEM ORGANISATION INC TEL: 1 (212) 689 4220 - FAX: 1 (212) 689 4348

a Reed Midem Organisation event
@ A member of Reed Exhibition Companies

OFFICIAL CARRIERS
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Whats top of your Agenda today,
in your strategy for business

success? /t5 got to be MIPCOM,
the major film and programme

market of the Fall!

MIPCOM, when the world of
Film, Video, Television, Cable
and Satellite join forces for five
intensive days of buying, selling
and negotiations, Producers,
Distributors, Broadcasters, Co-
Producers get together to forge

new alliances, create opportunities

for the future and deals for today.

With 1,700 International
Buyers from 90 countries
making their presence felt,
shouldn’t you book your

participation straight away?

Use the best media to target
your prospects and improve
your product status. Tell the
whole story and more. By
advertising in the MIPCOM
Preview, Guide and Daily News
you can be sure that your
message hits the right people at
the right time.

Dial Direct. And ensure your
place at the largest media

gathering of the autumn.

On target for success.



REPRESENT

KOIN-TV, Portland, Oregon, has

appointed Katz American
Television as its national sales
representative. KOIN-TV
joins the other quality
Lee Enterprises stations
represented exclusively by the

Katz Television Group.

KOIN-TV, a strong CBS
affiliate and growing station in

the 25th largest DMA.

KOIN-TV and Katz American
Television. Together offering
advertisers the best sales
and marketing opportunities in

the Portland, Oregon, market.

Katz. The best.





