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Fast Track

Must Reading from

Broack iy

June 10, 1996

TOP OF THE WEEK / 6

Disney’s Michael Eisner,

ABC’s Robert iger and Disney's
Michael Ovitz (I-r) face ABC affil-
lates in Orlando. / 8

Telco, cable battle is joined The batile in and around Plymouth, Mich.—pitting
Ameritech against Continental Cablevision—is shaping up as the one to waich in the
long cold war between cable and telephone companies. For the short term, cable televi-
sion is the primary battleground. / 6

The mouse that soothed Disney and ABC executives last week defused what
could have been an acrimonious affiliates meeting by acknowledging their biggest prob-
lem—prime time—up front. Disney Chairman Michael Eisner placated the troops by
saying that ABC’s key focus will be to develop hits in that time slot. / 8

Sponsorship questions raised Bowing to criticism that it may be getting too cozy
with its advertisers, cable network The History Channel has scrapped plans for an advertiser-

produced documentary series. Meanwhile, NBC is trying to clear up confusion about a series sponsored solely by IBM. / 14

Cable fights OVS ru'mg The cable industry is fighting a recent FCC ruling that bars cable systems from provid-
ing “‘open video systems” in their own service areas if they are not subject to effective competition. OVS allows telcos to
deliver video without following common carrier regulations. Telcos, meanwhile, were encouraged by the decision. / 16

BROADCASTING / 19

WB, UPN square off With many affiliation deals due
to expire next year, The WB and UPN still are competing
fiercely to consolidate their affiliate base. At affiliate meet-
ings last week, executives of both start-up networks were up-
. beat about their progress

in gaining a foothold as
the fifth network. / 20

Clear Channel
tops 100 radios
Clear Channel Commu-
nications becomes the
first radio-group owner
to pass the century
mark, making a tender
offer for Heftel Broad-
casting Corp. / 27

CABLE / 43

Cable’s franchise frenzy A lot of activity is expec-
ted 10 start this year as hundreds of U.S. cities, large and
small, undertake cable franchise
renewals. The agreements will
have to take into account new
technology that isn’t subject to
franchising authorities. / 43

USA walks away with
‘Walker’ USA Neiwork is pay-
ing $75 million for the off-net
rights 1o the hit CBS series Walk-
er, Texas Ranger. Broadcasters
will be offered weekend runs of
the show. / 44

4

Connie Chung flefds her own dream
team with DreamWorks executives
and husband Maury Povich (right).
The group will produce a first-run
news show for fall 1998./ 22

Summer Olympics coun-
terprograming won'’t be
all sports. Lifetime, for
example, will offer a mini-
series marathon hosted
by Joan Collins. / 50

COVER STORY

Radio’s syndication solu-
tion Radio-group consolida-
tions and a thirst for strong pro-
graming are sustaining a vibrant
syndication business. Station
managers who oversee twice as
many stations as they did last
year find syndicated programing
a cost-efficient way to fill some
dayparts. And as syndicators
pump up production to meet de-
I mand, media buyers welcome the variety of shows from
, which to choose. Cover photo by Craig Mathew / 37

Telemﬁq Ia,  C

Cable, telcos hook up in Southeast JonesIn-
tercable and Bell Atlantic last week agreed to work together
in Virginia, while Time Warner and BellSouth will tackle
nine other states. The alliances will atlow the telcos to
enter the long-distance market at the same time the cable
companies can start offering local telephone service. / 52

mixture of tough talk
and forthright opinions
has given her five

| years of top ratings at
kri(am) Los Angeles.

‘ Laura Schlessinger’'s

TECHNOLOGY /55

Keep your eye on the billboard Baseball is play-
tng a new game as “virtual billboards” pop up during San
Francisco Giants’ games. The billboards behind home plate
change from one advertiser o another, thanks to Princeton
Video Image’s live video insertion technology. / 56

Changing Hands.....28 Datebook.................. 72 InBrief ....cocvvrnns 76
Classified ................ 60 Editorials................78 Network Ratings .....26
Closed Circuit ........ 14 Fates & Fortunes.... 74 Washington Waich..|8
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AMERITECH VS. CONTINENTAL

Motown showdown

Cable battle, just under way in suburban Detroit, will spread to other midwest markets

By Price Colman

he long cold war
Tbelween cable and

telephone companies
has finally erupted into
open economic battle, with
suburban Detroit at the epi-
center.

In mid-May, Chicago-
based Baby Bell Ameritech
quietly launched cable ser-
vice in Plymouth, Ply-
mouth Township, Canton
Township and Northville,
upper-middle-class sub-
urbs west of Detroit.

Although there are
telco—cable company skir-
mishes elsewhere. notably
Omaha and Dover Town-
ship. N.J., the battle in and
around Plymouth pitting
Ameritech against Conti-
nental Cablevision Inc. is
shaping up as the one to
waich.

“It is very significant—
kind of a harbinger of the
next decade or so.” says
Rob Stoddard. director of
corporate communications
for Cablevision. “It will be
a valuable lesson for our
company and probably a lot
of other cable operating
companies.”

While the Ameritech vs.
Continental competition
shapes up as a classic case
of well-heeled telco against
money-conscious cable, US West's
acquisition of Continental will dramat-
ically reshape the landscape. Backed
by US West’s financial clout and long
experience in telephony, Continental
looks less like an underdog in the voice
business, and the battle is shaping up to
be-—at least at the corporate level—
one of telco vs. telco, with the differ-
ence being the choice of weapons.

What both Ameritech and Continen-

COMMUNITY
Naperville
Greendale
Columbus
Hilliard

Plymouth

Northville

Fraser
Southgate

Troy
Wayne

Berea*

Glendale Heights

Upper Arlington
Plymouth Township
Canton Township
Northville Township

Garden City

North Olmsted

AMERITECH CARVES OUT ITS TURF

The 18 communities where it holds cable franchises
CABLE INCUMBENT

Time Wamer

Jones Intercable

Time Wamer

Time Wamer, Coaxial

Time Wamer

Time Wamer

Continental Cablevision

Continental Cablevision

Continental Cablevision

Continental Cablevision

Continental Cablevision

Comcast Cable

Comcast Cable

Comcast Cable

AREA POPULATION
Chicago 30,000
Chicago 102,000
Milwaukee 15,000
Columbus 600,000
Columbus 18,000
Columbus 36,000
Detroit 10,000
Detrolt 28,000
Detroit 62,000
Detroit 6,300
Detroit 19,000
Detroit 14,000
Detroit 30,000
Detroit 32,000
Detroit 80,000
Detroit 20,000
Cleveland 35,000
Cleveland 19,000

TCI

Time Wamer
Cablevision Systems
Cablevision Systems
Ameritech is in negotiation with 30 other communities in Chicago, Detroit, Mil-
waukee, Cleveland and Columbus.
* Ameritech authorized to begin construction in advance of franchise

Source: Ameritech New Media GRAPHIC BY BROADCASTING & CABLE

provider, it bought out pre-
decessor Omnicom Cable
only last year. That was
largely in response to
Ameritech’s pursuit of a
cable franchise for the area.

“In 1993 negotiations for
renewal of the Omnicom
tranchise started but didn’t
progress well,” says Ply-
mouth city manager Steven
Walters. “Once Ameritech
showed up in the spring of
1995, Continental got more
directly involved in the nego-
tiations out of concern about
how things were going.”

Ameritech reportedly has
sunk about $35 million into
building its HFC network. At
the same time, Continental
also has spent big to upgrade
its network from traditional
coaxial cable 10 HFC.

The tale of the tape
reveals that the two com-
petitors are almost evenly
matched. Continental’s sys-
tem has more than 70 chan-
nels on an extended-basic
package priced at $21.59 ;
month before franchise fees
of 3%-5%.

Ameritech is offering
what 1t calls its “premier-
cast” service—essentially
extended  basic—with
roughly the same number of
channels for $22.95 a month.

The two services also
offer about 15 additional

tal bring to the fray is advanced hybrid | premium and pay-per-view channels in

fiber/coax (HFC) networks capable of
delivering a variety of digital services,
ranging from cable and telephony to
interactive services and high-speed
Internet access.

But tor the short term, cuble televi-
sion is the primary battleground.
Although Continental, which has more
than a 60% penetration rate in the four
communities, is the incumbent cable

www americanradiohistorv com

various packages at additional cost.
Both companies have undertaken
aggressive marketing and promotion
campaigns. In Ameritech’s case, the
goal is to build a critical mass of sub-
scribers by luring new customers and
getting Continental subscribers 1o defect.
Continenial’s strategy has included
offering existing customers free HBO
for a year or $5 off the monthly cable
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bill for a year. The trick in winning the
eyes and wallets of consumers will be
how effectively the two services can
show that they differ from each other.

In Ameritech’s case, that's partly by
offering what it calls T.E.D. and
R.E.D.—TV and Remote Enhance-
ment Devices—that enable interactive
program guides and customized per-
sonal channel guides. Those devices
cost an additional $2.95 a month.

“These services are exclusive to
Ameritech,” says spokesman David
Onak. “We will grow from there with
the navigator Americast is developing.
We also plan to expand the number of
channels to several hundred over the
next couple of years.”

Continental is hardly playing rope-a-
dope. The Michigan branch of Conti-
nental recently applied for licenses to
offer telephony services in and around
Plymouth as well as 39 other Michigan
communities, in essence going after

Ameritech’s core business.

“We're also going to announce next
week the [preliminary] launch of a super-
high-speed data network™ using cable
modems from LANcity, says Bill Black,
director of corporate affairs for Continen-
tal’s Michigan operations. Both compa-
nies acknowledge that digitally delivered
services also are in their plans.

For Ameritech, the Plymouth cluster
is the jumping-off point for a larger
effort. The telco holds franchises in 14
other communities, including Detroit
suburbs of Troy (where it will go head
to head with Tele-Communications
Inc.’s 80,000-subscriber system), Gar-
den City, Southgate, Fraser and
Northville Township, as well as Chica-
go suburbs of Naperville and Glendale
Heights; and suburbs of Columbus and
Cleveland, Ohio, and Milwaukee.

“And we’re in discussions with prob-
ably 30 other communities,” says Onak.
“We’ve got 13 million phone customers

we serve in the Midwest. It’s going to
take several years to get to all of them.”

Although nearly everyone applauds
the onset of telecommunications com-
petition—from cable to telephony—
some industry analysts project a finan-
cial war of attrition.

“A directly competitive situation is
pretty tough for both sides, but it’s a
really difficult go for the overbuilder,”
says Jim Trautman, senior vice presi-
dent of Denver-based Bortz & Co., a
cable consulting and research firm.

“I have a tough time seeing a situa-
tion where it's a very good financial
proposition for [Ameritech] unless they
really take a lot of market share away
from Continental,” he says. “The diffi-
cult thing from Continental’s point of
view is that Ameritech does have to get
large-market share to make this work
and may be willing to do some things
that will make it tough on Continental”
such as cutting rates. ]

Chalk one up for Time Warner, Turner

Court rejects US West attempt to block $7.5 billion merger

By Rich Brown

ould-be partners Time Wamer
w and Turner have won a battle

but have not won the war in
their fight to complete their $7.5 billion
merger.

US West’s attempt to derail the pro-
posed Time Warner/Turner merger bit
the dust in Delaware Chancery Court
last week, bringing the companies a
step closer to completing the planned
deal. But the companies still need a
crucial thumbs-up from the Federal
Trade Commission.

Time Warmer already has seen that
FTC approvals are not guaranteed. The
company’s attempt in 1994 to launch a
music video network in partnership with
Sony, EMI and other music giants was
scrapped following antitrust heat from
the commission. Sources familiar with
Tumer investigation say the FTC has
raised serious concerns about the deal.

Nevertheless, Time Wamer and Turmn-
er had cause for celebration on Thursday
when Delaware Chancellor William
Allen rejected US West's request for an
injunction blocking the consummation
of the planned merger. US West had
charged that the deal would violate an
existing non-compete partnership agree-
ment between Time Warner and the

telco. US West since 1993 has owned a
25% stake in Time Warmner Entertain-
ment {TWE), which comprises Warner
movie studios, HBO and cable systems.

Time Warner CEO Gerald Levin
testified during the trial last March that
the company was not required under its
TWE partnership to obtain US West’s
consent about Tumer. Talks between
the companies to restructure or dis-
solve their TWE partnership, under
way since 1994, were suspended just
before the trial.

“We intend to put this matter behind
us, and we look forward to continuing
to work with US West in pursuit of our

shared telecommunications strategy,”
Time Wamer said in a statement.

In other Time Warner/Turner merg-
er developments, Ted Tumner said at his
company’s annual shareholders meet-
ing in Atlanta on Friday that if the deal
goes through, the company will pay a
$50 million fee to Michael Milken, the
former junk-bond banker who has
served as a consultant on the deal.

Turner mentioned the Milken pay-
ment during a review of company
finances that included revenue projec-
tions of $4 billion for 1996. Turner
Broadcasting revenue totaled $3.44 bil-
lion last year. "

Broadcasting & Cable June 10 1996
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Top of the Week

ABC faces affiliates, problems head on

Disney, network executives confront poor prime time performance, exhibition windows

By Steve McClellan

he ABC affiliates
T meeting in Orlando

last week wasn’t the
bioodbath some were
expecting, considering
the network’s downturn
in ratings.

Network executives
and Disney officials prob-
ably defused what could
have been an acrimonious
two-and-a-half-day aftair
by acknowledging the
biggest problem—prime
time—up front and by
repeatedly promising 1o
do whatever it t1akes to
turn the situation around.

Specifically, Disney Chairman
Michael Eisner said the key focus at
ABC will be to develop hit prime time
shows, which have been in short sup-
ply at the network in recent seasons.

But one issue ABC and its affiliates
continue te negotiate is the use of what
traditionally have been considered
exclusive network programs in other
exhibition windows such as cable tele-
vision.

The most recent example of “repur-
posing,” or using network shows in sec-
ondary windows, occurred when Com-
cast and ABC 1alked about putting the
network’s daytime soaps on QVC:
Episodes airing on the network would
air later the same day on the cable chan-
nel. The quid pro quo was to have been
carriage by Comcast of ABC's 24-hour

Eisner, iger and Ovitz promised ratings improvement.

news network. Both the network and |
the soap tulks are off.

Several months ago, the Disney
Channel ran Second Noah, an hour
drama on ABC, for one month. As was
the case with the soap opera talks,
many ABC affiliates had no knowl-
edge of, nor did they consent 10, the
Second Noah/Disney Channel deal.

The network does not need consent,
but the affiliates think repurposing
deprives their stations of exclusive pro-
graming for which they bargained in
recently negotiated 10-year affiliation
contracts.

At last week’s meeting, affiliates were
briefed on unprecedented negotiations
between their advisory board and the
network. What the board has pro-
posed—and what the network has

viewers and us,” Cohen says.

Cohen: One channel, one network

ABC top marketer Alan Cohen says ABC owned stations will adopt a “one-
channel” marketing strategy, and he urged affiliates to do the same. Under
the scheme, which Cohen developed for his [ast employer, NBC, stations
drop their call letters and use only the ABC logc and channel number.
Thus, for promotional purposes, Washington's wuLA-Tv becomes simply
“ABC7" or “7ABC." "It will result in a much stronger bond between our

He also announced that McDonald’s and General Motors would be the
network’s first-ever promotion partners for the fall season. Under the
McDonald’s promotion, part of a larger deal between Disney and the fast-
food chain, the network will award viewers with trips to Disney World and
parties with ABC stars, while McDonald's restaurants will hype the new
shows. The GM promotion calls for giving away a new Pontiac Grand Prix
to a viewer each night of premiere week.

—SM

embraced—is an agree-
ment to enter binding
arbitration if ABC repur-
poses broadcast pro-
graming but fails to reach
an acceptable quid pro
quo arrangement with the
affiliates. Details haven't
been worked out.

Board chairman
Andrew Fisher, head of
affiliate stations for Cox
Broadcasting, confirmed
that negotiations are con-
tinuing. Each ABC affili-
ate must agree on the deal
separately: such a pact
would be executed as an
addendum to affiliate
contracts.

Fisher and others at the meeting said

| that despite ABC's struggle with rat-

ings this season. they came away feel-
ing upbeat about the network’s recog-
nition of problems and its commitment
and ability to turn the situation around.

ABC’s prime time schedule “has
been a disappointment 1o everyone in
this room,” David Westin, president,
ABC Television Network Group, said
last Tuesday during the meeting’s
opening session. Addressing some 600
network and station executives, he
acknowledged that the network failed
lust season to come up with the hits
needed to compete effectively and also
was hurt by the performance of
movies.

“I would describe the meeting as
very positive,” said Fisher. “They iden-
tified the problems and underscored
their commitment to fixing them."”

References to co-branding—when
focal affiliates and the network
crosspromote and crossmarket each
other—were heard throughout the
meeting. “You can calculate the clear-
ance, but you can’t contract the total
commitment,” Fisher said. “The mutu-
ality of the relationship is the differ-
ence between networking and every
other form of distribution. Local cable
companies don’t care what channel
wins. We really are together and can
mike each other successful.”

Those remarks were echoed by Eis-
ner. He said it is essential that the net-

I work have a strong partnership with its

www americanradiohistorv com
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Life Is Your Business.
Make The Most 0f It

BLOOMBERG Information TV watcn BLOOMBERG formaton T -

simultaneous coverage of top business, financial markets,

international, sports, weather and lifestyle stories

every half hour.

M-F 5:00-7+00 a.m. and Seturdays 5:30-6:00 a.m. on
USA Network 24 Hours a Day on DirecTV CH. 245

BLOOMBERG Personal e personal finance news magazme

show that helps your family understand the
business of investing and outiines the

strategies that fead to financial prosperity.

Saturdays 6:30-7:00 a.m. on USA Network

f BLOOMBERG Small BUSlness The 30- mmute program

that shows you how today’s entrepreneurs have built L’:,Q.ll '1 '4 1

1
.

'\"'"\-

growing businesses and the secrets of their success.

1 L
Saturdays 6:00-6:30 a.m. on USA Network

Put Your Clients Into The Lineup That Beats CNN:

BLOOMBERG Television-Where Your Audience Is Going.

For advertising opportunities, call 1 800 448 5678 x2200 or e-mail at http://www.bloomoerg.com

*Source: Nielsen National Audience Projections, PNAD, Adults 25-54; Sept.-Dec. 1995 M-Sat 5:30-7AM; Jan 1996 M-F 5-7AM, Sat 5:30-7AM.
USA Network vs. comparable time periods on CNN. Subject to qualifications which will be supplied upon request.
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affiliates: “Entertainment is a local is-
sue. The essence of broadcasting is local
as well, and the partnership between the
network and the stations is essential to
survival of both in the multichannel
environment.”

Eisner and Disney President
Michael Ovitz spoke to affiliates at
open and closed sessions. Affiliates
were surprised that both, as well as
Capital Cities/ABC President Robert
Iger, strongly endorsed embaitled ABC
Entertainment President Ted Harbert.
There are rumors that Harbert soon will
be replaced, most likely by NBC pro-
graming executive Jamie McDermott,
now on leave from NBC. (Her contract
expires June 135.)

lger said that of the schedules of the
past four or five years, the one put
together by Harbert was the best. He and
Eisner agreed that Harbert did a “sensa-
tional job.” However, neither executive
denied the rumors about Harbert.

But the praise caused affiliates to
speculate that Eisner and Iger hope Har-
bert will stay—perhaps in a4 new struc-
ture such as the one NBC created when
Don Ohlmeyer joined the network and

Top of the Weelk—

Kids quota gains steam ‘

| their networks will measure up to any children’s TV standard set by the FCC.

CapCities/ABC President Bob Iger and Fox TV Chairman Chase Carey said ‘

“In the seasons to come, this network will more than satisfy any
requirement that is either imposed on us by Washington or in some way |
expected from us from political circles.” lger told ABC affiliatas.

Although Disney Chairman Michae! Eisner voiced his disfavor with gov-
emment action, advocates of stronger requirements drew encouragement

from Iger's remarks.

“I think that we've sort of won,” said longtime children’s TV advocate Peggy
Charran, Charren cited CBS's plans to provide three hours of children’s edu-
caticnal programing and claims by MBC that its stations maest or excesd the
three-hour mark. "That takes care of the three hours,” Charren said.

On Capital Hill, meanwhile, 32 senators last week signed a letter circu-
lated by Senator Joseph Lieberman (D-Conn.) endarsing a three-haur

children's TV reguirement,

under which NBC Entertainment Presi- |

dent Warren Littlefield retained his role.
Reports surfaced last week that Eis-
ner has approached Marcy Carsey and
Tom Werner of Carsey-Werner Pro-
ductions about joining ABC to run its
entertainment division. But the two
producers, former ABC production
executives, reportedly nixed the idea.
Disney can help ABC significantly

—CMm

strengthen its marketing and branding
efforts, Ovitz said, adding that the ABC
brand has a special relationship with the
American family, as does the Disney
brand. “We have no interest in blending
them,” he said. ““We have a great deal of
interest in making sure these brands
maintain their equity. We’ll use all of the
synergy available to promote the pro-
jects we are working on.” ]

Murdoch bullish on over-the-air TV

Says cable, DBS, other services will buttress terrestrial stations

By Cynthia Littleton
upert Murdoch rallied the Fox
troops last week at the net-

R work’s annual spring affiliates

meeting, telling broadcasters that the
future looks bright for free, over-the-
air television.

Fox’s chairman predicted that
cable, DBS and other competing dis-
tribution platforms ultimately will
reinforce the “ubiquity” of the broad-
cast networks. More specifically, Mur-
doch said News Corp.’s planned expan-
sion into cable news and sports (see
story, page 51) will benefit aftiliates by
boosting Fox's profile in two highly
competitive areas for broadcasters.

“The paradoxical reality is that by
extending our brands and our initiatives
into new media forms, [the major net-
works]| actually strengthen and reinforce
our core broadcast network business and
its dominance of the industry,” he said.

Murdoch tipped his hat to Fox’s
rivals, saying his optimism was based
in part on the strong management teams
they have in place: “The networks have

Murdoch and Carey stress the need for news.

never been in better or more capable
hands,” he said, singling out Westing-
house/CBS’s Michael Jordan and Peter
Lund, NBC’s Bob Wright and the chief
executive of Disney, ABC s new parent
company, Michael Eisner.

Murdoch pressed his agenda on the
DBS front by promising that News
Corp.’s new American Sky Broadcast-
ing venture will protect the nonduplica-
tion interests of local broadcasters. Not-
ing that other DBS operators have been
accused of violating federal rules by
offering out-of-market broadcast sig-
nals, Murdoch said he would provide

details of ASkyB’s plan to add local
stations to the DBS menu by the next
Fox affiliates meeting, in January.
News Corp. insiders say technolog-
ical advances have made it possible
for ASkyB’s satellites to carry more
than 1,200 broadcast signals nation-
wide. Consumers will use a “smart
card” encryption device, similar to the
system used by News Corp.’s British
Sky Broadcasting, that blocks out all
but the authorized channels in each
market.
Generally speaking, affiliates at-
tending the two-day gathering in Santa
Barbara, Calif., were upbeat about the
network’s performance over the past
season, particularly during the May
| sweeps. Lana Corbi, Fox's newly ap-
pointed head of network distribution,
drew a round of applause by announcing
an inventory swap that will give affili-
| ates an additional 30-second local spot in
its powerhouse The X-Files.
[ As usual, Murdoch and Carey urged

affiliates to build up their stations and
| the network by investing heavily in
| local news. |
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CONUS+PLUS

From Spokane to Sarajevo, we’ve got you covered!

Columbia’s newest satellite at 47° West Longitude
brings the newest addition to our SkyWay™ family of
services....CONUS+PLUS.

Specifically designed for the distribution of television
programming, CONUS+PLUS broadcast mode

service simultaneously reaches the forty-eight
contiguous states.* That’s CONUS. :

The PLUS? The plus is all of Europe, plus most of Eastern
Europe, plus a large portion of Northern Africa....all within a
single hop!

The real plus is adding 400,000,000 potential viewers to
what you now receive from existing “DOMSATS”.

Welcome to our global village!!! e

* Sorry, we do miss a few falks in the furthest d ") L
reaches of the Pacific Northwest. !

CoLuMBIA COMMUNICATIONS CORPORATION

ATLANTIC OCEAN REGION PACIAT OCEAN REGION
7200 Wisconsin Avenue, Su te 7G1 1088 Bishop Sireet, Suite 2912
Bethescla, Maryland 20814-3228 Honolulu, Hawaii 96813-3126
Telephonz (301) 907-8300 Telephone (808) 523-8100
Tpll Free ‘888) 907-8800 Toll Free (888) 523-8100
Facsimile (301) 907-2420 Facsimile (808) 523-5010
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Jop of the Weel—

FCC delays decision
on affiliate rules

Networks get time to make their case for easing restrictions

By Chris McConnell

etworks are rallying their forces
N to take another shot at loosening

the FCC’s rules on network/affil-
late agreements.

The FCC had planned to consider
the rules at its meeting this week but
decided to put the issue off until the
June 27 meeting. FCC officials say the
delay will give the networks a chance
to make their case against the rules and
also will allow more time for internal

negotiations on the Mass Media

Bureau’s recommendation on the rules.

That recommendation would keep
the time option, exclusive affiliation
and territorial exclusivity rules in place
but would modify the “right-to-reject”
rule to allow agreements that bar affili-
ates from rejecting network program-
ing for reasons that are solely financial.
Agreements preventing the preemption

of public interest programing still
would be prohibited.

FCC Chairman Reed Hundt favors
the modification and maintains that sev-
eral current network/affiliate agreements
appear to violate the rule as now crafted.
“Wouldn’t [modification] make more
sense than declaring the contracts to be
unlawful?” Hundt asked last week dur-
ing a speech at the Museum of Televi-
sion & Radio in New York.

Network executives agree with that
logic, insisting that keeping the rules in
their current form constitutes a “cata-
strophe in the making.”

“It will have an impact on some of
these contracts,” says one industry
source. “A lot of these people raise
questions,” another says of the current
slew of network/affiliate agreements.

But commissioners Susan Ness,
James Quello and Rachelle Chong
oppose modifying the right-to-reject

rule, sources say. FCC officials point to
the lack of affiliate complaints about
their agreements with the networks. Oth-
ers also cite the question of defining pub-
lic interest programing, particularly in
the case of local sports coverage.
Network executives categorize sports
as entertainment rather than public inter-
est programing. Local stations counter
that the programing serves the public
interest, even if it does reap profit.
“Why should they be sentenced to
losing money?” says Gerard Waldron,
counsel for the Network Affiliated Sta-
tion Alliance. In his speech last week,
Hundt included sports coverage among
the types of programing that serve a

| community’s public interest.

In addition to modifying the right-to-
reject rule, the bureau’s recommenda-
tion would eliminate a rule preventing
networks from acting as an advertising
representative for the sale of non-net-
work time. But sources say that recom-
mendation also faces opposition from
Ness and Quello. Officials also say
commissioners last week were still
reviewing whether the FCC should
eliminate another rule that prevents net-
works from influencing an affiliate’s
advertising rates during non-network
broadcast time. ]

Dingell questions satellite radio

Asks FCC for more information on proposed pioneer’ s preference award

By Chris McConnell

D Radio will have
to wait a little
longer before secur-

ing a license to launch its
planned satellite-deliv-
ered radio service.

Representative John
Dingell (D-Mich.) last
week was planning to
send more questions to
the FCC about its plans to
award the company a
license as part of a “pioneer’s prefer-
ence” for its work in developing the
satellite-based digital audio radio ser-
vice (DARS).

The Washington-based CD Radio
hopes to beam a 50-channel subscription
service to small mobile antennas. Broad-
casters have long opposed the authoriza-
tion of such services, fearing they will
siphon listeners and advertising revenue
from terrestrial broadcasting.

Dingeil wants more
details about CD Radio.

FCC commissioners
last month were about to
approve the pioneer’s
preference award when
Dingell and Representa-
tive Thomas Bliley (R-
Va.) asked the FCC 1o put
the move on hold. Bliley
and Dingell later sent the
FCC a series of questions
about the planned award.

The FCC sent its re-
sponse on May 22, ex-
plaining that a six-member
panel had evaluated the applications for
pioneer’s preference awards. But
sources say Dingell last week was plan-
ning to request more information on the
process in a second letter. “He continues
to have questions,” a Dingell aide said.

Dingell's request for more informa-
tion comes as Congress and the Clinton
administration are considering auction-
ing DARS and other spectrum to help
balance the budget. House lawmakers

have voted to direct the FCC to raise
$2.9 billion through the auction of 35
ghz of spectrum. The plan does not
specify the spectrum to be auctioned,
although sources point to DARS as a
likely target. And President Clinton
hopes to use the auction of DARS fre-
quencies to help finance his college
tuition tax-credit plan.

The FCC already had planned to
auction at least half of the 50 mhz of
DARS spectrum. The plan pending
before commissioners also calls for
three additional DARS applicants to
bid for another 12.5 mhz of spectrum,
unless the companies decide to merge.
The final 12.5 mhz would go to CD
Radio, although the company would
have to pay most or all of the license’s
market value.

CD Radio attorney Peter Pitsch hopes
the pioneer’s preference plan will sur-
vive a second set of questions from Din-
gell: “We remain confident the commis-
sion will find that we made our case.” =
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Copyright windfall for broadcasters

Royalty panel raises amount to be awarded from cable carriage

By Harry A. Jessell

V broadcasters and sports owners

T may be getting a bigger share of
cable copyright royalties.

A three-member arbitration panel

last week increased the two groups’

shares of the $557 million in cable |

royalties and interest from 1990, 1991
and 1992. (The total for the three
years was actually $583 million, but
music rightsholders skimmed $26
million off the top as part of an earli-
er settlement.)

In a 2-1 decision, the Copyright
Arbitration Royalty Panel hiked the
percentage going to commercial broad-
casters from 5.9% to 7.5%. Unless
overturned on appeal, the ruling means
that broadcasters will receive an extra
$8.5 million, $42 million in all.

Sports interests (Major League
Baseball, the NCAA, National Hockey
League and National Basketball Asso-
ciation) saw their share rise from 24%

to 29%. That translates to an additional
$30 million, $169 million in all.

The big losers were the entertain-
ment programing producers repre-
sented by the Motion Picture Associ-
ation of America. Their share slid
from about 61% to 55%. That means
they will receive $312 million. nearly
$30 million less than they would have
under the old formula.

“We are disappointed with the rul-
ing,” said MPAA spokesman Rich
Taylor. “We are reading the 176-page
decision and studying our options.”

Those options include petitioning
the Copyright Office, which has 60
days—until Aug. 2—to review the
panel’s ruling and approve or modify
it. Parties still unhappy with the ruling
may take their case to the U.S. Court of
Appeals in Washington.

Attorneys for the National Associa-
tion of Broadcasters (which repre-
sented commercial broadcasters) and
the sports interests say that they too

may appeal to further increase their
share. John Stewar(, an attorney for
the NAB, said the broadcasters had
asked for 12.6%. Bob Garrett, an
attorney for the sports interests, also
feels short-changed. “We still believe
we'd do a lot better in the free mar-
ketplace.”

Bolstering their appeals would be
the dissent of one of the three arbiters,
which argues for larger shares for
broadcasters and sports interests.

The share for noncommercial broad-
casters rose slightly, to about 5.75%,
which works out to $24 million.

By statute, cable operators pay roy-
alties for programing they import on
superstations such as Turner’s
wTBS(TV) Atlanta and other distant
broadcast signals. The Copyright
Office of the Library of Congress col-
lects the fees and distributes them to
copyrightholders in accord with the
CARP rulings or private settlements
among the parties. ]

TV network prime time upfront ad
sales likely will hit $5.7 billion, eclips-
ing last year's $5.6 billion record on
the strength of solid price increases
by all four major networks.

Buyers and network executives
were taken aback by the robustness
of this year's prime time buying sea-
son, which closed late last week.

“It was huge; it was a surprise,”
says Joe Abruzzese, CBS-TV vice
president of network sales. “It was
a surprise that there was more

Prime time upfront zooms toward $5.7 billion

Six Years
of Upfront Growth

Year Total Spending % Chng
1996 $5.7 bitlion 1.8%
$5.6 billion 27.2%
$4.4 billion 18.9%
$3.7 billion 2.8%
$3.6 billion 2.9%
$3.5 billion -19.5%

1995
1994
1993
1992
1991

UPN are expected to contribute
another $100 million-$200 million
each.

Buyers estimate that network
cost-per-thousand (CPM) increases
over last year put ABC up 4%-6%,
CBS up 5%-7%, Fox up 9%-10%
and NBC up 10%-12%. They say
prime time ad categories up this
year include automabiles, telecom-
munications, Hollywood studios and
over-the-counter drugs. One soft
category was cereals: “They were

money out there than last year,” says Paul Schulman,
president of Schulman Media, who says upfront could
even surpass $5.7 billion if sales by the WB Network
and UPN are added. “We thought more money would
be apportioned to scatter and it would go out of
upfront.”

John Nesvig, senior vice president of sales for the
Fox Network, says upfront showed gains in virtually
every daypart: “it's a strong reaffirmation of advertising
[and] of the television marketplace.”

Although not all network executives would give
exact upfront dollar figures, industry sources estimat-
ed the breakdown at ABC $1.5 billion, NBC $2 billion,
CBS $1.25 billion and Fox $950 million. The WB and

going after share and are price sensitive, so they
dropped back a bit,” says one buyer.

Buyers reportedly liked what they saw in CBS's new
fall schedule—enough to accept 5%-7% CPM increases
this year. “CBS really impressed the buying communi-
ty,” says Schulman, adding that half of his CBS buys
this year are new shows. “Now all CBS has to do is
impress the people with the Nielsen peoplemeters.”

With prime time, news and late night effectively com-
pleted, networks now will turn to the sports and scatter
markets. “We know there's more scatter money wait-
ing,” says Nesvig. "It's a strong statement that advertis-
ers are spending money, it's a strong marketplace, and
brand building is important.” —IM
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History cans
‘Spinit’, CNBC
defends ‘Scan’

By Jim McConville

owing to criticism, The History
B Channel has scrapped plans for
an advertiser—co-produced ser-
ies. CNBC, meanwhile, was insisting it

was in control of Scan. a new series
whose co-producers include sole-spon-

sor IBM and an ad agency.

A&E’s History Channel had an-
nounced plans for Spirit of the Enter-
prise, a documentary series profiling
America’s corporate giants in which
those giants would co-produce their

own profiles and buy ads in the series.

Following stories outlining such cor-
porate takes on history, the channel
dropped the project, saying it was “due
to recent concerns expressed which
suggested the appearance of lack of

objectivity.”

Meanwhile. CNBC is parinering
with IBM to produce Scan, a series
about technological innovations. Scan
production will be overseen by a board
of executives from IBM, ad agency
Ogilvy & Mather, NBC and Globe TV,

the show's independent producer.

Although in published reports Mari-
anne Caponnetto, IBM worldwide
director of media strategy, said IBM
would have ultimate veto power on
Scan content, IBM quickly recanted,
saying she had been misunderstood.
CNBC and IBM executives later agreed

that CNBC would have the final say.

Then there was the issue of labeling.
IBM spokesman Tim Breuer initially
said CNBC wouldn’t be running labels
on Scan spelling out IBM’s role. “It’s
purely a sponsorship, where we [IBM]
have our ads on it, but no labeling.” In
contrast, Jack Reilly, CNBC vice presi-
dent and business news director. said
the decision whether 1o provide such a
label would be made by CNBC “when

we see the product.™

Calling the CNBC/IBM deal a
“unique situation,” NBC President Bob
Wright told BROADCASTING & CABLE
that the network will “*have to wait to see
how it works. We've elected not to pro-
duce the show. If it doesn’t turn out to be
as attractive and as straightforward as
we'd like, then we’ll change it.” a

—Top of the Weelks

WASHINGTON

Taking it to The MAX

TelQuest Ventures has lined up two
of the country’s biggest wireless
cable operators as partners in its
planned low-cost digital satellite
service. The company says CAI
Wireless, Heartland Wireless and
CS Wireless (owned jointly by CAl
and Heartland) have agreed to carry
the service and that they are taking a
collective 25% stake in the compa-
ny. TelQuest is in search of $500
million in capital, which it plans to
get primarily from the investment
banking community. TelQuest also
has unveiled a name for its ser-
vice—The MAX. “The MAX means
the ultimate,” says TelQuest Presi-
dent Martin Lafferty.

ORLANDO

Squeaky wheels

Wade Hargrove, general counsel for
the ABC-TV affiliates association,
told affiliates last week that if they
don’t start contesting violations of
the Satellite Home Viewing Act,
third-party satellite carriers of net-
work signals could gain important
concessions when the act comes up
for renewal in 1999. As the law now
stands, those carriers are supposed
to serve only white areas, where net-
work signals are unavailable over
the air. But abuses are rampant.
Hargrove told affiliates in a closed
meeting in Orlando last week. “We
must sue,” Hargrove reportedly
said, or satellite services will argue
that white-space limitation is unim-
portant because stations haven’t
complained about abuses. He said
that stations with a good case may
receive financial support for litiga-
tion from the ABC Affiliates Asso-
ciation and the network. ABC Tele-
vision Network Group President
David Westin confirmed that the
network is prepared to help.

| HOLLYWOOD

Paramount on Povich
Paramount Domestic Television
executives Frank Kelly, president,
creative atfairs, and Joel Berman,

president, distribution, said late last
week that there was no contract dis-
pute surrounding Maury Povich’s
announcement he would exit his
daytime talk strip in 1998 to join his
wite, Connie Chung, in a Dream-
Works syndicated show scheduled to
launch then (see story, page 22).
Both Paramount and Povich are
commuitted to his talk show, they
said. Given the amount of time be-
tween now and 1998 (when Povich’s
contract expires), they suggested it
would not make sense (o foreclose
continuing that partnership beyond
1998: Depending on “what [hap-
pens] on the other front.... If the
[DreamWorks] show doesn’t launch,
he has a successful franchise here.”

WASHINGTON

All in the family
Representative Billy Tauzin (R-La.)
is not simply a friend to broadcasters,
he also has family ties to the National
Association of Broadcasters. The
NAB confirmed last week that
Tauzin’s daughter. Kristie, has
worked for *“a number of years™ in
the trade organization’s government
relations office, where she is the state
association coordinator. Representa-
tive Tauzin is set to replace Repre-
sentative Juck Fields (R-Tex.) as the
next Republican chairman of the
House Telcomsubcom.

Kids concerns

The Annenberg School for Commu-
nications plans to provide more data
on children’s television during a
June 17 presentation at the National
Press Club. The school plans to
issue three reports, including a con-
tent analysis of three days’ worth of
children’s TV.

NEW YORK
Bronfin heads to Hearst

Kenneth Bronfin, general manager
of NBC Data Network and vice
president of NBC Cable Business
Development, is moving to Hearst
New Media fater this month. No
word on what he’ll be doing at
Hearst, which neither confirms nor
denies word of his imminent arrival.
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Cable to fight
FCC’s OVS rules

Anstrom says NCTA will ask for reconsideration
of restrictions on cable operators

LA

-
o
b

Although they welcome most of the
decisions on the OVS proceeding, tele-
phone companies are holding off on
| embracing the OVS scheme until the
FCC wraps up another rulemaking on
cost-allocation rules for systems deliv-
ering telephone and video service over
the same network. The rules, proposed
last month, are aimed at identifying
common costs for the two services and
inhibiting phone companies from
imposing the costs of video
services on telephone
ratepayers.

Telephone companies
have said that the proposed
rules are too stringent and
will discourage telco invest-
ment in OVS systems.
“Many teicos would not
even consider it,” Neel says

By Chris McConnell

he cable industry is
T keeping up its fight

against the FCC’s
new open video system
rules.

The commission’s
rules—issued last

“There is no

that the FCC
recognized the need for

operator shouldn't be
allowed to convert.”

week—bar cable systems
from becoming OVS
providers in their own
service areas if they are
not subject to effective competition.
The rules allow OVS providers to
restrict access to their systems by cable
systems competing in the same region
and also extend cable program access
requirements to programers on OVS
systems.

“Those are three reasons we'll file
for reconsideration,” says Decker An-
strom, president of the National Cable
Television Association. The NCTA's
Dan Brenner also objects to the restric-
tion against cable companies’ launch-
ing OVS systems in their own service
areas. “There is no reason why a cable
operator shouldn’t be allowed to con-
vert,” he says.

Telephone companies have warmer
words for the OVS decisions. “We are
encouraged...that the FCC recognized
the need for new entrants,” says Roy
Neel, president of the United States
Telephone Association. And Bell
Atlantic’s Edward Young says the
rules will give it and other competitors
“an alternative to providing traditional
‘closed’ cable systems.”

“We’re glad the FCC has taken this
position as a first step,” says an SBC
Communications spokesperson.

Established by the 1996 Telecommu-
nications Act as an alternative to tradi-
tional cable systems, the OVS model
allows telcos to deliver video without
incurring commeon carrier regulations.
OVS also allows them to avoid some
cable regulation in exchange for meeting
several requirements, including the car-
riage of unaffiliated program providers.

new entrants™
Roy Neel, president, USTA

Dechker Anstrom,
president, NCTA

Cable and telephone companies have
been battling over the FCC’s implemen-
tation of the OVS rules, with cable com-
panies calling for strict regulatory safe-
guards and telephone companies push-
ing for as little regulation as possible.

The rules adopted last week allow
OVS operators to control no more than
one-third of a system’s channels if
demand exceeds capacity. The operators
bear the same must-carry requirements

as cable systems, although any must- |

carry channels will not count against the
operator’s one-third capacity cap.

The FCC also extended cable rules
on sports exclusivity, syndicated
exclusivity and network nonduplica-
tion to the OVS systems. Those rules
allow holders of exclusive rights to bar
cable systems from carrying certain
programing within specific areas.

While agreeing that the decisions on
cable participation in OVS systems
represent defeats for the industry, oth-
ers point to some cable victories in the
OVS rules. Cable lawyer Frank Lloyd
cites the commission’s decision on
measuring the capacity for digital and
analog portions of an OVS system for
purposes of calculating the one-third
capacity limit. The rules require OVS
operators to measure any digital capac-
ity of an OVS network in terms of
bandwidth rather than channels.

The commission also placed the bur-
den of proof on OVS providers in de-
fending their channel-allocation process
in cases where an unaffiliated programer
complains to the FCC of discrimination.

of the OVS systems under
the proposed cost-allocation
rules.

In comments with the
[ FCC, other phone companies voice
similar objections. “It is the cable
industry’s last chance to use federal
regulations to defeat LEC entry into the
wireline distribution of multichannel
video programing,” BellSouth says of
the cost-allocation proposal. Says Bell
Atlantic: “The commission has estab-
lished complex and burdensome proce-
dures for the division of various costs.”

Cable companies maintain that the
commission needs to put the allocation
rules in place before allowing any OVS
systems to launch. “The costs of excess
capacity should not be borne by tele-
phone ratepayers,” the NCTA says.
“Instead, these costs should be borne
by customers of the new service or
telephone company shareholders.”

The NCTA says that the FCC should
require telephone companies to allo-
cate 75% of any “common costs™ for
video/telephone networks to the video
service and the other 25% to the tele-
phone service.

“A 25 percent/75 percent split of
common costs between regulated and
| nonregulated services would be admin-
istratively simple and insure that tele-
phone ratepayers are not unreasonably
burdened by [local exchange carrier]
investments,” Cox Communications
says.

“If the FCC sets a fixed allocation
factor, it is not likely to develop into a
protection device for ratepayers but
another reason why telcos may not
choose OVS to provide video,” Neel
says of the idea. a
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Tug—of- war over cable plans

Operators square off against local jurisdictions over rate deregulation

By Chris McConnell
ocal regulators and cable compa-
L nies are clashing over the FCC’s
plans for deregulating cable rates.
In April the FCC issued an interim
rule exempting cable companies from
rate regulation if a local exchange carrier
(LEC) or its affiliate offers comparable
video programing by any means other
than DBS to subscribers in the cable
company’s franchise area. When it is-
sued the proposal, the commission asked l
whether it should require telco competi-
tors 1o pass a certain percentage of fran-
chise-area subscribers before being
deemed to “offer” a competing service.
Local regulators say yes, and cable
companies say no.
“Congress expressly declined to

| Telecommunications says.

include a percentage pass or penetra-
tion-rate factor in the new effective-
competition test, and no such require-
ment can be read into the statute,”
Time Warmer Cable says.

“The presence of LEC-affiliated
competition in any portion of a fran-
chise area is sufficient to deregulate the
entire franchise area,” says a collection
of cable companies and groups, includ-
ing Adelphia Communications Corp.

Local regulators insist that such a
policy will deregulate the cable rates
too soon: “‘Competition should not be
considered effective merely because an
LEC invests insignificantly in a [multi-
channel video programing distribu-
tor],” the New York City Department
of Information Technology and
“Congress

intended effective competition to be
found when comoetitors have estab-
lished a presence in the market.”

“An effective-competition test per-
taining to LEC-delivered programing
must have as one of its elements a
viable pass rate and penetration test,”
the city and county of Denver says.

Commissioners James Quello and
Rachelle Chong have opposed setting
such a standard, maintaining that Con-
gress would have specified such a stan-
dard in the 1996 Telecommunications
Act if it had wanted one.

Also taking that view is Bell Atlan-
tic, which told the FCC: “Congress
clearly signaled that such qualifiers
were not necessary. The commission
should not engraft onto the new act
words [that] Congress did not use.” =

Peers support Fox free-time plan

Other networks urge FCC to approve presidential candidate proposal

By Christopher Stern

ival broadcast net-
Rworks urged the

FCC last week to
approve Fox's plan to
provide free airtime to
presidential candidates
during the upcoming
general election.

Fox has asked the FCC
for a declaratory ruling
that would exempt it from
the equal-time obliga-
tions if it hands over air-
time to candidates during
the closing weeks of the
campaign. NBC.

CBS. ABC and NBC have announced
plans 1o offer candidates free time with-
in their news programs. Under current
rules, news programs are exempt from
the equal-time rule. Fox has no national
news programs, so it wants the FCC’s
stamp of approval to carve time from its
programing schedule for statements
from the presidential candidates.

The FCC had scheduled an en banc
hearing on Fox’s request for June 18,
but now plans to postpone it because of
scheduling conflicts; sources say the |

Rupert Murdoch’s request
for an equal time exemption
is OK with ABC, CBS and

Senate Commerce Com- |
mittee has scheduled an
oversight hearing for the
same day.

Although each net-
work still has its own
proposal for providing
free airtime to candi-
dates, neither ABC,
CBS, NBC nor PBS
wants to block Fox’s
plan, according to com-
ments filed last week on
the network’s request.
CBS and ABC filed
comments stating that
Fox’s plan clearly falls
within FCC precedent
for news exemptions to the equal-
time requirements. “CBS...believes
that programing in which broadcast-
ers voluntarily present sequential
statements by or interviews with can-
didates based on a bona fide assess-
ment of newsworthiness and not to
advance any particular candidacy—
such as the programing outlined in
Fox Broadcasting Co.’s request for

declaratory ruling-——clearly qualifies
for exemption.”
Also supporting Fox was the |

National Telecommunications and
Information Administration, the
telecommunications policy arm of the
Clinton administration. Public interest
groups including the Benton Founda-
tion and the Media Access Project
also filed comments of support. And
the National Association of Broad-

The Fox pEposaIﬁ

During the final weeks of the pres-
idential campaign, Fox plans to air
10 one-minute statements by the
candidates on issues of “demon-
strable concern” to the nation’s
voters. The prime time statements
will be in response to questions
formulated by an independent
consultant or polling organization.
Candidates w Il be given the ques-
tions by Sept. 1.

In addition, on the eve of the
general election Fox will set aside
one hour of prime time for candi-
date statements. The statements
will be a final campaign message
in response to the question: “Why
should the American voter vote for
you?” —ch

—_
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casters said the FCC should approve
Fox's request.

NBC did not comment on the
request other than 10 say that it should
“be considered with the goal of grant-
ing licensees the discretion and incen-
live lo cover candidates and campaigns
In programs they believe are newswor-
thy.” PBS said that Fox's proposal
“appears” 10 be consistent with the
FCC precedent on exemptions. Like

Jop of the Weels

the other networks, PBS and NBC used
their comments to reinforce claims that
their own proposals should be exempt
from the equal-time rule.

Fox's request was opposed by the
Natural Law Party and Lyndon La-
Rouche’s Committee to Reverse the
Accelerating Global Economic and
Strategic Crisis. Both LaRouche and
the Natural Law Party’s John Hagelin
have qualified for federal matching

] funds. They argued that the Fox pro-
posal should be dismissed because it
would deny them equal time.

Fox suid it will give time to the
Republican and Democratic nominees

and to other parties approved by the
| Commission on Presidential Debates
for nationally televised debates. There
are 257 presidential candidates regis-
tered with the Federal Election Com-
mission. =

( Advertising advisory

The National Association of Broadcasters is telling stations
that they don’t have to accept AFL-CIO ads attacking fresh-
man Republicans in Congress. *“[T]he members say the ads
are untrue and urge stations not 1o run them,” says Radio
Week, the NAB's weekly fax to members. Radio Week con-
tinues: “With these ads, as with any issue ads, remember: (a)
you don’t have to run them;

(b) they don’t get lowest unit

charge: (c) unlike political

contain a "personal attack,” you
have to comply with FCC response-time rules;
(e) if you have a question as to whether they’re

all allegations, making your decision whether 1o

" .) ™
ads, issue ads don’t protect aS ][n Jtm
you from libel suits; (d) if they il | 4 Bxn X i by, Al H
B} l—- 1
true or talse. it’s wise to ask for documentation of & ] -l I

proved. it would by no means make Jacor the |argest
group; Clear Channel is set to break the 100-station mark
if its current deals are OK'd (see page 27). Justice is con-
cerned that Jacor and others will accrue too

i much market power. But the radio groups
argue that they control only 7% of all adver-
tising revenue and that they need to consoli-
... date 10 compete with television and news-
: ‘-'f' papers. The NAB white
I paper, which was written by
the Howrey & Simon law
firm, backed up that point

* with 500 pages of written
arguments and exhibits. The NAB
tast week released the document
after BROADCASTING & CABLE filed
a freedom of information request

run them after considering the response.”

More for Competition

Joln Windhausen, Democratic aide for the Senate Com-
merce Commitiee, is joining the Competition Policy Insti-
tute, a new group in Washington dedicated to fostering
competition in the telecommunications and energy indus-
tries. CPI sponsors include AT&T, MCI and others trying
to crack the local telephone markets, according to CPI
Executive Direcior Debra Berlyn.

IVDS gets mobile

The FCC is allowing interactive video and data service
(IVDS) licenseholders 10 go mobile. The commission last
year proposed adding mobile services 1o the list of possible
IVDS applications in response to a petition from [VDS pro-
ponent EON Corp. Although the commission’s original pro-
posal would allow the licenseholders to provide mobile ser-
vices only on an “ancillary™ busis, the final rule places no
such restriction on mobile IVDS services. “Permitting unre-
stricted rather than ancillary mobile 1VDS service...will
enable IVDS providers to offer a broader array of services,”
the cominission says. EON has suggested tracking package
locations and monitoring child safety as possible mobile
IVDS apptications. To address interference concemns, the
commission adopted a |00-milliwatt power limitation for
mobile transmitters employing the 1VDS spectrum.

Power play

The NAB has filed a “white paper™ on radio ownership
with the Justice Department. Justice is looking into plans
by Jacor (o bring its station total 10 54. If the deals are ap-

with the Justice Department.

Edited By Chris McConnell

Time card trouble

An FCC employe may have taken the commission tor
$1,002.76 by submitting phony time card information.
according to the commission’s semiannual Inspector Gen-
eral report. The report, which covers audits and investiga-
tions undertaken at the FCC, suggests that the employe
was able 10 exploit holes in the government's rime and
atiendance recordkeeping 1o receive payment for 86 hours
of work when the employe should have been listed in the
“leave without pay” category. The Office of Inspector
General has instructed the FCC to recover the money.

Fine follow !

The FCC has reduced an EEO fine against KTEM Radio
from $25.000 10 $15,000 after recalculating the fine based
on precedent rather than on an EEO policy set aside by a
1994 U.S. Court of Appeals in Washington decision. The
commission had issued the fine as part of a decision 10
renew the licenses of KTEM(AM)-KPLE(FM) Temple. Tex.
The commission also recalculated a fine against Buckley
Broadcasting Corp. and determined that the company
should pay $7,000 as part of an earlier decision to renew
the licenses of wSEN-aM-FM Baldwinsville, N.Y.

Noise reduction

TV manufacturers no longer need to file UHF noise per-
formance figures for new models with the FCC. The com-
mission last September proposed axing the requirement,
and in a decision issued last week said the filings are no
longer needed to insure compliance with the noise-figure
rules.
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Watch What Happens When
You Have The Right Team,
The Right Mix, M Pui Them
Ju The Right Time.
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Seattle Tampa
KIRO, 1P  WFIA, 94
May 96 Shr 10 12

Feb ‘96 Shr 8 9

% Increase ‘ t’ * ”
Dallas Detroit
KDFW, 114 WJBK, 104

May 96 Shr 7 7
Apr ‘96 Shr 6

% Increase i 7 'b 1 7

Discover the chemistry that has mace Crook & Ctase
a sensat on in nearly every market they've enterec
this vear With their unique approach to topics and
segments, it'll only be a matte- of time before you
have tham in your lineup.
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WB, UPN rally the troops

Affiliates hear strategies as new networks battle for fifth spot in network lineup

By Cynthia Littleton
PN and the WB Network
U are squaring off for a new
round of battles on the dis-
tribution front.

At affiliate meetings held in
Southern California last week,
UPN and WB executives were
upbeat about their respective
progress in gaining a foothold as
the fifth network.

The presentations also made it
clear that the start-up networks are
still competing fiercely with each
other to consolidate their aifiliate
base. And many of the initial affili-
ation deals struck by the 18-month-old
networks will expire next year.

“Next season will be a big show-
down,” said Jamie Kellner, chief exec-
utive of The WB. “As we go into fall.
everyone will be looking at the two ser-
vices (o see who is the market leader.”

Affiliates of both networks say they
have been aggressively courted by their
rivals to sign short-term secondary
atfiliation agreements or swiich over
entirely when current contracts expire.

Yet many broadcasters. particularly |
those in small markets, have reserva-
tions about the predominantly ethnic
and urban thrust of both networks’
prime time schedules. Some WB affili-
ates said they were encouraged by the
network’s drive to promote itself as a
family-friendly alternative.

UPN executives went on the offen-
sive at the opening session of their two-
day gathering, urging afilliates to siay
commitied to the network launched by
the Chris Craft/United broadcast
group. Viacom is expected to exercise
its option to buy a stake in UPN early
next year.

After giving the first annual UPN Af-
filiate of the Year award to wUPA(TV) At-
lanta. R. Kevin Tannehill, UPN’s senior
vice president of network distribution,
addressed the issue of station loyatlty. I

“Are you 100 percent commitied 1o |
the success ol UPN, or are you a fence
sitter?” he asked. “If you are on the l
fence. you need to get off it and join the
rest of us.... Don’t let [WB] seduce you.”

According to Nielsen, UPN aver-
aged a 3.1 household rating and 5 share

during its first full broadcast season, a
239% drop from its January-May aver-
age in 1995. By comparison, The WB
averaged a 2.4/4 in households during
1995-96, 4 26% increase trom its year-
ago average. UPN still leads in adults
18-49. with a 1.9 season average, com-
pared with a 1.2 for The WB.
Tannehill also criticized The WB
for relying heavily on the cable reach
of Tribune's superstation wGN(TV)
Chicago, which overlaps some WB

|
|

UPN chief Lucie Salhany and WB network head Jamie Keliner exhort their colleagues.

affiliate markets and accounts for 19%
of the network’s total 84% national
coverage. Kellner, meanwhile. dis-
closed a plan to replace The WB's
superstation coverage and eliminate
duplication problems by setting up
WB outlets on select cable systems by
tall 1997 (see story. page 51).
Tannehill underscored UPN's edge in
the contest for stations by announcing
two new primary affiliation agreements,
bringing UPN’s total to 156 stations

Stewart gets late, late, late gig

CBS is eying former MTV personality Jon Stewart as the host of a late-
night show to compete with NBC's Later with Greg Kinnear.

Stewart was in talks for a late-night deal with NBC late last month when
David Letterman’s Worldwide Pants company snagged him for an overall
development deal. The deal calls for Stewart, 33, to work on a variety of
projects for CBS, including prime time projects, but the primary focus will
be on a “late, late, late” show at 1:30 a.m. to air after the The Late, Late
Show with Tom Snyder. At present, ABC and CBS do not compete with
NBC's Later with Greg Kinnear, which airs Monday through Thursday from
1:35 a.m. to 2:05 a.m. Letterman’s lucrative pact with CBS is said to give
Worldwide Pants the first shot at developing a show for the time period.

Sources close to Stewart downplayed rumors last week that the up-
and-comer has been told he eventually will inherit Snyder’s hour following
The Late Show with David Letterman. Snyder, who debuted on CBS in
early 1995, has just renewed his contract through the 1996-97 season.

With network late-night hosts in the spotlight again last week, speculation
emerged that Kinnear's days with NBC might be numbered in light of his
burgeoning film career. Stewart reportedly was on the verge of signing on as
Kinnear's regular guest host when he was approached by Worldwide Pants.

Kinnear, who joined NBC in 1994 after gaining fame as the host of E!
Entertainment Television’s irreverent Talk Soup, is believed to have
recently signed for at least one more year of Later. But he also has been
on Hollywood's hot list ever since his debut as a leading man in last year's
remake of “Sabrina.” —CL
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Scully and Mulder got closer to the gagiise

And FOX
"Mmade history!

For the tirst time ever as a 7-night network, FOX tinished the Mav 1996 sweep
as the uncontested #2 network among the key demographic ol Adulis 1849
in head-to-head competition* This marks FOX's most competitive major
sweep finish ever-beating ABC and CBS in this most important demographic

’/l i ' ; \!‘ *Source; NTI Audience Esimaies for Primetime Programming 4/25/06 - 5/22/06. including preliminary estimaies
L]
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covering 92% of the country. WGGT(TV)
Greensboro/Highpoint/Winston-Salem,
N.C., a secondary ABC affiliate in the
nation’s 47th-ranked market, will
change its call letters to WUPN when it
switches over on July 4. wDKA(TV) Pad-
ucah, Ky./Cape Girardeau, Mo., is a

Broadcasting—

new station set to sign on with UPN
early next year.

On the programing front, WB Net-
work announced plans to premiere
Invasion: America, a prime time ani-
mated drama from DreamWorks Tele-
vision, in fall 1997. It also unveiled its

midseason replacement candidates for
next season. Smart Guy is a Disney-
produced comedy about a child prodi-
gy; Slayer is a sci-fi drama from Fox’s
Twentieth Television about a teenage
girl who reluctantly battles vampires
while trying to lead a normal life. [

Chung heads to syndication

Will team with husband Povich on half-hour program targeted for 1998 first-run launch

By Cynthia Littieton

fter a year’s absence from the TV
A scene, Connie Chung resurfaced

last week to unveil plans to co-
anchor a first-run news program with
her husband, talk show host Maury
Povich, for DreamWorks Television
beginning in fall 1998.

Chung, a TV news veteran who co-
anchored the CBS Evening News with
Dan Rather from 1993 to 1995,
described the half-hour strip as a “sub-
stantive news and information pro-
gram” that will offer analysis and an
in-depth look at each day’s top news
stories.

Povich said he has decided to bow
out of his daytime talk strip, headed for
its sixth season this fall, when his con-
tract with Paramount Domestic Televi-
sion expires in 1998, He noted that he
had informed Paramount of his plans
just one day before last Wednesday’s
news conference; the studio’s formal
response indicated that a contract dis-
pute may be brewing.

“We know [Maury Povich] will con-
tinue through the 1997-98 season, and
we hope and expect that it will contin-
ue well beyond that,” Paramount said
in a statement. Earlier this year, Para-
mount announced that it was commit-
ted to producing the show through the
1998-99 season. Paramount officials
declined to comment further.

DreamWorks, meanwhile, is target-
ing prime access time periods for the
half-hour strip, pitched as counterpro-
graming for the prime time lead-in
hour now crowded by off-network sit-
coms and other magazines. Dream-
Works eventually will bring in a part-
ner to handle distribution.

DreamWorks officials said they
haven’t pitched the show to any sta-
tion groups, but the concept and the
anchor team drew high marks from
veteran observers, who said the show
could have strong appeal to ABC,

CBS and NBC affiliates.

Saying they felt lucky to have more
than two years to develop the program,
Chung and Povich were upbeat about the

Connle Chung's Dream team
(I-r): Jeffrey Katzenberg, Steven
Spieiberg, Chung, David Geffen
and Maury Povich.

prospect of working together.
“I've watched a lot of TV
news in the past year as a view-
er, and there’s a real lack of the
type of substantive program we
want to do,” Chung said. Asked
to comment on criticism of her
reporting style and other con-
troversies that led to her depar-
ture last year from CBS, Chung
replied: “That’s ancient history. Let’s
just put it this way—I'd rather be
working with Maury.” ]

Promoting in V-chip age

Promotion, design executives will compare notes on that
and other topics at next week’s Promax/BDA conference

By Cynthia Littleton

BS has come up with a light-
c hearted solution to a dilemma

certain to be a hot topic at next
week's Promax International and
Broadcast Designers® Association
Conference in Los Angeles.

One of CBS's upcoming promotion-
al spots for Public Morals, the un-
abashedly racy new Steven Bochco
comedy about New York City vice
cops, confronts head-on the quandary
of how to promote an adult-themed
show during dayparts when children
may be watching.

“We'd like to tell you about Public
Morals, the new comedy from Steven
Bochco, but it wouldn’t be appropriate
at this time of the night,” a voiceover
announcer says as the spot depicts a
neatly dressed man, bound and gagged
with twine and duct tape, wriggling fit-

fully in a chair. A hand reaches in to rip
the duct tape off his mouth, only to re-
veal another layer of tape underneath,

*“We’ll tell you later,” the voiceover
eventually promises as the spot fades.

George Schweitzer, CBS’s execu-
tive vice president of marketing and
communications, says his team was
searching for the right way to effective-
ly promote a cutting-edge show at a
time when program content is coming
under increased scrutiny from politi-
cians and parents.

“We think viewers will understand
the context of this promo,” Schweitzer
says. “We want to be seen as the net-
work that exercises responsibility and
good judgment.”

In the era of the V-chip, promotion
managers across the country are under
increased pressure to create compelling
promotional campaigns with less free-
dom to play up the sensational, sexy or

www americanradiohistorvy com
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violent sequences in a given pro-
gram. Responsibility is the
watchword for TV's marketing
mavens in the '90s.

“The thing that we have to
remember is that we don't have to
compromise our creativity to cre-
ate something that’s responsible,”
says Pam Pearson, director of cre-
ative services for Tribune’s WGN
{Tv) Chicago.

Promotion managers say
“‘doing more with less” could eas-
ily be the theme of this year’s Pro-
max & BDA conference. Promax
is projecting that some 6,000 mar-
keting and promotion profession-
als from the broadcast, cable, radio and
new-media fields will attend marketing
workshops and other sessions during
the June 19-22 conference.

Creative promotion is the key to cut-
ting through the clutter of the fragment-
ed TV landscape, yel many promotion
managers predict a continuing battle
with sales departments for airtime.

“Every four years we face the
uncomfortable situation of launching
shows in both an Olympics and an elec-
tion year,” says Jim Moloshok, senior
vice president, corporate marketing and
advertising for Warner Bros.

Those events draw out big-ticket
advertisers, which displace a station’s
regular local advertisers, and that gen-
erally winds up cutting into the pool of
time available for on-air promotion,
Moloshok noted.

What's more, syndicators are losing
promotion time to the networks as
ABC, CBS, NBC and Fox urge affili-
ates to devote more inventory in all
dayparts to network branding efforts.

The fast-evolving world of new
media is another challenge many pro-
motion managers face.

“One of the trends we’ve seen is
that, typically, it’s the promotion man-
ager that has the responsibility for
organizing a station’s Web site,” says
Jim Chabin, president of Promax.

“Eighteen months ago fewer than 10
percent of our members had sites on the
World Wide Web, but now about 75
percent say they have them,” he says.
“And many companies are trying to
minimize the number of employes they
have, so we're seeing a vast expansion
of the width and breadth of the promo-
tion person’s responsibilities.”

These changes, coupled with the
industry upheaval brought about by
deregulation and media mega-mergers,
have made the annual Promax gather-

Promotion executives are
doing double duty as
Web site designers, says
Promax’s Jim Chabin.

-Broadcasting-

there is currently a

ing a must-attend event for all in the
business, according to Sandy Martin,
Promax chair.

“Promotion is no longer about hand-
ing out bumper stickers,” says Martin.
“Promax is the one resource where
people can come and in a short period
of time be exposed to a great deal of
information and ideas.”

That philosophy has been the dri-
ving force behind Martin’s etforts to

BDA's Lynne Grasz says

shortage of designers.

diversity Promax’s membership
base and expand its reach in glob-
al regions where the TV market-
place is thriving. Last month,
Promax announced plans for its
first Promax Europe conterence,
1o be held next year in Barcelona,
Spain. The association already
holds annual gzatherings in Lon-
don and Asia.

On the BDA front, executive
director Lynne Grasz says the
growing popularity of the Internet
and other online services has led
to a severe shortage of designers.
The talent crunch has given many
experienced designers the free-
dom to set up their own home-based
businesses.

But working as 2 free-lancer or con-
sultant also has its drawbacks. Grasz
predicts that one of BDA’s most popu-
lar events next week will be the free
advice forum. where two lawyers will
be on hand to give members five min-
utes of legal guidance on everything
from online copyright rules to employ-
ment contracts. ]

All American buys Orbis

All American Communications has agreed to acguire Orkis Entertainment,
headed by Robert Turner, former president of Multimeda Entertainment.
Turner will remain chairman of the company, which will be known as All
American Orbis Entertainment. Ethan Podell will continue as president, and
Alexandra Buhler Jewett has been named executive vice president, pro-
graming and production. The company will focus on talk snow development
for domestic and international markets. In 1984 Turner and Podell co-found-
ed syndicator Orbis Communications, which acquired the rights to the Car-
olco action films and developed game shows including Jokers Wild and
$100,000 Pyramid. That company was sold to Carolco in 1991, and both
executives moved to Multimedia. Podell was vice president in charge of
international development there. The two men started the new Orbis Enter-
tainment earlier this year after Gannett took over Multimedia. Jewett is also
a Multimedia alumna—she produced the company's overseas talk shows
with Podell. Earlier, she was producer on Ricki Lake and Jonahue.

—CL
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Siegels form Kaleidoscope

Syndication veterans Henry and Paul Siegel have formed
a new company that aims to bring an hour strip, Celebrity
Showcase Network, to the first-run marketplace next year.

The Siegels’ latest TV venture is Kaleidoscope Media
Group, a sports marketing and program distribution
company formed in partnership with TV producer/media
consultant Ray Volpe, who founded Kaleidoscope
Entertainment in 1990. The brothers’ SeaGull Entertain-
ment company has become part of KMG, which also
includes People & Properties, a sports marketing outfit,
and the home shopping—oriented Celebrity Showcase
Network.

Henry Siegel will serve as chairman and co—chief
executive of KMG with Volpe, who also holds the title of

president. Paul Siegel will head KMG's entertainment
activities, which include the Siegels' joint venture with
Keller Entertainment to faunch the action hour Tarzan:
The Epic Adventures this fall.

CSN, meanwhile, will mix celebrity interviews with
home shopping segments geared toward products
endorsed or pitched by famous faces. Henry Siegel
says Kaleidescope is close to signing a programing
deal with a cable home shopping network.

Siegel, whose LBS Communications ignited the
barter syndication business in the mid-1970s, says one
of KMG's near-term goals is to develop a worldwide
market for programing derived from sporting events
staged by People & Properties. —CL

Schwab exits

| S YNDICATI ON M ARKETVPLATCE

About 230 NATPE members, or

Franz, Matthew Broderick, Nathan

Shelly Schwab has retired from his
post as president of MCA Televi-
sion after 18 years with the studio.
Schwab. who was named president
in 1986. will remain a consultant to
the syndication arm of MCA Tele-
vision Group, which has undergone
major staffing changes during the
past few months. Schwab most
recently was responsible for the
launch of MCA’s first-run action-
hour hits Hercules: The Legendary
Journeys and Xena: Warrior
Princess.

‘ET’ adds correspondent

Paramount Domestic
Television’s Enser-
rainment Tonight has
added a correspon-
dent. Chris Wragge,
most recently a
weekend sports
anchor/reporter at
Paramount-owned wviT(Tv) Hart-
ford, Conn., will join the entertain-
ment magazine in July.

Just saying no

NATPE members have given a
resounding thumbs-down 1o the V-
chip in a new survey, yet nearty
two-thirds of respondents say
NATPE should take an active role
in the industry group charged with
devising the content ratings system
that must accompany the federally

mandated program-blocking device.

When asked if the V-chip will
prove effective, 75% of the respon-
dents said no, while 22% said yes.

10% of the membership, responded
to the survey.

Tempestt fugits

Columbia TriStar Television Distrib-
ution confirmed last week that it will
not be renewing its freshman first-
run talker Tempest: for a second
year. The strip, hosted by former
Coshy kid Tempesit Bledsoe. posted
lackluster ratings during a record-set-
ting season that saw eight new talk
shows bomb.

‘Rosie’ beginning

ER star George Clooney and All My
Children’s Susan Lucci will be first
10 step up to the guest’s seat on
today’s (June 10) premiere of The
Rosie O’ Donnell Show. Other
celebrities set to appear on the first
week of the Warner Bros.’
talk/variety strip include Dennis
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Lane, Sarah Jessica Parker, Fran
Drescher and Raquel Welch.

Film Roman gets ‘Richie’

Harvey Entertainment has picked
Hollywood-based animation studio
Film Roman to produce 13 Richie
Rich shorts for the new half-hour
weekly series distributed by Claster
Television. The series, based on the
enduring comic-book character, will
include one new Ricliie Rich seg-
ment and selected cartoon classics
from the Harvey library. Film
Roman'’s other TV credits include
The Simpsons, Garfield and Friends
and The Mask.

Springer eyes new NY home

Multimedia Entertainment’s Jerry
Springer is expected to switch sta-
tions in New York as soon as its
current outlet, wNBC(Tv), makes
room for Warner Bros.’ new talk
show Up Close with Maureen

O’ Boyle. Station officials say the
fall schedule isn't set yet, but Mau-
reen O'Boyle is guaranteed a slot as
a result of a group deal Warner
Bros. struck with NBC O&Os last
year. Jerry Springer, which has
been renewed tor another year by
WNBC, could be moved from 11 am.
to the graveyard shift, but sources
say the station has given Multime-
dia a green light to shop around for
a better deal. Jerry Springer, a fre-
quent target of talk show critics.
posted a 3.4 Nielsen rating and 14
share for wnNBC during the May

sweeps. —CL
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D 9:30| 43. ABC Thursday Night ISHBG Pgos = i 4.8/8
ElO'OO Movie—Royce 75/13 Supersonics vs. Utah
: 12. 48 Hours 106119 Jazz 10519
10:30
8.9/18 6.0/12 6.6/14 6.4/13
8:00| 53. Family Matters  6.6/15 ] ] 57. Unsolved Mysteries .
60.D Murder 6.3/14 75. S| 4.510
% 630 47 Boy Meets World_ 6.9/15 e 6.4/14 e
8 9:.00| 37. Step by Step 7.8/16 .
~ - 67. Due South 5210 32. The X-Files 8.3/16
[ 9:30( 3. Hangin’ wiMr.C _ 7.9/15 53. Movie of the Week—The
10:00 ] Return of Hunter  6.6/13
10:30 5, 20/20 12.1/24] 50. Nash Bridges 6.7/13
5.3/11 1.3/15 4.1/9 4.9/10
> 8:00 66. Dr, Quinn, Medicine , 78. Cops 4,310
g ot 80. Second Noah 3.8/19 Boman 5.6/13 83. Malibu Shores 3.4/8 71 Cops SO
5 9:00 B Ap— 39. Touched by an Angel 70. America‘s Most Wanted
. - daturaay Night at tne 7.715 P 5110
2 9:30 Movies—opicture Perfect 75. NBC'Saturday Night _
H10:00 6.0/12| 29. Walker, Texas Ranger Movie—Ladybugs 4.5/3 - Al
10:30 B.7/17 "
9.8/18 8.6/16 10.9/21 3.8/7 1.9/4
7.00] 57.AmFun Hm vid  6.4/14 . 87. Space: Above and 100. Pinky & The Brain 1.3/3
9. 60 Minut: 11.7/24
7:30( 39. Am Fun Hm vid _ 7.7/16 - Beyond 2.9/6 (99, The Parent ‘Hood  1.473
: 8:00 . 18. Murder, She Wrote 5. NBA Playoffs—Utah 67. The Simpsons 5.2/10| 93. Sister, Sister 2.6/5
a . 57 Lois & Clark 6.4/12 9.8/18 Jazz vs. Seattle 31 New York D 266192 K 5775
Z 830 : Supersonics 12,1723 | 8! New York Daze : - Kirk '
a 9:00 . 61. Married w/Chid  6.1/10 97 Savannah 183
g:30| 3 ABC Sunday Night 55. 50th Annual Tony 96. Larouche: Political 19/3] '
. Movie—The Only Way Awards 6.5/11
10:00 Out 12.8/22 5 34. Mad About You 8.1/14
10:30 46. NewsRadio 7.013
WEEK AVG 9.0/16 7.7/14 8.6/16 5.0/9 UPN: 2.7/5; WB: 2.4/4
STD AVG 10.4/17 9.5/16 11.5/19 7.2/12 UPN: 3.1/5; WB: 2.4/4
26 June 10 1996 Broadcasting & Cable
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Clear Channel tops 100

Heftel tender offer would boost portfolio to 112 radio stations

By Elizabeth A. Rathbun

nel Communications Inc. is ce-

Broadcasting—

| sion must OK the deal.

T V/radio group owner Clear Chan- |

menting its place as the nation’s
largest radio-station owner, passing the
century mark by owning or buying
more than 100 radio stations.

Clear Channel’s tender offer for
Heftel Broadcasting Corp. also puts the
San Antonio-based company in the
nation’s largest markets: New York
(ranked number one by Nielsen); Los
Angeles (2); Chicago (3), and Dallas/
Fort Worth (8). It also extends Clear
Channel’s role in Spanish-language
broadcasting. Las Vegas—based Heftel
is the nation's largest Spanish-lan-
guage broadcaster.

Adding Heftel's 18 radio stations to
its portfolio gives Clear Channel 112
radio stations. Clear Channel also owns
10 TV stations.

Clear Channel’s tender offer for
Hefttel was made last Sunday (June 2).
The ofter was for about 40% of Hef-
tel’s outstanding stock now owned by
management. Clear Channel already
owns 21.4% of Heftel. The tender price
is $23 per share.

Prices of Heftel and Clear Channel
stock shot up with the news of the
offer, valued at $336 million in cash
and assumed debt. With about 39% of
Heftel's shares remaining public,
investors apparently were hoping that
Clear Channel’s well-known manage-
ment and money-making skills will
make Heftel stock more valuable.

Heftel stock last Wednesday closed
at 27 3/8, up from 22 1/2 the day
before. It closed Thursday at 26 1/16,
hitting a 52-week high of 27 3/4. Clear
Channel stock, meanwhile, closed at
82 last Wednesday and reached a 52-
week high of 83 3/§ on Thursday.

Heftel owns KTNQ(AM)-KLVE(FM)
Los Angeles: wrTo(FM) Goulds/Miami
and waQi{aM} and WQBA-AM-FM
Miami; wopa(am) Chicago; KLSQ(AM)
Laughlin, Nev., and KOwA(AM) Las
Vegas; wpaT(AM) Paterson, N.J.; wGLl
(aM) Long Island, N.Y.; wADO(AM)
New York; KICI-AM-FM, KMRT(AM)-
KDZR-FM and KESS(aM), all Dallas/Fort
Worth, and kcyT-FM Granbury, Tex.

Besides FCC approval, Clear Chan-
nel says, the Federal Trade Commis-

Broadcastinj _&_ ﬁﬁe June ;0 199_6

“It’s a brilliant buy for Clear Chan-
nel,” says Steve Pruett of investment
banker Communications Equity Part-
ners. Clear Channel President L.
Lowry Mays can use Heftel's exper-
tise to buy stations in other large His-
panic markets. Meanwhile, Heftel’s
holdings gain *a terrific ability to
manage that Heftel had not been able
to bring to bear on the company,”
Prueut says, adding that, for the first
time, it brings “a gold-standard com-
pany into Spanish media.”

There apparently was a bidding war
for Heftel's plums. Evergreen Media

Corp. Chairman Scott K. Ginsburg |

told Bloomberg Business News that
Clear Channel outbid his company for
Heftel.

Most of Heftel's markets are new to
Clear Channel. The only market the
two companies share is Miami, where
Clear Channel owns WHYI-FM and

wBGG-FM Fort Lauderdale. Clear |

l Channel likes
to get into di-
verse markets
to protect it-
self from an
economic
downturn in
any particular
market, the

Lowry Mays puts a
lock on the number-
company said one radio slot with the
in a recent fil- Heftel stations buy.
ing with the Securities and Exchange
Commission.

If Clear Channel follows its an-
nounced strategy of “‘clustering” stations
in its principal radio markets, more ac-
quisitions presumably could be expected
in Clear Channel’s new markets.

[l am reassired by knowing that
Clear Channel will carry on the tradi-
tions and standards that have been
established in each of the cities that

| Heftel Broadcasting serves,” says Hef-

tel Chairman Cecil Heftel.

The deal is the second-largest “‘com-

YOUNG BROADCASTING

has acquired

KELO-TV

Sioux Falls
KCLO-TV......Rapid City

Reliance
Florence

All South Dakota
from

MIDCONTII\flENT MEDIA
$50,000,000

The undersigned acted as exclusive broker
in this transaction and assisted in the negotiations.

Kalil &
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bo” deal involving AM and FM stations
this year. Holding on to first place for
price paid is Infinity Broadcasting
Corp.'s $410 million purchase of
Granum Holdings LP (BROADCASTING
& CABLE, March 1 1).

It has been a busy spring for Clear
Channel. Last month alone the compa-
ny bought wwKY(AM)-wTFX{FM) Louis-
ville, Ky.; KWAM(AM)-KIMS(FM) Mem-
phis, and KFON(AM) Austin-KEY!-FM
San Marcos/Austin, Tex. This week it
is buying wMYK(FM) Moyock, N.C.
(see “Changing Hands™).

The company earlier this month said
it would sell 2.5 million shares of stock
to pay down its debt (BROADCASTING &
CABLE, June 3).

Paxson heads north

What hasn’t Paxson Communications
Corp. been up to this week?

Take your pick of purchases: KXLI-
TV Minneapolis/St. Paul; wocp(Tv)
Amsterdam/Albany/Troy, N.Y., and
wTKS(FM) Orlando, Fla. (pending FCC
approval). No prices were disclosed.

With the TV buys, Florida-based
Paxson gets into Minneapolis and
Albany for the first time. Nielsen ranks
the markets as 14 and 52, respectively.
KXLI-Tv (ch. 41) is rated fourth from
last in the market, while wocp (ch. 55)
is at the bottom of that city’s ratings.
Both are independent stations.

wTKS would be Paxson’s fourth FM
in Orlando, creating a “superduopoly”
that includes top-rated wMGF(FM) Mt.
Dora/Orlando. With two AMs already
in the nation’s 24th-largest market,
Paxson’s holdings there would total
six. Paxson also has an LMA with
wIRB(TV) Orlando. Talk-formatted
WTKS is ranked eighth, but it is the top
talk station, Paxson says.

Paxson also lays claim to superduopo-
lies in Miami and Panama City, Fla., that
reach the new federal limits for local
holdings (five AMs and three FMs, and
four FMs and one AM, respectively)
(BROADCASTING & CABLE, May 27).

With KXLI-Tv and woCD, Paxson will
own, operate or have 36 affiliates of its
infomercial network, the Infomall TV
Network. That gives inTV coverage of
more than 46.2 million U.S. TV house-
holds, including those in 12 of the 15
largest markets and 21 of the top 30.

The Christian Network of Clearwa-
ter, Fla., previously was reported to be
the buyer of wocp for $2.5 million
(“Changing Hands.” Feb. 5). The seller
was Cornerstone TeleVision Inc.,
Wall, Pa. Later (March 18), Paxson

Broadcasting

Communications Corp. said it intended
to set up a time-brokerage agreement
with the station, which would be held
by The Christian Network. Last week,
Paxson said it is acquiring the station
directly from Comerstone,

ABRY makes move

TV station investor ABRY is back, this
time with Perry Sook. ABRY and
Sook’s partnership is called Nexstar
Broadcasting Group and has more than
$300 million with which to buy sta-
tions, ABRY said last Monday. Nex-
star will concentrate on buying Big
Three affiliates in Nielsen markets 40-
120, with its first acquisition to be
announced soon, ABRY said.

“Perry has a clear strategic plan and
is actively lining up acquisitions,” says
ABRY Partner Peggy Koenig. Equity
for Nexstar’s purchases will come
from Sook and Boston-based ABRY
Broadcast Partners Il LP, a $250 mil-
lion equity fund.

ABRY last was heard from in Febru-
ary, when it sold wsTR-Tv Cincinnati
and KsMoO-Tv Kansas City, Mo., to Sin-
clair Broadcast Group Inc. for $20 mil-
lion. Last fall, ABRY formed Sullivan
Broadcasting Co. to run the eight TV
stations ABRY had purchased from
Act Il Broadcasting. ABRY owns
wuTv(Tv) Buffalo and wuHF(TV)
Rochester, N.Y.; wxLv-Tv Winston-
Salem, N.C.; wrGT-Tv Dayton, Ohio;
wTAT-Tv Charleston, S.C.; wzTv(TV)
Nashville; wrRLH-Tv Richmond, Va.,
and wvAH-Tv Charleston, W.Va,

Sook most recently was president/
GM of Superior Communications
Group Inc.’s kocB(Tv) Oklahoma City.
The station was sold to Sinclair in May
along with wpkY-Tv Danville/Lexing-
ton, Ky.

Benchmark eyes public path

Baltimore-based Benchmark Communi-
cations, the owner or buyer of !5 FMs
and nine AMs, says it is juggling its
holdings while deciding whether to go
public. The company this week said it is
selling wvGo-FM Richmond and wLEE-
FM Williamsburg/Richmond for $14.5
million (see “Changing Hands™). It also
recently said it is selling WTAR(AM)-
wLTY-FM Norfolk and wkoC-FM Chesa-
peake/Norfolk, Va. (“Changing Hands,”
May 27). The company says in a release,
however, “We are NOT [their emphasis]
selling radio stations in any of our
remaining markets,” which include
Dover, Del.; Greenville/Spartanburg,
S.C., and Lynchburg, Va. Benchmark is

owned by general partners Bruce R.
Spector and Joseph L. Mathias IV,

Granite upgraded

Moody’s Investors Service has revised
Granite Broadcasting’s outlook to posi-
tive, upgraded its preferred stock to
“B3” from “CAA,” and has assigned a
B3 rating to $110 million worth of new
notes.

The positive outlook reflects Gran-
ite's success in building its “relatively
large group” of nine network-affiliated
TV stations; high audience share in
each market; solid improvements in
cash flow and margins since 1992, and
“its strategic focus on its news fran-
chises,” Moody’s says.

However, says Moody’s, “the ratings
note Granite’s continued high lever-
age...strong competition in its larger
markets...and the prospect of additional
acquisitions.” While Granite’s stations
are ranked first in Buffalo, N.Y., and in
Grand Rapids, Mich., there is seasoned
competition in both markets from LIN
and Argyle. Granite also faces “intense
competition” to its San Jose, Calif.,
ABC affiliate, KNTV-Tv, including ABC
0&O kGo-Tv San Francisco.

Granite has a $60 million bank facil-
ity, which it may increase to make
more acquisitions, Moody’s says. But
Moody’s is worried about the possibil-
ity of a downturn in TV advertising,
which would pinch company revenue.

In May Granite ventured into radio
for the first time, buying wWIVR-FM (to
be renamed week-FM) Eureka, 111, to
go with its wEEK-TV Peoria/Blooming-
ton, 11l. Granite’s chairman is W. Don
Comwell. ]

The week’s tabulation
of station sales

KYLE(TV) Bryan/Waco, Tex.

Price: $1.1 million

Buyer: Communications Corp. of
America, Lafayette, La. (Thomas R.
Galloway Sr., chairman/owner);
owns KEZA(FM) Fayetteville, Ark.;
WGMB-TV Baton Rouge, KPEL{AM)-KTDY
(Fm) Lafayette and kMss-Tv Shreve-
port, all La., and kPeJ-Tv Odessa,
KWKT-Tv Waco and kKveo-Tv Browns-
ville, all Tex. Galloway’s son, Shel-
don, owns KAkw(Tv) Killeen, Tex.,
and ksHv(Tv) Shrevepont.

Seller: Silent Minority Group Inc.,

www americanradiohistorv com
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Bryan, Tex. (Rodger B. Watkins,
president); no other broadcast inter-
ests

Facilities: Ch. 28, 3,000 kw, ant. 777 ft.
Affiliation: WB Network ’

Construction permit for KTRG-TV

Del Rio, Tex.

Price: $133,376

Buyer: Commonwealth Broadcasting ‘
Group, La Canada, Calif. (Charles
M. Harker, president/owner); has
applied to build TV in Manteo, N.C.
Seller: Republic Broadcasting, Con-
can, Tex. (Robert Gilchrist, presi-
dent); no other broadcast interests.
Gilchrist is challenging deal.
Facilities: Ch. 10, 316 kw visual,
ant. 1,155 ft.

COMBOS

KTNQ{AM}-KLVE{FM) Los Angeles; I
WRTO(FM) Goulds/Miami and

WAQI(AM) and WQBA-AM-FM Miami; |
WOPA{AM) {formerly WLXX} Chicago;
KLSQ{AM] Laughlin/Las Vegas and
KOWA({AM] Las Vegas; WPAT{AM] [
Paterson, N.J./New York, WGLI{AM)
Babylon and WADO(AM] New York,
and KICI{AM) Denton-KICI{FM) Corsi-
cana/Dallas-Fort Worth, KMRT(AM)-
KDZR-FM Dallas-Fort Worth, KESS
{AM) Fort Worth/Dallas and KCYT-FM
{formerly KMRT-FM) Granbury, Tex.
Price: $336 million ($218 million
cash; $118 million assumbed debt)
Buyer: Clear Channel Communica-
tions Inc., San Antonio (L. Lowry
Mays, president/22% owner); owns
or is buying wHvI-Fm and WBGG-FM
Fort Lauderdale/Miami and WMYK(FM)
Moyock, N.C. (see item, below). For
other holdings, see “Changing
Hands,” May 27.

Seller: Heftel Broadcasting Corp.,

Las Vegas (Ceci! Heftel, chairman);
na other broadcast interests

Facilities: kTna: 1020 khz, 50 kw; |

KLvE: 107.5 mhz, 29.5 kw, ant. 3,100
ft.; wrTO: 98.3 mhz, 1.1 kw, ant. 462
ft.; waQi: 710 khz, 50 kw; waBa(am):
1140 khz, 50 kw day, 10 kw night;
waBa-FM: 107.5 mhz, 95 kw, ant.
1,007 ft.; wora: 1200 khz, 10 kw day,
1 kw night; kLsq: 970 khz, 10 kw |
day, 1 kw night; kowa: not available;
wPAT: 930 khz, 5 kw; waLi: 1290 khz,
250 w; wapo: 1280 khz, 5 kw; KicI:
1440 khz, 5 kw day, 500 w night;
Kicl-Fm: 107.9 mhz, 100 kw, ant. 842
fi.; KMRT: 1480 khz, 5 kw day, 1.9 kw
night; kDzR-FM: not available; kess;
1270 khz, 5 kw; KCYT-FM : 106.7 mhz,
100 kw, ant. 991 ft.

Formats: KTNQ: Spanish; KLVE: Span-
ish; wRTO: Latin/tropical, Hispanic,

waQl: Spanish; wasa-am: Spanish;

Broadcasting & Cable June 10 1996
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Proposed station trades

By dollar volume and number of sales;
does not include mergers or acquisitions
Involving substantial non-station assets

THIS WEEK:
TVs1$227,233,376 13
Combos —$620,223,000 - 19
FMs 5$31,083,501 27
AMs 156,816,900 1 29
Total - $885,355,777 - 78
SO FAR IN 1996:
TVs$82,069,643,896 1146
Combos 1$3,307,271,290 5 172
FMs 1$939,278,120 1 188
AMs (583,072,404 11102
Total 1 $6,399,265,710 11508
SAME PERIOD iN 1995*:
TVs$1,587,502,000 50
Combos 1$754,060,300 1 100
FMs(5$340,895,721 0171
AMs[ 857,531,744 5 83
Total 152,739,889,765 — 401

‘as of June 12, 1995
Source: BrROADCASTING & CaBLE

woBA-FM: Spanish adult contempo-
rary; wopPA: Spanish; kLsQ: classic
country; kowa: not available; wprAT:
easy listening; waLi: dark; wapo:
Spanish; Kicl-amM-FM: Tejano; KMRT:
Spanish; KDzR-FM: not available,
KESS: Spanish; kcyT-FM: big band
WLEC({AM}-WCPZ-FM Sandusky, Ohio
Price: $7.5 million

Buyer: Allur of Ohic Inc., Philadelphia
(Regina Henry, president). Henry
also is president of Allur Communi-
cations Group Inc., Philadelphia
(Ragan A. Henry, owner); which
owns wayv(Fm) Atlantic City and
weMmc(am)-wzxL(Fm) Wildwood/
Atlantic City, N.J. (for Ragan Henry's

holdings, see “Changing Hands,"
March 25).
Seller: Erie Broadcasting |l Inc., San-
dusky (James Embrescia, presi-

| dent); no other broadcast interests

| Facilities: AM: 1250 khz. 1 kw; FM:

| 102.7 mhz, 50 kw, ant. 141 ft.

| Formats: AM: MOR; FM: CHR

| Broker: Blackburn & Co.

| KUG-AM-FM Eugene and KLRF(FM)

| Brownsville, Ore.
Price: $7.1 millicn (includes $100,000
noncompete agreement; merger)
Buyer: Deschutes River Broadcasting
Inc., Portland, Ore. (Edward T. Har-
dy, president’/CEOQ/11% owner; En-
deavour Capita Funds LP, 86%
owner); owns KDWG(AM)-KCTR(FM) and
KKBR(FM) Billings, KBOZ(AM)-KATH(FM)
Boseman and kPkx-FMm Livingston,
Mont.; kBOY-FM Medford and KakT

| (FM) Phoenix, Cre., and KORD-AM-FM

| Paso/Richland and KNSN(FM) Walla

| Walla, Wash.; plans to buy KEYw(Fm)
Pasco, Wash. Hardy is president of

| DRB Medford License Inc., which is
buying kBmJ-Fm Hardin/Billings, Mont.,
and KTMT-am-Fm Medford/Phoenix
and kKcmx-am-Fr Ashland, Ore.
Seller: Combined Communications
Inc./C&C Broadcasting, Eugene,
Ore. (Charles V. Chackel and
Kathryn Chackel, 65% owners);
owns KBND{AM) Bend and KLRR(FM)
Redmond, Ore.; is buying KTWS(Fm)
Bend

| Facilities: AM: 590 khz, 5 kw; FM:
97.9 mhz, 100 kw, ant. 1,230 ft.;
KLRF: 102.3 mhz, 100 kw, ant. 918 ft.

| Formats: AM: news/talk; FM: country;
KLRF: adult album alternative

WHKIN-FM Hammond/Baton Rouge and
WIBR(AM) Baton Rouge, La.

r

Big de;is

| The following station-sale applications were made public last week by the

FCC:

| WCKT(FM) Lehigh Acres and WXRM-FM Naples Park/Fort Myers,

Fla.; WNOE-FM and KLZJ-FM New Orleans; WHYN-AM-FM Spring-
field, Mass.; WXRA(FM) Eden and WSJS(AM)-W/TQR(FM) Winston-
Salem, N.C.; KXXY-AM-FM and KTST(FMi Oklahoma City;

WWBB(FM) Providence and WWRX-FM Westerly, R.l.; WWDM(FM)

Sumter and WARQ(FM) Columbia, S.C., and WREC(AM)-WEGR-FM

and WRXQ-FM Memphis Price: $235 million cash. Buyer: Clear Channel
Communications Inc. Seller: Radio Equity Partners LP (George Sosson,

president).

WHO-TV Des Moines and KFOR-TV Oklahoma Clty Price: $226 million
($155 million for kFOR-Tv; $71 million for wHo-Tv). Buyer: New York Times
Co. (Lance R. Primis, president). Seller: Palmer Communications Inc.

(Joseph Lentz, president).

| WNYC-AM-FM New York Price: 20 million. Buyer: WNYC Foundation
(Laura Walker, president). Seller: City of New York.
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Price: More than $6 million for stock
(merger)

Buyer: Citywide Communications
Inc., Baton Rouge (Peter Moncrieffe,
president); owns KQxXL-FM/ WXOK(AM)
and wycT-FM Baton Rouge, and
KFxZ-FM/KRRQ-FM Lafayette, La.
Seller: Southern Communications
Inc., Baton Rouge (Don Nelson,
president); no other broadcast inter-
ests

Facilities: wikuN-FM: 103.3 mhz, 100
kw, ant. 1,004 ft.; wier: 1300 khz, 5
kw day, 1 kw night

Formats: WKUN-FM: country; wiBR:
sports

Broker Klein Ainsworth & Co.

KNSN{AM) Chico and KHSL-FM
Paradise, Calif.

Price: $1.466 million

Buyer: McCoy Broadcasting Co.,
Portland, Ore. (Craig W. McCoy,
president/43.7% owner); owns KPAY
(AM)-kmxI{FM) Chico; kcecy-FM and
KDzZA-FM Pueblo, Colo., and kPNw
(am)-koDZ(FM) Eugene, Ore.

Seller: Alta California Broadcasting
Inc., Carefree, Ariz. (John C. Power,
president; Redwood Broadcasting
Inc., owner); is buying KNNN-FM Cen-
tral Valley/Redding and KHzL-FM
Shingletown, Calif. (see item, below.
Note: Alta bought KNSN and KHSL-FM
for $1.15 million in June 1995.) Red-
wood has applied to build TVs in
Pocatello, Idaho; Butte, Great Falls
and Missoula, Mont., and Marquette,
Mich. Redwood MicroCap Fund Inc.,
53% owner of Redwood Broadcast-
ing, has applied to build FM in Los
Molinos, Calif.

Facilities: AM: 1290 khz, 5 kw; FM:
103.5 mhz, 1.61 kw, ant. 1,250 ft,
Formats: AM: talk; FM: country
Broker: Exline Co.

WSWN(AM)-WBGF(FM) Belle Glade
and WCTH(FM) Plantation Key, Fla.
Price: $2 million ($1 million cash for
WSWN-WBGF; $1 million for wcTh)
Buyer: BG| Broadcasting LP, New
York {David P. Lampel, principal;
Figgie Family Equity Fund Ltd. LLC,
majority owner); owns wsvi(Tv) St.
Croix, V.1.; has applied to build TV in
Destin, Fla. Lampel has interest in
KVTO(AM)-KBLX-FM Berkeley, Calif.;
wLiB(am)-wBLS-FM New York, and
KSJL-FM San Antonio, Tex.

Seller: Seminole Broadcasting Inc./
Sounds of Service Radio Inc., West
Palm Beach, Fla. (Marie B. Rivers,
principal). Majority owner E.D. Riv-
ers Jr. Trust owns wGUN(aM) Atlanta
and weas-am-FM Savannah and wGov
(am)-wAac({FmM) Valdosta, Ga.; is sell-
iNg KWAM(AM)-KJMS-FM Memphis.

Broadcasting

| Facilities: AM: 900 khz, 1 kw day, 26

w night; FM: 93.5 mhz, 3 kw, ant.
285 ft.; wetH: 100.3 mhz, 100 kw,
ant. 440 ft.

Format: AM: religion; FM: soft hits;
WCTH: adult contemporary

Broker: Hadden & Associates

WFAD(AM) Middlebury, Vt.-WMNM-FM
Port Henry, N.Y.

Price: $925,000 (includes $25,000
noncompete agreement)

Buyer: Pathfinder Communications
Inc., Ridgefield, Conn. {Sara D.
Goodwill, president/owner); is buying
WGTK-FM Middlebury

Seller: Pro-Radio Inc., Middlebury,
Vt. {spouses Mark T. and Mary T.
Brady, principals); no other broad-
cast interests

Facilities: AM: 1490 khz, 1 kw; FM:
92.1 mhz, 18 kw, ant. 10 ft.

Formats: AM: full-service; FM: oldies
Broker: Kozacko Media Services

KOSE-FM Osceola and CP for KAMI-
FM Gosnell; swap of KOSE(AM) Osceo-
la and KSUD(AM} West Memphis, all
Ark.

Price: $900,000 ($550,000 cash plus
value of Ksub)

Buyer of FMs, swapper of ksup: Phoenix
Broadcasting Co. Inc., Blytheville,
Ark. (Harold L. Sudbury, president).
Sudbury owns KLCN(AM)-KHLS(FM)
Blytheville, Ark.; kHPA-FM Hope and
KNBY({AM)-KOKR(FM) Newport, all Ark.
Seller of FMs, swapper of wose: Pollack
Broadcasting Co., Memphis (William
Pollack, executive VP/principal own-
er); owns KIEm-Tv Eureka, Calif.;
KLAX-Tv Alexandria, La., and wrLx
{AM)-wMFS-FM Memphis; is buying
KAFW-FM Wilson, Ark.

Facilities: KOSE-FM: 107.3 mhz, 3 kw,
ant. 223 ft.; kamy-FM: 93.9 mhz, 3 kw,
ant. 171 ft.; kose: 860 khz, 1 kw day,
20 w night; ksup: 730 khz, 250 w
Formats: KOSE-FM: not ON air; KAMJ-FM:
not on air; KOSE: oldies; ksup: religion
Broker: Sunbelt Media Inc.

KHUB(AM]-KFMT(FM] Fremont, Neb.
Price: $582,000

Buyer: K-Heartland Broadcasting
LLC, Omaha (Terri E. Simpson,
president/owner); is buying KMRV({FM)
Blair, Neb., from seller (see item,
below)

Seller: KHUB Inc., West Des Moines,
lowa (Joseph A, Nugent, 66.66%
owner); owns 51% of KUET{am) Black
Canyon, Ariz.

Facilities: AM: 1340 khz, 500 w day,
1 kw night; FM: 105.5 mhz, 1.2 kw,
ant. 450 ft.

Format: AM: MOR; FM: country

KRTA[AM) Medford and KYJC-FM

Grants Pass, Ore.

Price: $550,000

Buyer: Opus Broadcasting Systems
Inc., Medford, Ore. (Henry L. Flock,
president/80% owner)

Seller: Encore Broadcasting Corp.,
Bellevue, Wash. (Fredric A.
Danz,president/owner); no other
broadcast interests

Facilities: AM: 610 khz, 5 kw; FM:
96.9 mhz, 32 kw, ant. 2,058 ft.
Formats: AM: Spanish; FM: rockin’
country

WZLG(AM)-WMXY(FM) Hogansville, Ga.
Price: $510,000

Buyer: Janz Broadcasting Inc.,
LaGrange, Ga. (Steven and Julie
Zimmerman, 90% owners). Steven
Zillerman owns 14.4% of seller, to be
surrendered at closing.

Seller: First Georgia Broadcasting
Inc., Griffin, Ga. (L.A. Boiton, presi-
dent). Bolton has interests in
WQIS(AM)-WNSL-FM Laurel, Miss.
Facilities: AM: 720 khz, 10 kw day;
FM: 98.1 mhz, 14.5 kw, ant. 328 ft.
Format: AM: Urban contemporary;
FM: adult contemporary, oldies

KIOL(FM) Lamesa/Midland/Odessa, Tex.
Price: $508,000

Buyer: Noalmark Broadcasting Corp.,
El Dorado, Ark. (William Nolan, pres-
ident); owns KELD(AM)-KixB(FM} and
KisQ(Fm) (formerly kaGL) El Dorado,
KKIX(FM) Fayetteville, kkza(Fm) Lowell
and kxow(am)-kKLaz(FM) Hot Springs,
all Ark.; KYKK(AM), KIXN(FM) and
KZOR(FM) Hobbs, N.M., and KKTx-AM-
FM Kilgore, Tex.

Sellers: Community Service Radio
Group, Altus, Okla. (Galen O. Gil-
bert, president). Gilbert owns kswm
(AM) Aurora, MO.; KWHW{AM)-KRKZ(FM)
Altus and KwON(AM)-KYFM(FM) Bar-
tlesville, Okla., and kioL(FM) Lamesa
and KDxE(FM) Sulphur Springs, Tex.;
is buying KTJs(am)-kQTx(FM) Hobart,
Okla.

Facilities: 100.3 mhz, 100 kw, ant.
800 ft. Note: kioL will switch frequen-
cies with kmmx{Fm) Lamesa/Lubbock,
Tex., 104.7 mhz, 100 kw, ant. 920 ft.
Format: Soft hits

Broker: Whitley Media

WCIM-AM-FM West Point, Ga.

Price: $500,000 (including $25,000
noncompete agreement)

Buyer: Fuller Broadcasting Co. of
Valley Inc., Opelika, Ala. (Gary
Fuller, president/58% owner); owns
WKKR(FM) Auburn, Ala., and wzmaG
{am)-wmxa(FM) Opelika; is buying
wTLM(AM) Pepperell, Ala. (see item,
below)

Seller: Radio Valley Inc., West Point,
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Ga. (C. Jim Murphy, president); no
other broadcast interests

Facilities: AM: 1310 khz, 1 kw; FM:
100.9 mhz, 1.85 kw, ant. 235 ft.
Formats: AM: R&B; FM: country

WBZA(AM) Glens Falls-WMIR(FM)
| Hudson Falls, N.Y.
Price: $400,000
Buyer: Starview Media Inc., York, Pa.
{Douglas W. George, president/87%
owner); owns WJUN-aM-FM Mexico,
Pa.; is buying wwav(Fm) Beaver
Springs, Pa., and wsTL(am) South
Glens Falls-wenu(Fm) Hudson Falls.
George owns 87% of wovk(am) York.
Seller: Northway Broadcasting Inc.,
Glens Falls (E. Mark Vieira, presi-
dent/part-owner). Vieira owns 20%
of wkmc(aM) Roaring Springs and
wHPA(FM) Hollidaysburg, Pa.
Facilities: AM: 1230 khz, 1 kw; FM:
107.1 mhz, 280 w, ant. 844 ft.
Formats: AM: MOR, talk; FM: adult
contemporary

WISS-AM-FM Berlin, Wis.

Price: $315,000

Buyer: Caxambus Corp., Fond du
Lac, Wis. (Steven J. Peterson, presi-
dent/owner); no other broadcast
interests.

Seller: Kingsiey H. Murphy Jr., Min-
neapolis; owns KCHK-AM-FM New
Prague, Minn.

Facilities: AM: 1090 khz, 500 w day;
FM: 102.3 mhz, 4.5 kw, ant. 155 ft.
Formats: AM-FM: C&W, farm, sports

KASO-AM-FM Minden, La.

Price: $200,000

Buyer: Ninety-Five Point Seven Inc.,
Shreveport, La. (John D. Mitcheli,
president/80% owner). Mitchell owns
75% of KiMP(AM)-KkPxI(FM) Mount
Pleasant and 56.6% of KLLI(FM)
Hooks and KyGL{Fm) Texarkana, all
Tex. (simultaneously, Ninety-Five
Point Seven is selling kASO(aM) to
Charles D. and Pattie C. Odum; see
item, below)

Seller: Cook Enterprises Inc., Minden
{(Harold Ray Cook, president/owner);
no other broadcast interests
Facilities: AM: 1240 khz, 1 kw; FM:
95.7 mhz, 3 kw, ant. 144 ft.

Formats: AM: Country; FM: music of
the '60s, '70s and '80s

WELS-AM-FM Kinston, N.C.

Price: $150,000

Buyer: Willis Broadcasting Corp.,
Norfolk, Va. (L.E. Willis Sr., presi-
dent/owner); owns KLRG(AM) North
Little Rock and kmzx(Fm) Lonoke,
Ark.; wTuH(am) East Point, Ga.; wwca
(am) Gary, Ind./East Chicago; wesL
{(am) East St. Louis; wopT(am) Green-
ville and wuxN(am) Jackson, Miss.;

Broadcasting

WURB(FM}-wBTE (aM) Windsor and
wroL({aM) Winston-Salem, N.C.;
wkso({FM) Orangeburg and wKkwa(Fm)
Batesburg, S.C.; kbrFr(am) DeSoto,
Tex., and wpce(am) Portsmouth,
Va.; is buying wtnc(am) Thomasville,
N.C. L.E. Willis owns WAYE(AM) Birm-
ingham, Ala.; KFTH(FM) Marion, Ark.;
wpP2zZ(FM) Franklin, Ind.; weOK(AM)
New Orleans; wuNs(Fm) Yazoo City

| and wuxN(FMm) Utica, Miss.; wGSP(AM)

Charlotte, wsrc(am) Durham and
wexs(Fm) Edenton, all N.C.; wurD
(am) Philadelphia, and wxss(aM)
Memphis, Tenn.; is selling WMYK({FM)
Moycock, N.C. (see item, below)
Seller: F.S.A. Broadcasting Group
inc., Mocksville, N.C. (Jeffrey R.
Smith, president); owns WIFM(AM)-FM
Elkin, N.C.

Facilities: AM: 1010 khz, 1 kw day,
75 w night; FM: 102.9 mhz, 3 kw,
ant. 295 ft.

Formats: AM: Southern gospel; FM:
urban gold

Bro«er: Gordon Rice Associates

WASG(AM) Atmore and WZEW(FM)
East Brewton, Ala.

Price: $125,000 ($100,000 for wasg,
$25,000 for wzew)

Buyer: 550-AM, Lenexa, Kan. (Mi-
chael Glinter, president/50% owner).
Glinter owns WREN{AM) Topeka, Kan.;
wBsaJ(AM) Blythewood, S.C., and
KGGN(aM) Gladstone, Mo.; is buying

FMm and wrNa-FM Greenville/Spartan-
burg, all S.C.; wLEE-AM Richmond,
WUSQ-FM, WNTW(AM) and WFQX-FM
Winchester and wROv-am-FM and
wyyD-FM Roanoke/Lynchburg, all
Va.; is buying KrMD-AM-FM Shreve-
port, La.; wsic(am)-wrFMx(FM) States-
ville, N.C., and wumz-Fm Anderson/
Greenville, S.C. is selling wTAR(AM)-

| wLTY-FM Norfolk and wkoc-Fm Chesa-

peake/Norfolk; has option to pur-
chase wLNI-FMm Lynchburg

Facilities: wvco-FM: 106.5 mhz, 7.6
kw, ant. 1,233 ft.; wLEE-FM: 96.5 mhz,
50 kw, ant. 492 ft.

Format: wvGo-FM: AOR, modern rock;
WLEE-FM: '70s

Broker: Bergner & Co.

WTGE-FM Baton Rouge

Price: $5.5 million (includes $50,000
noncompetition agreement)

Buyer: Guaranty Broadcasting Corp.,
Baton Rouge (George A. Foster Jr.,
president); owns wGGz{Fm) Baton
Rouge, WFPR(AM)-WHMD(FM) Ham-
mond and KJIN(aM)-KCIL(FM) Houma,
La., and WBEX{AM)-WKKJ(FM) Chilli-
cothe, Ohio

Seller: Vetter Communications Co.
Inc., Baton Rouge (Cyril E. Vetter,
chairman/CEOQy; is selling wvLA(Tv)
Baton Rouge

Facilities: 100.7 mhz, 97 kw,

ant. 1,499 ft.

Format: Rock

ksrx(AM) El Dorado, Kan. (see item, | WMYK(FM) Moyock, N.C.

below); has applied to build AM in
South Tucson, Ariz.; has interests in
applications to build FMs in Baldwin
City, Kan., and Flint, Mich.

Seller: Creek Indian Enterprises,
Atmore, Ala. (Eddie L. Tullis, chair-
man); owns WYDH(FM} Atmore
Facilities: AM: 550 khz, 25 kw day,
144 w night; FM: 95.7 mhz, 6 kw,
ant. 328 ft.

Formats: AM: C&W; FM: not on air

RADIO: FM

WVYGO-FM Richmond and WLEE-FM
Williamsburg/Richmond

Price:

$14.5 million

Buyer: ABS Communications, Rich-
mond, Va. (Kenneth Brown, presi-
dent); owns wkHK-FM Colonial
Heights/Richmond and wezu(Fm)
Crewe, Va.

Seller: Benchmark Communiations,
Baltimore (Bruce R. Spector, Joseph
L. Mathias IV, general partners);
owns wDSD-FM, wDOV(AM) and wSRv-
FM™ all Dover/Wilmington, Del.; wwrG-
FM and wosc-FM Salisbury/Ocean
City, Md.; wCOos-AM-FM, WHKZ-FM and
wvoc(aM) all Columbia and wesc-AM-
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Price: $3.35 miilion

Buyer: Clear Channel Communica-
tions Inc.; is buying Heftel Broad-
casting Corp. (see combo item,
above)

Seller: Willis Broadcasting Corp.; is
buying weLs-am-Fm Kinston, N.C.
(see item, above)

Facilities: 92.1 mhz, 18 kw, ant. 384 ft.
Format: Urban

KNRV-FM (formerly KLTX-FM) Harker
Heights/Killeen, Tex.

Price: $1.1 million

Buyer: KCKR-FM Inc., Tyler, Tex.
{Don R. Changzy, president/32%
owner). Chaney owns KzMz(Fm)
Alexandria, La., and kkik(Fm) Temple
and kckr(FMm) Waco, Tex.

Seller: Guifstar Communications Inc.
(R. Steven Hicks, CEO); owns wJgo
(AM)-wFMF(FM) and wyNK-aMm-Fm Baton
Rouge, La.; KLvI{AM)-KYKR(FM} Beau-
mont, wTaw(aw)-KTsr{Fm) College
Station, Kuz-ru Killeen, KKam{Am)-
KFMX-FM and KRLB-FM Lubbock, kKkmy
(FM) Orange, <KYR-AM-FM Texarkana,
WACO-AM-FM Waco and KBRQ(FM)
Hillsboro/Waco, KNUE({FM) Tyler and
KIxs(FM) Victoria, all Tex.; is buying
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KRYS-AM-FM and kMxr(FM) Corpus
Christi, kaFx-Fm Diboll/Lufkin, KTYL-FM
Tyler, kLus(FM) Bloomington/Victoria
and kisx(Fm) Whitehouse/Tyler, all
Tex.; is selling kcHx(Fm) Midland,
Tex.; has time brokerage agreement
with KAGG(FM) Madisonville, Tex.
Hicks also is president/10.8% owner
of SFX Broadcasting Inc.

Facilities: 105.5 mhz, 930 w,

ant. 587 ft.

Format: Classic rock

Broker: Whitley Broadcast Media Inc.
(buyer)

KEWB{(FM) Anderson, Calif.

Price: $950,000 (includes $100,000
noncompete agreement)

Buyer: McCarthy Wireless Inc., Red-
ding, Calif. (Craig C. McCarthy, pres-
ident/30.23% owner; father Robert
E. McCarthy/VP, 46.5% owner);
owns KNCQ-FM Redding and KEGR-FM
Red Biuft, Calit.

Seller: Radio Associates Inc., Mo-
desto, Calif. (Robert Salmon, presi-
dent); no other broadcast interests
Facilities: 94.7 mhz, 4.2 kw, ant.
1,565 ft.

Format: Country

WTID(FM) Reform, Ala.

Price: $840,000

Buyer: Radio South Inc., Tuscaloosa,
Ala. (Voncile Pearce, president),
owns wrsk(AM) and wTuG(Fm) Tusca-
loosa, Ala. Houston L. Pearse, own-
er of Radio South, owns wJpa(Fm),
wzMP(FM) and wmGP(AaM) Meridian
and wwkz(Fm) New Albany, Miss.;
40% of wxyk({Fm) Pascagoula, Miss.;
50.86% of warF(amM) Jasper and
wFFN(FM) Cordova, Ala., and 33% of
KHLA(FM) and kLCL(AM) Lake Charles,
La. Voncile Pearce owns wkzs(Fm)
Union, Miss.

Seller: Transmit Enterprises Inc.,
Dothan, Ala. (McDavid Flowers, prin-
cipal). Flowers owns 37.9% of wmxz
(Fm) DeFuniak Springs, Fla., and
25% of wesp(Fm) Dothan; has inter-
est in wNGM-Tv Athens, Ga.; is selling
50% ownership of waTx(am) DeFuni-
ak Springs, which is being sold.
Facilities: 101.7 mhz, 23.37 kw,

ant. 727 ft.

Format: CHR

KRIM(FM] Payson, Ariz.

Price: $750,000

Buyer: Rainbow Broadcasting Inc.,
Scottsdale, Ariz. (Charles Jayson
Brentlinger, president/33.33% own-
er), is selling kezr(Fm) Coolidge, Ariz.
Seller: Pleasant Valley Broadcasting
Corp., Phoenix (Jeffrey R. Morris,
president); no other broadcast inter-
ests

| Facilities: 107.1 mhz, ERP 3 kw,

—8roadcasting

Facilities: 104.3 mhz, 100 kw, |
ant. 1023 ft.
Format: Country

KRGO-FM Roy, Utah

Price: $700,000

Buyer: Sundance Broadcasting LLC,
Sandy, Utah (Gary H. Waldron, man-
aging member/99% owner); no other
broadcast interests

Seller: Kargo Broadcasting Inc., Salit
Lake City (Gene Guthrie, vice presi-
dent); no other broadcast interests
Facilities: 107.9 mhz, 67 kw, ant.
2,383 ft.

Format: Country

KFZL(FM) Bishop, Tex.

Price: $550,000

Buyer: Manuel Davila, Jr., Corpus
Christi, Tex.; owns 60% of kccT(AM),
50% of keso{Fm) Corpus Christi
Seller: Cismek Corp., Bishop, Tex.
(Joe Cisneros, president); no other
broadcast interests

ant. 324 ft.
Format: Spanish

CP for WJUS(FM) Fort Walton Beach,
Fla.

Price: $500,000
Buyer: F.W.B. Radio inc., Pensacola, |
Fla. (Gerald D. Schroeder, presi-
dent/40% owner). Schroeder owns
75% of wswL(aM) Pensacola; has
75% interest in application to build
FM in Pensacola.

Seller: Juanina Broadcasting Inc.,
Fort Waiton Beach (H. Bart Fleet,
personal representative); no other
broadcast interests

Facilities: 96.5 mhz, 98 kw, ant, 984 ft.
Broker: Hadden & Associates (seller)

WZZS(FM) Zolfo Springs, Fla

Price: $375,000

Buyer: Kneller Broadcsting of Char-
lotte County Inc., Punta Gorda, Fla.
(Harold M. Kneller, Jr.,president); no
other broadcast interests

Seller: Teddy Bear Communications
Inc., Zolto Springs (Ted L. Hite Sr.,
president); no other broadcast inter-
ests

Facilities: 106.9 mhz, 6 kw, ant. 389 ft.
Format: Contemporary country
Broker: Media Venture Partners

WPTG(FM) West Point, Va.

Price: $301,000

Buyer: Real Radio Inc., Williamsburg,
Va. (Gilinda Rogers [Granger's
daughter], president/owner)

Seller: WPTG Inc., Williamsburg, Va.
(Gilbert L. Granger, president); owns
wMBG(AM) Williamsburg.

Facilities: 107.9 mhz, 6 kw, ant. 328 ft.

Format: Country

WBFL(FM) Bellows Falls, Vt.

Price: $250,000

Buyer: Watertown Radio Associates
LP, Claremont, N.H. (Jeffrey Sha-
piro, president). Watertown princi-
pals have interests in wnca({Fm) Mor-
ristown, WkRT(AM)-wii{Fm) Cortland
and wcpv(rm) Essex, all N.Y., and
WTSV(AM)-WHDQ-FM Claremont, wNHv
(Am)-wkxe(FM) White River Junction
and wssH(FM) Marlboro, all Vt.
Seller: Upper Valley Radio Network
Inc., Rye, N.H. (Edward H. Herlihy,
president); no other broadcast inter-
ests

Facilities: 107.1 mhz, 1 kw, ant. 530 ft.
Format: Adult aiternative

Broker: Media Services Group of
Providence

KTCM({FM] Kingman, Kan.

Price: $180,000

Buyer: Daniel Gentry, Wichita, Kan.
Seller: New Life Fellowship Inc.,
Oklahoma City (Jimmy Wayne Lee,
bankruptcy trustee); owns KiBN(FM)
Wichita; is selling kTu-Fm and
ksRx(am) El Dorado, Kan.
Facilities: 100.3 mhz, 48 kw,

ant. 505 ft.

Format: Dark

WVYH{FM) North Windham, Me.

Price: $180,000

Buyer: Great Windham Wireless
Talking Machine LLC, Lewiston, Me.
(Ronald Frizzell, 51% owner); the
principals of Great Windham have
interests in wTHT(FM) and wzou(Am)
Lewiston and wram(Am) Gorham, Me.
Seller: Sebago Broadcasting Co.,
McLean, Va. (A. Wray Fitch Ill, presi-
dent/40% owner; 60% owned by his
wife, Elizabeth B. Fitch); A. Wray
Fitch Il owns 33% of wvES(Fm) Acco-
mac, Va., and has applied for FM in
Exmore, Va. Wray and Elizabeth
Fitch each have 30% interest in ap-
plication for FM in Ettrick, Va.
Facilities: 106.7 mhz, 810 w,

ant. 623 ft.

Format: Not on air

KHZL(FM) Shingletown/Redding, Calif.
Price: $170,000

Buyer: Alta California Broadcasting
Inc.; is selling knsn{aM) Chico and
KHSL-FM Paradise, Calif. (see item,
above)

Seller: Michael Robert Birdsill, Chico,
Calif.; no other broadcast interests
Facilities: 105.3 mhz, 10 kw,

ant. 1,056 ft.

Format: Adult contemporary

KZLN-FM Othello, Wash.

Price: $120,000 (including $38,000
non-compete agreement)

Buyer: Wheeler Broadcasting Inc.,
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Grand Coulee, Wash. (Verl D.
Wheeler, president/44% owner);
KEYG(AM)-FM Grand Coulee, Wash,
Seller: P-N-P Broadcasting Inc., Oth-
ello (Duane J. Polich, president); no
other broadcast interests

Facilities: 97.5 mhz, 4.6 kw, ant. 656 ft,
Format: Oldies

WUFM(FM) Columbus, Ohio

Price: $95,000 (including $55,000
construction costs)

Buyer: Spirit Communications Inc.,
Westervilie, Ohio (John and Kathy
Shumate, co-owners); no other
broadcast interests

Seller: Family Stations Inc., Sacra-
mento, Calif. (Harold Camping, pres-
ident); owns wsrFR(Fm) Birmingham,
Ala.; kPHF(FM) Phoenix; KEAR(FM) San
Francisco, KeeR-FM North Highlands,
KEFR(FM) Le Grand, kFNO({FM) Fresno,
KHAP(FM) Chico, KEBR(AM) Rocklin,
KECR(AM) El Cajon-San Diego, KFRN
(am) Long Beach, kFTL(Tv) Stockton
and kPRA(FM) Ukiah, all Calif.; weTr
(Fm) Vernon, Conn.; wrTi-FMm St.
Petersburg, wJrFr(FM) Jacksonville
and wwrR(FM) Okeechobee, all Fla.;
wrRC(FM) Columbus, Ga.; WJCH(FM)
Joliet, lll.;xoFR(FM) Des Moines and
kYFR(AM) Shenandoah, lowa; wrsl
(Fm) Annapolis, Md.; wkon{Fm) Cam-
den and wrMme-Tv-FM Newark, N.J.;
wFBF(FM) Buffalo, wrRH(FM) Kingston,
WFRW(FM) Webster and WFRS(FM)
Smithtown, all N.Y.; WyTN(Fm)
Youngstown, woTL(Fm) Toledo and
wcUe(am) Cuyahoga Falls, all Ohio;
karFe(Fm) Springfield, Ore.; WEFR(FM)
Erie and wrrJ{FM) Johnstown, Pa.;
wrCH{FM) Charleston, S.C.; KUFR(FM)
Salt Lake City; KuvH(FM) Longview
and kaRR(am) Kirkland, Wash., and
wmwk(FMm) Milwaukee; is selling kTxe
(Fm) Beaumont, Tex.; has CPs tor
FMs in Sacramento and Bakersfield,
Calif.; has applied to build FM in
Newburgh, N.Y,

Facilities: 88.7 mhz, 700 w, ant. 837 ft.
Format: Christian rock

CP for FM at Bismarck, N.D.

Price: $50,000

Buyer: Missouri River Broadcasting
Inc., Fargo, N.D. (James D. Ingstad,
president/owner). Ingstad owns KLxx
(AM) Mandan and kBy2(FM™) and KkCT
(Fm), all Bismark (for other holdings
see “Changing Hands,"” Feb. 26)
Seller: Community Airwaves Corp.,
Minneapoiis (Christopher T. Dahli,
CEQ/55% owner); owns KNUI-AM-FM
Kahalui, kNua-FM Paauilo and KHNR
(am) Honolulu, all Hawaii; kQHT-FM
Crookston and KLGR-AM-FM Redwood
Falls, Minn.; KRR2-AM-KZPR-FM and
Kizz-Fm Minot, N.D.; KKAA(AM)-KQAA

Broadcasting—

(Fm) Aberdeen and KBHB(AM)-KRCS
(FM™) Sturgis, S.D.; is buying kKmvi-am-
FM Wailuku/Pukalani, Maui, Hawaii.
Daht is president/13.2% owner of
Children’s Broadcasting Corp., Min-
neapolis (for CBC’s holdings see
*Changing Hands,"” March 18)

KCBZ(FM) Cannon Beach, Ore.

Price: $32,500

Buyer: Broad Spectrum Communica-
tions Inc., Lake Oswego, Ore. (Eric
Dausman, president/50% owner);
owns 66.7% of kLRrs(Fm) Chico,
Calit.; 3% of kcez(Fm) Corning,
KDIG(FM) Orland and KKCY(FM)
Colusa, all Calif.

Seller: Cannon Beach Broadcasting
Co.. Warrenton, Ore. (Jack Dennon,
principal); no other broadcast inter-
ests

Facilities: 102.7 mhz, 100 kw,

ant. 1,976 ft.

Format: Oldies

KZFO(FM) Dunsmuir, Calif.

Price: $25,000

Buyer: Dennis M. Crepps, Mt. Shas-
ta, Calif.; no other broadcast inter-
ests

Seller: Fatima Response Inc., Long
Beach, Calif. (Kimberly M. Thomp-
son, president/CEQ); has applied to
build FMs in McCloud, Calif., and
Keno, Ore.

Facifities: 100.1 mhz, 3 kw, ant. 157 ft.
Format: Religion

KRXZ{FM) Ardmore, Okla.

Price: $25,000

Buyer: Oklahoma Sports Properties
Inc., Tulsa, Okla. (Fred Weinberg,
president/owner); owns KTRT(AM)
Claremore and keix(am) Muskogee,
Okla.; is buying kaps(am) Elk City,
kMyz(am) Pryor and kokc(am) Guth-
rie, all Okla. Weinberg owns 50% of
KMTW(aM) Las Vegas.

Seller: Pennok Communications,
Madill, Okla. (Robert Versace, presi-
dent); no other broadcast interests
Facilities: 96.5 mhz, 3 kw, ant. 328 ft.
Format: Dark

Broker: Frank Gentry

CF for KMRV(FM) Blair, Neb.

Price: $18,000

Buyer: Terri E. Simpson, Omaha; is
buying KHUB(AM)-KFMT(FM) Fremont,
Neb., from seller (see item, above)
Seller: Joseph Nugent, West Des
Moines, lowa

Facilities: Not available

CP for FM in McCook, Neb.

Price: $10,000

Buyer: Austin McCook LLC, McCook,
Neb. (Jay and Eileen Austin, 71.42%

I joint owners); owns kkyT(Fm) McCook

| Seller: W. Lawrence Patrick, Ellicott

City, Md.; no other broadcast inter-

- ests
| Facilities: 93.9 mhz, 100 kw

| CP for WAOU-FM, Tawas City, Mich.

Price: $4,000

Buyer: Carroll Enterprises Inc.,
Tawas City (John J. Carroll, Jr.
president/91% owner/brother of sell-
er); owns wios(Am)-wkJc(Fm) Tawas
City and wkuz(Fm) Alpema, Mich,
Seller: Patricia A. Mason, East
Tawas, Mich.; no other broadcast
interests

Facilities: 103.3 mhz, 6 kw, ant. 328 fi.

KZZQ-FM Winterset, lowa

Price: $1 and assumption of obliga-
tions

Buyer: Positive Impact Media Inc.,
Davenport, lowa (Michael L. Whaien,
president/owner)

Seller: Eternity Broadcasting Inc.,
Davenport, lowa (David L. McAnally,
president); no other broadcast inter-
ests

Facilities: 99.5 mhz, 6 kw, ant. 328 ft.

RADIO: AM

WBGR({AM) Baltimore

Price: $2.775 million

Buyer: American Radio Systems,
Boston (Steven B. Dodge, chair-
man); owns WBMD(AM)-WQSR-FM Balti-
more; wZmx(FM), WRCH-FM and WNEZ
(am) Hartford, Conn.; WIRK-FM, WKGR-
FM and wezT({am) West Palm Beach,
Fla.; WRKO(AM)-WBMX(FM), WEEI{AM)
and WEGQ-FM BOSton; WYRK-FM, WJYE-
FM and weck(am) Buffalo, and wemr-
FM and wRMM-AM-FM Rochester, N.Y .,
and WMMX-FM, WTUE-FM and WONE(AM)
Dayton, Ohio; is buying KKDJ(FM)
Fresno, KCTC(AM)-KYMx{FM) and KSTE

| (am) Rancho Cordova/Sacramento,

KssJ-FM Shingle Springs/Sacramen-
to, KMJI(AM)-Ksks(FM) Woodland/Sa-
cramento, ksJo{FMm) San Jose and
KUFx{FM) Gilroy/San Jose, all Calif.;
wTic-aM-Fm Hartford; wors-Fm De-
troit; KFAB(AM)-KGOR(FM) Omaha;
KkMzQ-FM and Kumz(Fm) Henderson,
KXNO(AM) and KvEG(Am) North Las
Vegas, krBi(Fm) Pahrump/Las Vegas
and kLuc-Fm Las Vegas; wsJz-Fm
Buffalo, and WHAM(AM)-WVOR-FM,
wPXY-FM and WHTK(AM) Rochester,
N.Y.; koBx(Fm) Banks/Portland, kesT
{AM)-KUFO(FM) Portland, kupL-Fm Port-
land and kkJz(FM) Lake Oswego/
Portland, all Ore., and wrLN-FM Phila-
delphia; has option to buy wBLK-FM
Buffalo, and kKkmJ-FM/KJICE(AM) Austin
and kPTY(FM) Luling/Austin, Tex.
Seller: Mortenson Broadcasting, Lex-
ington, Ky. (Jack Mortenson, princi-
pal); owns WCGW(AM)-WIMM(FM) Lex-
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ington, and wHLO(AM) Akron and
wtOF-FM Canton, Ohio

Facilities: 860 khz, 2.5 kw day, 66 w
night

Format: Gospel

Broker: American Radio Brokers

CP for WFBA-AM Miami

Price: $548,000

Buyer: W.R.A. Broadcasting Inc.
(Jose Ortega, president)

Seller: Community Broadcasters Inc.
(Murray B. Weil, Jr., receiver)
Facilities: 990 kw, 5 kw

Broker: Rimbaut & Associates Inc.

KGIM(AM) Aberdeen, S.D.

Price: $465,000

Buyer: Pheasant Country, Valley City,
N.D. (Robert E. Ingstad, president/
owner); Ingstad owns KQPR(FM)
Albert Lea, kpHL{AM)-kQCL(FM) Farib-
ault, kKmMFx(am) Wabasha, KMFx-Fm
Lake City, kasm(am)-kasm-Fm Albany
and kweB(am)-KRCR{FM) Rochester,
all Minn., and kppRr(AaM) Oakes and
KOvC(AM)-kOvC-FM Valley City, N.D.;
KGFX-FM Pierre and kQkD{AM)-(FM)
Redfield, S.D.; 90% of KFLA(AM)-KSKL
(Fm) Scott City, Kan.; 80% of kkJa
(Fm) Garden City and kyBb(Fm) Cope-
land, Kan.; jointly owns (with wife)
KNFx{aM) Austin, Minn_; is buying
KBWS-FM Sisseton, S.D.; is selling
Kxss{amM)-kLzz(FMm) Waite Park, Minn.;
has CP to build FMs in Lowry, S.D.,
and Spring Valley, Minn.; has 90%
interest in application to build FM in
Larned, Kan.

Seller: Alrox Inc., Aberdeen, S.D.
(Allen Rau, president); no other
broadcast interests.

Facilities: 1420 khz, 1 kw day, 232 w
night

Format: Country, news

KIAX(AM) Stockton, Calif.

Price: $450,000

Buyer: Community Pacific Broadcast-
ing Co. LP, Monterey, Calif, (David
J. Benjamin, president); owns KAsH-
AM-FM, KBFXFM) and KenI(AM) Anchor-
age; kKvrx(Fm) Manteca and KFiv(AMm)
and kJsN(FM) Modesto, Calif., and
KGGO(FM), KHKI(FM) and kDmi(aM) Des
Moines, lowa

Seller: Joseph Gamble Stations Inc.,
Stockton, Calif. (Joel E. Gamble,
VP); owns kJov(FM) Stockton
Facilities: 1280 khz, 1 kw

Format: News/talk

WHKJT(AM] Tryon, N.C.

Price: $265,000

Buyer: Columbus Broadcast Corp.
Inc., Columbus, N.C. (John Owen,
president/33 1/3% owner); no other
broadcast interests

Seller: Anchor Baptist Broadcasting

Broadcasting

Association, Pisgah Forest, N.C,
(Randy Barton,president); owns
wGCR(AM) Brevard and wkJv(am)
Asheville, N.C.

Facilities: 1160 khz, 10 kw day, 500
w night

Format Christian

Broker: G.M. Alderfer and Associates
(seller)

WMTI(AM) Morovis, P.R.

Price: $250,000

Buyer: Southwestern Broadcasting
Corp., San Juan, P.R. (Pedro
Roman Collazo, president/owner);
owns wveo-Tv Aguadila, P.R. Colla-
z0 owns wvoz(aM) San Juan and is
president of company that owns
wsJu-Tv San Juan, waHa-FM Carolina
and wvoz(am) San Juan, P.R.
Seller: Wifredo G. Blanco PI, Hato
Ray, P.R.

Facilities: 1580 khz, 2.5 kw day, 2.5
kw night

Format: Popular Latin and American
music

WFRL(AM) Freeport, Il

Price: $245,000

Buyer: EveningStar Media Group
LLC, Sycamore, Ili. (Michael J.
Weckerly, president/98% owner)
Seller: Connoisseur Inc., Westport,
Conn. (Jeffrey D. Warshaw, presi-
dent); owns wFRL(AM)-wxxQ(FM) Free-
port and wROK{AM)-wzOK(FM) Rock-
ford, lll.; kuoc(am) Davenport, wxLp
(FM) Moline and keoB(Fm) Muscatine,
all lowa; wror(am)-wbD2zz(Fm) Flint,
Mich., and weBw(AM), WBBG(FM),
WRTK({AM) and wHOT-Fm Youngstown,
Ohio; is buying kors(FMm) Bettendorf,
lowa. Warshaw is selling his 21.7%
ownership in kPPC{AM) Pasadena,
Calif.

Facilities: 1570 khz, 5 kw day, 500 w
night

Format: Sports, info, news

Brokers: Media Venture Partners
(seller); Robin Martin (buyer)

WIKE(AM) Newport, V1.

Price: $225,000

Buyer: Steele Communications Co.,
Derby Center, Vt. (Thomas S.
Steele, president/owner); owns
wMmoo{FM) Derby Center

Seller: Northeast Kingdom Broad-
casting Inc., Hingham, Mass. (Eric
Johnson, president/owner); owns
wsTJ(AM) and wNKkv(Fm) St. Johns-
bury, Vt., and has time brokerage
agreement for wMmkT(Fm) Littleton,
N.H.

Facilities: 1490 khz, 1 kw

Format: Country

KAPY(AM) Port Angeles, Wash.
Price: $150,000

Buyer: Q Media LLC, San Antonio,
Tex. (John D. Stephens, 50%
owner); no other broadcast interests
Seller: Strait Corp., Port Angeles
(Tom Newcomb, president); no other
broadcast interests

Facilities: 1290 khz, 1 kw day, 149 w
night

Format: Classic rock, adult contem-
porary

KEZM-AM Sulphur, La.

Price: $150,000

Buyer: Duckhorn Broadcasting Inc.,
Port Arthur, Tex. (Kent S. Foster,
president/owner)

Seller: Ladas Broadcasting Corp.,
Sulphur, La. (Harry Ladas, presi-
dent); Harry Ladas has interest in
application for FM in Blanchard, La.
Facilities: 1310 khz, 500 kw day, 50
w night

Format: Cldies

Broker: Sunbelt Media

WCXJ(AM) Braddock/Pittsburgh
Price: $150,000

Buyer: East Coast Communications
Inc., Philadelphia (W. Cody Ander-
son, president/owner). Anderson is
president of company that owns
wHAT(aM) Philadelphia.

Seller: Homewood Brushton Revital-
ization and Development Corp.,
Pittsburgh (Roosevelt Norfleet, chair-
man); no other broadcast interests
Facilities: 1550 khz, 1 kw day
Format: Jazz/talk

Broker: Ray H. Rosenblum

WXCE(AM) Amery, Wis.

Price: $150,000

Buyer: Badger Broadcasting Corp.,
St. Paul, Minn. (Steven T. Moravec,
president/joint owner)

Seller: Murray O. Ritland, Amery,
Wis.

Facilities: 1260 khz, 5 kw

Format: Contemporary country

88% of WLU(AM) Shelbyville, Tenn.
Price: $140,000 for stock

Buyer: Richard L. Overcast, Shel-
byville, Tenn.; sale 12% owner, after
sale 100% owner; no other broad-
cast interests

Sellers: Paul and Nadine Hopkins,
(88% owners before sale; 0% after)
Facilities: 1580 khz, 1 kw day, 12w
night

Format: Religion, news/talk

KUJ(AM) Walla Walla, Wash.

Price: $130,000

Buyer: Thomas D. Hodgins, Walla
Walla; owns 25% of KLKY-FM Milton-
Freewater, Ore., has 51% interest in
application for FM in Walla Walla
Seller: KUJ LP, Walla Walla (C.T.
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VEARS,

we’re still the one
with radio executives.

Since 1931, radio station executives have relied on Broadcasting & Cable*
for the most complete, authoritative coverage of the electronic information
media. Infact, when industry leaders were recently asked which publications best cover the
topics important to them (Congressional & Regulatory, Advertising & Marketing, Engineering/
Technical, Economics & Business, Programming & Syndication, Journalism) only one magazine

was rated in the top three in every category—Broadcasting & Cable.

Publication Rated Most Credible Considering this long-standing commitment to  Publication Rated Most Valuable
journalistic excellence, it should come as no .
surprise that Broadcasting & Cable is also
considered the most credible publication
among all executives surveyed and among both 5%
the top 100 and 100+ groups. Or that it ties

with Radio & Records as the most valuable =~ Top 100 Markets

Top 100 Markets _ Over 100 Markets  among the top 100 station General Managers.

Publication Receivership

Combine all this with the fact that Broadcasting & Cable has the highest 5,
receivership, and you’ll agree that there’s no better way to reach the
executives that control the nation’s airwaves. Call your Broadecasting & .,
Cable sales representative at (212) 337-6940 today! 0%

g -

Top 100 Markets

*formerly Broadcasting Magazine
Source: Broadcasting & Cable Readership Study, December, 1994. Conducted by AHF Marketing Research, Inc.
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Robertson, president); owns KNLT-FM
Walla Walla

Facilities: 1420 khz, 5 kw

Format: News/talk

KNAK(AM) Delta, Utah

Price: $120,000

Buyer: Sam Bushman, Spanish Fork,
Utah

Seller: KNAK !nc., Deita (Dougias L.
Barton, president/owner). Barton
owns 40% of KMTI(aAM) and KMXU-FM
Manti, Utah

Facilities: 540 khz, 1 kw

Format: Country

KVAK(AM) Valdez, Alaska

Price: $117,000

Buyer: North Wave Communications
Inc., Valdez, Ark. {Laurie L. Prax,
president/4.51% owner); no other
broadcast interests

Seller: Polaris Broadcasting, Valdez,
Ark. (Pat Lynn, president) no other
broadcast interests

Facilities: 1230 khz, 1 kw

Format: Adult contemporary

WHRF(AM) Bel Air, Md.

Price: $75,000

Buyer: CSN International, Santa Ana,
Calif. (Charles W. Smith, president/
25% owner); owns KTRx(FM) Tarkio,
Mo. Smith is president/director of
Calvary Chapel of Costa Mesa Inc.,
which owns kwve(Fm) San Clemente,
Calif.; krss(Fm) Chubbuck and kerx
(Fm) Twin Falls, Idaho, and wraL(am)
Fitchburg, Mass.

Seller: New Harford Group, Inc., Bal-
timore (Patrick L. McDonough , pres-
ident); no other broadcast interests
Facilities: 1520 khz, 250 w day
Format: Dark

WLLY(AM) Wilson, N.C.

Price: $75,000

Buyer: WLLY Partnership, Graham,
N.C. (James D. Lamm , 51% owner);
no other broadcast interests

Seller: Faith Media Inc., Wilson,
N.C.(C. Bruce Rose, president); no
other broadcast interests

Facilities: 1350 khz, 1 kw day,

79 w night

Format: Religion

KADS(AM) Elk City, Oklahoma

Price: $60,000

Buyer: Oklahoma Sports Properties
Inc., Tulsa, Okla. (Fred M. Weinberg,
president/owner); owns KTRT(AM)
Claremore, kBix(aM) Muskogee and
Kokc(am) Guthrie, all Okla.; is buying
kmyz(am) Pryor, Okla. Weinberg also
owns KRLv(AM) Las Vegas.

Seller: Joseph W. Tilton, Carter,

Broadcasting—

WDSL(AM) Mocksville, N.C.

Price: $52,500

Buyer: Davie Broadcasting Co. Inc.,
Statesville, S.C. (Clayburn B.
Lunsford, president/50% owner); no
other broadcast interests

Seller; WDSL Radio Inc., Statesville,
N.C. (Quida Watts, president); no
other broadcast interests

Facilities: 1520 khz, 5 kw day,

1 kw night

Format: Country

KPAL(AM) North Little Rock, Ark.
Price: $50,000

Buyer: Snider Corp., Little Rock (Ted
L. Snider Jr., president; Ted L. Sni-
der Sr., 75% owner); owns KARN(AM)
Little Rock. Snider Jr. owns 55% of
KIPR(FM) Pine Bluff, Ark. Snider Sr.
owns KARN-FM Humnoke, Ark.

Seller: Ainsley Communication Corp.,
Little Rock, Ark. (Darlene Carvin-
Bell, principal); no other broadcast
interests

Facilities: 1380 khz

Format: Dark

WODI-AM Brookneal, Va.

Price: $47,000

Buyer: D&M Communications Inc.,
Edison, N.J. {David Marthouse,
Anthony DeNichola, co-owners); no
other broadcast interests

Seller: WODI Inc., Brookneal (Gra-
ham L. and Hazel W. Jones, own-
ers); no other broadcast interests
Facilities: 1230 khz, 1 kw

Format: Dark

KSRX(AM) El Dorado, Kan.

Price: $41,900

Buyer: Michae! Giinter, Lenexe, Kan.;
owns WREN(aM) Topeka, Kan.; is buy-
ing wasG(am) Atmore and wzew-Fm
East Brewton, Ala. (see item,
above); has CPs for kGGN(am) Glad-
ston, Mo.; wMmiv(am) Fairview, N.C.,
and wsaJ(am) Biythwood, S.C.

Seller: New Life Fellowship Inc.,
Oklahoma City (Jimmy Wayne Lee,
trustee); owns KiBN(FM) Wichita, is
selling ktu-FM El Dorado and ktem-
FM Kingman, Kan. (see item, above)
Facilities: 1360 khz, 500 w day
Format: Hot talk, classic country

WKXF{AM) Eminence, Ky.

Price: $25,000

Buyer: David K. Marcum, Eminence,
Ky.; no other broadcast interests
Seller: Superior Market Eminence
Inc., London, Ky. (Bruce Chestnut,
president); no other broadcast inter-
ests

Facilities: 1600 khz, 500 w day,

| Price: $25,000 (including $5,000 non-
compete agreement)

Buyer: Jim Chion, Tallahassee, Fla.
Seller: RHB Broadcasting Co. Inc.,

' Quitman (William F. Hoopes, presi-
dent); no other broadcast interests
Facilities: 1490 khz, 1 kw

Format: Country

WVKV-AM Hurricane, W.Va.

Price: $20,000

Buyer: Big River Radio Inc., Blacks-
burg, Va. (Vernon H. Baker , presi-
dent/51% owner); OWNS WBGS(AM)
and weyGc-Fm Point Pleasant, W.Va.
Seller: Milliken Investment Corp.,
Hurricane, W.Va. (James S. Milliken,
president). James Milliken owns
WCKA(FM)-wsGB(Am) Sutton, W.Va.
Facilities: 1080 khz, 5 kw day
Format: Religion

WTSS(AM) Scranton, Pa.

Price: $10,000

Buyer: WTSS Inc., Dunmore, Pa.
(Robert Cordaro, president); owns
35% of wkav(Fm) Olyphant, Pa.; is
buying warD(am) Pittston, Pa.
Seller: Source Communications Inc.,
Scranton, Pa. (James Blumer, presi-
dent)

Facilities: 1320 khz, 1 kw day,

500 w night

Format: Not available

WTLM(AM) Pepperell, Ala.

Price: $5,000

Buyer: Fuller Broadcasting Co. Inc.;
is buying weum(am)-weam(Fm) West
Point, Ga. (see item, above)

Seller: Glen H. Ward, Woodland,
Ala.; no other broadcast interests
Facilities: 910 khz, 1 kw

Format: Not available

KASO(AM) Minden, La.
Price: $500
Buyer: Charles D. and Pattie C.
Odum, Minden. Pattie Odum is prin-
cipal of Cook Enterprises Inc., which
is selling kaso-am-FM Minden (see
item, above)
Seller: Ninety-Five Point Seven Inc.;
is buying KASO-AM-FM
Facilities: 1240 khz, 1 kw
Format: Country

—Compiled by Elizabeth A. Rathbun

and Jessica Sandin

Help us help you get your
magazine delivered on time
If you are now receiving Broab-
casTinG & CasLe via hand delivery,
your issue should arrive before
8 a.m. each Monday. If not,
please call 800-554-5729 prior
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48 w night
Okla. . te 9:45 a.m. for a same-da
Facilities: 1240 khz, 1 kw S ST replacement copy. >
| Format: Talk WSFB(AM) Quitman, Ga.
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The syndication solution

Radio group consolidation and a thirst for strong programing are sustaining a vibrant
business for syndicators. In this special report, programers tell why they expect good
times to last (page 41), love and health advice gurus explain why their talk shows are hot
(this page), and buvers describe what keeps them coming back for more (page 38).

On-the-air

advice cures

ratings ills

Listener pain spells gain
for talk shows debating life,
love and health

By Donna Petrozzello

callar t§ Dril aura Schlessinger’s
Amiddhy talk 'show a1 KFi(an) Los

Angeles begins, “Even if this
hurts and 1 dos't ke i1, 1’1l listen 10 it
anyway.”

“Bghiessinger smiles at the remark as
she distens 10 the caller’s dilemma,
Talk radio’s advice guru is pleased that
her audience is getting the message.
She toils 15 hours on the air each week
and countless hours oft the microphone

to impart advice that sometimes is |

paintul for the recipient.

“] preach. I teach and ! nag 1o the
best of my ability,” Schlessinger says.
“1I’'m consistent, I'm compassionate
and I'mi really just trying 1o get them to
fly right.”

Listeners are drawn te Sch-
lessinger’s tough talk and forthright
opinions on premarital sex and rela-
lionships. responsibility and the need

| 10 be self-reliant. Attesting to her pop-
ularity are five years of top ratings al

| kFand a meieoric rise in syndication
since June 1994.

In less than two years, Schlessinger’s |

syndicator, SBI Broadcasting Interna-
tional, has signed 260 atfiliates in the
U.S. and 45 stations in Canada. Radio
Today Entertainment handles affiliate
relations for the show, and Multiverse
Networks represents its national ad
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listeners, second only to Rush Limbaugh's 20 million.

sales.

Schlessinger has pariayed her radio
success into two book deals. Her first,
“Ten Stupid Things Women Do 10
Mess Up Their Lives,” published in
1994 by Villard Books, sold 140,000
copies in hardcover. HarperCollins
Publishers has released an additional
903,500 copies in paperback.

Earlier this year, HarperCollins
released Schlessinger’s second book.
“How Could You Do That? The Abdi-
cation of Character, Courage and Con-
science,” with an initial 465,000 print
order in hardcover.

Schlessinger has appeared on ABC-

nie Chung and NBC's
Today show. Fans pack
* her public appearances
. and book signings. Her
cn-air motio—"Take
& On the Day,” is embla-
zoned on T-shirts and
her business cards.

M Approximately
W 60,000 calls are placed
| daily to her three-hour
I midday show on KFI.
[ According to Arbitron
[ surveys, Schlessinger's
ratings jumped an average
57% across the board
between winter 1995 and
winter 1996. SBI Presi-
dent Alan Fuller says that
L that increase 1s not limited
to Schlessinger’s newer
I sign-ons. At KFI, her aver-
L age quater hour (AQH)
b share is up 32% with listen-
| ers 25-54, and up 53% with
P listeners 12 and older,
" Fuller says. At wiR(AM)
Detroit, she pushed up
AQH audience share by
88% with listeners 25-54.

By the thousands,
callers rely on Schlessinger’s advice on
dating. relating to their spouse, friends.
teenagers or in-laws, or taming disobe-
dient children. Time and again, the
host's reaction is blunt and focused—a
mirror image cf her no-nonsense per-
sona.

“This is not a shrink show. It's not
an advice show. It’s a morality show,”
Schlessinger says. “I'm trymng to gel
people to live their lives in a more prin-
cipled way. This show is uniquety me.”

After earning a PhD in physiology
from the Medical School of Columbia
University in New York, Schlessinger
ventured out with hopes of discovering

TV’s 20/20, CBS's Eve ro Eye with Con- | a cure for diabetes. Later training for a
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certificate in family and marriage ther- |
apy enticed her to counseling. Then |
came an unexpected twist into broad-
casting.

Schlessinger called in to host Bill
Ballance’s show on kaBc(am) Los
Angeles. He admired her on-air per-
sonality and suggested that Sch-
lessinger join him once weekly as a
human-sexuality expert. She agreed
and spent a year co-hosting until land-
ing her own show on KWIZ-AM-FM
Santa Ana, Catif. Her high ratings led
her to a weekend stot at kaBcC. Soon
after, she landed her {irst weekday gig
at Kmpc(am) Los Angeles. and joined
KFI1in 1990.

Since hosting her show tull-time,
Schlessinger has closed her private
counseling practice. She prefers to
confront people’s concerns on the
radio. from which she reaches 10.5
million people weekly. Like
other radio talent. she favors
radio over television for talk
programing: “It’s a much 4
better use of my time.” /
And, she says. “When
we walch television,
we're more superfi-
cial.... Using our
ears with radio,
the message is
infinite.”

Schlessinger’s
recurring on-air nes-
sages star out. She reminds
her audience over the air and
through her two books 1o “get on
with your lives” and not 10 become
mired in self-pity: “Too many people
want things the easy way.”

She describes herself primarily as
“her kid’s mom.™ Schlessinger, her
husband Lew Bishop. and their t0-
year-old son, Deryk, live near Los |
Angeles.

“You are the boss of your own life,” |
Schlessinger asserts. “1f there is any- |
thing | would blame on society. it is
that we are anxious 10 excuse every-
thing. It’s an issue of individual choice
and character.”

Schlessinger says that she wants to
host a radio show until she's 102. “lt
ts my life’s work and the meaning to
my existence,” Schlessinger says.
“We all have to behave as though
there is meaning to our lives.... I'm a
very religious person in the respect
that | believe we are here 10 help per- |
fect the world. This is my contribu-
tion.”

Dr. Joy Browne,
WOR Radio Network
FNelwork in New York, Dr. Joy
Browne says she can spot a social
_trend well before newspaper colum-

nists coin a phrase for it.
“™People are lonely, people are hav-

L ing marital problems, people are over-

worked and underpaid, and downsizing
has very human terms, which [ hear,”
Browne says.

Although she joined WOR five years
ago. Browne began airing what she terms
“shrink talk™ almost 20 years ago at the

former wirts(aM) Boston. Like Sch-
lessinger. Browne was a practic-
ing psychologist in Boston
when WITS management
approached her about
hosting a radio
talk show.
Browne
says

Dr. Joy
Browne's mid-
morning 'shrink

talk’ is carried by
more than 200 stations.

she asked, “What's a talk show?”

After breaking in at wiTs, Browne
moved to talk kGo(am) San Francisco
and then 10 news KCBS(AM) Los Ange-
les. where she took a position as a news
reporter to find out “whether the fun
for me was broadcasting or broadcast-
ing psychology.” It rook less than a
year for Browne to decide that she
hated news because it uniformly
miakes people feel worse,” she says.

After KcBs. Browne landed a week-
end time slot at wABC(AM) New York
and joined the former ABC Talk Radio
network of syndicated shows. When that
folded. Browne was hired by wor. Her

rom ler perch at the WOR Radio |

SYNDICATION

Media buyers
bullish on
syndication

With a wide variety of program-
ing and successful radio shows
from which to choose, media buy-
ers are increasingly attracted to
syndicated radio.

“There has been a lot more syn-
dication in the last five years, and it
gives us a better selection,” says
buyer Leslie Sturm of The Media
Edge.

Syndicators have pumped up
production of long-form shows,
short-form segments and infor-
maticn services as more stations
fall under a single owner.

Media manager Roby Wiener of
Warner Lambert says syndicated
programing “cffers advertisers a
different environment than a net-
work does. There are different
dayparts and stations available,

and there are programing oppor-
., tunities that offer clients
strong identification.”
Increasingly, clients have
branded their products through
shows hosted by Rush Limbaugh,
Dr. Laura Schtessinger and
Howard Stern, who earn top rat-
ings and national media attention.

J&L Media radioc buyer Rich
Russo says the success of Sch-
lessinger's show has made his
client Great Foods America “more
comfortable” with its advertising
investment in the show.

Buyers continue to sink dollars
into their top picks including EFM
Media Management’s Limbaugh,
ABC Radio Networks’ cauntdown
shows hosted by Rick Dees,
ABC's American Country Count-
down with Bob Kingsley, West-
wood One's countdown shows
hosted by Casey Kasem and CBS
Radio's news programs.

Media buyer Peter Harrington
of BBD&O says syndicators are
distributing more short-form com-
edy segments and faxed informa-
tion to complement specific for-
mats. Harrington and other buy-
ers expect this aspect of the syn-
dication business to grow. —DP
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She’s
looking
for a

hot date... (actually, a start-date

would be even better)

Debbie Nigro’s

the W ORKING MIOM
-—onthe Run

Debbie Nigro is the Working Mom on the Run
212-546-7118

Sweet Talk Productions Jeff Troncone, Executive Producer
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three hour, mid-morning show is carried
by more than 200 stations reaching an
estimated weekly cume audience of 2
million.

Browne prefers radio 1o television
because “there is an intensity and per-
sonal intimacy to radio that is not true of
television.” On her show, she advocates
that women work outside the home and
tells listeners society assigns blame too
quickly.

People call in, Browne asserts,

because they “are at a point in their lives |
where they don'1 know what to do next.” |
Although Browne offers
advice to dozens of
callers daily, she is
deliberately “not very
sympathetic. Sympathy
makes you feel good
about feeling bad.”
"We're a sociely
that doesn’t allow its
underpinnings 1o
show, and this show is
all about underpin-
nings,” Browne says.
“It takes enormous
courage 10 call, and it
takes  enormous
courage to admit you
have a preblem in
this society.”

Dr. Dean Edell,
EFM Media
Management
H Dr. Dean

Edell speuks|io a weekly cume

audience/ot 8 million at 330 stations
threugh his daily show broadcast from
KGO(aM) San Francisco. In addition to
his daily radio show. which has been
syndicated for more than 10 years,
Edell hosts a Sunday evening show.
Hey, Dr. Dean. for KGo(TV).

Although no longer practicing medi-
cine privately. Edell holds a medical
degree from Cornell University and is
trained as a surgeon. He pores over™
scores of medical journals and health-
related news to prepare for shows,
which feature a blend of talk about
health issues and caller questions.

Edell’s opinions are often unconven-
tional. Instead of labering over the
detriments of smoking when asked
whether a mother’s smoking will harm
her young children, Edell says that an
unbalanced diet is likely 10 do more
harm 1o the children. |

ealth advocate

Dr. Dean Edell, heard by 8 million on
330 stations, has dispensed heaith
advice on radio for more than 10 years.

“The concept of the health criminal is |
something you don’t want lo go near,”
Edell says after the call. “Once you
begin punishing people for their health
practices, you open Pandora’s box.”

A pregnant caller asks if eating |
frozen yogurt with the sweelener
aspartame can harm her fetus. Another
asks about a sexually transmitted dis-
ease. Edell takes them all.

Edell began his career broadeasting
his know ledge and opinions about health |
al KRAK(FM) Sacramento and joined KGO

on ABC Talk

Radio’s network

lineup n the late

1970s. When for-
mer ABC Talk
Radio president
Edward
McLaughlin left
ABC Radio Net-
works in the late
1980s. he took
Edell’s show with
him and syndicated
it from KGo studios. |
“The show is
popular, but | don’t
know if that is built
into the fact that
1 people don't have
access to opinions
from their doctors.
or if they have a
deeper interest in
their health lately.”
Edell says.

Dr. Drew Pinsky and Adam
Carolla, Westwood One

yndicated from Westwood

One Enlertainment studios in

Culver City, Calif., Dr. Drew
Pinsky dispenses his brund of advice
-on-€ex, drugs and relationships via
Love Lineto724 affiliwes.

Of the 2,000 calls attempted nightly
to-the Show, the majority who get
through are under age 25. Their ques-
tions cover everything from whether 1o
tell a friend about her cheating boytriend
lo the effect of drug use on sexual per-
tormance. Before launching nationally,
Love Line was carried for 12 years on
local affiliate KROQ-FM Los Angeles.

Pinsky. a full-time internist with a |
specialty in addiction and chemical
dependency. started in radio afier some

SYNDICATION

RLD

disk jockey triends asked him to con-
tribute 1o a call-in show about relation-
ships.

Pinsky says the show was “an
epiphany” and “shocked [me] that peo-
ple would call in to a radio station and
not their doctor to talk about a health
issue. | thought. I've gol 10 keep doing
this.”

With more than a decade of experi-
ence, Pinsky says he has found thai
“people who call in are those with less
family support.” Pinsky says he thinks
teens are having sex earlier because
they “de not come trom nurturing
households or stable home environ-
ments. They are depressed and feel
emply emotionally. | feel compelled 10
do this to help kids.”

Carolla, an aspiring stand-up comic,
plays the part of a humorous sidekick.
Before joining the show. he taughi
boxing and worked as a carpenter. He
called KROQ-FM™s morning show 1o
ofter his services as a boxing trainer,
and he was put on the air. Station man-
agement liked his delivery, and his
radio career was launched.

Despite Carolla’s humorous banter.
Pinsky is firmly commitied te focusing
Love Line on “education, first and fore-
most.”

“There is such a potential for these
kinds of shows 1o be salacious. danger-
ous and exploitative.” Pinsky says. “If
you don’t have somebody who really
knows what they are talking about and
[if you] romanticize the issues, then
you are doing the listening public a dis-
service.”

Dr. Drew Pinsky’s ‘Love

Line’ focuses on sex, drugs and
relationships, with sidekick Adam
Carolla providing a lighter note.
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Dr. Judy Kuriansky and Chris
Jagger, Westwood One

op radio sex therapist Dr. Judy |
Kuriansky and sidekick Chris

Jagger take over wHTZ(FM) New

York late nightsiwith their syndicated
Love Phones show.

Introduced nationally last fall by

Westwood-One Entertainment, Kurian-

sky and Jagger’s two-hour, Monday

through Thursday call-in show on “love,
sex and relationships”™ has caught on
big, particularly with teenage listeners.
It is one of the few talk shows

1o succeed with

Dr. Juay

Kuriansky and Chris
Jagger, popular with teen listeners, talk
about love, sex and relationships. ‘Love
Phones’ is one of the few talk shows to

succeed with traditional FM listeners.

traditional FM music listeners.

Love Phones is carried by approxi- |

mately 30 affiliates nationwide. Before
Westwood One syndicaied the show.
WwHTZ distributed it 10 a handful of affit-
1ates over i1s in-house Z-100 Radio
Neiwork.

Calls to Love Phones range from
yuestions about sexual fetishes to cop-
ing with a long-disiance relationship
or leaving an abusive partner, By
focusing on sex and relalionships.
Kurmnsky says she provides “vicari-
ous learning.

“People listen because they have the |

same problems as callers do, and they
don’t have the courage 1o talk about it,”
Kuriansky says. “l think people listen
because there's a lot of pain in the
world. and what we offer is a true con-

nection to somebody’s heart and soul. |

With Love Phones, people are getling

an opportunity 1o truly be heard and o |

of hope and enlightenment.”

Kuriansky cites heightened repres-
sion in society as the source of pain for
some callers.

“I think we’ve reached another point
of terrifying repression—repression of
thoughts. repression of ideas and sexu-

al repression.” Kuriansky says. “When
there is repression. there is an

increased need for expression. That |

leads to, I think, the popularity of Love
Phones.”

Kuriansky’'s career in radio talk
didn’t start with Love Phones. A certi-
fied sex therapist, she hosted Tiie Dr.

Judv Knriansky Program at KABC(AM)
in Los Angeles in 1980 and moved to
waABC(aM) New York in the late 1980s.

be accepled und to be glven some sort |

Until being paired with Jagger three
years ago, she worked alone.

Answering calls at the start of her
career was al times “traumatizing.” and
Kuriansky says she spent hours return-
ing calls 1o particularly distraught
callers afier her shift was over. With
partner Jagger, Kuriansky strikes a
more relaxed pose with Love Phones.
On less serious calls, Jagger teases
callers with sarcastic quips and music
beds while Kuriansky tries 1o play the
straight man.

Although some callers jab Jagger
about his shtick. the co-host defends
himself by saying. “You can’t go
through life without someone taking
shots at you.”

Before joining Kuriansky, Jagger
hosted afternoons at WHTZ and has
hosted other ~adio news and talk
shows. F]

' By Donna Petrozzello

W national radio personalities on

the-mse, il is the besi of times for pro-
gram syndicators.

Slal—o_lﬁnanagers who oversee twice
as many-stations as last year are finding
syndicated programing a cost-efficient
way 1o fill some dayparts. Syndicators.
meanwhile, are competing (o meet a
growing demand with product that will
gain ratings and media attention.

“The syndication business has never
been more competitive than it 1s now.”
says Ron Cutler. president of Cutler
Productions of Los Angeles. which
syndicates comedy bits and T/e Walt
[ Love Show for urban formats. “There is
a big demand for syndication. and the
competition among syndicalors is
iremendous.™

“There are many owners and pro-
gramers who are progressively more

ith station-ownership consoli-

dation and the popularity of

comforiable with the concept of taking |

Best of times
for syndicators

Stations more comfortable with svndication as industry
consolidates and national talent gains ratings, exposure

syndicated product.” says programing
consultant Walter Sabo of Sabo Media
in New York. “So there are advantages
economically 1o syndicators today that
weren’l there a few years ago.”

Sweet Talk Productions i1s one syn-
dicator that has taken advantage of sia-
tions’ growing need for programing,
particularly in off-peak hours. Sweet
Talk produces Working Mom on the
Run, hosted by Debbie Nigro. which
offers insight into coping with daily
stresses of single, working mothers and
invites call-in debaie on topical news.

With Working Mom. Sweet Talk
tapped stations’ need tor Saturday
morning programing. Since its launch
in March 1994, Nigro has signed 150
aftiliates including wcco(am) Min-
neapolis, wwrc(anm) Washington and
KPIX-FM San Francisco. Nigro says lis-
teners relate 10 her “blatant honesty.”

Since mid-1994, ABC Radio Net-
works has launched four national
shows 1o fill format niches. Last fall,
Westwood One Entertainment

—_—
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launched Love Line and Love Phones
nationally.

A collaboration between Sony Soft-
ware Corp. and the Warner Music
Group in late 1994 spawned SW Net-
works, a radio syndication network
now wholly owned and operated by
Sony. Since its debut, SW has rolled oui
several national talk shows, programing
packages and 24-hour music formats.

SW President Susan Solomon says
the mission of Sony programing teams
is the same today as il was 1wo years

ago—10 provide syndicated program- |

ing for stations that “either maintains
or improves their ratings. and is less
work™ for station managers and pro-
gram directors.

“We saw changes coming in the
industry because of consolidation,”
Solomon says. “Station managers have
less time to spend on more radio sta-
tions, and anything they can do that
brings quality programing and is less
work for them is a terrific bonus.

“Syndicated radio has gone from
something that you do if you have to to
something that is very hot. The envi-
ronment is very different [from that of]
several years ago. It is certainly more
syndication friendty.”

More stations recognize that airing
nationatty known syndicated programs
and radio celebrities gives them “brand
equity and staying power” their com-
petitors cannot duplicate. ABC Radio
Networks Director of Marketing Marty
Raab says, adding, “More than ever, it’s
been proven that syndication works.”

Increasingly. syndicated personali-
ties have stolen top ratings from local
hosts. EFM Media Management’s
Rush Limbaugh, Infinity Broadcast-
ing’s Howard Stern and ABC's Tom
foyner are a tew of the personalities
whose ratings outperform local hosts
and whose shows often draw the
largest audience of any daypart for
their affiliates.

“The whole paradigm has shified,”
suys ABC Radio Networks Vice Presi-
dent of Entertainment Programing
Robert Hall. “It used to be that when
we walked into a radio station talking
about our shows, they put up the cross
and garlic. Now we 're welcomed into a
lot of places that never would have
thouglt of taking a national radio show
before. It really doesn’t matter if
you're local anymore. I matters if
you're entertaining.’

As leading radio personalities gain
affiliates, acceptance and media atten-

tion, an increasing number of aspiring
broadcasters see radio as a siepping
stone into the limelight.

Last fall, personality talk KLSX(FM)
Los Angeles attracted the Simpson
irial’s Kato Kaelin to host an afternoon
shift for five months. Also last fall, for-
mer Brady Bunch actress Susan Olsen

joined the

ABC Radio Networks' Tom Joyn,
a recently syndicated personality, has
succeeded in compelitive morning drive.

station for eight months. And KLSX has
been approached about an on-air shift
by Love Connection host Chuck Wool-
ery, says general manager Bob Moore.
He chalks up celebrity interest in radio
to the medium’s accessibility and
increasingly glamorous cache.

“If you're looking at television, there
are six networks at best,” Moore says.
“There are 10,000 radio stations across
the country. tn Los Angeles alone there
are 80 stations. There are many oppor-
lunities 1o be successful. Radio is very
much looked at as a springboard for
other show-business jobs.”

Howard Stern has generated two
books, a cable television show and
pay-per-view specials from his syndi-
cdted radio show. Rush Limbaugh has
amassed book deals, a late-night 1elevi-
sion show on the Fox network and 20
million listeners weekly.

“A lot of talented people are interest-
ed in radio who wouldn’t have been
earlier because they think they can
become national,” Sabo says. “The

|

SYNDICATION

notion of syndication, thanks 1o Mr.
Limbaugh and Mr. Stern. all of a sud-
den makes radio—as a show-business
medium—much more powertul in
terms of recruiting people.”

“I think a Jot of big stars are waiting
for radio people to ask them to dance,”
says wOr(aM) New York Vice Presi-
dent and General Manager Bob Bruno.
“The success of Limbaugh and (week-
day talker] Bob Grant has thrown radio

into a different light. There is a

new acceptance of the medium by

people who in the past might have
looked down their noses at it.”
The rise of radio talent has lef
stations hungry to cash in on the
next big name. But despite syndica-
lors” efforts 1o find and nurture tal-
enl, some programers say there is a
dearth of lucrative and compelling
~ show hosts.
One sought-afier talent was Bob
Grant, who consistently topped after-

£ noon-drive ratings at wABC(AM) New

I"- York betore the station fired him in

April afier he made a controversial

- comment. WOR has since landed 90

affiliates for the show.

Yet proven radio talk show tlent is
difficult 1o find, Bruno says: “We're
still in the process of trying 10 unearth
the nex! superstar, and we're not guite
sure where 1o find that person.... [ think
there’s a dearth of talent out there.”

“There is a lot of syndicated product,
but little of it is successful.” says
Michael Luckoft, president and gener-
al manager of KGO(AM) San Francisco.
which broadcasts EFM Media’s Dr.
Dean Edell.

“You need to look at the market-
place and find talent that will grab an
audience.” Cutler says. “Granted, il’s
very hard to find a really good national
talent, and it can be hit or miss. The
public’s taste al times is unpre-
dictable.”

National sales rep David Landau,
president of Muliiverse Networks. says
he has “has been selective in choosing”
which radio personalities 10 back.
Among other projects, Multiverse rep-
resents national ad sules for Sch-
lessinger.

But Landau is confident there are
emerging radio talents that could be
mtroduced successfully into national
syndication: “The personalities are out
there; you just have to know where 1o
look, and companies have 10 be willing
lo promote talent beyond their local
markets.” ]
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catches |
franchise
fever

Next five vears will see most
renewals since early ’80s

By Price Colman |

he nation’s largest cable opera-

tors are heading into a franchise

frenzy unmatched since the early
1980s.

Beginning this year and running
through the end of the decade. hun
dreds of U.S. cities, large and small,
witl be undertaking cable franchise
renewals. ‘We're going 1o see a lol of
activity,” says Eiteen Huggard, vice
president of the National Association
ol Telecommunications Officers and
Advisers (NATOA).

NATOA members typically are the
franchising authority’s point people in
conducting renewal proceedings.

Franchise agreements often run
more than 200 pages and include
arcane legalese relating to rights-of-
wiy, bonding and insurance for the
cable company. Those issues and oth-
ers such as PEG (Public Education and
Government access), INETs (institu-
tional neiworks), system rebuilds and
consumer costs tor cable service will
continue to be at the heart of cities’
negotiations with cable companies.

But with the Telecommunications
Act of 1996, competition has become a
key concern—tfor cable companies and
cities alike. “We're now seeing a lot of
entities that can provide video services
without having to go to a franchising
authority,” says Madie Gustafson.
Tele-Communications Inc.’s senior

@..........-

...........

@...........

12000 XTERTTERTITE

Santa Clara, CA
Hawthorne, CA
Charlotte, NC**
Glenview, IL
Waterford, MI
Boston

South Gate, CA
Stafford, VA*
Witmington, MA
Mount Pleasant, Ml
Birmingham, MI
Tampa, FL
Anoka, MN
Waukegan, IL
Arab, AL
Boulder, CO
Chico, CA
Rockville, MD
Brooklyn, NY* *
Oakdale, MN
Jefferson City, MO
Gold Beach, OR
Foster City, CA
Thomton, CO
Des Molnes. 1A
Burnsville, MN
South Lake Tahoe, CA
Raleigh, NC
Columbus, GA*
Westland, MI
Flint, MI
Cypress, CA
Modesto, CA
Sunrise, FL
Farmington, NM
Minneapolis
Beaverton, OR
Oenver
Excelsior, MN
Lake Oricn, MI
Chicago*
Banning. CA
Ithaca, NY
Highland, Mi
Fairfield, AL
Milwaukee
Dunkirk, NY
Commerce, CA
Los Altos, CA
Wheaton, IL
Morton Grove, IL
St. Paul
Manassas, VA
Arlington, VA
Chicago*
Encinitas, CA*®
Longmont, CO
Stillwater, OK
Washington

EXPIRATION DATE ciTY CABLE COMPANY

&EEDY -+ or v o0 Vancouver, WA TCI
Emporia, KS Time Warner
Kalamazoo, Ml Cablevision Systems
Cincinnati Time Warner
Madison, WI* TCI
Marcus Portage, Ml Cablevision Systems
Chapel Hill, NC Time Wamer
Stafford, VA® Prestige Cabie
Coral Gables, FL Continental
Tucson, AZ 1CI
Portland, OR* Paragon (Time Wamer)
New Port Richey, FL* * TCI
Indianapolis** Comcast, Time Wamer
Somerset, MA TCI
Mount Prospect, IL TCI
Pontiac, M1 Comcast
Austin, TX Cablevision Systems
St. Louis Time Wamer/Advance/Newhouse

intermedia (TCI)

Paragon (TCH

Time Wamer, Prestige

TCI

Comcast

Cablevision Systems

Liberty Cable Northtrook, IL TCl
Media General

Continental

Cablevision Systems

Booth Communications

Time Warner

Meredith Cable

U.S. Cabie Corp.

Charter Communications

TCI

Chambers Communications Corp.
SBC Media Ventures Inc.
Cablevision Systems, Time Wamer
Meredith Cable

TCI

Falcon Cable

TCI

TCl
TCI
Meredith Cable
1CI

Time Warner

TCI

Continental

Comcast

Continental

Post-Newsweeh

Continental

TCt

Time Warner

?olumbla Cable of Ore.
|

Centinental

Time Warner

TCI

TCI

Time Wamer

Adelphia

Charter Communications
TCI

Jones

Continental

Continental

Jones

SBC Media Ventures
Prime Cable

Daniels Cablevision
Scripps Howard/Comcast
TCI

TCI

*One of two franchises with different expiration dates ** Two franchises expiring at the same ume
Chart 15 a partial fist of upcoming renewals, Source: National Association of Telecommurications Officers and Adwisers

l counsel in charge of franchising. “The
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relationship between the cable operator
and the city has 10 take into account
new competing technologies.”

The trick is to sirike a balance
between cable franchising issues and |
compelting telecommunications issues.

Franchising authorities are responsi-
ble primarily for regulating traditional
cable services; state and federal laws
and agencies are responsible for
lelecommunications concerns.

But as cable and telecommunica-
tions technologies converge, overlaps
in authority are being created. “Ii is
mind-boggling. with what is happening
now regarding technology and policy |
on the federal and siate level,” says
Dean Smits, Denver director of
telecommunications. “It’s a challenge
1o stay abreast of all these matters.”

It’s equally challenging for the cable
companies. They ofien encounter silu-
ations where a franchising authority |

Cable

wants 10 add telecommunications bells
and whistles—such as high-speed
Internet access—1io the cable network
without adding to customers” bills.

For instance, TCI last year negotiat-
ed franchise renewals with King Coun-
ty, which encompasses Seattle, and
with the city of Seattle in two separate
proceedings. King County wanted—
but didn’t get—an institutional nei-
work connecting city offices and agen-
cies. The drawback was cost: an esti-
mated $45 million for the network that
would have added $5-$6 per month 1o
customers’ cable bills.

In contrast, Seattle negotiated a
renewal that calls for TCI 10 provide
high-speed Internet access via cable
modems in a service accessible by all
cable customers.

“What visionary cities will do is
create incentives for us,” says
Gustafson. “The Seaitle agreement

i
i
!
|
|
\

doesn’t say we have to provide the
service free, or at a discount. They
created an incentive for us; ‘We’ll
give you a 10-year renewal. and what
we want instead of an INET is for you
to commit that we'll be one of the tirst
cities where you’ll deploy high-speed
Internet access.””

TCI. as the nation’s largest cable
MSO, will be the subject of many of
the coming franchise renewals. In
mid-June, the city and county of Den-
ver will conduct a regular two-year
review of TCI operations. The follow-
ing day, the city will open the window
on three-year franchise-renewal pro-
ceedings.

TCI last year negotiated what
Gusiafson calls a model franchising
agreement for 15 communities around
Denver. She hopes it will serve as a
framework for talks with Denver
telecommunications officials. e

USA pays S75 million for ‘Walker’

Columbia also will offer weekend runs to broadcasters

By Cynthia Littleton |
olumbia TriStar Television Dis-
tribution has sealed a $75 mil-

c lion deal with USA Network for

off-network rights 10 Chuck Norris’s
hit CBS series. Walker, Texas Ranger,
beginning in fall 1997.

The four-year license term covers 105
episodes of the action/western, headed
for its fifth season this fail on CBS.
CTTD also will offer broadcasters
weekend runs of the show. probably on a
straight barter basis. That follows the
pattern set by off-network sales of
NYPD Blite and other network dramas as
distributors reap the rewards ot a red-hot \
market for A-list, off-network product. |

“There’s no question that the cable
networks were the most aggressive for
the show, but we got calls from station
reps asking us 10 keep it available 10
broadcasters,” says Barry Thurston,
CTTD president.

When revenue from the weekend
broadcast runs is added. observers
say, Walker could wind up generating
more than $1 million per episode for
CTTD.

Among basic cable networks,
sources say. USA’s primary compeli-
tors for the show were Tumer Broad-
casting and the Family Channel.

Reruns of Walker will debut on USA
next year as part of a prime time

action/adventure block. .

Walker heads to USA.

Coming attractions from IFC

The Typewriter, the Rifle and the Movie Camera,
Independent Film Channel's upcoming documentary
on director Sam Fuller that debuts June 24, is the
first of a number of original projects to be produced
by the network in the months ahead. Projects in the
works include Gray’s Anatomy, a film starring Spald-
ing Gray and directed by Steven Soderbergh (“sex,
lies and videotape”™); a documentary on director
Howard Hawks by director John Carpenter, and a
series of hour-long interviews between actor Alec

Baldwin and directors of political films. The Baldwin
series is expected to debut on IFC in October and the
Hawks documentary to air sometime later this year.
Gray’s Anatomy is scheduled to debut later this year
on IFC, but the network premiere could be pushed
back by a possible theatrical run, says Frances
Bewick, vice president of programing, IFC. IFC is
now serving as primary producer of the film and
maintains sole North American and South American
rights. —RB
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NBC claims 20.5 million MSNBC subs

Wright dismisses suggestion that Continental was balking at converting AT

By Jim McConville

BC executives say they are still
confident that MSNBC will get

ample cable carriage when the

all-news cable network launches in |

six weeks.

NBC President Bob Wright, speaking
last week at a press conference in Fort
Lee, N.J., said that MSNBC—a joint
venture of NBC and Microsoft—will
have commitments for 20.5 million sub-
scribers when it launches July 15.

Wright dismissed reports that Con-
tinental Cablevision, the nation's
third- largest cable operator, with 4.3
million subscribers, was balking at
NBC converting its America’s Talk-
ing network to MSNBC.

“There are certainly some doubts
and concerns on the part of operators
about a change in the service—and
whether it's different in the sense that

it's not the service they originally |

signed for,” Wright said. “But the

cable industry has been very support- |

ive, and | expect that all of the systems
l that are carrying America’s Talking
| today will carry MSNBC July 15.”

NBC News President Andrew Lack
says additional MSO carriage agree-
ments for MSNBC will be announced
[ in the next few weeks.

NBC’s press conference featured
several New Jersey dignitaries,
including Governor Christine Todd
Whitman, who said the state has

| extended economic incentives to per-
suade NBC to locate MSNBC in New
Jersey.

Incentives include refunding
MSNBC 80% of the income taxes
New Jersey will collect over 10 years
from the jobs the network will create
in the state. New Jersey also will float
$150 million in bonds to help
MSNBC with network capital invest-
ments.

In comments made to reporters
after the press conference, Wright said
MSNBC will target a younger audi-
ence than TV’s traditional news view-

er. “We are aiming at people that are
20-plus rather than 50-plus,” he said.

MSNBC will hire approximately
500 people, a figure that Wright says
includes 70% of America’s Talking's
approximately 150-person staff.

The network will start out with 14
hours of original programing daily.
NBC executives spelled out
MSNBC’s prime time programing
schedule, which will feature three-
hour blocks that run at 7-10 p.m.

MSNBC’s weekly prime time
schedule will include Time and Again,
an hour show on 20th-century history,
at 7-8; Internight, a talk program fea-
turing newsmakers of the day inter-
viewed by NBC anchors Tom
Brokaw, Katie Couric, Bryant Gum-
bel and Bob Costas, at 8-9, and The
News with Brian Williams, a news and
interview program, at 9-10.

The News with Brian Williams
reportedly will have an interactive
element that allows viewers to partici-
pate by phone or e-mail. a

Encore, MGM/UA team for

Closing the deal are (I-r) Encore’s Ganesh Basawapatna and
John Sie and MGM’s Frank Mancuso and Gary Marenzi.

By Price Colman

ncore Media Corp. and
E MGM/UA Telecommunications
have signed a 50-50 joint ven-
ture to launch branded movie channels
in India and Southeast Asia.

The joint venture, called MGM |

out two chan-
nels—MGM
Gold and MGM
Superstation—
via cable in
August.  The
channels will feature MGM and Unit-
ed Artists films such as “Rocky,”
“Rain Man,” “Moonstruck” and “A
Fish Called Wanda” as well as televi-
sion series such as Fame, In the Heat
of the Night, thirtysomething and The
| Outer Limits.
The joint venture also plans to offer

Gold Networks (Asia), plans to roll | all of MGM/UA’s output, such as

www.americanradiohistorv.com

international
channels

Joint venture will create movie channels
for India and Southeast Asia

“Get Shorty” and “The Birdcage,”
once the titles have gone through typ-
ical pay or broadcast television cycles.

Principals from MGM and Encore
declined to detail financial aspects of
the deal, although both sides have
contributed an equity investment.

The partners say the intent of MGM
Gold Networks (Asia) is to capitalize
on MGM/UA name recognition in the

' region and Encore’s growing distribu-

tion network in Asia.
“There’s an unfilled niche for a

' Hollywood channel in the region,”

says Gary Manezi, president of MGM
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Telecommunications. “They're very
good at launching and managing the
network. We've got the product and the
logo, and they've got the expertise.”
Encore International, founded in
1995, has launched two channels
—Encore and Showtime—in Aus-
tralia and last year entered into agree-
ments with China Central Television
(CCTV) to provide general entertain-
ment programing and movies to
CCTV’s cable and satellite channel.

MGM Gold Networks (Asia) has |

no immediate plans to launch the

MGM Gold and MGM Superstation |

channels in China.
| “Qur aim was to create a couple of
| channels that would be really interest-
| ing that people in India and Southeast
Asia would like,” says Ganesh
| Basawapatna, president and chief oper-
ating officer of Encore International.
| Thechannels will be included as part
[ of extended basic cable programing in
| an effort to quickly gain high penetra-
. tion, Basawapatna says.

| tial throughout the region, particularly

India. where only about 15 million of
the nation’s 18C million households
have cable. Basawapatna estimates
that along with Irdia, cable households
in Taiwan, Thailand, Hong Kong and
the Philippines should give MGM
Gold and MGM Superstation well over
20 million potential viewers.

The partners also say success with
the two channels in the India and
Southeast Asia markets could lead to
additional channels and expansion of

The partners see substantial poten- | the joint venture to other regions, pos-

sibly Latin America. ]

HBO b(;os_ts l—n_ade-for_ slate

Says NYC Productions will be haven for films other studios might pass on

By Jim McConville
ollowing the trend among premi-
F um cable networks, HBO will
step up production of original net-
work films under its newly created
HBO NYC Productions.

NYC Productions is supplanting
HBO Showcase, which last year pro-
duced two films for the network.

The division, started in January as a

New York-based movie production |

group, will make eight films this year.
In addition to two-hour movies, it will
produce one or two hour dramas each
year.

HBO, like other premium cable net-
works Showtime and Encore Media,
continues to up its original production
budget as it faces increased competi-
tion from new movie networks and
other exhibition outlets, including pay
per view and home video.

More than 50% of HBO NYC origi-
nal productions have been developed
from scratch, with the majority to be
fully funded by HBO, says Colin Cal-
lender, senior vice president, HBO
NYC Productions.

Callender says the division will buy
rights to scripts and books that HBO
wouldn’t have picked previously.
“HBQ NYC Productions will be a
haven for films that would not be
sought by major Hollywood studios,”
he says.

The group’s credo, says Robert
Cooper, president, HBO Pictures and
HBO NYC Productions, is to be "fis-
cally rigorous and creatively free,”
with the studio functioning as an

HBONYLC

PRODUECTIONDE

“experiment in content and form.”
Each of its films will have an average
$5.5 million budget.
|  One of the studio’s first hour-long
productions will be In the Gloaming, a
drama adapted from a New Yorker
short story about a young man dying of
AIDS that is to be directed by actor
| Christopher Reeve.
On the downside, HBO acknowl-
edges that there may not be much of an
| aftermarket for its hour productions,

t
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but executives say such a series will
serve another oparating strategy.

*It’s uncharted territory; it’s proba-
bly not worth that much,” says Cooper.
“But you can attract all kinds of talent
that you might not attract with a full-
length movie. For that strategy and
goal we're willing to lose some money
on the back end.”

HBO NYC Productions has four
films in post-production and four
entering pre-production. HBO will
debut its first HBO NYC production,
Deadly Voyage, on June 15,

Other HBO original films now in
production include Path to Paradise, a
story about the World Trade Center
bombing that is targeted for air in
1997; Subway Stories, an anthology of
11 short stories from different directors
about people who ride the New York
subway; The Last Night, a futuristic
tale written by Norman Mailer, and
Henry and the Second Gunnian.

HBQ also has plans for a series of
lower-budget movies targeted to a
younger demographic and intended for
late-night runs on HBQO. Such a series
will include Fahulous People, a quasi
documentary that examines the New
York dance club scene.

HBO chose New York over Los
Angeles as NYC Productions’ studio
location, says Cooper, to take advantage
of its different creative point of view.

“It was time to get a perspective on
the [HBO] network that was not Holly-
wood,” says Cooper. "There’s more
willingness here to break the form and
to break the formula than there is in
LA n
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Media concentration troubles Turner

Cable-

Says German pay-TV giants could become gatekeepers there

By Rich Brown

hile Turner Broadcasting
W attempts to allay concems over

its proposed megamerger with
Time Wamer in the U.S., the company
is voicing it’s own concems about verti-
cally integrated giants in the fast-grow-
ing German marketplace.

Philip Kent, newly appointed manag-
er of Tumer’s European operations, told
attendees at the Cologne Conference last
week that the company is “extremely
concemned” that Germany could be cre-
ating an unlevel playing field for pro-
gramers in the market. He says two
groups planning to offer digital pay-TV
via cable and satellite—one led by
Munich-based Kirch group, the other
backed by media giant Bertelsmann and
others—could become powerful gate-
keepers if not properly regulated.

Kirch Group, whose holdings include
German TV network SATI, plans to
debut its digital service this summer.
Bertelsmann hopes to launch a service in
the fall with the help of fellow intema-
tional giants Canal+ and BSkyB,

although the future of that effort
appeared to be in doubt last week (see
box). Both services would enable cable
systems to greatly expand their channel
capacity.

The possibility of two digital systems
in Germany appears at first glance to be
a healthy development, Kent says,
adding that it could also develop into a
war over proprietary rights to program-
ing.

“We welcome competition as long as
we can compete fairly on the merits of
our products,” Kent said. *Digital televi-
sion is not a panacea for programers.”

Kent reminded German media execu-
tives in attendance that they should not
forget about the delivery of analog chan-
nels via cable and urged system opera-
tors in the country to work toward
expanding their analog capacity by 15-
18 channels.

Germany is a “vital” market in which
Tumer hopes to increase its investment,
Kent says. The company distributes its
CNN Intemational in the country and is
a majority shareholder in German all-
news channel NTV. -

s tuning in

PEOPLE’S CHOICE: TOP CABLE SHOWS

Fmgram
1. NBA Playoffs

2. NBA Playoffs

3. Coca-Cola GO0

4. NBA Playoffs

5. Rugrals

6. WWF Monday Night Raw

T. NHL Confarence Flayolfs

8. Aaahh!!! Real Monsters

9. ey Car Wovld Series
10. Rugrats
11. Mowvie: Tha Shannan Mohr Stary”
12, Tiny Toons Adventures
13. Augrats
14. Rocko's Modem Life

. iy Toans Advenfures

1. Movie: 'French Kiss'

2. Movie: ‘Mask of Death’

3. Movie: ‘Disclosure’

4. Movie: ‘Norma Jean & Marilyn’
5. Mavie: ‘WNaked Sowls’

S0untEs. Nigkten Madia Reseaich, HBO

Hetwmh

i LL5. ratmge
HHs. Rating

Time (ET)  (0D0) Cable U.S.
828p 5784 BE 6.0
3,338 50 35
502p 3104 46 32
2604 39 27
2185 33 23
2118 3.1 2.2
1.990 28 241
1,943 29 2.0
1,835 28 20
1,905 29 2.0
1,867 29 149
1,853 28 1.9
1828 28 19
1,811 27 1.9

26, ranked by housahokds tumng n,

800p 2120 B8 22
HBO Sat 10:00p 1,975 82 2.1
gidup 1./81 7.3 1.8
HBO Sun 10:15p 1,709 7.1 1.8
9:30p 1.603 67 1.7

GRAPHIC BY KENMETH A v BROADCASTING & CABLE

European digital pay-TV
alliance on the rocks?

Europe’s digital satellite TV
alliance between German media
group Bertelsmann, pay-TV
giants Canal+ and BSkyB and
French group Havas is on the
verge of collapse less than three
months after it was signed, thanks
to friction between Bertelsmann
and Sky and, to a lesser extent,
Canal+.

The aim of the alliance was to
launch digital satellite services
across continental Europe,
excluding France and Spain. The
deal insured that BSkyB and
Canal+ wouldn't compete in each
other's markets.

BSkyB wrote to Bertelsmann
on June 4, expressing concern
about the lack of progress of plans
to launch a German digital lineup
in fall 1996. There is pressure to
launch a digital package as quick-
ly as possible; Bertelsmann rival
the Kirch Group also plans to
launch a digital package at the
same time. Canal+ also has writ-
ten to Bertelsmann expressing
concern about the merger of Ber-
telsmann subsidiary Ufa and Lux-
embourg media combine CLT.
CLT is a partner in the French
TPS digital service, which will rival
Canal+'s own package, Canal-
satellite Numerique.

At press time, Bertelsmann
was saying the BSkyB letter
meant that the News
Corp.—owned company was out
of the alliance; a spokesperson
said Bertelsmann and Canal+
could continue “without Murdoch.”
But some analysts believe Sky
and Bertelsmann still could patch
up their differences; others say
Canal+ is just as exasperated with
the lack of progress and may end
its pay-TV alliance with Bertels-
mann, that has been in place
since 1994,

The most dramatic scenario
would have Sky, Canal+ and
Kirch Group linking up—leaving
Bertelsmann isolated. —DJ
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Seeing double

WBTV-The Warner Channel has almost
doubled its subscribers, to 1.5 million,
since it launched eight months ago in
Latin America. WBTV is a Warner
Bros. venture in association with HBO
Ole Partners, a venture of HBC, WB,
Sony Pictures Entertainment and OLE
Communications. Distribution for the
channel in Brazil is handled by SMC
Marketing. Warner Bros. is still talking
with the UK’s BSkyB about launching -
WBTV-The Warner Channel in the UK.

Voyage launched

Landmark Communications has launched Voyage, its
travel channel for the French market. The channel is
being offered as a basic service on Canal+'s Canal-
satellite digital package alongside Canal J, Planete,
Eurosport France and Paris Premiere, among others.

l Two to tango

For the first time, UK broadcasters BSkyB and ITV
have teamed to acquire shows—Twentieth Televi-
sion's Millennium, from The X-Files creator Chris
Carter, and The Practice—at the L.A. Screenings last
week. Sky bought pay-TV rights, while 1TV took free-
TV rights. Sky previously acquired The X-Files, in a
simitar arrangement, although in partnership with
ITV's main rival, the BBC.

RTL/MCA dealing

Leading German channel RTL is in negotiations with
MCA/Universal and could close a 10-year free-TV out-
put deal this week, sources say. The destination of the
pay-TV rights is stitl unclear, although the Kirch
Group, which recently clinched major output deals
with Columbia TriStar and Viacom, is still a4 serious
contender.

Cable-telco in Japan

Japan’s two U.S.-backed cable MSOs, Titus Commu-
l nications and Jupiter Communications, look to be near-

ing deals with state telco Nippon Telephony & Tele-

graph over interconnection. Such deals could allow
‘ Titus and Jupiter to offer telephony. Titus, owned by

US West, Toshiba, tochu and Time Warner Japan, last
week won two new cable franchises in the Tokyo area
and submitted a formal “application to interconnect” its
telephony services with NTT's network. The new fran-
chise awards add more than 200,000 homes to Titus's
four franchises, giving it a total 980,000 households.
Titus plans to launch full telephony services in second
quarter 1997 and aims to pitch prices well below
NTT’s. Jupiter, owned by TCI International and Sumit-
omo, hopes to offer telephony services by the end of
1996. US West, Itochu and Time Warner are also part-
ners in Chofu cable, another venture in Japan. Chofu
holds franchises covering 140,000 homes and serves
8,000 customers.

Broadcasting & Cable June 10 1996

Canal+ goes digital in Belgium

French pay-TV group Canal+ plans to
launch a digital TV package in parts of
Belgium by the end ot 1996 or early
1997. Such a move would put the oper-
ator in direct competition with MetHold,
a rival European pay service. Canal+
launched its French digital DTH ser-
vice, Canalnumerique, on April 27, and
it now claims 45,000 subscribers. Pro-
graming will consist of the channel’s cur-
rent analog service, Canal+ Beigique
({tiims and soccer}, which claims 180,000
subs. The channel will be available in digital
and will be multiplexed. Three of Canal+'s thematic
channels in France will form the remainder of the Bel-
gian bouquet, including documentary channel Plan-
ete, kids service Canal J and cult TV channel Canal
Jimmy.

Cartoon tops with kids in UK

Turner's Cartoon Network is leading the ratings battle
in the UK among kids services, according to UK rat-
ings service BARB. The channel even beat terrestrial
services BBC2 and Channel 4 in first quarter 1996 in
cable and satellite homes. The {east-watched kids
channel was TCC, which is now being targeted for
takeover by Fox.

HBO in Poland

Time Warner's HBO will launch HBO Poland on one of
the country’s cable systems in July, according to Sla-
womir Suss, managing director of HBO Poland. The
channel hopes to be on cable nationwide by July
1997. HBO Poland will be sold a la carte for a much
lower price than are the rival pay channels from Film-
Net and Canal+, which launched in Poland 18 months
ago. The service will cost zloty15 ($5.50) per month,
less than half of Canal+'s zloty35 and FilmNet's
zloty25 per month.

Country carriage

CMT: Country Music Television has signed carriage
deals in Spain and South Africa. The 24-hour channel
will be distributed in Spain via Cablevision, a joint ven-
ture of telco Telefonica and pay-TV operator Canal+
Espana similar arrangement,a, and by MultiChoice’s
digital satellite bouquet, DSTv, in South Africa.

Documentary duo

Two groups are planning new documentary channels
in Germany. German media group Bertelsmann,
state-run broadcaster ARD’s regional units WDR and
NDR and the UK's BBC are hatching plans together,
while newspaper group Suddewutscher Zeitung is
preparing Blue Planet, its own service. Discovery
Channel announced its German launch plans in April
and should be up and running by July.

—By Debra Johnson
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Cable catches some Olympic spirit

Networks look to capitalize on or counterprogram games

By Jim McConville
ith the summer Olympics
w expected to draw monsier-size
audiences over its 1two-week-
plus run on NBC (July 19—-Aug. 4), some
cable networks are looking 10 tap into
that Olymipics spirit or ofter counterpro-
graming to lure non-sports fans.

And the nerworks aren’t waiting for
the stant of the games, with programing
that will cover at least a five-week peri-
od brackeung the event.

ESPN., noi surprisingly, will carry a
host of Olympics-retated programs,
with at least three live updates on its
nighily SporisCenier.

The network also will air a three-hour
prime time SporisCenier special
Olympics preview on July 16 that will
provide an overview of the games and
protile the athletes. ESPN plans to pro-
vide news of the games on ESPN2,
ESPN Radio. ESPN SportsZone Intemet
site and SportsTicker news service.

E! Entertainment Television will
focus on the entertainment angle of the

| games. In addition to three to six min-
utes of daily live Olympics news cov-
erage from E! News Daily correspon-
dent Greg Agnew, the channel is plan-
ning a handful of specials, inctuding its
Summer Olympics Fashion Review
with Joan Rivers, which airs Aug. 9.
Regular E! shows Talk Soup and The
Gossip Show also will adopt Olympic
themes.

A&E network witl counterprogram
by airing several network premieres,
including new Biography installments
on radio shock jock Howard Stern
(July 29) and comedian Richard
Pryor (July 15). Brooke Johnson,
A&E senior vice president of program-
ing/production, says that although the
Otympics will draw the lion’s share of
the TV audience during the 18-day
game period, there’s also a chance for
the networks to pick up viewers
between events.

“We're looking at it a little bit more
as an opportunity than we have in the
past,” says Johnson. “In the olden days
of television you just kind of rolled over

PEOPLE’S CHOICE: TOP CABLE SHOWS

Following are the top 15 basic cable programs for the week of May 27-June 2, ranked by households tun-

ing in. The cable-network ratings are percentages of the total households each network reaches. The U.S.

ratings are percentages of the 95.9 million households with TV sets.

Program

. NHL Conference Playoffs
. Miller Genuine Draft 500W
NHL Conference Playoffs
Rugrats

WWF Monday Night Raw
NHL Conference Playoffs
Movie: ‘Rocky V'

. NHL Conference Playoffs

. Jim Henson's Muppet Babies
. Columbo-Murder/Rock Star

. Rugrats

. Rugrats

. M. Sendak’s Little Bear

. Rugrats

. Movie: ‘Cocktail’

XNO ;BN

b ok ok ommh
DN b wWwh =0

. HBO Boxing After Dark
. Tales from the Crypt

[S LI~ 7 B S ]

Following are the top five pay cable programs for the week of May 27-June 2, ranked by households tuning in.
1. Movie: 'Die Hard with a Vengeance'

. HBO Comedy Hour

. Radio Sex TV

HHs. Rating
(000) Cable U.S.

Network  Time (ET)

Sat 730p 2,620 27 38
TNN  Sun 12:00p 2568 2.7 39
ESPN Wed 830p 2,530 26 37
NICK Sun 10:00a 2238 23 34
USA Mon 857p 2229 23 33
ESPN Mon 730p 2,221 23 3.2
TBS Moni1220p 2130 22 3.1
ESPN Thu 7:30p 2071 22 3.0
NICK  Mon 10:30a 2,015 2.1 3.1
FAM Sun 9:00p 2,019 21 3.1
NICK Tues 6:30p 1,948 20 29
NICK Wed 6:30p 1,948 20 29
NICK Mon 12:00p 1,947 20 29
NICK Thu 16:3Cp 1,923 20 29
USA Mon 5:00p 1,902 20 28
HBC Sat 8:.00p 3,804 4.0 158
HBC Sat 10:15p 2,598 2.7 108
HBO Fri 11:00p 2,236 23 93
HBO Sat 12:21p 2,022 2.1 84
HBO Fri 10:00p 2,008 2.1 83

Sources: Nielsen Media Research, HBO GRAPHIC BY KENNETH RAY/BROADCASTING & CABLE

Joan Collins hosts a miniseries
marathon on Lifetime.

for big events. Big events will bring in
some people, but they’re not going to
walch the Olympics from sign-on to
sign-off. Maybe they'll surt around a bit
and find some other programing.”

Other A&E specials will include a
first-time showing of “Behind Bars,” a
three-hour [nvestigative Reporis
episode (July 28) about the world's
maximum-security prisons.

Other cable networks planning to tap
into the Olympic spirit—both during
and after the games—will be Turner’s
TNT, which plans to change the name
of its regular Thursday night series Our
Favorite Movies 10 Our Favorite
Olympians from June 13-July 18. The
series will feature notable former U.S.
Olympic medal winners hosting their
favorite films: swimmer Mark Spitz
(The Deep on July 18), gymnast Mary
Lou Retton (a John Wayne marathon
on July 4), and decathlon winner Bruce
Jenner (Greystoke, Lord of the Apes on
June 27).

TBS will take a more serious
approach to its Olympics-related pro-
graming with a two-hour documentary
on June 30: America's Greatest
Olympians, which repeats July I and 4.

“During the Olympics, as at any
other time of year. we iry to be an
alternative 1o what the other networks
are doing,” says Bill Burke, president
of TBS. “We’d be fooling ourselves it
we didn’t think the Olympics would
not have a major impact on viewing
habits. But there are people out there
that are going 10 want alternatives.”

www.americanradiohistorv.com
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Lifetime Television’s programing
will try to lure female viewers from
the games with a 17-day marathonof
miniseries hosted by actress Joan

episodes worth of miniseries that will
run July 17-Aug. 4. Series include
Danielle Steel’s Jewels, The Two Mrs.

Grenvilles and Diana: Her True |

Collins, The marathon will feature 26 | Srorv.

Not all cable channels are caiching
the Olympic programing wave. Nick-
elodeon. USA and Family Channe]
will air their regular programing gnds
as planned. =

Fox pitches Web cable net

Will extend WB reach through service to white areas

By Cynthia Littleton

aking a cue from Fox's Fox Nei
T cable service, the WB Network
has confirmed a plan to use cable
systems lo exiend iis reach inlo mar-
kets with few TV stations.

The goal is to deliver WB program-
ing as part of a 24-hour cable channel
tilled out with other first-run and oflt-
network shows that don’t have broad-
cast clearances n the targeted areas.
Using a new technology co-developed
by Wamer Bros. and IBM. the “Net-

work in a Box™ system operates |

through a digital receiver, installed at a
cable operator’s system, that receives
signals from the WB studio in Califor-
nia and can simultaneously inser local
commercials across several cable sys-
lems.

The satellite feed would be provided
free to cable operators. who would

. then be able (o sell local spots on whal
| WB otficials call "virtual TV sta-

tions.” The system is similar 10 the Fox
Net cable service developed in the
mid- 1980s by The WB’s Jamie Kell-
ner during his tenure as president of
Fox.

The WB plans te use a cable plai-
form to reach about 14% of the
nation’s TV households by fall 1997.
Once up and running. Network in a
Box. also known as the WeB, will
allow The WB 1o move its programing
off the cable side of Tribune’s super-
station wGN-Tv Chicago, which over-
laps some markets where WB has
broadcast affiliates.

Today, WGN-Tv's cable reach
accounts for 19% of The WB's 84%
national clearance. WB officials have
told broadcast affiliates that WGN-TV's
cable coverage will end by September
1997.

“Cable has always been a part of our
distribution plan in areas where 1t
doesn’t make economic sense 10 have
a broadcast affiliate.” says Kellner.

Representatives for Tele-Communi-
cations Inc. and other leading MSOs
said last week that they were unfamil-
iar with The WB’s plan. Just like the
recipe for success in the broadcast
world, veteran cable programers say
hit shows are the key lo convincing
operators 10 give up channel space for
the WB service.

‘Free programing and local invento-
ry may not be enough to get cable
operators 10 carry [the WeB],” says
Lynne Buening, vice president of pro-
graming for Falcon Cable. “It was The
Simpsons that really started the push
for Fox Net. What they need is signa-
ture programing that people are hear-
ing about and talking about but can’t
get in their homes.” ]

MCI files for phone service

MCI Communications Corp. has
joined the growing list of competi-
tive access providers that want to go
head to head with US West over
focal phone service in Colorado.
MCI last week filed with the Col-
orado Public Utilities Commission 1o
offer local service in the area that US
West Communications covers. Other
potential new entrants seeking PUC
approval: AT&T: MFS, through its
IntelliNet of Colorado division, and
WinStar. AT&T and MCI have
asked for operating authority specifi-
cally in US West territory, while
MES and WinStur are seeking
approval for the entire state. US
West covers most of Colorado, but
independents control certain areas.
Local phone competition is sel to
begin July | under stiatle law. So far.
only the MFS apptication has drawn

fire since US West and the Colorado
Oftice of Consumer Counsel have
tiled objections.

BB+ for TCI

| Duff & Phelps Credit Rating Co. has

assigned a rating of “BB+" (double-
B-plus) to TCl Communications’
$300 million senior debenture offer-
ing. The rating is one grade below
mvestment level "BBB-" (iriple-B-
minus) and retlects Dulf & Phelps’s
concerns about i steady increase in
TCI debt. Duft & Phelps in April
downgraded existing TCI senior debt
to BB+ from BBB- because of those
concerns. A Duff & Phelps analyst
said there is potential for TCI 10
regain the investment-grade rating of
debt but that near-term expenditures
for equipment such as cable modems
likely will 1ake a t1oll on cash flow.
However, the analyst said that

longer-term projections tor TCI rev-

enue and cash flow are solid. TCI

expecls (o use proceeds from the
senjor debenture offering to refi-
nance private placement debt.

Kaleidoscope on

‘Cutting Edge’

Kaleidoscope, the San Antonio,
Tex.-based channel for people with
disabilities, will launch Cutting
Edge Medical Reporit today (June
10). The half-hour magazine show
will air Sunday-Friday at 10 p.m.,
and will be repeated at 3:30 p.m.
daily and 9 a.m. Sunday beginning
in July. The program witl feature
doctors and researchers performing
groundbreaking work and alking
about the latest medical break-
throughs. Kaleidoscope reaches 6

million households in 37 states.
—IM
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RBOCs, MSOs become
local telco competitors

Time Warner/BellSouth, Jones/Bell Atlantic announce deals

By Rickard Tedeaco

wo major MSOs struck
Tdeuls last week with two

RBOCs, ushering in an
era of local telephone compe-
tition, with the Southeast as
the initial battleground.

In quick succession, Jones
Intercable and Bell Atlantic
announced an agreement for
Virginia markets. and Time
Warner Communications and
BellSouth followed suit with
a two-year pact covering Bell-
South’s nine-state region.

The first such pacts between
cable companies and RBOCs in
the wake of the 1996 Telecom-

munications Act, they effec-
tively will give Bell Atlantic
and BellSouth license 10 enter
the long-distance-service mar-
ket by satisfying requirements
for opening local competition
provided for in that legislation.
The Jones deal is with Bell
Atlantic—Virginia Inc.

Time Warner Cable and
Jones get entry as full-service
local telephone service
providers in the Southeast and
Virginia, respectively, and the
deals allow network interoper-
ability across the networks of
the competing RBOCs and
MSOs in each case. The new
arrangement also enables users

10 switch service transparently,
retaining their phone numbers
with no interruption in service.

Time Warner is negotiating
similar pacts with Nynex for
the New York City area and
with SBC Communications in
Austin, El Paso, Houston and
San Antonio, all Texas.

Time Wamer has a deal for
local service with Rochester
(N.Y.) Telephone and provides
alternative-access phone ser-
vice in other parts of the coun-
try besides the Southeast. The
MSQ expects 1o begin local
phone service under terms of
its 1wo-year agreement with
BellSouth (following review

Comcast, Cox join @Home

Tele-Communications Inc.’s @Home high-speed
online access proposal took a serious turn toward

becoming a business last week when Comcast Corp.
and Cox Communications agreed 1o take a stake in it.

The two top-10 MSOs are each buying 14% of
@Home for an undisclosed price. TCI will retain 45%
of the fledgling venture, and investment banker
Kleiner Perkins owns 14% (the remaining 13% is
being held in reserve by TCI for future investors).
The deal will drive a rollout of @Home among the
three MSOs’ subscribers, which represent 40% of
total U.S. cable subs.

“It validates once again the seriousness of these
guys going after the online marketplace,” says Tom
Pincince, senior analyst for Cambridge, Mass.-based
Forrester Research, who adds that a nationally branded
service would be a strong competitor to telco offerings.

Cox will begin rolling out the service in its sys-
tems this year, according to David Woodrow, Cox
senior vice president for broadband services, who

N E T w (o] R K

says the technology strategy was the big draw for
Cox: “We want to make sure that we have a very
robust, high-speed backbone to connect to.”

The @Home concept is a network of cable sys-
tems offering a high-speed, localized online service
to subscribers who will pay approximately $30 per
month for access, including a cable modem.

A TCI spokesperson says TCi still plans to launch
the service in its Hartford, Conn., system and in
Arlington Heights, Ill., late in the third quarter. Cox
decined to say where it might launch the service,
but its San Diego and Phoenix systems (where it has
heen testing modem service) are likely candidates.
Comcast has tested modem service outside
Philadelphia and had plans to introduce modem ser-
vice in Baltimore.—RT
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by the respective siate commis-
sions) by the end of this year.

The Time Warner deal
comes just as BellSouth is
making its first tentative
move into the video services
business in Chamblee, Ga.

For Jones, it’s the first step
in the company’s national
strategy. “In many respects, i
gives us the experience and a
template to look at other mar-
kets,” says Jim O’Brien,
Jones Intercable president,
who indicated that the compa-
ny will seek 1o expand tele-
phony service inio Maryland
while it considers similar
deals in other markets.

Jones has had as much as a
5% increase in cable penetra-
tion among telephone cus-
tomers in the four Alexandria,
Va., high-rise buildings where
it has been packaging tele-
phone and video services. For
a monthly fee of $37.32, it has
been offering a package of 44
basic cable channels and a tier
of telephone services that
includes call-waiting, mainte-
nance and a free unlisted
number.

Jones expects 1o receive cer-
tification as a local provider
from the Virginia Corperation
Comnmission on June 26. It had
approached Bell Atlantic to
negotiate a deal after an initial
filing with the state commis-
sion. Jones is not negotiating
for similar arrangements with
the RBOCs in its other territo-
ries.

But Bell Atlantic is pursu-
ing pacts with other cable
companies in its operating
region. Comcast Communica-
tions is the most likely candi-
date. Officials at those com-
panies could not be reached
for comment. ™.
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World Wide Wel

Jazz Central Station on fast track

Web site offers information, entertainment, shopping
By Ridard Tedesca

azz Central Station,
J a combination mar-

keting/information
multimedia Web site
(www.jazzcentralsta-
tion.com), is gathering
momentum as its parent
company prepares to
bring a jazz radio station
online.

New York City—based
Web producer N2K
(Need to Know) Inc.
claims that its monthly
user count for Jazz Central Sta-
tion has mushroomed from
3,000 visitors during its Janu-
ary debut to more than 20,000
per month now (it also can be
accessed through the
MicroSoft Network at jcs). In
two weeks, noncommercial
jazz station KLON(FM) Long
Beach, Calif., will go live
online at Jazz Central.

Jazz Central users can sam-
ple sound and purchase CDs
from a catalogue of jazz
releases, access information
about artists (including con-

Click away for ail thatl jazz

cert dates) and pull up educa-
tion areas featuring video clips
of noted jazz arntists teaching
playing techniques. A Jazz
Wire features current news.
N2K uses RealAudio audio
technology and Macromedia
Shockwave for animation.

All material on the site
remains in a growing archive
as new information and sound
samples are added. “It
becomes like the library of
jazz. It just keeps expanding;
it never stops,” says Adam
Zelinka, N2K’s director of

in each room.

On Command growing games

On Command Video is adding Sony and 3D0 video games to its on-
demand services menu in hotels around the country.

New Panasonic video servers from Matsushita now will allow the
in-room video service to download and store video games onto hard
drives, eliminating the need to put Sony Playstations or 3D0 players

Video games presently add approximately 10% to On Command's
mainstay pay-per-view movie revenue, according to Bob Snyder,
president of the Santa Clara, Calif.-based company. On Command
captures $27 per room from its current base of more than 300,000
rooms. Game Systems will be added to On Command services in 100
hotels during the next four months.

On Command will adjust menus in specific locations based on the
response to the 10-15 recent-release titles it has in its Sony and 3D0
packages. The game, not the platform, is the thing that drives usage.
“It's the game itself that people like,” says Snyder.

While usage still skews toward youngsters, who like the crash-
and-burn titles, older players like playing golf on screen

The Panasonic servers also are helping to expand the presence of
Bell Atlantic Electronic Publishing's InfoTravel—a localized, interac-
tive, multimedia guide for hotel travelers, which debuted last year in
Washington—into nine Chicago hotels.—RT
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Jazz Central Sta-
tion.

N2K also has
created an elec-
tronic edition of
JazzTimes maga-
zine online.
There are pro-
files of various
artists that
include perfor-
mance and inter-
view soundbites,
and live inter-
views are
planned.

Marketing is much of
N2K’s focus. Zelinka says
that online sales represent

24% of all the jazz record-

ings sold. While Jazz Cen-
tral’s monthly sections on
featured artists offer profiles
of the musicians, videotapes
and other merchandise are
available in addition to
recordings.

But jazz isn’t the only tune
N2K plays; it's expanding into

[1tersnet-Te-TV

other musical genres online.
The company recently
acquired Rocktropolis, a Web
site similar to Jazz Central,
from the company of the same
name. N2K also created the
Reolling Stones and David
Bowie Web sites. Its first effort
online was Music Boulevard
(www.musicblvd.com), a
multigenre online market with
30-second sound samples from
its 145,000 titles, on a Web site
launched late last summer. A
merger with Music Boulevard
made that project possible.
N2K became the music/tech-
nology entity it is now when it
merged earlier this year with
Telebase Inc., an online infor-
mation and entertainment ser-
vice.

N2K plans this fall to launch
a classical music Web site,
which will feature material
from the estate of Leonard
Bemstein, including scores of
his compositions with hand-
written notes, Zelinka says.

HBO collects
Pearl from Web

Buys rights to turn cyber-thrifler into TV show

By Riclard Tedesce

BO Independent Pro-
H ductions has signed a

deal for TV rights to an
online “cyber-thriller” called
Techno 3.

The deal with Blue Pearl
Entertainment, a TV and
Internet content developer,
gives HBO rights over the
next year to develop Techno 3
into a TV property, with an
option to take over the Web
property as well. The HBO
Independent unit will pitch

www americanradiohistorv com

the concept to broadcast net-
works, according to Lowell
Mate, the unit's executive
vice president of creative
affairs. If it strikes a deal, it
would mark the first migra-
tion of content from online to
on air.

Techno 3 is billed as a
cyber-drama about three
“bodacious cyber-babes” in
different professions who
moonlight as tools of a sinis-
ter cyber-terrorist. Two
weeks ago, Blue Pearl
debuted Media Secrets, a
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The cyber-thriller 'Techno 3’ may be moving to HBO.

lstersnet-T.

cyber-serial about machina-
tions in the media world, on
its Web site (www.blue-
pearl.com).

Mate. who says considera-
tion will be given to other
Web properties on a case-by-
case basis, sees the potential
to establish a Web-to-TV
production pipeline. “Techno
3, being as cutling edge as it
is, is @ very exciting properly
for a broadcast network 1o be
in on,” he says.

Blue Pear] had a relation-
ship with HBO stemming
from a pilot for a contempo-
rary Spanish-language show,

El Diario. Time Warner owns
20% of the New York Span-
ish-language daily newspaper
of the same name.

Blue Peari saw developing
serial entertainment on the
Web as “a great way to beat
the system,” says Radmes
Soto, Blue Pearl president.
“We were thinking of the site
as a whole TV station.”

Blue Pearl is discussing
TV rights 10 Media Secrets
with another network, and
has two orher projects in
development with the same
goal of migrating them to
TV. ™

Dlgltal_ Delivery to do video

ilm fans and videogame
Fjunkies soon will be able
to gel a jump on the lat-
est releases with a PC service
from Digital Delivery Inc.
Next month the New York
City—based company plans
1o stari a service to download
“channels” of video content
from various entertainment
companies promoting their
products. Movie trailers and
videogame makers are
among the likely content
providers, according to Don
Tydeman, Digital Delivery’s
president.

Files of up to five minutes
of video will be downloaded
1o PC users, who can select
channels identified by content
provider. Dynamic icons will
indicate when new content
has come across from a
videogame maker. according
to Tydeman. who says that
preview clips of games and
movie trailers may be down-
loaded. Downloading will
take place during a user’s off-
hours, typically overnight.
“The delivery is always tak-
ing place in the background,”
Tydeman says.

The service probably will
launch in mid-July with 12
channels. Links to content
providers’ Web sites will
allow users 1o access addi-
tional product information.

Users will pay no fee. Ini-
tially, content will be tree as
the providers evaluate the dis-
tribution. But Tydeman
expects that content providers
eventually will pay for the
distribution, which may also
be advertising supported.
Apart from the several large,
branded content providers
with which Digital Delivery is

in discussions, content from
outstanding Web sites from
small developers also may be
included.

Digital Delivery is dis-
cussing a possible pariner-
ship in the venture with a
major diversified entertain-
ment company. Tydeman
Says.

The company is involved in
a beta test with the New York
Times, delivering a daity fax
edition of the newspaper
through Digital’s service
taken from the Times’ Web
site. —RT

| Kodak debuts computer camera

Eastman Kodak |ast week introduced a relatively low-cost digital camera that
can transmit pictures via computer.

The $350 DC20, introduced at the Comdex computer trade show in
Chicago, undercuts $500 digital cameras marketed by Epson and Casiio
since earlier this year. Kodak previously released a $10,000 mode! for pro-
fessional photographers.

The compact camera (2.5 inches tall by 4 Inches wide by 1.2 inches deep)
can store eight to 16 color pictures that can be transferred to a Mac or PC. It
features automatic exposure and takes picture through its fixed-focus lens that
can be transmitted via PC and reconfigured as e-mail “picture postcards.”

The DC20 comes with Kai's Power Goo, software from MetaTools that

atlows the user to distort features in the picture images onscreen. The
‘ D? 2,0 altered images can be saved for use in QuickTime movies, videotape or
Digital Camera

[
& | screen-savers.
L \"\\ * | Slides & Sound software from InMedia Presentation Inc. enables creation

d12ital scronce

of muftimedia slide shows by downloading pictures from the DC20 for
| editing.—RT
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S.F. Giants

Jechnology

adopt electronic
billboards

SportsChannel, KTVU to air virtual ads

By Glen Dickson

he San Francisco
T Giants have intro-

duced Princeton
Video Image’s live
video insertion technol-
ogy to create virtual
billboards in 3Com
Park during television
coverage of their Major
League Baseball
games. Local rights-
holders SportsChannel
Pacific and Fox affili-
ate KTvU(TV) Oakland,
Calif., have aired
games using the real-time video inser-
tions, which appear to the viewer as bill-
boards behind home plate.

The agreement marks the first com- |

mercial use of PVI’s patented L-VIS
live video imaging system in the U.S.,
says Sam McCleery, PVI vice presi-
dent of marketing. Mexican broad-
caster Televisa has been using the
system since February for paid inser-
tions during soccer games. ABC and
ESPN both experimented with the
technology during their college bowl
game coverage to insert logos
between the uprights during kicking
plays, and plan to use it commercially
during the 1996 college football sea-
son, says McCleery.

So far, only promos and logos have
been displayed on the Giant's electron-
ic billboard during game telecasts. But
that will change soon, since the Giants
have sold space to the Raley’s super-
market chain and are close to a deal
with a beer company, according to
Giants corporate sponsorship manager
Jason Pearl.

“We’'re aggressively going after
people,” says Pearl. Advertisers are
“extremely excited,” he says, but few
have room in their budgets at this

point in the season for the new adver-
tising space.

PVI is supplying and operating the
system free for the Giants in return for
a share of the ad revenue, which will be
split among the Giants, PVI and the
television rightsholder airing the game.
With Televisa, PVI simply leases the
system for a fixed fee.

“Fundamentally, it’s a new way to
do an old thing,” says Jeff Krolik,
senior vice president/GM of Sports-
Channel Pacific. “There have been
signs before, but this is a more efficient
and impactful way to do that.”

Krolik says that SportsChannel has
received no complaints from sub-
scribers about the electronically insert-
ed billboards, which he says look real-

istic: “It’s real gee-whiz technology.”
PVI creates the live video inser-
tions with its “occlusion technology,”
which allows players and objects to
cover the billboard as they move over
it. The L-VIS system is a proprietary
video processing box that takes in a
program feed, converts it to digital
information, inserts the computer-
generated billboard and then converts
it back to analog for transmission.
“The system scans a video scene,
stores it in memory, and inserts mate-

| across the

rial,” says McCleery. “It does this in
two-tenths of a second. What differ-
entiates it from a bum-
in is that our graphic

The PviL-vis doesn’t cover anything

ad insertion up. And with panning,
syste,m allows tilting or zooming, the
the players at i

bt graphic stays perfectly

proportioned.”
The Giants' L-VIS
unit is in a room adjacent

game to move

graphic. The

ag caneze : to the production trucks
changed a
the click ofa 3! 3Com Park, and

cables transmit the live
feed into the system,
which requires one oper-
ator. But the insertion
also could be made from
a remote studio via a
satellite downlink, says
McCleery.

PVl is “having discus-
sions” with a number of
MLB teams about using
the L-VIS system,
McCleery says, adding,
“It allows you to turn the
space behind home plate
into inventory and keep
the look in the stadium
pure.”

McCleery sees other
applications for the technology besides
creating additional advertising space,
such as geographically targeting adver-
tisements within national telecasts and
branding events market by market for
international distribution. But one
sports executive cautions that the tech-
nology is a potential Pandora’s box as
teams and rightsholders try to figure
out how to split a new revenue pie; cur-
rently, broadcasters don’t get any
financial cut from real stadium sig-
nage.

“It opens up a whole new area for
negotiation and who has what rights,”
the source says. “All these negotia-
tions weren’'t really imagined when
[PVI was] developing the technolo-

gy.” =

cursor.
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Jechnology

TCI buys SDI ad insertion systems

MSQO installs digital units in Bay Cable Advertising sites

By Glen Dickson

tarNet Development Inc. (SDI) |
s has installed its MPEG-2 digual

ad insertion sysiems in nine
Tele-Communications Inc. cable
operations. with four more awaiting
installation. Combined with existing
SDI gear in San Francisco and Tulsa,
Okla., the new deals bring TCI’s 101al
imvestment in SDI technology to more
than $10 million.

SDI has installed its ad insertion
product a1 Bay Cable Advertising
(BCA). the TCl-managed intercon-
nect in San Francisco, and a1 TC]
sites in Kansas City, Mo.; Madison,
Wis.: Daytona Beach, Fla.; Mont- |
gomery, Ala.; Dubuque, lowa, and
Washington.

Four more sites await installation: |
new systems for Evansville, Ind., and
Parkersburg, W.Va., and overbuilds for
Half Moen Bay, Calif., and Enid,
Okla., which are exiensions of the San
Francisco and Tulsa operations,
respeciively.

“We’'re continuing 1o roll the sys-

tems out,” says TCI’s Greg Hall,
director of advertising sales-technical
operations. “They’re going primarily
to the mid- to small-size markets.
where the headend counts generally
stay under five, with the one notable
exception of BCA in San Francisco.

In that particular size market, the SDI |

equipment performs well.’

TCI has been upgrading its analog
insertion gear to digital systems on a
national scale. The giant MSO already
has installed SeaChange International
video servers in its larger markets, such
as Dallas and Miami, with 10-15 mar-
kets making the SeaChange swiich by
the end of 1the year at an estimated cost
of $135 million (BROADCASTING &
CABLE, Feb. 12).

“In the bigger markets. SeaChange
does well managing a large number of
headends,” says Hall, adding that the
pricing of the SDI and SeaChange sys-
1ems is competitive.

The SDI insertion system’s archi-
tecture places one rack-mountable
unit at each headend. says Hall.
“We're delivering geographically tar-

Arianespace’s experimental Ari-
ane 5 rocket was intentionally
blown up last week after it veered
off course and threatened to
crash into the ground shortly after
launch from French Guiana.
Although the rocket was car-
rying four scientific satellites for
the test flight, it was designed
to carry payloads of large com-
munications satellites. The
launch was the first of two
demonstrations of the new
rocket, the second of which is
scheduled for November.
Michelle Lyle, spokeswoman
for Arianespace, says it is too
early to tell if the second
demonstration launch will be
delayed. A preliminary report
on the failure is due July 15.
Airanespace says that, bar-
ring extraordinary delays, the
future launching of communica-
tions satellites should not be

Ariane 5 )os_t_

The 58 billion Ariane 5 on the launchpad.
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geted ads, but how they’re distributed
varies by market,” he says. “A head-
end and zone are not necessarily the
same thing; a zone could be two head-
ends together.’

Hall says that a big selling point for
SDI has been its quick response to
TCI's orders. The installation in Day-
tona Beach, for instance. was com-
pleted within 30 days of the order.
TCI also is testing SDI’s Traffic Pro
ad management software at Bay
Cable in San Francisco as part of a
comprehensive evaluation of man.
agement sofiware systems, the second
step in (s digital conversion. TCI
hopes 1o pick a winner from five com-
peting vendors by the end of the sum-
mer.

It’s a very deliberate, scientific
process we’re going through. and in
the end it will yield a media manage-
ment sysiem to be used as the stan-
dard throughout TCI.” says Hall. “We
want 1o automate the process so that
the software drives the business
instead of getting in the way of the
business.” =

— e —

affected. There are enough Ari-
ane 4 rockets to carry the com-
pany's customer’'s satellites,
Lyle says, adding, “Right now
we haven’t lost any customers.”

The Ariane 5, which Ariane-
space spent $8 billion designing,
was a bigger rocket with a sim-
pler design than the Ariane 4 and
would have been able to carry
two large satellites. The new
rocket was meant to replace the
Ariane 4, which the company is
phasing out. However, Lyle says,
for now the Ariane 4 is sufficient
because the Ariane 5 is for the
next, and presumably larger,
generation of satellites. “We
have 45 satellites already
signed,” she says. “And those
are not going to change size
before they launch.’

An Intelsat satellite is slated to
faunch later this week aboard an
Ariane 4 rocket. —MK
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Jechnology

' DAR field tria

|

USA Digital Radio withdraws due to conflict with EIA

By Glen Dickson

he long-awaited digital audio
Tradio (DAR) field trials finally
will begin this month. The Con-
sumer Electronics Manufacturers
Association (CEMA), a sector of the
Electronic Industries Association, has
signed contracts with four DAR propo-
nents to conduct the tests, which origi-
nally were scheduled for last October.
According to Ralph Justus, CEMA
director of engineering, the field process
has been delayed by questions about last
summer’s lab tests and negotiations over
the field-testing contracts; $500,000 has
been budgeted to test four DAR systems:
the AT&T/Lucent Technologies in-
band/adjacent-channel (IBAC) system;
the AT&T/Lucent Technologies/Amati
Communications in-band/on-channel
sysiem; the Eureka 147 DAB system (in
the L-band). and the Voice ol Ameri-
ca/let Propulsion Lab satellite system
(S-band).
The FCC has granted CEMA two
experimental licenses to conduct tests on
L-band frequencies and at an experimen-

tal station, KEIA, using an FM frequency
for the IBAC test. The S-band satellite
system will be tested by uplinking a sig-
nal to NASA’s TDRSS satellite from
White Sands, N.M., and downlinking it
to the mobile DAR test vehicle in San
Francisco. The IBOC tests will be
delayed until a host FM station can be
found. Justus says; one possibility is to
co-locate the IBOC station with KEIA,
which is simply a “modest antenna
farm™ on Mt. Beacon in Sausalito, Calif.

Noticeably absent from the field tests
is USA Digital Radio, a partnership of
Westinghouse and Gannett Broadcast-
ing, which has withdrawn its four IBOC
systems from consideration, Justus says.
USADR had objected to the results of
the lab tests conducted last summer at
the NASA Lewis Research Center by the
EIA’s Digital Audio Radio Subcommit-
tee and the National Radio Systems
Committee’s (NRSC) Digital Audio
Broadcast Committee and has removed
its equipment.

According to USADR President
Bemee Strom, the company left the test-
ing process because of three issues: the

Is to start this month

EIA’s comparison of IBOC systems
simulcast with current analog radio
against systems operating in new bands;
questions over the final testing criteria
for the field tests, and problems with the
field test contract specifically related to
USADR'’s objections to test procedures.
Strom says the EIA has strayed from
the original DAR testing charter, which
was for the NRSC to test IBOC sys-
tems and the EIA to evaluate non-
IBOC systems. “In direct contrast to
the EIA approach, we don’t see the
new band systems as competitors to
IBOC,” she says. “They're directed to
different goals. IBOC, with the full
support of the broadcast industry, will
be able to take the existing radio broad-
cast infrastructure and offer a signifi-
cant technological advantage.”
USADR will continue to test its
IBOC systems independently, says
Strom, and plans to petition the FCC to
consider its DAR system. As for the
EIA/NRSC, the subcommittees hope to
complete field testing by July and to
recommend a single DAR standard to
the FCC by the end of the year. ]

By Glen Dickson

Global Access will pro-
vide satellite time to CNN
for its coverage of the
Russian Federation presi-
dential elections on June
16. It has slotted approxi-
mately 45 hours on a 36
mhz, Ku-band transpon-
der on Intelsat 510 at 342
degrees east for the elec-
tions. CNN will uplink the
signal from Moscow and
downlink to CNN London
for turnaround to CNN
Atlanta.

Fibre Channel proponent
Transoft Technology
Corp. has introduced the

Cutting Edge

StudioBOSS FC line of
digital networking products
for PCl-based Macintosh
computer systems. Studio-
Boss FC networks can
transmit data at 100
megabytes per second
and are designed for
graphics production,
motion picture and televi-
sion studio production and
post-production. The Stu-
dioBOSS FC system
includes software, worksta-
tion adapters and high-
speed RAID storage and
doesn't require a dedicated
video server to port video
through a production envi-
ronment, says Transoft
CEO Michael Klein. At

roughly $5,000 “per seat,”
the Transoft Fibre Channel
network system is “half the
cost per seat of ATM and
at least four times the per-
formance,” Klein says.

National Video Center,
New York, handled post-

. production for the new
opening of PBS’s Nature
series produced by mem-
ber station wneT(Tv} New
York. A range of creatures,
from an elephant to tropi-

cal fish, were shot on
16mm film against a blue-
screen backdrop, then
transferred to D-1 with
background and time-
lapse scenic shots. Chris
Hengeveld, National’s
director of post-production
editorial, then combined
several layers with a Kalei-
doscope, Accom 4200 and
a GVG 3000 switcher.

NBC, New York, is
installing a Solid State
Logic Axiom digital
production system
in its Edit 8 control
room, where the
audio console will
be used for post-
production and live
applications. This is
NBC's second
Axiom:; its first will
be used for the
summer Olympics.
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More Quello comment

EDITOR: | have received every issue of
BROADCASTING since 1972, and I have
never read anything quite as demon-
strably unfair, mean-spirited and fac-
tually incorrect as the editorial in your
May 27 issue entitled “All roads lead
to Fox,” particularly insofar as it refers
to the recent hiring of Maureen
O’Connell as vice president for regu-
latory affairs at News Corp. The
gravamen of the editorial is the insidi-
ous suggestion that her engagement
was some sort of quid pro quo with
Commissioner Quello in return for the
position he took with respect to the
Fox alien ownership question resolved
by the FCC last year (subscribed to, |
might add, by all five commissioners).

Ms. O’Cennell, who has served as
Commissioner Quello’s legal adviser
for mass media matters for the past
three years and prior to that toiled in
the political broadcasting and equal
employment opportunity branches of
the FCC, was previously an effective
and highly regarded private practition-
er with our law firm and before that an
associate attorney with Keller &
Heckman. Thus, contrary to your thin-
ly veiled innuendo that Fox is elevat-
ing Ms. O’Connell’s status at the
behest of its “best friend”” Commis-
sioner Quello, the fact is that Ms.
O’Connell did not “start out modestly
in the stacks at the FCC”; rather, she
was faring quite well in private prac-
tice but decided instead to devote her
talents to public service, where she
unselfishly acquitted herself with great
distinction—Sreven A. Lerman, part-
ner, Leventhal, Senter & Lerman,
Washington

Stop the insanity

EDITOR: It’s time to end the soap opera
currently airing at the FCC over chil-
dren’s television. Yet again, children
are being used as pawns in a much
larger power battle that has little to do
with children’s best interests. While
many educators and child advocates
have applauded the idea of requiring
stations to air a minimum number of
hours of “educational” television, it
could actually be just the excuse some
stations have been looking for to air no
more than the minimal number of hours
of television actually good for children.
On the surface, the objectives of the

FCC appear to be beyond reproach.
However, research has demonstrated
that it is the fabric of childhood, not
any individual thread, that shapes the
person that emerges from early child-
hood. Rather than ghettoize children’s
TV by creating strict regulatory
boundaries, the FCC should challenge
the broadcasting community to devel-
op entirely new approaches to fulfill-
ing their community responsibilities to
children and families. The solution to
capturing this aspect of television for
social benefit is not to make television
more “educational” but to make it
more developmentally responsible.

Developmental responsibility takes
into account the whole child, does not
take the children in isolation from
their families and acknowledges the
fact that young children are limited in
their abilities to discriminate between
“educational” and other programing.

A successful childhood demands
diversity; developmentally responsible
programing takes into account the
wide range of the experiential needs of
children—facts and fantasy, play and
violence—all integral aspects of a
child’s life. Finding the balance is the
key to successful programing for chil-
dren. No one show, or daypart, can
fulfill the promise of this model; it
must be used as a template across all
types of programing.

Developmental responsibility
requires being sensitive to the fact that
the kind of person a child becomes is
profoundly shaped by human relation-
ships, life experience and other forms
of interaction with the environment.
Recent research has clearly shown that
these factors may be far more impor-
tant for life success than learning col-
ors, numbers and letters. Developmen-
tal responsibility is a benchmark
against which behavior, language and
policy must be measured. Develop-
mentally appropriate experiences
should be facilitated, and developmen-
tally inappropriate ones should be pre-
vented and avoided.

The FCC would better serve chil-
dren by issuing a creative challenge to
incorporate this model into the overall
programing process, to break down
the “fourth wall” of the television set
and extend the world of television into
the real world of children and, most
important, understand that play is the

work of childhood. Our national expe-

@oniViike

rience with regulating early childhood
education programs has shown that
you can regulate the quality of a
child’s developmental experience if
you use the appropriate model. The
data has clearly shown that television
has the power to enhance developmen-
tal competence, school readiness and
cognitive development. The FCC’s
definition of “educational,” however,
is based on an archaic understanding
of the process of childhood and an
antiquated approach to child develop-
ment.

In our experience, the television
community is not indifferent to its
obligation to children and families and
is extraordinarily responsive to cre-
ative challenges. The problem with
taking on children’s issues is that it
often requires adults to put their own
needs aside. The FCC's attempt to
establish a bureaucracy for children’s
television should not be confused with
establishing leadership; the current
power play occurring at the FCC will
not serve the best interests of children
unless the policies are based on the
real needs of children—Steven Mer-
ahn, MD, developmental pediatrician,
New York, and former consultant to
the Children’s Television Workshop,
Scholastic Inc. and the New York City
Bureau of Day Care, and Amy Dorn
Kopelan, president, Bedlam Entertain-
ment, and former director of early
morning programing, ABC-TV

Caption correction

Eprror: In your June 3 issue, the cap-
tion on page 8 under the Clueless
photo accompanying the “Disney re-
writing its ABCs” story erroncously
states “...while the pilot for Clueless
is being reshot.” Quite simply, the
pilot is nor being reshot! Further, the
unsourced claim, which is not referred
to in the accompanying text, unfortu-
nately implies there is a problem with
the show.

In addition, the caption states:
“Early trouble signs; no pilot yet for
Sabrina....” ABC bought Sabrina from
Paramount’s Viacom Television unit
after viewing a two-hour telefilm—a
“pilot” was intentionally never com-
missioned by ABC; the series would
start production in July on 13 epi-
sodes—John A. Wentworth, senior
vice president, media relations, Para-
mount Pictures, Hollywood
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See last page of classifieds for rates and other information

RADIO

HELP WANTED MANAGEMENT

WILS/WHZZ, Lansing, looking for immediate
placement for GM/Sales Manager combo. Group
owner with over 30 years in radio ownership com-
mitted to winning. Send resume to: Ken
MacDonald, Jr., P.O. Box 25008, Lansing, MI
48909. ECE.

Looking for a rewarding opportunity and bet-
ter lifestyle without the hassle? GM/Sales Man-
ager combo for 100,000FM in Traverse City and
northwest Michigan. No desk jockeys. Must be a
field, customer focused, seller. Stable Group
operator. Reply to Box 00705 EOE.

Proven Station Manager/GSM. Visionary
nineties group is seeking an exceptional sales
leader for Eagle Country 107 WPSK, our top-ranked
Class C FM and 1995 NAB Crystal Award winner.
Located in the picturesque New River Valley, 203rd
1996 NAB market. Decentralized management
structure with local programming philosophy. If you
can build a top-ranked team, we will support you.
Forward credentials to Dave Roederer, NR Media,
Box 3788, Radford, Virginia 24143. EOE.

HELP WANTED SALES

AFFILIATE RELATIC]

Major northeast radio based marketing
company is looking for an Affiliate Rela-
tions Executive. Candidate should have
barter syndication experience in
radiofradio sales and know how radio
stations think and work. Fax resume and
salary requirements (no calls please) to
(203) 230-4202, Arc: Kerry Tuozzola,
CRN Int., Inc., 1 Circular Avenue,
Hamden, CT 06514.

We are looking for a winner. Chattanocga's Hot
Country Favorite US-101 FM, WUSY, Chat-
tanooga Tennessee is seeking experienced can-
didates for an opening on its sales staff. Appli-
cants must have a 3 to 5 year successful radio
sales background. You must be adept at devel-
oping client relationships and must have agency
sales experience. Send a letter telling us why you
should be a part of our team along with a brief
work history to Lori Hudson, Local Sales Man-
ager, WUSY-FM, P.O. Box 8799, Chattancoga,
TN 37411. Colonial Broadcasting is an Equal Op-
portunity Employer.

Strategic Media Research/AccuRatings, a lead-
ing media research firm, is seeking national ac-
count managers to join sales and marketing
team. Hard-working, self-motivated professionals
w/3+ years experience in broadcast sales/
programming preferred. Strong client focus, ex-
perience wiresearch and good presentation skills
required. Excellent opportunity w/exciting travel
and exceptional income potential. Rush resume:
Tripp Eldredge, VP/Sales and Marketing,
Strategic, 180 North Wabash, Chicago, IL 60601.
Fax (312) 726-8383.

HELP WANTED TECHNICAL

Technician - Must pessess strong video, audio
and computer skills. We operate an FM radio sta-
tion, AM carrier current/cable Radio station and 3
cable television stations. You must be a mentor
and an innovator! Your "staff” will consist of stu-
dents. Our radio stations use standard broadcast
equipment, DAT and PC-based DAW. Our TV sta-
tions use Sony type 5, 7 and 9, 3/4%, Hi 8 and $-
VHS decks, cameras and camcorders. Our cable
plant uses CTV and satellite receiving equip-
ment. We also operate fixed and mobile A/V
equipment. Your duties will include routine PM,
training/teaching out of the class room, trou-
bleshooting, repairs, remotes and page duty for
off air emergencies. You will be one of 3 pro-
fessionals facilitating and supervising these stu-
dent operated facilties. The position is full time, in-
cludes vacation, benefits and pays in the mid
20's. There are also additional income op-
portunities available on campus. SBE cerifica-
tion, transmitter experience and college broad-
casting experience a strong plus. Please send re-
sume, 3 references and salary history by June
24, to Linda Witter, SUB 428 SUNY, New Paltz,
NY 12561.

Engineering help critically needed in Northern
Michigan, full or part-time. Group owner. New
equipment in many areas. 100,000 watt FM and
AM facilities. Would be one of three person
engineering staff. Reply to Box 00776 ECE.

HELP WANTED NEWS

ANCHOR & REPORTER

;2;!0 WINS‘o:s";uw aeapiing
Reaforiailacn ive veortior ek
experiTnca in on all n:;‘ws for-
mat. Fluency in nish is o plus
for the reporter i':mon Shovr:lg writing ond
imwﬂurobili'y ore vital. Please send resume
fape fo:
Amn: Mark Mason, Exacutive Editor
888 Seventh Avernue
New York, New York 10106

{No Phone Coll)

1010 WINS-AM is on EOE.

News Director, KCHO-FM at California State
University, Chico. Responsible for all aspects of
the Northstate Public Radio News and Public Af-
fairs Dept. and will teach broadcast news. MA in
Communication or Journalism preferred. Details
and required application available from CSU
Chico Personnel at (916) 898-6888. Deadline 07/
08/96. AA/JEOE/ADA.
hittpz//www.csuchico.edu/pers/jobs.html

News Director/Producer. WBNI, 89.1 FM, seeks
host for weekday broadcast of Moming Edition.
This person will produce interviews/features for
the program, prepare/deliver newscasts, assist in
the develcpment and production of new public af-
fairs programs, file stories with major news orga-
nizations, and participate in on-air fundraising. A
BA in Journalism, Communications or related
field preferred. Minimum two years experience in
broadcast journalism, preferably in public radio;
familiarity with Morning Edition; interest and/or in-
volvement in the arts helpful. Excellent NPR-style
delivery; proven ability to write news copy, con-
duct interviews, produce network quaiity feature
reports; commitment to public broadcasting.
Candidate must be self-motivated with excellent
sccial skills, including working with small staff,
volunteers and the community in a direct and
courleous manner. Competitive salary, plus
benefits package including health care, life, and
dental insurance. AA/EOE. Send letter of in-
terest, resume, transcript, and audition tape to:
Bruce R. Haines, General Manager, WBNI-FM,
P.O. Box 8459, Fort Wayne, IN 46898.

HELP WANTED PRODUCTION

Oper/Prod Manager. Unique opportunity to work
with great staff and great environment in a beau-
tiful tourist market on Lake Michigan. Call M.L.
Leavitt (616)843-3438. An Affirmative Action/
Equal Opportunity Employer.

HELP WANTED ALL POSITIONS

The members of the New Hampshire Associa-
tion of Broadcasters are committed to the FCC's
goals of non-discrimination and affirmative ac-
tion. If you would like to be considered for employ-
ment in the New Hampshire broadcast industry,
please send your resume to: Mr. B. Allan
Sprague, President, New Hampshire Asscciation
of Broadcasters, 10 Chestinut Drive, Bedford, NH
03110. No phone calls. The members of the New
Hampshire Association of Broadcasters are
Equal Opportunity Employers.

SITUATIONS WANTED TECHNICAL

Radio Station Chief Engineer, working for a
radio slation for ten years has now been sold.
This engineer, with a great deal of experience
and great references in the broadcast field, which
includes Continental and Harris transmitters, com-
puters, automation systems (D.C.S., U.D.S.), and
digital recording studios, is now looking for
employment at a station or group of stations that
are located in the Northern part of the country.
With my experience, | was able to make a radio
station totally computer controlled. Until my
employment expires on 08-01-96, you may con-
tact me at: (815)933-7090 after 18:00 C.S.T. or
(815)933-9287 during normal business hours.

To place your classified ad in Broadcasting & Cable,
call Antoinette Fasulo (212) 337-7073
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{407)269-4821 an ask for Ray or Eleanor.

creativity, humor. 317-466-3018.

gramming. Reply to Box 00836.

SITUATIONS WANTED SALES

Hard working “do it all” Sales Manager lcoking
for small southern or southwestern market.
LMA's need not reply. If you're honest and de-
pendable, we'd like to hear from you. Call

SITUATIONS WANTED ANNOUNCER

4 year sportstalk, 8 years covering NBA/NFL,
college PBP 2 years, seeking all sports/all talk
station. Now in top 30 market, want more work.
Strengths: product knowledge, interviewing,

SITUATIONS WANTED NEWS

Experienced News Director. Major National and
State awards. Provides leadership and results.
Will train, teach, and motivate staff to excellence.
Seeking station with commitment to Regional/
Local coverage and expanded news pro-

SITUATIONS WANTED MANAGEMENT

7110.

1o Box 00834,

TELEVISION

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

Michigan statlon owners: Broadcast veteran.
Over 26 years in radio. Seeking small market
management position. Will consider tease. Reply

EOE.

WANT TO RESPOND TO A
BROADCASTING & CABLE
BLIND BOX ?

Send resume/tape to:

Broadcasting & Cable

Box |
245 West 17th St.,
New York, New York 10011

HELP WANTED MANAGEMENT

WLS-TV/Ch. 7, the Disney/ABC station in Chi-
cago, has an immediate opening for a smart and
creative staff director. Responsibilities include
news, live event and public affairs programming
for the number one station in the market. Five
years major marke! experience is necessary, plus
experience with Grass Valley 300 switcher, with 4
channel K-scope, Chyron Infinit!, Quantel picture
box and a newsroom computer system. This posi-
tion demands good people skills, coupled with
technical expertise in a fast-paced environment.
Send tapes and resumes {no phone calils,
please) to Fran Preston, Program Director, WLS-
TV, 190 North State Street, Chicago, IL 60601.

| We offer a competitive salary, comprehensive benefits and bonuses.
For consideration, please fax your resume and salary requirements to:
Dept. CM, (516) 364-5519. EOE
—

HELP WANTED SALES

TRAFFIC OPERATIONS

] Rainbow Advertising Sales Corp. has an opportunity for a proven traffic
professional to oversee all aspects of our New York City sports sales office.
This will involve a great deal of hands on project management with the
sales, financial and traffic departments in developing, implementing

and maintaining effective policies, procedures and computer programs
that ensure clear lines of communication.

 The detail-oriented individual we seek must have at least 5 years’ experience
in managing a traffic department, as well as a proven track record in
effective project management. Sports background preferred. Strong PC
and communication skills are essential. The availability for travel is a must.

DIRECTOR

TV Tratfic Person: Experienced and mature for
traffic department at independent TV station. JDS
experience a plus. Send cover letter and resume
to: Rainbow Broadcasting, Ltd., 2000 Universal
Studios Plaza, #200, Orlando, FL 32819. No tel-
ephone calls please. EOE.

Natlonal Sales Manager: Sinclair Communica-
tions has an outstanding career opportunity in the
beautiful Southeast. WTTO/WABM has an NSM
opening in Birmingham. Join America’s fastest
growing broadcast company. Currenily a FOX af-
filiate with UPN LMA. Candidate should be up to
the challenge of one of the country’s most in-
teresting markets, with upcoming affiliation
changes. If you have National Sales experience,
strong communication skills, attention 10 details
and believe you're the one for the job; send re-
sume to: Rick Thompson, GSM, WABM/WITTO-
TV, 651 Beacon Parkway, Suite 105, Birm-
ingham, AL 35207.

ST Productlons, a service of WRCB-TV, Chat-
tanooga, has an immediale opening for a Pro-
ducer/Account Executive with a strong sales and
production background. No phone calls. Send re-
sume 10 Vinnie Fusco, WRCB-TV, 900 Whitehall
Road, Chattanooga, TN 37405. EQE.

Nationai Sales Manager. WTTV, a River City
Broadcasting station, located in Indianapolis, the
#25 market, has an immediate opening for a Na-
tional Sales Manager. The position offers a
unique equity opportunity. The successful candi-
date mus! possess a proven pational sales re-
cord, strong leadership abilities and a strong de-
sire to succeed. WTTV, Indiana's sports station is
the broadcast home of Indiana University,
Purdue University, Indiana Pacers and Big Ten
Conference basketball, plus Indianapolis Colts
football and Big Ten football. Additionally. TTV-4
owns the syndication rights to premiere pro-
gramming such as: Home Improvement, Seinfeld,
Mad About You, The X-Files, Frazier and NYPD
Blue. This is a tremendous opportunity for a
highly motivated individual 1o join a progressive

| company. Pre-employment drug testing required.

Women and minorities are encouraged to apply.
EOE. Send cover letter and resume ASAP 10:
WTTV, Human Resources, 3490 Bluff Road, In-
dianapolis, IN 46217.

Senior Account Executive: FOX 88 WSYT hasim-
mediate opening for a Senior Account Executive.
Our recent LMA expansion has made it
necessary to add an additional sales professional
to our staff. FOX 68 WSYT offers training,
medical benefits, 401K, and promotion from
within. EOE. Minorities encouraged to respond.
Send resume and cover letter to Personnel, FOX
68 WSYT, 1000 James Sireet, Syracuse, NY
13203.

Marketing Speciatist: WJXT-TV, a Post-
Newsweek Station. seeks an individual to sell com-
mercial television time 1o local/regional advertis-
ing agencies and direct to local businesses. Must
be able to develop and maintain positive rela-
tionships in the advertising/agency community,
be tamiliar with TV ratings, media comparisons
and research applications. Must have minimum
two years experienceé as broadcast or print
salesperson. Should be personable, articulate,
tenacious, able to work well with others, and com-
puter proficient with windows applications. Ex-
posure 1o TVScan and Marshall Marketing a plus.
College degree in marketing, advertising or a re-
lated field is preferred. Send resume to: J.J. Cur-
rie, Local Sales Manager, WJXT-TV, 4 Broadcast
Piace, Jacksonville, FL 32247. EOE.

Local Sales Manager. WHSV-TV, Harrisonburg,
VA is seeking an individuat to direct and motivate
local sales team. Candidate must have track re-
cord showing success in new business devel-
opment and special event sales. Strong organiza-
tional and people skills a must. Send resume and
salary history to General Sales Manager, WHSV-
TV, P.O. Box TV-3, Harrisonburg, VA 22801. No
phone calls. EOE.

Locai Sales Manager. WIFR-TV, a rapidly grow-
ing Benedek Broadcasting station, is looking for a
team leader to direct and lead our local sales
staff. Must possess strong leadership skills, and
a proven track record in new business devel-
opment. Prior television sales management ex-
perience a musl. Send resume to Lori Hayes,
General Sales Manager, WIFR-TV, P.O. Box
123, Rockford, IL 61101.

L
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Local Sales Manager. FOX affiliate in beautiful
Boise, Idaho seeks a winner to lead local sales.
Must have 3-5 years broadcast experience, com-
petitive spirit, with ability to lead a winning sales
team. New business development, direct and
agency savvy a must. All replies confidential,
send resume and salary requirements 1o General
Manager, KTRV FOX 12, PO Box 1212, Nampa,
ID 83653. No phone calls. Equal Gpportunity
Employer.

KLJB-TV FOX 18 has opportunity for a winner
with local TV, cable or radio sales experience.
This person will sell values that maximize re-
venue. They will develop and build relationships
with existing and new accounts as a responsible
team player. New business skills are critical.
Persuasive presentation skills are key. Computer
friendly a must. Interested? Tell us why. Contact:
Bill Beckwith, LSM, KLJB-TV, 837 East 53rd
Street, Davenport, IA 52807. EOE.

General Sales Manager - KHQA-TV, Quincy, IL.
An opportunity to join one of the fastest growing
groups. We need a leader to lead our sales op-
eration. We have Marshall Marketing, BMP and a
Creative Services staff that reports o the GSM.
The person we seek will be experienced in tele-
vision sales and management with particular
strengths in local sales and staff development.
Quincy is a great community to live in while grow-
ing professionally with a large group of broad-
casters. Benedek Broadcasting Corporation is an
Equal Opportunity Employer. Resumes to: John
Hurley, VP/GM, KHQA-TV, 510 Maine, P.Q. Box
905, Quincy, IL 62306.

HELP WANTED LABOR RELATIONS

Negotiator/Organizer. Experienced labor rela-
tions Negotiator/Organizer sought for the Amer-
ican Federation of Television and Radio Artists
(AFTRA), AFL-CIO, Boston Local. Applicants
should have at least three years experience in
negotiation and contract administration of col-
lective bargaining agreements. Responsibilities in-
clude negotiating with leading National and Re-
gional broadcast employers on behalf of on-air
performers in TV and radio, plus organizationat ef-
forts to maintain and expand the Union's jurisdic-
tion. Extensive travel required within New Eng-
land. Candidates must possess excellent com-
munication skills and ability to successfully
prioritize and manage multiple demands, to inde-
pendently plan and coordinate campaigns to in-
volve and empower the membership, and to han-
dle grievance/arbitration issues and NLRB mat-
ters. J.D. or degree in labor relations or related
field a plus. Send letter of interest, resume and
salary requirements to: Search Committee,
AFTRA Boston Local, 11 Beacon Street, Boston,
MA 02108. AFTRA is an Equal Opportunity
Employer.

HELP WANTED MARKETING

Kids/Event Marketing Specialist. FOX affiliate
in 120+ market needs enthusiastic winner to
coordinate marketing/promotion events. Must
have experience in event management, on-air pro-
motion and advertising. Ability to work closely
with sales staff and keep multiple balls in the air
a plus. 3-5 years experience in broadcast a must.
Creative team players apply to Box 00833. In-
clude salary requirements. Equal Opportunity
Employer.

Classifieds

Graphic Whiz Wanted: Quick, creafive. cutting-
edge designer needed to Create on-air graphics
for a top-notch, award-winning design team at Col-
umbus, Ohio's #1 station. College degree or
equivalent training desired. Two years or more
broadcast (paintbox) experience required. DP
Max and Macintosh skills a plus! Come be a part
of a great station. Send resume and tape to:
Steve Shirilla, Art Director, WBNS-TV, 770 Twin
Rivers Drive, Columbus, OH 43215. EQE.

HELP WANTED TECHNICAL

Sales Traffic
Coordinator

KABC-TV is seeking a Sales/Traffic
Coordinator who will raceive com-
maercial copy and instructions from
various advertising agencies,
match copy to existing sales orders
and rotate copy per agency instruc-
tions. Applicant must be detail-
oriented and have the ability to
handle multiple tasks simultane-
ously and meet daily deadlines.
Sales traffic experience is preferred.
Familiarity with JDS systems and
AS400 is desired.

Qualified candidates please send
your resume to: KABC-TV, Attn:
T. Pena, Human Resources,
Dept. STC-BC, 4151 Prospect
Avenue, Los Angeles, CA 90027.
Equal Opportunity Employer. No
Phone Calls, Please.

O KABCTV

CHIEF ENGINEER
L.A. Market

Independent UHF station needs ex-
perienced engineer to supervise
master control, maintenance and
transmitter. A good step up for an
experienced supervisor in a smaller
market. General class radio/TV
FCC license prefered No restric-
tions. Send resume with salary his-
tory to Broadcast Box 00835,

e

Technical Director: Looking for Grass Valley
wizard who can crank out news pre-production
and switch fast-paced newscasts. Minimum 3
years experience. Northeast network affiliate. Re-
ply to Box 00838 EQE.

Television/Video Maintenance Engineer: Rapid-
ly expanding Houston based television/radio
news and information services organization
seeks an experienced Television Maintenance
Engineer. Requires a minimum of 5 years experi-
enced maintaining ENG, microwave, routing and
distribution equipment and systems. Some pro-
ject management and system design experience
preferred. This unique and challenging position of-
fers an excellent opportunity for professional
growth. Travel required. Fax resume to 713-840-
7039 attn: Engineering Position.

Technical Director. WTHR-13, a Dispatch Broad-
cast Group Station has an immediate opening for
an experienced Technical Director. You will be
primarily responsible for switching live newscasts
with occasional other live programs. You should
have a related degree and minimum of 3 years
experience switching fast-paced, graphics-
intensive, multi-source live news shows. We have
all the toys: Grass Valley 3000, K-Scope. Infinit!.
All the elements are here, we just need you to
make them sing in unison. We're a station on the
move and we're looking to add a top-notch TD to
our growing statf. Some computer editing experi-
ence would be a big plus for this job. If you're the
one we're looking for, prove itl Send a cover let-
ter and resume, stating referral source to Human
Resourcas Department, WTHR, PO Box 1313,
Indianapolis, IN 46206. Women and mincrities en-
couraged to apply. We are a smoke-free and
drug-free environment.

Maintenance Technician: KSDK, St. Louis #1
NBC atfiliate. Work on broadcast Beta, tape ma-
chines, studio and master control equipment, as
well as ENG, microwave, and satellite systems.
Five years experience with operation and repair
to the board level. FCC General Class License
and SBE Certification preferred. Send resume to:
KSDK-TV5, warren Canull, Director of Human
Resources, 1000 Market St., St. Louis, MO
63101. No calls please. EQE.

KBMT-TV Engineering: ABC affiliate in south-
east Texas is looking for a Studic Engineer with a
minimum 3 years experience with Sony Betacart,
Beta SP, 3/4* and Sony Betacam, Ampex AVC
Switcher, ESS 5 Still Stere, ADO 100, and DCT
500 Editor. Harris transmitter experience a plus.
Send resume to EEQC Officer, KBMT-TV, P.O.
Box 1550, Beaumont, TX 77706. An Equal Op-
portunity Employer.

Computer Systems Administrator. KSDK St.
Louis #1 NBC affiliate is searching for a Com-
puter Systems Administrator to oversee the op-
eration, training, maintenance and installation of
all non-air related personal computer (PC)
equipment and related peripherals. Individual will
also oversee the operations and maintenance of
the AS400 computer, newsroom computer
system, LAN equipment and network designs
and systems installation. Will report to Chief
Engineer but will assist all departments with
special computers projects as assigned. Mini-
mum 5 years broadcast designs and systems in-
stallation experience. Degree or equivalent
schooling preferred. Send resume with salary re-
quirements in confidence to: KSDK-TV5, Warren
Canull, Director of Human Resources, 1000
Market Street, St. Louis, MO 63101. No calls
please. EQE.

Broadcast group seeks Director of Engineer-
ing experienced in radio, television and cable. Ex-
cellent opportunity. Replies treated confidentially.
EOQOE. Send detailed resume and references to
Box 00831 EQE.
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Chlef Engineer: WOKR-TV, #1 ranked ABC af-
tiliate located in Rochester, NY is seeking a pro-
fessional with a BA, BS, or combination of
equivatent work experience. FCC General Class
License and SBE Certification desirable. Prior
broadcast management experience with ex-
cellent interpersonal skills. Must be computer lit-
erate with knowledge of most operating systems,
Windows NT server, LAN, word processing,
database management and spreadsheet pro-
grams. Successful candidate will be responsible
for ali engineering/plant functions. Fax resume
and salary history to: (716)321-1121, Human Re-
sources Department. Please no phone calls.
WOKR-TV is a Guy Gannett Communications
Station. WOKR-TV is an Equal Employment Op-
portunity Employer. Women and minorities are en-
couraged to apply.

Chlef Engineer. Florence-Myrtle Beach, South
Carolina VHF affiliate is accepting applications
for Chief Engineer's position. Station is part of
large, well established group owned corporation
run by broadcasters, not an invest company.
Capital equipment needs are addressed every
year. Wiling to consider qualified candidates
ready to move up. Send letter with resume 1o T.
Arthur Bone, Bone and Associates, Inc., 6
Blackstone Valley Place, Suite 109, Linceln, RI
02865, or Fax 401-334-0261. EOE.

Chief Engineer. Production and Post facility is
seeking a qualified Chief Engineer with added
emphasis on computer skills. Individual to be re-
sponsible for the design, instaliation and main-
tenance of telavision production systems; includ-
ing cameras, video tape recorders (Ampex 1%,
Sony D2, Betacam SP, Digital Betacam, 3/4" and
VHS), editors, Avid systems, GVG swilcher,
special effects equipment and system terminal
equipment. Send resume fo: Ralph Roddy,
Pearliman Productions and Post, 2401 West
Belifort, Houston, TX 77054. Fax (713)668-9241.
EOE.

Broadcast Maintenance Engineer - The Alaska
Rural Communications Service has a position
opened for a technician with three years experi-
ence in all phases of television station repair. Ex-
perience with Panasonic M2 format and Sony 1*
is a plus. Must be able to work in harsh, isolated
conditions. Some travel may be required. Salary
range is $30-34K annually. Send resumes 1o:
ARCS, Pouch 468, Bethel, AK 99559. Fax
(907)543-3130. Attention: Joe Siebert.

Assistant Chief Engineer: Aggressive FOX sta-
tion seeking candidate with strong UHF transmit-
ter experience. Must be a team player, seif
motivaled, with strong communications and
studio maintenance skills. Prefer SVHS and 3/4"
experience. Computer literacy a plus. Valid FCC
General Class License required. Send resume
and salary history to Personnel, WTLH, 1203
Governors Square Boulevard, Suite 501,
Tallahassee, FL 32301 or fax to (904)942-1494.

Austin Television Station has the following posi-
tions open in Master-Control. 1)Full-Time Master-
Control Operator. Respensibilities inciude On-Air
Operations, Satellite Feeds, Computer Based
Switching, Verifying Logs, Commercial Produc-
tion Editing, Hours may very, Over-Night and
Weekend Shifts inclusive. 2)Part-Time Master-
Control Operator. Responsibilities include On-Air
Operations, Satellite Feeds, Computer based
switching, veritying logs, Commercial Production
Editing. Hours will be 20 per week, Over-night
and Weekend Shifts inclusive. f you are in-
terested in applying for these positions, please re-
spond to Operations Supervisor, P.O. Box 490,
Austin, Texas 78767 by Friday, June 141h, 1996.
No phone calls please. EQE.

HELP WANTED NEWS

NEWS PRODUCERS/WRITERS:

Time Inc. New Media's “The News
Exchange” has immediate openings for
experienced TV news producers, associate
producers and writers. This is a great
opportunity to get a foot in the door of new
media and the NYC market. Web experience
a plus. No beginners. EOE. Tape and
resume. George Kindel, Time Inc. New
Media, 1251 Avenue of the Americas,
Concourse Level, NY, NY 10020.

No phone calls

| NEWS CO-ANCHOR
WALA FOX 10 is looking for an early-

evening/late news Co-Anchor. Previous
anchoring experience preferred. Should be an
excellent writer, have experience asa reporter and
puescs confidence on the set. We are an award-
winning station looking for the best. Resume
and tapes to:

Chuck Bark
News Director
WALA-TV, 210 Government Street
Mobile, Alabama 36602

EOE. M/F

News Photographers: Already competent and
hungry to grow? Northeast network affiliate
needs you! Exciting changes and opportunities in
store for the right candidate. Reply to Box 00839
EQE.

Weather Anchor: West Paim Beach.#44 Market
station seeks Weather Anchor for #2 position. Two
years of on-air experience and AMS seal preferred.
Send resume with references to: Bill Burke, News
Director, WPBF News, 3970 RCA Boulevard, Suite
7007, Palm Beach Gardens, FL 33410-4231.

Weekend Sports Anchor: WICS-TV, the NBC af-
filiate in Springfield, IL has an opportunity for a
creative sportscaster 1o be our Weekend Anchor
and Sports Reporier. Candidate must know
sports and be able to enterprise own ideas, shoot
and edit. Send non-returnable tape and resume
to News Director, WICS-TV, 2680 East Cook
Street, Springfield, IL 62703. EOE. Women and
minorities encouraged to apply. No phone calls
please.

WRDW-TV has immediate opening for
Anchor/Reporter for weekend weather
newscasts and reporting three days per week.
Meteorology degree preferred. Resumes and
fapes to Human Resource Officer, WRDW-TV,
P.O. Box 1212, Augusta, GA 30903-1212. ECE.

Videographer: Detroit production company
seeks creative, quick thinking photojournalist for
diverse clientele including network news, Syn-
dicated programs and Fortune 500 firms. Sharp
eye for composition and lighting. Editing a plus.
Send resume and tape to: General Manager,
KDN. P.Q. Box 71708, Madison Heights, M
48071. EQE.

WJLA is seeking candidates for the following
positions: 1)Weekend News Anchor/Reporter:
Seeking veteran of medium to major sized
market with consistent track record for quality.
Must be an excellent live reporier and story teller.
Excellent writing and presentation skills a must.
Become part of the Good Morning Washington
Weekend team! Send a non-returnable reel and
resume to prove your abilities. 2)Weekend
Sportscaster: Do you live sporis, can you do a
great interview, does your story practically tell
itself? If so, you may be the next member of
WJILA'S sports team. Looking for weekend
anchor with infectious personality and the ability
to distinguish him/her self in a highly competitive
market. Send a non-returnable reel and resume
to prove your abilities. 3)General Assignment Re-
porter: Work fo promote the Station's image for
hard news in a highly competitive market. Must
have at least 5 years experience and the ability
to tell a compeliing story. Knowledge of local and
national issues a plus. Good writing skills and the
ability to package a story are needed. Send a non
-returnable reel and resume to prove your
abilities. 4) Morning Show Producer: Ready to
join the Good Morning Washington team? Must
have sharp writing and good people skills to
showcase talent and produce a sharp, relevant
morning news show. Looking for 3 fo 5 years ex-
perience in a medium to large market. Send a non
-returnable reel and resume to prove your
abilities. Human Resources Depariment, WJLA-
TV, 3007 Tiden Street, NW, Washington, DC
20008. No phone calls to the News Director or
Human Resources, please! Women and
minorities are encouraged to apply.

TV Production Director: WCBD-TV seeks a
Production Director 10 direct newscasts, com-
mercials and programs. This is not an entry level
position. Directing experience at a commercial
television station is required. Must have ex-
tensive knowledge of video and audio equipment
and the ability to work well with all depariments.
Send resume and non-returnable tape of a recent
newscast to Operations Manager, WCBD-TV,
P.Q. Box 879, Charleston, SC 29402. M/F. EOE.
Final applicants drug screened.

Sports Anchor: lowa is part of the Big Ten and
sports is big here. We're looking for a
sporiscaster who can do mere than read scores
and highlights. This is not a beginner's job. Mini-
mum two years experience. it you want to play
on our team, send your resume and non-
returnable tape to: Bob Smith, KCRG-TV, 2nd
Avenue at 5th Street, S.E., Cedar Rapids, lowa
52401. EOE.

Reporter. WRAL-TV seeks a nightside News Re-
porter who has at least three years reporting ex-
perience at a commercial TV station and a 4-year
college degree (preferably in journalism). The
best candidates will be self-starters, excellent
story tellers and strong “live” communicators. it
you are an asserlive reporter who meets the
above qualifications and you don't let time of day
keep you from getting the best story, then send a
VHS, M2 or 3/4" tape (Beta tapes not accepted)
to Nancy Popkin, Assistant News Director,
WRAL-TV, 2619 Western Boulevard, Raleigh,
NC 27605. EOE/M/F.

Anchor: West Paim Beach.#45 Market station
seeks Anchor for start-up evening newscast. Posi-
tion requires excellent reporting skills and contfi-
dent, energetic anchor style. College degree and
two years reporting and anchoring experience
strongly preferred. Computer experience a must.
Send resume complete with references and tape
to: Bill Burke, News Diractor, WPBF News, 3970
RCA Boulevard, Suite 7007, Palm Beach Gardens,
FL 33410-4321.

Broadcasting & Cable June 101996
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Promo Writer/Producer/Editor - WTKR
NewsChannel 3, New York Times station and
CBS affiliate in Norfolk/Newport News/Virginia
Beach (#40) seeks motivated, innovative, over-
the-top promotion animal to write, produce and
edit spots for local news and programming. No
beginners, wimps or prima donnas. Non-
returnable tape and resume to: Promotion Manager,
WTKR, 720 Boush Sireet, Norfolk, VA 23510. EOE.

Producer. WFTX-TV in the Ft. Myers/Naples
market is seeking a Monday-Friday producer for
it's 10:00pm award winning newscast. College
degree and two years exparience preferred. Must
be a leader and FOXIFIED. Send non-returnable
tape and resume to: WFTX-TV, Mark Pierce, 621
SW Pine Island Road. Cape Coral, FL 33991. We
are an Equal Opportunity Employer.

Number one market in Southwest Oklahoma/
North Texas looking for a seasoned 6 and 10pm
Anchor to complement our female co-anchor. If
you've reported, produced and anchored send
your resume and a non-returnable tape to News
Director, KSWO-TV, Box 708, Lawton, Oklahoma
73502. We are an Equal Opportunity Employer.

News Reporter. WATE-TV6 wants a Reporter
who is a self-starter and team player. Must be
able to cover general assignments as well as in-
vestigative reports. Possible back up anchoring.
The ideal candidate will have a college degree
and three (3) years of experience with strong writ-
ing and live skills. Interested parties send non-
returnable tape and resume to: WATE-TVE, Attn:
Personnel, P.O. Box 2349, Knoxville, TN 37901.
Piease, no phone calls and no beginners. WATE-
TV6/Young Broadcasting of Knoxville Inc. is an
Equal Opportunity Employer. Women and
minorities are encouraged to apply.

News Producer: Medium sized station on East
Coast in search of Newscast Producer. Must
have minimum two years experience as a news
producer at a commercial television station. Ex-
celient writing. news judgement and people skills
amust. Please send resume and non-retumable VHS
1ape of your recent work. Reply to Box 00842 EOE.

News Producer. WDTN is currently looking for
an experienced Weekend Newscast Producer.
The Producer is in charge of the weekend
newscasts. Candidate must generate story ideas,
select story presentation, write most of the
newscasts, work with multiple live and satellite
shots. Person must have a thorough knowledge
of local, national and international current events
and news makers. Producer candidates should dis-
play good news judgement and have above
average writing skills. The candidate must be a
leader who has the proven ability to make quick
decisions and to communicate well with anchors
and staff. One year daily line producing pre-
ferred. Newsroom computer experience desired
and candidates must be able to climb stairs and
to type. Please send resume and writing samples
to Personnel Adm., WDTN-TV, P.O. Box 741,
Dayton, OH 45401. No phone calls please. EQE.
MA/H/D.

Director - Granite Broadcasting CBS affiliate in
competitive Top 40 market is poised to take our
news to #1. We're looking for an accomplished
newscast director to add too our team. Must have 3
yeas experience directing fast-paced, multi-element
newscasts. Ability to direct sports/live events a plus.
If you're the best, we want you on our team. Send
resume to: Wilma Campbell, WWMT, 590 West
Maple, Kalamazoo. MI 49008, or fax (616) 388-
8228. EQE

Classifieds

New Positions: KNTV, the ABC affiliate in San
Jose, California is expanding its news staff. We
are looking for a creative hour Newscast Pro-
ducer, a Weekend Producer; a Consumer Re-
porter; a General Assignment Reporter; and (2)
News Photographer/Editors. Send tape and re-
sume to News Director Terry McElhatton, in care
of Teresa Aquino, Personnel Director, KNTV-TV,
645 Park Avenue, San Jose, California 95110-
2613. EQE.

New Morning Program. A growing midwest
NBC affiliate seeks candidates to help staff a
new morning news program. Anchor/Reporter will
have two years experience and college degree
along with strong on-air, writing, producing. and
reporting skills. Meteorologist will have two years
experience, outstanding on-air delivery skills, abili-
ty to operate state of the art SGl-based weather
graphics computer, AMS seal of approval and col-
lege degree. Photojournalist will have experience
with beta and three-quarter inch videotape
formats, strong shooting and editing skills, plus
the ability to set up and operate remote
microwave equipment. Send resumes and non-
returnable videotapesby June 14toBox 00841 EQE.

Morning News Producer. KCNC-Denver seeks
experienced Producer to manage 2-1/2 hour ear-
ly morning news block. Line-produce portion of
newscast and sSsupervise entire program.
Overnight experience preferred. Please phone
(303) 830-6400 and enter Ext. 9907. Record a
brief verbal resume, and tell us what you feel an
early morning newscast shoukd be. We will con-
tact candidates with suitable backgrounds.
Please do not re-apply if you responded to our ad in
April. We areinviting additional applications. EOE. M/F.

Morning News Anchor: KAAL-TV, an ABC af-
filiate in Austin, Minnesota is looking for a “take
charge” Anchor to co-anchor hour morning news
and updates. One year experience anchoring.
Please send non-returnable tape and resume to:
Dean Adams, News Director, KAAL-TV, 1701
10th Place NE, Austin, MN 55912, KAAL-TV is
an Equal Opportunity Employer.

Florida Reporter. Conus Florida is locking for so-
meone to report, write and edit news stories.
Perform multiple live shots over long periods of
time. Primarily cover Florida state government,
but also repont features and breaking news on a
national level. Must have a minimum of 3 years
prior TV news reporling experience. A love for
government reporting and knowledge of Florida
state issues a real plus. Must be able to travel ex-
tensively and on short notice. Submit resumes
and non-returnable tapes to: Conus, Human Re-
sources Job #121-96, 3415 University Avenue,
St. Paul, MN 55114, No telephone calls please.
An Equal Opportunity Employer.

Producer: West Palm Beach. #44 Market station
seeks Producer for start-up evening newscast.
Candidates should have strong writing skills, solid
editorial judgement, compulter skills, and two years
producing experience. Send resume complete with
references and tape to: Bill Burke, News Director,
WPBF News, 3970 RCA Boulevard, Suite 7007,
Palm Beach Gardens, FL 33410-4231.

Associate Producer: West Palm Beach. #44 Mar-
ket station seeks Producer/Associate Producer for
start-up newscast. Will produce weekends, and asso-
ciate produce three days a week. Candidate should
have college degree, along with strong writing skills,
solid editorial judgement, and computer skills. At least
six months newsroom and some line producing expe-
rience is preferred. Send resume. complete with ref-
erences, and tape to: Bill Burke, News Director,
WPBF News, 3970 RCA Boulevard, Suite 7007,
Palm Beach Gardens, FL 33410-4231.

Execulive Producer: If you are the sirongest
producer in your shop, come join us in a vital new
role. Excellent written and visual skills will propel
the right candidate to unlimited management po-
tential. You hold the key to the success of a grow-
ing northeast affiliate. Reply to Box 00840 EQE.

Executive Producer. We lost our Executive
Producer to Pittsburgh! WBRE-TV (NBC 49th
DMA) is looking to fill this number three position
in the newsroom. Candidate should have prior
line producing and/or assignment editor experi-
ence. You will oversee the content of all
newscasts, supervise line producers and special
series and projects. You may have to lend a
hand line producing (3/4, 1/2°, or Beta) and re-
sume ASAP to: Larry Stirewalt, Director of Opera-
tions, WBRE-TV, 62 Scuth Franklin Street,
Wilkes-Barre, PA 18773. EQE.

Anchor/Repoter: Eastern lowa's 24 Hour News
Source is looking for an Anchor/Reporter. This is
not a beginner's job, Minimum two years experi-
ence. If you have what it takes to become part of
our outstanding news team. send your resume
and non-returnable tape to: Bob Smith, KCRG-
TV, 2nd Avenue at S5th Street, S.E., Cedar
Rapids, lowa 52401. EOE.

Anchor. Network affiliate in top 20 market seeks
Weekday Anchor with 5 years co-anchoring and
reporting experience. Must be a team leader and
player both on and off the air. All inquiries treated
with utmost confidentiality. An Equal Opportunity
Employer. Send tapes to Ron Tindiglia En-
terprises. Inc., 86 Highfield Road, Harrison, NY
10528. Please don't call.

Editor: West Palm Beach. #44 Market station
seeks full-time Editor for start-up newscast. Track
record of solid editing capability a must. College
degree or technical training a plus. Send resume
with references and tape to: Bill Burke, News
Director, WPBF News, 3970 RCA Boulevard, Suite
7007, Palm Beach Gardens, FL 33410-4231.

HELP WANTED PROMOTION

We need a winner to join our #1 team. You
gotta be creative. A self-starter. Ready for a
challenge. If you write commercials that “sell,”
and promos that “tease.” then let's see it. Oh
yeah, this gig's in San Antonio. Lots of sun, fun
and good times. Send your resume and non-
returnable tape to Mike Stanford, Director of
Creative Services, KMOL-TV4, P.O. Box 2641,
San Antonio, Texas 78299-2641.

Promotions Writer/Producer. Research driven
station is looking for an experienced and creative
Writer/Producer to promote the markets number
one news product. Must be dedicated to ac-
curacy and able to work under deadline pressure.
Computer skills and hands on technical knowl-
adge a plus. Candidate will also be responsible
for administration and placing daily promotion
media on logs. Please send tape and resume to
Steve Niswonger, WHIO-TV, 1414 Wilmington
Avenue, Dayton, Ohio 45420. No phone calls
please. WHIO-TV and Cox Enterprises are an
Equal Opportunity Employer.

Promotion/Marketing Director. Rapidly growing
independent television station in the New York
ADI needs hands-on creative dynamo. Must be
able to handle all entertainment and news promo-
tion including contests, print ads, radio copy, and
sales marketing support from concept to comple-
tion. Three to five years of experience in all
aspects of station promotion and strong writing
skills required. Send tapes, resume and salary
history to Marvin R. Chauvin, WLIG TV, 270
South Service Road, Melville, NY 11747. EQE.

www.americanradiohistorv.com
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Promotion Writer/Producer. Indianapolis' #1
rated television station seeks a Writer/Producer.
Needs strong wriling skills and be able to pro-
duce daily topicals, series and image promotions.
Must have 2-4 years experience with the creativi-
ty and drive t0o dominate in highly competitive
markel. Non-linear editing knowledge a plus.
Send resume and non-returnable tape to: WISH-TV,
Promotion Manager, P.Q. Box 7088, Indi-anapolis,
IN 46207. No phone calls please. EOE. M/F.

Promotion Manager: Top 75 market, Northeast,
looking for a hands-on manager with @ minimum
five years experience. Heavy emphasis on news.
Must be able to write and produce news feases,
topicals and special series promotion. Editing ex-
perience helptul. Competitive salary and benefits
fordedicated professional. Reply to Box 00837 ECE.

Nielsen software required,

~ HELP WANTED RESEARCH _

" MANAGER OF RESEARCH

Game Show Network

The Game Show Network, a Sony Pictures Entertainment company, has an excel
lent opportunity available for a qualified professional.

Candidate will conduct special Nielsen and related analyses uiilizsing Simmons,
CMR and various consumer and advertiser datahases. Will position and sell the
Game Show Network assisting the sales force and advertising sales division as
an integral member of the marketing team. Must possess strong marketing and
presentation writing skills, as well as experience in primary ressarch, including
focus groups and phone surveys. 3-5 years’ experience preferred in syndication
and cable research. Knowledge of Nielsen'’s Galaxy Cable Sysiem and associated

An excellent salary and benefits package accompany the
opportunity to join an innovative entertainment leader. For
consideration, please send resume with salary history to;
Sony Pictures Entertainment, Attn: BRM-MR, 10202
W. Washington Bivd., SPP2458, Cubver City, CA
90232. An Equal Opportunity Employer M/F/D/V.

Promotion Coordinator: Top station in #1
market seeks top notch Promotion Coordinator!
Applicant must have 2-3 years of general office
and derical experience, working knowledge of
advertising and promotion and have a strong
creative ability. Duties include: scheduling and
maintenance of on-air promotion inventory, daily
log generation and coordination of promotion and
press activities. Must be a self-starter and posses
excellent phone and people skills. Knowledge of
WordPerfect and Windows a must. Please send
cover letter and resume to: David Vianelio,
WABC-TV, 7 Lincoln Square, 6th Floor, New
York, NY 10023-0217. No telephone calls or fax-
es please. We are an Eqgual Opportunity
Emplayer.

'HELP WANTED PRODUCTION

MARKET RESEARCH

PROJECT DIRECTOR
Well-established, suburban market research firm
specializing in media research seeking a proven
performer to join Client Services Department and
design and conduct primary research. Ideal
applicant will savor numbers, relish quantitative
analysis, and excel at oral and written
communication. This senior-level position will
require creative and insightful questionnaire
design, management of projects from design
through tabulation, and analysis and
presentation of results. Advanced degree with
formal training in quantitative analysis
necessary. At least five vears experience in survey
research preferable. Send resume and writing
sample to:

Project Director
Statistical Research, Inc.
111 Prospect Street
Westfield, NJ 07090.

PROCESS SURVEYS

Star-Day Productions: Process TV Com-
mercial Survey. Make $20 per survey! EZ-$$.
For info call {(718) 857-4571.

Fax your classified ad to
Broadcasting & Cable
(212) 206-8327
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Alan Skinner
Another Large Production i
6430 Sunset Boulevard

Suite 1500 -

Hollywood, California 30028 I:

TV Producer AM/Philadelphia the top rated
news/tabloid oriented morning talk show, wants
to find a strong producer with lots of energy and
great new ideas. Candidate must be long on ex-
perience with excellent booking skills and news
background with an eye for the long shot news-
making guest and the persistence to make it
happen. Writing, videotape editing and computer
skills a must. Forward a complete resume with
salary requirements, show ideas and a non-
returnable video tape or previous work (no calls)
to Charles Bradley, Director of Programming and
Cperations, WPVI-TV, 4100 City Line Avenue,
Suite 400, Philadelphia, PA 19131, EQE.

Production Manager: Inland Northwest Broad-
casting Group is seeking an experienced person
to oversee commercial and sports production at
its flagship station. Position requires experience
with state-of-the-art production techniques includ-
ing cigital effects, animation, and non linear edit-
ing; and location, studio and post production
work Minmum of two years experience as a
Production Manager or four-to-five years experi-
ence as a Producer/Director required. Please
send resume along with salary requirements and
non-returnable VHS tape to General Manager,
Box 30028, Spokane, WA 99223. M/F minorities
encouraged to apply. EQE.

www.americanradiohistorv.com

Producers/Writers. Venture Productions in
Miami is looking to expand its staff of Producers/
Writers for a number of projects. Our Production
Department is looking for creative, motivated in-
dividuals with a strong background in creative
development of concepts, good client relations,
and experience in overseeing production and
post on long-form film and video projects. Our
Programming Division is also looking for a top-
notch field producer with a strong broadcast back-
ground to oversee production on a new historic
travel program for an international cablenet. Must
be free to travel extensively and have an interest
in American and world history. Send tape and re-
sume to: Jim Duffy, Venture Productions, 16505
NW 13th Avenue, Miami, FL 33169.
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Videographer. Chicago production company
seeks skilled camera operator with 7+ years ex-
perience for staff position. Must have ENG and
EFP experience, strong technical knowledge,
good lighting skills. Willing to work flexible hours.
Good salary plus overtime, benefits. Send re-
sume and reel to PCl, 1437 West Grand, Chica-
go, IL 60622-6332, (312)829-0272.

Video Editor/Production. Media 100 editor/
production person needed for broadcast medical
media production division. Knowledge of Adobe
software essentiai. Great benefits. Exciting new
facility and personnel. EEQ. Fax qualifications:
212-305-7860. Columbia University, Center for
Biomedical Communications, 630 West 168th
Street, PH-20, New York, NY 10032,

Production Videographer. Jacksonville, Florida
NBC affiliate is seeking application for a full-time,
salaried position in their Prcduction Department.
Applicants should be talented, hardworking video-
graphers with strong lighting and field production
skills. Some post production skills required. Send
tape and resume to Production Manager, WTLV-
TV, 1070 East Adams Street, Jacksonville, FL
32202. WTLV is an Equal Opportunity Employer.

KTMJ FOX6 has immediate opening in the pro-
duction department. Responsibilities include abili-
ty to shoot and edit commercials, station promos,
and local programs. Experience with 3/4" and
Beta required. Computer skills a big plus. Send
resume and non-returnable tape to: KTMJ FOX6,
222 West Sixth Street, Junction City, KS 66441.
EOE.

Graphic Designer. Top rated NBC affiliate in St.
Louis has an opening for an experienced Graphic
Designer. Broadcast design experience recom-
mended. Qualified applicants will possess strong
design and creative abilities, print design and pro-
duction skills, a thorough understanding of Macin-
tosh and applicable pre-press software. Graphic
Design degree required. Will work with three
other designers on variety of print and video pro-
jects. Send resume to: KSDK-TV5, Warren
Canull, Director Human Resources, 1000 Market
Street, St. Louis, MO 63101. No calls please.
EOE.

Graphic Artist/Designer: KTRK-TV, an ABC
Q&0 and Houston's number one station, is Jook-
ing for a talented and experienced Designer o
join our promotions team. We want a team player
who can coordinate and oversee our on-air look,
plus whip out great news and promo graphics.
Quantel Paintbox required, MAC experience a
plus. Send tape/rasume to: Tom Ash, KTRK-TV -
Promotions, 3310 Bissonnet, Houston, Texas
77005. Please no phone calls. EQE. Pre-
employment drug test required.

Commercial and Promotion Preducers: Come
grow with us in the Pacific Northwesl. Young WB
in top 25 market needs the right people to join
our Production and Promotion teams. We're look-
ing for 2 Commercial Writer/Producers. Minimum
3 years broadcast experience doing it all -- writ-
ing, shooting and editing spots -- concept to com-
pletion. We also need a hot Promotion Writer/
Producer, minimum 2 years writing and produc-
ing fun promos from scratch, preferably at a WB,
FOX or UPN. Send Commercial Production re-
sumes and ifapes to Steve Klotz, Production
Manager, and Promotion resumes and tapes to
Jamie Kemp, Promoctions Director. We're at
WB32, 10255 SW Arctic Drive, Beaverton, OR
97005. No calls. EOE.

Design Director: WFSB, a Post-Newsweek sta-
tion. Flint, Liberty, Quantel, vision, leadership
and most importantly design: we have some, you
bring the others. Send tape and resume to Don
Graham, 3 Constitution Plaza, Hartford, CT
06103. Or look me up at Promax, ¢/o Westin
Bonaventure. EOE.

Commercial Producer: Booming TV station in
beautiful Austin, TX has a Commercial Producer
opening. ldeal candidate can do it all and should
have at least one year of experience making com-
mercials that work (with a small budget, long-
format helpful 100.) Must be able to create under
pressure and work well with clients and small
agencies. Editing experience is a must. Avid and
shooting experience a plus. No phone calls
please. Send resume and non-returnable tape
(very important) by 6-14-36 to: Creative Services
Director TV, 508 West MLK, Austin, TX 78701.
EOCE.

PROGRAMMING SERVICES

National Weather Network

601-352-6673

Programming Wanted. New San Diego County
broadcast station seeks top-quality national pro-
gramming affiliates/pariners, networks, and syndi-
cators to complement locally produced news/Aalk
programs. Contact Ralph Pesetas (619)292-6161.

AFFILIATE RELATIONS MANMAGER

New England Cable News, the nation's largest
regional news network, is seeking its first-ever
Affiliate Relations Manager to join our senior
management team. The ideal candidate is a sea-
soned and highly creative professional with
deep knowledge of both cable programming
and cable system operations.

Responsibilities Include:

- Manage the network’s relations with its
rapidly expanding affiliate body.

- Develop and manage all affiliate marketing
programs.

- Assist network president in affiliate sales,
including contract negotiation.

- Develop and manage marketing support
campaigns for new system launches.

- Participate in network’s overall consumer
marketing strategy development.

- Organize network participation in industry
trade shows, community events and
public affairs.

Please send your resume and references to

Office of the President
New England Cable News
160 Wells Avenue
Newton, MA 02|59

Cahle News

RESUME TAPE

Career Videos prepares your personalized
demo. Unique format, excellent rates, coaching,
job search assistance, free stock. Great track re-
cord. 847-272-2917.

HELP WANTED NEWS

VIDEO SERVICES

Meed video shot in the New
York metropolitan area? Expe-
rienced crews, fop equipment.
Call Camera Crew MNetwork
(CCN). 800-914-4CCN.

SITUATIONS WANTED MANAGEMENT

Broadcaster with major sales management
experience desires TV LSM position. Great with
increasing local and regional revenues! Call 510-
337-9632. Reply to Box 00832,

CABLE

HELP WANTED MANAGEMENT

General Manager. Ready to join the real media
revolution? Free Speech TV is America’s prog-
ressive political TV network, already launched on
a part-time basis to 5,000,000 cable households.
Expanding to full-time is our #1 goal. The GM
develops business plans and growth strategies
and coordinates all department efforls. Some
public appearances and fund-raising. Submit re-
sume and salary history to: FStv, 2010 14th
Street, Suite 209, Boulder, CO 80302.

SPORTS ANCHOR/HOST

New England Cable News, the nation's
largest Regional News Channel reaching
more than 1.8 million homes in 6 states is
seeking a major sports talent to host our
Nightly Sports Talk Show "SportsWorld." If
you can report on sports, anchor sportscasts
and take phone calls, THAT'S NOT
ENOUGH! If you are knowledgeable about
major league sports, interested in off beat
sports and a great storyteller, THAT'S NOT
ENOUGH! We are looking for someone
with an edge, a sports lover who combines
humor, creativity and hardwork to produce
a Sports Show for even the casual sports fan.
If you think you fit the bill and are ready to
come to Boston, one of the greatest sports
cities in America, send a non-returnable
tape and resume ASAP to:

= NECN
CabieNews 160 Wells Avenue
Newton, Massachusetts 02159.

No phone calls please.
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Classifieds

HELP WANTED SALES

SALES

InterMedia is one of the largest and fastest ||
growing cable operators in the country. As|
an employer, we offer a commitinent 10

state-of -the-art technology and superior

training and support. If you're ready to pilot

your career in & challenging and rewarding |
direction, then look no further:

AD SALES MANAGER |
Nashville, TN i
1

Pasition involves managing all sales o'ffurls:
for 17 274k
spanning 3 DMAs, 25

approximately 250 non-contiguous miles, |
including P&L, specifically
expense controel and operating cash ﬂuwll

headends, subseribers,

countics  and
revenue,

budge obtainment.

It
This is an outstanding opportunity for an
individual with 3+ years” experience in local
advertising sales management, owstanding |
communications skills, strong leadershipveoaching |

abilities. and a thorough knowledge and
understanding of all operations and traffie, |
research, sales promotions. You shoukd also have
the ability to develop new revenne streams and |
manage pricing and imventory control. Il

Interested/qualified candidates should send
a  resume to Human  Resources:||
Marketing/Ad Sales, InterMedia Partners,
424 Church Street Soite 1600 Nashville, TN
37219, InterMedis is an Equal ()|||mrllmily|

Employer

INTERMEDIA
PARTNERS

WANT TO RESPOND TO A
BROADCASTING & CABLE
BLIND BOX ?

Send resume/tape to:

Broadcasting & Cable
Box ;
245 West 17th St.,
New York, New York 10011

'HELP WANTED PRODUCTION

TALK SHOW HOST

g

———d—

___NETLUORK |

Successhul applicant must pass 8 dug/aicohol andlor

spacilying posilion to Empire Sports Matwork, 705
Indian Chuirch Road, W, Sareca, NY 14224, Alin: Bobngh:m N?p?:oneeals EOE

PRODUCER
Live call-in show for Empire Sporis. Must have
8 4 yoar nwm&m
or cormparable bechnical dograa.
Wde%w«.
péfince N producing productions.
ml'nve::pariurm and verbal
I o
in weesrking lnowil-
odge in i and audio set-up for
¢ ﬁf-aiuma o -up
Mmﬂahﬂwémhmw:m-
ing knarwiadie risgianal sports taams,
mmmnmmmkwuw

& resuma lape with an | i
of work available mum?”mmﬂ
onslial Hance. vithd
m-'mmam.

physcal eamnafion, cimisal record check,

ALLIED FIELDS

_HELP WANTED INSTRUCTION

The University of Oklahoma. The H.H. Herbert
School of Journalism and Mass Communication
is currently seeking one tenure-track faculty to fill
the following position. Broadcasting and
Electonic Media - Assistant Professor, primary
teacking a-eas must include two from the foliow-
ing: broadcast writing, audic production, video
production. multimedia design, and broadcast
management. Secondary teaching area in at
least one of the following is desirable: mass
communication law, telecommunication regula-
tion, ENG, documentary film/TV, and broadcast
sales. Must be computer literate, qualified to
advise graduate students and supervise theses,
and have strong interest in implementation of
new technologies. Substantial professional expe-
rience required. A proven record of good
teaching required. Masters required, Ph.D. pre-
ferred. Salary, teaching responsibilities and sup-
port for research and creative activities are very
competitive. Applications will be reviewed be
ginning Ju.y 1, 1996, and will be accepted until
the position is filled. The successiul candidates
will begin in August 1996 or January 1997. Appli-
cants musi provide (1) a letter of application pro-
viding specifics regarding their teaching and pro-
fessional experience and describing how they
would expact to publish or engage in scholarly
and/or creative activity as a faculty member; (2) a
curriculum vitae; and (3) names, addresses and
current telephone numbers of at least three re-
ferences. All materials should be sent to:
Director, School of Journalism and Mass Com-
munication, The University of Oklahoma, 860
Van Vleet Oval, Room 101, Norman, OK 73019-
0270. The University of Oklahoma is an Equal
Opportunitv/Affirmative Action Employer. Women
and minorities are especially encouraged to app-
ly. OU has a policy of being responsive to the
needs of dual-career couples.

EMPLOYMENT SERVICES

Inside Job Openings, Natiomuide

PRESS ) Radio Jobs, updated dally
Telsvision Jobs, updated daily

O‘Uﬂ Hear “Talking Resumés”
% Ta record “Talking Resumés” and
YEAR employers ta racord job openings

€ Entry leve! positions
1-900-726-JOBS

sq1*? POr MIM, sk, NENPORT BEACH, CA

£\ RTNDA JOB LINE

Wi
b Updated daily. 85 cents a minute.
To place a free listing call: (202) 659-

6510; fax: (202) 223-4007: RTNDA,
100C Connecticut Ave., NW,
Sulte 615, Washington. DC 20036
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,———Classiﬁeds=
PROFESSIONAL JOBS AM and FM transmitters, used, excellent condi-

tion, tuned and tested your frequency. Guaran-
WITH ENTERTAINMENT COMPANIES

BROADCASTING & CABLE’S CLASSIFIED RATES
All orders to place classified ads & ail correspon-

teed. Financing available. Transcom. 800-441-
BROADCAST & CABLE TELEVISION, DISTRIBUTORS,
MOTION PICTURE, POST PRODUCTION & MORE

Entry to senior level jobs nationwide in ALL fields

(news, sales, production, management, etc.).

Published biweekly. For subscription information:
{(800) 335-4335

8454, 215-884-0888, Fax 215-884-0738.

FOR SALE STATIONS

dence pertaining to this section should be sent to
BROADCASTING & CABLE, Classified Department,
245 West 17th Street, New York, NY 10011, For infor-
mation call (212) 337-7073 and ask for Antoinette
Fasulo.

Payable in advance. Check, money order or credit
card (Visa, Mastercard or American Express). Full
and correct payment must be in writing by either let-

John Grandy

In CA, (818) 901-6330.
Entertainment EmploymentJournal™

ter or Fax (212) 206-8327. If payment is made by
credit card, indicate card number, expiration date
and daytime phone number.

Deadline is Monday at 5:00pm Eastern Time for the
fallowing Manday’s issue. Earlier deadlines apply for
issues published during a week cantaining a legal
holiday. A special notice announcing the earfier dead-
line will be published. Orders, changes, and/or can-

National Sports Jobs Weekly, PO Box 5725
Glendale AZ 85312, http//www.sportsjobs.com
{602) 933-4345, 4 issues for $39, 13 for $89.

Wisconsin-North Eastern Waterfront 100,000

: e " cellations must be submitted in writing. NO TELE-
Just For Starters: Entry-level jobs and “hands-| W FM AM. Excelient facilities. Good billing. Also i
on” intemships in TV and radio news. National | North cgmral: 100,000 wng ‘.7"30 An:‘ agg 25.72%0 ;’I*é?"gvg[‘fggicggg;‘éﬁs AND/OR CANCELLA 1
isti : 800-680- . t potential. e -
|7|85"1ggs‘ For a sampie laad shest cal: 600-680 538-3352“:9 e polental. &8 " Robers When placing an ad, indicate the EXACT category
' ’ desired: Television, Radio, Cable or Atlied Fields; Help i

Wanted or Situations Wanted; Management, Sales,
News, etc. 1f this information is omitted, we will
determine the appropriate category according to the
copy. NO make goods will run if all information is not
included. No personal ads.

The publisher is not responsibie for errors in print-
ing due to illegible copy—all copy must be clearly
typed or printed. Any and ail errors must be reported
to the Classified Advertising Department within 7
days of publication date. No credits or make goods
will be made on errars which do not materially affect
the advertisement. Publisher reserves the right to
alter classified copy to conform with the provisions
of Title Vil of the Civil Rights Act of 1964, as amend-
ed. Publisher reserves the right to abbreviate, alter or
reject any copy.

Rates: Classified listings (non-display). Per issue:
Help Wanted: $1.95 per word, $39 waekly minimum.
Situations Wanted: 1.05¢ per word, $21 weekly mini-
mum. Optional formats: Bold Type: $2.25 per word,
Screened Background: $2.40, Expanded Type: $2.95
Bold, Screened, Expanded Type: $3.35 per word. All
other classifications: $1.95 per word, $39 weekly

Entry level TV News Reporters, MCS offers the WANTED TO BUY STATIONS

hottest leads in the industry. Excellent placement
rate. 12th year. 619-788-1082.

Wanted to purchase or lease with optional
small market AM or FM from 50k-250k with real
estate or G.M. position with direct buyout. Ted
914-357-4861, 914-357-9425.

FINANCIAL SERVICES

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

MISCELLANEOUS

Having trouble meeting and talking with in-
teresting people?? Sitting at home with no one to
talk with is no fun! Join the crowd! Find that
special friend and answers to some of lite's prob-
lems! Try our live chat and message service. Our
service is unlike any 900 service you have called
before! Talk live one-on-one or use our message
service! Meet and get to know exciting people!
Talk with others just like you...real people, not
paid chat operators. Call now! Begin a great
friendship or more! Call 1-S00-407-7072 ex-

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. | oo ge, minimum.
914-937-1719. Julie Eckhert, ESP. Ward count: Count each abbreviation, initial, single
figure or group of figures or letters as one word each. '
WANTED TO BUY EQUIPMENT COLLECTION AGENCY Symbols such as 35mm, COD, PD etc., count as one

word each. A phone number with area code and the ,
Zip code count as one word each. '

Rates: Classified display (minimum 1 inch, upward
in half inch increments}. Per issue: Help Wanted:
$173 per inch. Situations Wanted: $87 per inch. Pub-
lic Notice & Business Opportunities advertising
require display space. Agency commission only on

sDIA COLLECTION

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

DREAM TEAM
CCR

FOR SALE EQUIPMENT

e .-""‘Q-.{ L “ﬁ-hﬁﬂmﬁﬂﬁ!ﬁ-a

GLEARLY

Attorney (former broadcast/cable ad
sales manager NBC-TV, Katz, Petry, Lifetime)
and staff handle the USA's top media firm's
collection accounts offering:

display space (when camera-ready art is provided).
Frequency rates available.

Blind Box Service: (In addition to basic advertising
costs) Situations Wanted: No charge. All other classi-
fications: $25 per issue. The charge for the blind box

service applies to advertisers running kstings and
display ads. Each advertisement must have a separate
hox number. BROADCASTING & CABLE will now for-
ward tapes, but will not forward transcripts, portfo-
lios, writing samples, or other oversized materials,
such are returned to sender. Do not use folders,
binders or the like. Replies to ads with Blind Box
numbers should be addressed to: Box (number), c/o

1. Unequalled knowledge of media business.

2. Ten years of unequalled/documentable
recovery rates.

3. Customized reporting.

4. Competitive contingent fee schedule,

5. References available.

PRUDENT.

For video duplication, demos,
audition reels, work tapas, our
recycled tapes are technically

up to any task and downright Call/Write: X
bﬂEdn S‘T :ﬂ m&mﬁ' fully quar- :?:%taaﬂtmg & Cable, 245 W. 17th Street, New York,
an f CCR Confidential Service. To protect your identity seal
[BW)M mp[l George Stella your reply in an envelope addressed to the box num-
Frirre 1025 01d Country Road ber. In a separate note list the companies and sub-
Suite 3038 sidiaries you do not want your reply to reach. Then,
Westbury, NY 115690 enclose both in a second envelope addressed to CON-
Video Switches, 3M model 101 vertical Tel: (516) 997-2000/(212) 766-0851 FIDENTIAL SERVICE, Broadcasting & Cable Maga-
switches. Ten in, one out. Audio follow video. Fax: (516) 997-2071 zine, at the address above. '
$185. Call Nigel Macrae at (702)386-2844.
68 June 10 1996 Broadcasting & Cable }
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“For the Record™ compiles applications filed
with and actions taken by the FCC. Applica-
tions and actions are listed by state; the date
the application was filed or the action was
taken, when available, appears in italic.

Abbreviations: AOL—assignment of license: ant.-
antenna; ch.—channel; CP—construction permit;
D.I.P.—debtor in possession: ERP—cffective radiated
power., khz—kilohenz: km—kilometers: kw—kilowatts:
m.—meters; mhz--megahestz: mi—miles: TL—irans-
mitter location; w—walis. One meter equals 3.28 feet.

OWNERSHIP CHANGES
Dismissed
Crete, Neb. (BALH-960429ED)—Rock
Steady inc. for Kkne(FM) 103.9 mhz: involun-

tary AOL to Calvin and R. Suzanne Krueger.
May 23

Lincoln, Neb, (BAL-960429EB and BALH-
960429EC)—Rock Steady Inc. for KHAT(AM)
1530 khz and kiBz(Fm) 106.3 mhz: involun-
tary AOL to Calvin and R. Suzanne Krueger.
May 23

Accepted for filing

Hesperia, Calif. (BAL-960521EE)—Ken-
neth B. Qrchard, D.I.P., for kvva(am) 910
khz: invoiuntary AOL to William R. Rice
(receiver). May 21

Victorville, Calif. (BALH-960521EF)—Ken-
neth B. Orchard, D.I.P., for kvva-Frm 103.1
mhz: involuntary AOL to William R. Rice
{receiver). May 21

NEW STATIONS
Dismissed
Wetumpka, Ala. (BPH-921125MH)—

Eimore County Broadcasting Inc. for FM at
97.9 mhz, ERP 3 kw, ant. 100 m. May 28

Granted

Wetumpka, Ala. (BPH-921125MD)—Vision
Communications Ltd. for FM at 97.9 mhz,

EORNSReCoIG

ERP 3 kw, ant. 100 m. May 28

Buhl, Minn. (BPH-950919MB)—Minnesota
Public Radio for FM at 92.5 mhz, ERP 39
kw, ant. 170 m. May 29

Filed/Accepted for filing

Tucson, Ariz. (BPEd-960517MF)—Family
tife Broadcasting Inc. {Randy Carison, presi-
dent, 7355 N. Oracle, #200, Tucson, AZ
85740) for FM at 88.5 mhz, ERP .041 kw, ant.
1,072 m., Mt. Bigelow Electronics site, 27 km
NE of Tucson. Family Life owns KFLR(FM)
Phoenix and koov{rm) Medford, Ore.; its affili-
ates in Michigan and New Mexico own
wUFL{am) Sterling Heights, wunn(am) Mason,
WUFN(FM) Albion and wuGn(Fm} Midland, ali
Mich.; kFLT(aM) Tucson, and kFLQ(FM) Albu-
querque, NM. May 17

Glendale/Los Angeles (BPED-960517-
MN)—Sang Lee (428 Hawthorn St., #124,
Glendale, CA 91204) for noncommercial
educational FM at 91.3 mhz, ERP 50 kw,
ant. 150 m,, 4.7 mi. S of St. Joseph city lim-
its, .82 mi. E of intersection of SHs A and Q,
625 1. Sof O. May 17

Kerman, Calif. (BPH-960517ME)—New
Life Enterprises inc. (Dan W. Jantz, presi-
dent/50% owner, 554 East Sussex Way,
Fresno, CA 93704) for FM at 95.3 mhz, ERP
6 kw, ant. 83 m., S of Kerman. May 17

McCloud, Calif. (BPED-960503MG)—Fati-
ma Response Inc. (2044 Beverly Plaza, Ste.
281, Long Beach, CA 90815) for noncom-
mercial educational FM at 91.9 mhz, ERP .1
kw, ant. 89 m., Broadcast Ridge, 6.4 km
ESE of the city of Mt. Sasha, 2 km SW from
top of Eventt Hill, at kzro-Fm site. May 3

Westminster, Colo. (BPED-960521MA)—
Southwest Florida Community Radio Inc.
(Robert D. Augsburg, president/14.2%
owner, P.O. Box 887, Brentwood, TN
37024) for educational FM at 88.1 mhz, ERP
.123 kw, ant. 292 m., 855 Colorow Rd., 4 km
SW of Golden, Colo. Southwest owns
wayMm(FM) Columbia, Tenn., and wayJ(Fm)

BY THE NUMBERS
EROADCAST STATIONS Sarvice Total
Service Total | | commercial VHF TV 550
Commercial AM 4906 | | commercial UHF TV g2z
Commercial FM 5,285 | | Educational VHF TV 123
Educational FM 1 ,31 0 Educational UHF TV 240
]an Radio 12,001 | | 1otal TV 1,544
| VHF LPTV 5e1
|
o ids L2 [Total syst i 11,660
TORRLIRN Iptis h'l:ﬁt:I zzﬁb:cngara 62,231,730
| FM translators & boosters 2 453 —
t Homes passed 81,750,000
VHF franslators 2,263 .
Cable penetration® 65.3%
UHF translators 2 -E'EE 'Eé;e'&'tl)hﬂf\_l_huu:-uhm universe of 95.9 milian
Sources: FCC, Nisisen, Paul Kagan Associ
Total Translators 7,278 umampmc n: B:L;Aog:nsrma iteénuz

Broadcasting & Cable June 10 1996

Fort Myers, wayr(Fm) West Palm Beach and
wAYG({FM) Sarasota, all Fla., and has applied
for FM in Harvest, Ala. May 21

Murdock, Fla. (BPH-960516MD)—Murray
Broadcasting Co. (John H. Murray, presi-
dent/owner, P.O. Box 2908, Englewoocd, FL
34295) for FM at 98.9 mhz, ERP 6 kw, ant.
100 m., W side of Hwy 771, 4.3 km S of Hwy
776, Charlotte Co., Fla. Murray Broadcast-
ing owns WENG(AM} Englewood, Fia. May 16

Murdock, Fla. (BPH-960517MC)—Alligator
Alley Broadcasting Co. (Christopher D.
Imlay, president/33 1/3% owner, 1233 20th
St., NW, Ste. 204, Washington, DC 20036)
for FM at 98.9 mhz, ERP 6 kw, ant. 100 m.,
E side of Hwy 776, E!l Jobean, Fia. May 17

Murdock, Fla. (BPH-960517MD)—Myakka
River Radio Co. (James R. Walker and
George W. Kimble, owners, 219 Altamonte
Bay Club Circle, Altamonte Springs, FL
32701) for FM at 98.9 mhz, ERP 6 kw, ant.
100 m., 14215 Riseley Ave., El Jobean, Fla.
Kimble owns wCGR(aM)-wLKA(FM) Canan-
daigua, 75% of wNyYR-FM Waterloo, WRCD(FM)
Honeoye Falis and wuiw{rFm) Ciyde, all N.Y.;
50% of wnys(am) Canton, N.Y., and wnHA{AM)
Concord, N.H., and 49% of woLF(am) and
wNYS-Tv Syracuse, N.Y. May 17

Murdock, Fla. (BPED-960520MB)—
Daystar Public Radio inc. {Larry Linkous,
president, 1403 Indian River Ave., Titusville,
FL 32780) tor FM at 98.9 mhz, ERP 6 kw,
ant. 100 m., 14215 Riesley St., Port Char-
lotte, Fla. May 20

Flora, Ill. (BPED-960522MA)—American
Family Association {(Donald E. Wildmon,
president, P.O. Drawer 2440, Tupelo, MS
38803) for noncommercial educational FM
at 88.5 mhz, ERP 1 kw, ant. 48 m., .6 km SW
of the intersection of US 45 and 50. Family
owns WAFR(FM) Tupelo, worx(FMm) Cleveland
and wasT{am)-(FMm) Forrest, all Miss., and
KCFN(FM) Wichita and keuz(Fm) Topeka,
Kan.; has CP for an FM in Clovis, N.M., and
has applied for FMs in Selma, Ala.; Forrest
City, Ark.; Kankakee, Il.; Salina and Inde-
pendence, Kan.; Muskegon, Mich.; McComb
and Natchez, Miss.; Kennett, Mo.; Hubbard,
Neb.; Steubenville, Ohio; Ardmore, Okla.;
Shelbyville, Tenn., and Huntsville, Tex. May
22

Galesburg, lll. (BPCT-951215KK)—North-
west Television Inc. (William L. Yde Ill, pres-
ident/25% owner, 505 Turtle Creek Dr.,
Brentwood, TN 37027) for TV on ch. 67,
ERP 3,591 kw visual, ant. 297 m., .46 km NE
of intersection of SHs 8 and 78, .7 km W of
Elwood city limits, lll. Northwest is selling
KBGE(TV) Bellevue, Wash., and has applied
for TVs on ch. 38, Greenville, N.C.; ch. 21,
Minden, La., and in Lincoln, Neb.; Musko-
gee, Okla.; Holbrook, Ariz., and Newton,
lowa. Dac. 15, 1995

Colby, Kan. (BPH-960517MB)—Melia
Communications Inc. (Martin K. Melia, pres-
ident/50% owner, 3023 West 31st St., Good-
land, KS 67735) for FM at 97.9 mhz, ERP
100 kw, ant. 195 m., 5.8 km NNW of Edson,
Kan. Melia Communications owns KLOE(AM)

www.americanradiohistorv.com
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and kkci{Fm) Goodland, Kan. May 17

Ocean City, Md. (BPED-960516ME)—The
Executive Committee of the Board of
Trustees of American University (Benjamin
Ladner, president, American University,
4400 Massachusetts Ave., NW, Washing-
ton, DC 200186) for FM at 88.3 mhz, ERP 50
kw, ant. 150 m., Transmitter site-WQHQ, E
side of Hall Rd., .5 mi. N Rte. 50. AU owns
wamu(Fm) Washington. May 16

DeKalb, Miss. (BPH-960415MZ)—East Mis-
sissippi Broadcasters Inc. (Clay E. Holladay,
president/owner, P.O. Box 1699, Meridian,
MS 39302) for FM at 105.7 mhz, ERP 50 kw,
ant. 150 m. EMBI owns wTux(Fm) Meridian.
Holladay owns krvv(rm) Bastrop, La.; 90% of
wyze(FMm) Mary Ester, and wism(Fm) and wrrw-
AM Fort Walton Beach, Fla., and 80% of
WDJR(FM) Enterprise, Ala. Apr. 15

St. Joseph, Mo. (BPED-960517MG)—
Community Broadcasting Inc. {(Richard P.
Bott, president, 3405 Shady Bend Dr., Inde-
pendence, MO 64052) for noncommercial
educational FM at 91.1 mhz, ERP 50 kw,
ant. 150 m., .7 km ESE of intersection of 1S
Hwy 71 and Hwy 0, Mo. Community owns
KFBN(FM) Lincoln, Neb., and ksiv-Fm St.
Louis. Bott jointly owns wcrv{am) Collierville,
Tenn.; kccv(am) Overland Park and kccv-Fm
Olathe, Kan.; kacv(am) Oktahoma City;
wrcv(aM) Fort Wayne and KuHG(Fm) Milford,
Neb., and kasH{Fm) Shawnee, Okla., and
80% of kciv(Fm) Mt. Bullion, Calif.; kSiv(am)
Clayton, KLEx(am) Lexington and kayx(Fm)
Richmond, all Mo., and knTL(FM) Bethany,
Okla. Bott also has CP for an FM in Silver
Lake, Kan. May 17

St. Joseph, Mo. (960514MA)—Good News
Ministries Inc. for FM at 91.1 mhz. May 14

Conrad, Mont, (BPH-951101M2Z2)—Jean-
nine M. Mason (8340 Penfield Ave., #35,
Canoga Park, CA 91306) for FM at 93.7
mhz, ERP 100 kw, ant. 170 m., atop Teton
Ridge. Nov. 1, 1995

Nashua, N.H. (960507)—New Hampshire
Public Radio (207 N. Main St., Concord, NH
03301) for FM at 88.3 mhz, ERP 5 kw, ant.
21 m., 1 Chestnut St., Nashua. May 7

Corning, N.Y. (BPET-960401KF)—Chang-
ing Perspectives Inc. (Donald W. Osgood,
president/owner, 20 Buck Hill Ln., Pound
Ridge, NY 10576) for TV on ch. 30, ERP 12
kw, ant. 166 m., Denmark Hill, 4 km NE of
Corning. Apr. 1

Willard, Ohio (BPH-960507M5)—Christian
Faith Broadcast Inc. (Shelby Gilliam, presi-
dent/17% owner [with right to vote 100%
stock], 3809 Maple Ave., Castalia, OH
44824) for FM at 96.9 mhz, ERP 6 kw, ant.
100 m., 7490 Willet Rd., Cass Township,
Ohio. CFB owns wGGN-Fm Castalia and
WwGGN-TvV Sandusky, Ohio, and wLLa-Tv Kala-
mazoo, Mich., and has applied for FMs in
Athens and Wauseon, Ohio. May 7

Newport, Ore. (BPH-960508MD)—Q.
Media LLC (John D. Stephens, 50% owner,
119 Bluehit Rd., San Antonio, TX 78229) for
FM at 92.7 mhz, ERP 2.9 kw, ant. 290 m.,
top of Otter Crest, 6.1 km SSE of Depoe
Bay, Ore. May 8

for the Record

Newport, Ore. (BPH-960507M4)—Thomas
D. Hodgins (580 Reser Rd., Walta Walla,
WA 99362) for FM at 92.7 mhz, ERP 3.4 kw,
ant. 272 m., 14.2 km N of Newport on Foul-
weather Hill. May 7

Barnesboro, Pa. (BPH-960516MA)—
DuBois Area Broadcasting Co. Inc. (Dan
Brownlee, president/10% owner, 28 W.
Scribner Ave., DuBois, PA 15801) for FM at
93.5 mhz, ERP 1.8 kw, ant. 184 m., 1.6 km
NW of Reillys, Pa. DuBois owns WDBA(FM)
DuBois. May 16

Barnesboro, Pa. (BPH-960517MA)—
Robert M. Stevens (1005 Treasure Lake,
DuBois, PA 15801) for FM at 93.5 mhz, ERP
2.25 kw, ant. 115 m., 1.6 km W of Spangler,
Pa. Stevens and his wife, Ashley R., own
walu(rm) Galeton and are selling WxvE(Fm)
Spangler and wkvE(Fm) St. Mary's, all Pa.
Stevens also has 51% interest in an applica-
tion for FM in Lakewood, N.Y. May 17

Brookville, Pa. (BPH-960516MB)—Renda
Radio Inc. {Anthony F. Renda, president/
owner, Broadcast Plaza, Crane Ave., Pitts-
burgh, PA 15220-4098) for FM at 103.3
mhz, ERP 10.3 kw, ant. 155 m_, .6 km W of
Becshazzar Rd., 2.4 km N of intersection
with Rte. 36, near Coolspring, Pa. Renda
Radio owns wecz{am) and wexz(Fm) Punx-
sutawney, Pa. Anthony Renda is the settlor,
and his wife the sole beneficiary, of a trust
that owns wJas(am)-wsHH(Fm) Pittsburgh;
wwaGR(FMm) Fort Myers and weJz(Fm) Jack-
sonvitle, Fla.; kmGL{FMm) Oklahoma City,
kBez(Fm) Tulsa and KHTT{FM) Muskogee, all
Okla., and wwrr{Fm) Brunswick, Ga., and is
buying wrks(Fm) Platka, Fla. May 16

Brookville, Pa. (BPH-960516MC)—Strat-
tan Broadcasting Inc. (James Farley, presi-
dent/owner, 51 Pickering St., Brookville, PA
15825) for FM at 103.3 mhz, ERP 25 kw,
ant. 100 m., 2.88 km ESE of Summerville, in
Clover Township, Pa. Farley owns WMKX-Fwm
Brookville. May 16

Brigham City, Utah (BPH-960507M3)—Sim-
mons Family Inc. (Roy W. Simmons, presi-
dent, 57 West South Temple, Ste. 700, Salt
Lake City, UT 84101} for FM at 100.7 mhz,
ERP 80.5 kw, ant. 660 m., 7 km W of River-
side, Utah. Simmons owns KDYL{AM), KSFI-FM
and krsp-FM Salt Lake City, kDxu{am) and
KSNN-FM St. George, Utah, and kioT(Fm) Los
Lunas, N.M.; is buying KIOT-FM Las Lunas,
KNOS(AM) Albuguerque, kzkL-FM Rio Rancho,
kiva(am) Corrales and kzra-Fm Santa Fe, all
N.M., and has time brokerage agreement with
kome(Fm) Midvale, Utah. May 7

Brigham City, Utah (BPH-960506MF)—
KMUS Inc. (Keith Jones, president/10%
owner, 1513 Carey Ave., Cheyenne, WY
82001) for FM at 100.7 mhz, ERP 75 kw,
ant. 678 m., on Cal Mtn., 8 km N of intersec-
tion of I-15/84, Utah. KMUS owns Kmus-FM
Burns, Wyo. May 6

Spokane, Wash. (BPCT-960405XP)—KM
Communications Inc. {Myoung Hwa Bae,
president/owner, 3654 West Jarvis Ave.,
Skokie, IL 60076) for TV on ch. 34, TL .8 km
ESE of intersection of Hazard and Dalton rds.
KM has CP for TV on ch. 20, lowa City, lowa;
has apptied for FMs in Viola and St. John's,

Ariz.; Pearson, Ga.; Merced, Calif.; Breese,
In.; Parkersburg, lowa; Willard, Chio; Brigham
City, Utah, and Neillsville and New Holstein,
Wis., and TVs in Holbrook, Flagstaff and Sier-
ra Vista, all Ariz.; Gosnell, Ark., Boise, |daho;
Ames and Newton, lowa; Hutchinson, Kan.;
Albuguergue, N.M.; Arcade and Syracuse,
N.Y.; Greenville, N.C.; Muskogee and
Shawnee, Okla.; Pendleton, Ore.; Salt Lake
City and Provo, Utah; Crandon, Wis., and
Jackson, Wyo. Apr. 5

Beckley, W.Va. (BPED-960502MH)—Posi-
tive Alternative Radio Inc. (Vernon H. Baker,
president, P.O. Box 889, Blacksburg, VA
24063) for noncommercial educational FM at
88.1 mhz, ERP .6 kw, ant. 345 m., atop Flat
Top Mtn., 1.03 km NNE of the US 19 bridge
over |-77, Raleigh Co. PAR owns noncom-
mercial wPim-FM Martinsville, weir-Fm Salem,
wrIN-FM Dublin, wpva-Fm Waynesboro and
wrER-FM Culpeper, all Va.; wpar-FM Hickory,
wxRI-FM Winston-Salem and wwwMo-FM Ashe-
boro, all N.C.; wear-Fm Kingsport, Tenn.; weis-
Fm Bluefield, W.Va., and woer-Fm Union City,
Ind., and has applied for FMs in Ashland, Ky.;
Point Pleasant and Hurricane, W.Va., and
Lynchburg, Va. Baker owns wrik-am Wake
Forest and wrik-am Durham, N.C.; wkNv-aM
Fairlawn and wopy-am Fieldale, Va.; 55% of
wamN-AM Green Valley, W.Va.; 51% of wkam-
AM Smithfield, Va., wsGH-am Lewisville, N.C.,
WBGS-AMWBYG-FM Point Pleasant, W.Va., and
WBNN-AMWTGR-FM Union City, Chio, and 25%
of wokT-am Cannonsburg and wNuu-FM Garri-
son, Ky. May 2

FACILITIES CHANGES
Returned

Mineral Wells, Tex. (BP-951124AA)—Jerry
Snyder and Associates Inc. for KJSA(Am)
1140 khz: change frequency from 1140 to
1120 khz. May 29

Granted

Bakersfield, Calif, (BPH-951128IC)—
KMAP Inc. for kiwi{Fm) 92.1 mhz: change
ERP to 2.5 kw, ant. to 155 m., TL. May 23

Seaside, Calif. (BPH-960424(F}—The Dun-
lin Group for kimy{Fm) 103.9 mhz: change
structure height, ant., TL, ERP. May 28

New Albany, Ind. (BPH-960318|A)—Cox
Louisville LLC for wrvi(Fm) 94.7 mhz:
change structure height, ant., ERP. May 29

Ames, lowa (BPED-960307MA)—Resi-
dence Broadcasting Services Inc. for
KUSR(FM) 88.5 mhz: change structure height,
ant., TL, ERP, frequency, class. May 28

Poplar Bluff, Mo. (BPCT-951106KQ)—
WSIL-TV Inc. for keoe-Tv ch. 15: change
ERP to 772.7 kw visual. May 23

Albuquerque, N.M. (BP-960123AA)—Con-
tinental Broadcasting Corp. of New Mexico
for kxks(am) 1190 khz: add night service.
May 24

Carolina, P.R. (BPH-95050910)—Interna-
tional Broadcasting Corp. for waHQ{FMm)
107.7 mhz: change ERP to 12 kw, ant. to
841 m., TL to El Yunque Peak, 9 mi. W of
Fajarado, P.R. May 23

—LCompiled by Jessica Sandin
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June 10—2nd annual Wireless Communications
Summit Conference sponsored by the Federal
Communications Bar Assoclation and Warren Pub-
fishing. Capital Hilton Hotel, Washington. Contact:
Paula Friedman, (202} 736-8640.

June 10-13—Society of Cabie Telecommunica-
tions Engineers 20th annual engineering conven-
tion and 14th annual Cabletech Expo. Opryland
Hotel, Nashville. Contact: (610) 363-6888.

June 11—Federal Communications Bar Assocla-
tion luncheon featuring James Quello. Capital
Hilton Hotel, Washington. Contact: Paula Fried-
man, {202} 736-8640.

June 11—|nternational Radio & Television Soci-
ety Foundation awards luncheon honoring Bud
Greenspan. Waldorf-Astoria, New York City. Con-
tact: Marilyn Ellis, (212) 867-6650.

June 12—international Radlo & Television Soci-
ety Foundation Under-30s seminar featuring Hugh
Downs. NBC, New York City. Contact: Maria De
Leson, {212) 867-6650.

June 12-13—14th annual National Assoclation
of Hispanic Journallsts convention. Sheraton
Chicago Hotel and Towers, Chicago. Contact: Zita
Arocha, (202) 662-7145.

June 13—IBA XXXV, the 36th annual Interna-
tional Broadcasting and Cable Awards, presented
by the Hoilywood Radio and TV Society. Beverly
Hilton Hotel, Beverly Hills. Contact: Neith Stick-
ells, (818) 789-1182.

June 13-14—"Cable/Telco Video Franchising,”
forum presented by the Strategic Research Insti-
tute. Washington Hilton and Towers, Washington.
Contact: (800) 599-4950.

June 13-13—INFOCOMM International, exhibi-
tion presented by the International Communica-
tions Industries Association. Pennsylvania Con-
vention Center, Philadelphia. Contact: (703) 273-
7200.

June 14-18—"Election '96: Unconventional
ideas for Campaign Coverage,” advanced election
workshop for journalists presented by the Radlo
and Television News Directors Foundation, the
Poynter Institute and the National Press Club.
National Press Club. Contact: Cy Porter, (202)
467-5219.

June 16-18—NIMA International European con-
ference. The Loews, Monte Carlo. Contact: David
Savage, (202) 289-6462.

June 16-20—UTC 96 annual conference and
exhibition. Kansas City Convention Center,
Kansas City. Mo. Contact: (202) 872-0030.

June 19-22—Promax & BDA 95 conference &
exposition, presented by Promax International and
BDA International. Los Angeles Convention Cen-
ter, Los Angeles. Contact: (213) 465-3777.

June 19-22—Native American Journallsts Asso-
clation 12th annual conference. Holiday Inn Ban-
gor, Bangor, Me. Contact: (612) 874-8833.

June 20.23—Talk Radio '96, sponsored by The
Natlional Association of Radio Talk Show Hosts.
Omni Shoreham Hotel, Washington. Contact:
{617) 437-9757.

June 22.2%3—Cablelelevision Advertising
Bureau local cable sales management confer-
ence. Allanta Marriott Marquis, Atlanta. Contact:
Nancy Lagos, (212) 751-7770.

June 22.28—Nastlonai Assoclation of Broad-
caslers management development seminar for
television executives. Northwestern University,
Evanston, lll. Contact: John Porter, (202) 429-5347.
June 26-28—Global DBS Summit, presented by
Global Exposition Holdings and DBS Diges!. Mar-
riott Denver Tech Center, Denver. Contact: (713}
342-9826.

June 27—Minority Medla and Telecommunica-
tions Council third annual luncheon, featuring the
Rev. Jesse Jackson Sr. Hyatt Regency, Washing-
ton. Contact: Selina Khan, (202) 332-0500.

June 27-30—ShowBiz Expo, presented by Vari-

D] (507010,

ely magazine. Los Angeles Convention Center,
Los Angeles. Contact: (800) 840-5688.

July 1—Deadline for entries for the South Caroli-
na Broadcasters Assoclation State Television and
Radio (STAR) Awards, which honor outstanding
achievements in South Carolina broadcasting.
Contact: Sunny Jewell, (803) 777-6783.

July 10-12—WCA '96, Wireless Cable Associa-
tion annual convention. Denver Convention Cen-
ter, Denver. Contact: Sherry Crittenden, (202)
452-7823.

July 12-13—O0kiahoma Association of Broad-
caslers summer meseting. Shangri-La Reson,
Afton, Okia. Contact: Carl Smith, (405) 848-0771.
July 13-17—Natlonal Assoclation of Broadcas!-
ers executive management development seminar
for radio broadcasters. University of Notre Dame,
South Bend, Ind. Contact: B.J. Cohen, (202) 775-
3510.

July 14-16—Florida Cable Telecommunications
Assoclation annual convention. Registry Resort,
Naples, Fla. Contact: Cindy Doheny, (904) 681-
1990.

July 14-16—35th annual New York State Broad-
casters Assoclation executive conference. Rye
Town Hilton, Rye Brook, N.Y. Contact: Mary Anne
Jacon, (518) 456-8888.

July 14-17—CTAM '96 national marketing con-
ference, presented by the Cable Television Ad-
ministration and Marketing Society. Boston Marri-
ott Copley Place, Boston. Contact: (703) 549-4200.
July 18— Alliance for Community Media interna-
tional conference and trade show. Hyatt Regency
Crystal City, Ardington, Va. Contact: (202) 393-2650.
July 17-20—Deadline for entries for the Nation-
al Breast Cancer Awareness Month Profiles in
Progress Awards, which honor excellence in
reporting on the subject of breast cancer. Contact:
Gail Leicht, (312) 464-7801, ext. 230.

July 18—Electronic data interchange (EDI)
workshop for network cable TV buyers and sell-
ers, presented by the Electronic Commerce Com-
mittee. Offices of Price Waterhouse, New York.
Contact: Elizabeth Carr, (212) 258-8163.

July 20-23—49th annual California Broadcas!-
ers Assoclation convention. Doubletree Hotel,
Monterey, Caiif. Contact: (916) 444-2237.

July 23—National Association of Broadcasters
radio license renewal seminar. Monterey, Calif.
Contact; Christina Griffin, (202) 775-3511.

July 24-25—Andina Link '96, conference on An-
dean-region pay TV, presented by Television Dig-
itai de Colombia and Global Exposition HoldIngs.
Cartagena Convention Center, Cartagena, Colom-
bia. Contact: Gerard Herrador, (713) 342-9826.
July 25.—National Association of Broadcasters
radio ficense renewal seminar. Orange County,
Calif. Contact: Christina Griffin, (202) 775-3511.
July 25-27—Public Radio News Directors Inc.
annual conference and awards banguet. Wash-
ington Marrictt Hotel, Washington. Contact: Deb-
bie Elliott, (334) 981-5519.

July 25-27—Southwes! National Reilgious
Broadcasters annual conference. Dallas/Fort
Worth Marriott, Dallas. Contact: (318) 783-1560.
July 28-30—O0regon Cable Telecommunications
Assoclation 25th annual convention and trade
show. Inn of the Seventh Mountain, Bend, Ore.
Contact: (503) 362-8838.

Aug. 10-13—Association for Education in Jour-
nalism & Mass Communication/Association of
Schools of Journallsm & Mass Communication
79th annual convention. Anaheim Hilton, Ana-
heim, Calif. Contact: (803) 777-2005.

Aug. 11-13—Joint summer meeting of the North
Carolina Cable Telecommunications Assoclation
and South Carolina Cabie Television Association.
Radisson Hotel, Myrtle Beach, S.C. Contact: (919)
834-7113.

Aug. 14-17—Asian American Journalists Asso-
clation 9th annual national convention. Radisson
St. Paul, St. Paul, Minn. Contact: (415) 346-2051.
Aug. 15—Electronic data interchange (ED1)
workshop for network cabie TV buyers and sell-
ers, presented by the Electronic Commerce Com-
mittee. Offices of Price Waterhouse, New York.
Contact: Elizabeth Carr, (212} 258-8163.

Aug. 13-17—50th annual West! Virginia Broad-
casters Association Greenbrier meeting. Green-
brier Resort, White Sulphur Springs, W.Va. Con-
tact: (304} 744-2143.

Aug. 19-21—48th annual meeting and manage-
ment retreat of the Michigan Assoclation of
Broadcasters and Michigan Pubiic Broadcasting.
Grand Hotel, Mackinac Island, Michigan. Contact:
(800) 968-7622.

Aug. 21-25—Natlonal Association of Black
Journalists 21st annual convention. Stouffers
Renaissance, Nashville. Contact: (703) 648-1270.
Aug. 22.24—Nebraska Broadcasters Associa-
fion annual convention. Holiday Inn, Hastings,
Neb. Contact: {402) 333-3034.

SEPFTEMBER

Sept. 7-9—Nallonal Association of Broadcasters
Television Hundred Plus Exchange. Hyatt Grand
Cypress Hotel, Orlando, Fla. Contact: Carolyn
Wilkins, (202) 429-5366.

Sept. 8—48th annual Primetime Emmy Awards,
presented by the Academy of Television Arts &
Sciences. Pasadena Civic Auditorium, Pasadena,
Calif. Contact: (818) 763-2975.

Sept. 10-12—56th regional Audlo Engineering
Society convention. World Congress Centre, Mel-
bourne, Victoria, Australia. Contact: (212) 661-8528.
Sept. 10-13-National Assoclation of Biack-
Owned Broadcasters 20th annual fali broadcast
management conference. Sheraton Washington,
Washington. Contact: (202) 463-8970.

Sept. 11—"Hollywood Meets DRTV-The Direct
Response Television Conference for Entertain-
ment Marketers,” presented by Advanstar Exposi-
tions. Universal Sheraton, Los Angeles. Contact:
(714) 513-8481.

Sept. 24—Broadcasting & Cable Interface X
conference, co-sponsored by BROADCASTING &
CabLE and the Federal Communications Bar Asso-
clation. New York Grand Hyatt, New York City.
Contact: Joan Miller, (212) 337-6940.

QCTOBER

Oct. 9-12—World Media Expo, comprising the
National Assoclation of Broadcaslers Radio Show
(contact: [800) 342-2460); Radio Television News
Directors Assoclalion international conference
(contact: Rick Osmanski, [202] 467-5200); Soc/-
ety of Broadcas! Engineers annual conference
{contact: John Poray, [317] 253-1640), and Soc/-
ety of Molion Picture and Television Engineers
138th technical conference (contact: [914] 761-
1100). Los Angsles Convention Center, Los
Angeles. Contact: (202) 775-4970.

MNOVEMBER

Nov. 11—Broadcasting & Cabie 1996 Hall of
Fame Dinner. Marriott Marquis Hotel, New York
City. Contact: Steve Labunski, (212) 213-5266.

DECEMBER

Dec. 11-13—The Western Show, presented by
the California Cable Television Association. Ana-
heim Convention Center, Anaheim, Calif. Contact:
(510) 428-2225.

JANUARY 1887

Jan. 13-16—National Assoclation of Television
Programming Executives 33rd annual program
conference and exhibition. Ernest Morial Conven-
tion Center, New Orleans. Contact: (310) 453-

:::ioér Meeting dates in red
—Compiled by Kenneth Ray
(ken.rayEhdc, cahners.com]
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EifthhEstater

Navigating with a moral compass

s a teenager growing up in the small
Acentral Indiana town of West

Lafayette in the 1960s, Bruce Reese
would stay up late trawling the radio dial,
listening to the faraway stations cutting
through the interference-free night.

After hearing, for the first time, the
sounds of Janis Joplin and The Doors
being played by a Boston radio station,
Reese introduced the new music to his rel-
atively isolated high-school classmates.
Today, he delivers the sounds of radio to
millions as president of Bonneville Inter-
national, a company that owns 20 radio sta-
tions across the country.

“It’s strange to think [ ended up here,”
says Reese, who was named to the position
last Friday (June 7). “l was always interest-
ed in radio, but I never thought | would be
in the industry.”

The company he heads, which also
owns a television station, siX communi-
cation support companies and a new pro-
graming arm, is not a typical group
owner. The Salt Lake City-based Bon-
neville is privately held by the Church of
Jesus Christ of Latter-Day Saints, which
influences Bonneville’s *“values-driven”
policies.

“Qur catchphrase around here is we do
good and we do well,” says Reese. “There
are some things other station owners would
do in certain circumstances that we
wouldn’t do.” Bonneville’s stations have a
wide range of formats, but none of them
has shock jocks, whe often bring in high
ratings. The company’s stations also raise
millions of dollars annually for charitable
causes. “There is a price you pay for the
community service, and we accept that,”
he says. “I'm proud of our people here. We
are invelved in the community and try to
do the best job we can in that area and be a
successful, competitive radio company.”

Reese is something of an outsider to the
broadcasting industry. After graduating
from Brigham Young University’s law
school in 1976, he traveled to Washington,
where he was a staff attorney in the antitrust
division of the Justice Department. He spent
the next eight years as a lawyer in Washing-
ton and Denver. He had done some work
with Bonneville while he was with a Wash-
ington law firm, which lead to the compa-
ny’s hiring him in 1984 as its associate gen-
eral counsel in Salt Lake City.

At Bonneville, for the first time in
Reese’s career, his responsibilities

“Our catchphrase
around here is

we do good and
we do well.”

Bruce Taylor
Reese

President/CEQ, Bonneville
International Corp., Salt Lake
City; b. March 30, 1949,
Lafayette, Ind.; BA, English,
Brigham Young University,
1973; ID, Brigham Young,
1976; staff attormey, antitrust
division of Justice Department,
Washington, 1976-77;
associate, Witkinson, Cragun &
Barker, Washington, 1977-79;
associate, Davis, Graham &
Stubbs, Denver, 1979-82;
associate, Wilkinson, Barker,
Knauer & Quinn, Washington,
1983-84; Bonneville
International: associate general
counsel, 1984-85; VP,
secretary, general counsel,
1985-91; executive VP {and
president, Intermountain
Group), 1991-93; executive
VP/C00, 1993-96; current
position since June 7; m. Lu
Anne Gold, 1973; children:
Gavin, 21; Cameron, 19; Taylor,
17; Zachary, 15; Megan, 12;
Caitfin, 9; Kefley, 6.

involved more than legal matters. In 1991
he was named executive vice president of
the company and president of its Inter-
mountain Group, which includes Bon-
neville’s TV station and production compa-
ny. In retrospect, the transition from law to
broadcasting still surprises Reese: “I never
thought 1 would be anything other than a
lawyer.”

One of the meore difficult tasks Reese
faces as Bonneville’s new president is how
to keep the company competitive without
joining the feeding frenzy of broadcasting
groups buying radio stations. So far in
1996 more than $984 million worth of
deals have been made for radio stations;
that figure was only $377 million for the
same period last year.

“I read with envy, to some extent, the sto-
ries of consolidation,” he says. *“But on the
other hand, we can continue to be successful,
and I think there is still a place for us.” And
Reese says consolidation can be a boon for
radio stations in general, as long as the
industry grows and doesn’t cannibalize
itself.

With all that buying going on, Bon-
neville has slipped in rank among group
owners. A year ago, Reese says, Bon-
neville was the eighth- or ninth-largest
radio owner; today it is 15th.

As the new man in charge, Reese says he
will continue to steer Bonneville toward
growth and acquiring new stations, but not
at the same breakneck pace as such compa-
nies as Clear Channel and Infinity. He also
says that expanding the company’s TV
ownership is intriguing, although not a
principal project.

In a programing expansion, in March,
Bonneville formed Bonneville Worldwide
Entertainment near Holtywood to develop,
produce and distribute film, television and
home-media projects. From the California
office, the company is looking to build a
brand identity with a positive spin that fol-
lows its “values-driven” practice.

“We've have spent some energy com-
plaining about TV programing, and we
thought ‘what should we do to fix it?’”
says Reese. “So we offered some alterna-
tives rather than [simply} complain.”

The new division, says Reese, “finan-
cially, is a small piece of what we are
doing. But as far as the values we espouse
and the future of the business as it shifts to
programing, we think it’s an important
project to pursue.” —MK
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BROADCAST TV

Timothy Gilbert, general sales manager,
wKBwW-Tv Buffalo, N.Y., joins wpTA(TV)
Fort Wayne, Ind., as president/GM.

Jim Hale, principal anchor, Standard
News Network, Washington, joins
KULR-TV Billings, Mont., as news direc-
tor. Other appointments at KULR-TV
include Walter Kelley, staff meteorolo-
gist; Heidi Jones, reporter and weekend
anchor; Tina Ediott, weekend anchor/
reporter; Bizabeth Baatz, bureau chief,
Helena Capitol; Courtney Debourg, co-
anchor/reporter, Today in Montana.

Gerald Lyles,
national sales
manager, KTRK-TV
Houston, joins
Capital Cities/
ABC Inc., New
York, as VP,
national television
sales,

Adino Pasto, assis-
tant controller,
KTVvU(TV) Oak-
land, Calif., named controller.

Mark Samels, director, production, wiITF-
TV Harrisburg, Pa., named VP.

Bill Evans, assistant news director, KCRG-
Tv Cedar Rapids, lowa, joins KOTV(TV)
Tulsa, Okla., as news director.

Appointments at WTOV-TV Steuben-
ville, Ohio: Ve Schofield, NSM, named
(GSM; John Howell IV, account executive,
named LSM.

Appointments at wATE-TV Knoxville,
Tenn.: Martha Woods Dooley, assistant
news director, named news director;
Bruce Barkley, assignment manager,
named assistant news director/execu-
tive producer.

w
W

Lyles

Ken Ladage, sta-
tion manager,
wALV-TV Indi-
anapolis, joins
Envoy Produc-
tions (television
production arm of
Lutheran Hour
Ministries), St.
Louis, as execu-
tive producer/pro-
gram manager.

Ladage

Martha Sugalski, consumer reporter,
wPTV(TV) West Palm Beach, Fla.,
joins WTvi(Tv) Miami as reporter.

Kerry Oslund, news director, WZZM-TV

Grand Rapids, Mich., joins KOIN(TV)
Portland, Ore., in same capacity.

Appointments at KWTv(TV) Oklahoma
City: Sandra Ochoa, special projects
coordinator, named programing direc-
tor, Patricia Velte, art director, named
director, Internet development.

Charles Gourley, senior account execu-
tive, Blair Television, Los Angeles,
joins KTZZ-Tv Seattle as NSM.

Tim Drum, meteorologist, WLFL(TV)
Raleigh, N.C., joins KSPR(TV) Spring-
field, Mo., as chief meteorologist.
John Hummel, media manager, Tribune
Television Network Sales, joins
wUHF(TV) Rochester, N.Y ., as GSM.

James Gilmore Jr., account executive,
WGN-TV Chicago, named regional NSM.
Bill Applegate, VP/GM, kcBs-Tv Los
Angeles, joins wSTM-TV Syracuse, N.Y.,
in same capacity.

PROGRAMING

Gary Considine,
executive VP,
creative affairs,
NBC Studios
(formerly NBC
| Productions),

| Burbank, Calif.,
extends his con-
tract with NBC
and has been
 named executive
preducer.

David McLeod, executive director, South-
west sales, Buena Vista Television,
Burbank, Calif., named VP.

Isis Moussa, marketing director, Turner
International, Asia Pacific, named VP,
marketing, international television dis-
tribution.

Considine

Maria Lane, senior producer, Atlas
Media Corp., New York, named VP,
programing.

Erik Thompson, manager, public rela-
tions, West Coast, Turner Broadcasting
System Inc., joins MCA Television
Group, Universal City, Calif., as direc-
tor, photo and creative services, media
relations.

RADIO

Marv Olson, VP, engineering and techni-
cal operations, KAUS-AM-FM Austin and
KEEZ-FM Mankato, both Minnesota,
named GM, KAUS-AM-FM.

SAtesKEDrltines

Loren Jenkins, publisher/editor in chief,
The Aspen Times, Aspen, Colo., joins
National Public Radio News, Washing-
ton, as senior editor, foreign news desk.

Appointments at KLSX(FM) Los Ange-
les: Rich Connor, director, affiliate pro-
motion and radio syndication, MTV:
Music Television, joins as director,
marketing and promotions; Socorro Ser-
rano, host/producer and director, com-
munity relations, KTTv(TV) Los Ange-
les, joins as host, Sunday Edition.

George Green, former president/GM,
KABC(AM) and KMPC(AM) Los Angeles,
is forming George Green Enterprises, a
company specializing in talk radio con-
sultation, radio syndication and sales
training and other facets of radio adver-
tising.

Chris Payne, local music director/on-air
personality, wRCX(Fm) Chicago, adds
assistant music director to his responsi-
bilities.

Tom Sly, general manager, WwWNK-FM
Cincinnati, named VP/GM.

Robert Patchen, director, methods
research, The Arbitron Company, New
York, named director, research, the
research group, Columbia, Md.; Tom
0’Sullivan, senior account executive,
Arbitron Radio Station Services, New
Y ork, named manager, national radio
sales.

Mary Lou Gunn, national sales manager,
KBOS-FM Tulare/Fresno and KRZR(FM)
Hanford/Fresno, both California,
named GM.

Bob Calandruccio, John Chichester, Mike
Connolly, Larry Storch and Tom Walton,
regional sales managers, CBS Radio
Networks, New York, named VPs/
regional sales managers.

CABLE

Lynn McReynolds,
VP, media rela-
tions, National
Association of
Broadcasters,
Washington, joins
Discovery Net-
works, Bethesda,
™ Md., as VP, com-
| munications.

Appointments at
Outdoor Life and
Speedvision, Stamford, Conn.: Vince
Vasquez, account executive, TBS,
Chicago, joins as director, Midwest

k
McReynolds
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sales, Chicago; John West, regional sales
manager, TBS, Detroit, joins as direc-
tor, Midwest sales, Detroit.

Appointments at Fox Net, Beverly
Hills, Calif.: Loyd Scott, director, pro-
graming and acquisitions, named execu-
tive director; Wendy McCarron Chambers,
manager, affiliate relations, named
director; Tim Foland, account executive,
International Communications Group,
joins as manager, marketing; Tesry Lavin
named manager, affiliate relations.
Christine Levesque,
director, corpo-
rate communica-
tions, Rainbow
Programming
Holdings Inc.,
Woedbury, N.Y .,
named VP.

Sales manager
appointments at
NewSport, Wood-
bury, N.Y.: Kerrin
0’Brien, account manager, Showtime
Network, New York, manages North-
east out of Woodbury; Paul Boucher,
account executive, Showtime Network
Inc., Dallas, manages Southeast from
Dallas office; Jody Haas, senior market-
ing manager, PASS Sports, Detroit,
manages West out of Denver office;
Michael Hankinson, marketing manager,
Marcus Cable, Waterbury, Conn,, man-
ages central region out of Dallas.

Appointments at
The Leaming
Channel, Bethes-
da, Md.: Steve
Cheskin, director,
program schedul-
ing and evalua-
tion, named VP,
programing;
Maurice Paleau,
producer, named
executive produc-

Levesque

Cheskin

er, programing,

David Harrison, manager, information
systems, BDM International, joins
CableLabs, Louisville, Colo., as project
manager, network systems develop-
ment.

Jenny Benidt, manager, corporate and
international publicity, E! Entertain-
ment Television, New York, named
director.

MULTIMEDIA

Brian McBride, president, Fort Myers
Broadcasting Co., Fort Myers, Fla.,
announces that Joseph Schwartzel,

VP/GM, WINK-AM-FM-TV, resigned to
form Meridian Broadcasting, a compa-
ny that has purchased the facilities of
Palmer Communications, wARO{FM)
and WNOG-AM-FM-FM Naples, Fla. As a
result of his resignation, Gary Gardner,
GSM, wink-Tv Fort Myers, adds GM to
his responsibilities; Bob Grissinger, sta-
tion manager and program director,
WINK-AM-FM, has been named GM.

Appointments at KidStar Interactive
Media, Seattle: Andrea Pinto, designer,
Disney Magazine Publishing Inc., joins
as graphic designer; Lori Trochim, free-
lance writer, joins as contributing edi-
tor/writer.

Dale Tapley, director, marketing and pro-
graming, Spokane (Wash.) system, Cox
Communications Inc., named director,
field marketing, Eastern group.

Appointments at Fisher Broadcasting
Inc., Seattle: John Ulman, VP, broadcast
finance, named senior VP; Dick
Warsinske, VP/GM, KoMO(AM) Seattle,
named senior VP/GM; Jim Boyer, VP/
GM, KATU(TV) Portland, named senior
VP, Portland Broadcasting, and GM,
KATU. Rob Dunlop, operations manager,
Fisher Radio Seattle, named VP/opera-
tions manager.

West Group Inc., joins Otari Corp.,
Foster City, Calif., as director, sales
and marketing.

Appointments at Sennheiser Electronic
Corp., Old Lyme, Conn.: John Falcone,
GM, Philips Consumer Electronics
Group, joins as VP, marketing sales,
U.S.; John Ruffner, president, Sonin Inc.,
Brewster, N.Y., joins as manager,
finance and administration,

Charles Peabody, VP, sales, Shively
Labs, joins Acrodyne Industries Inc.,
Blue Bell, Pa., as international sales
manager.

ASSOCIATIONS/LAW FIRMS

Carol Darr, associate administrator,
Office of International Affairs, National
Telecommunications and Information
Administration, joins the Information
Technology Industry Council, Wash-
ington, as VP, government affairs.

lanice Carter, senior VP, sales, Claster
Television, joins The Software Forum,
Palo Alto, Calif., as business develop-
ment director.

TELEMEDIA

Henry Cicconi, VP, engineering, Sam-
mons Cornmunications Inc., joins
Source Media’s Interactive Channel,
Dallas, in same capacity.
Appointments at NET Political News-
Talk Network, Washington: Mare
Cohen, exccutive director, affiliate rela-
tions, named VP; Sandy Savine, regional
sales manager, Mid-Atlantic region,
ICS Communications, joins as director,
affiliate sales.

Coby 0'Brien, creative director, Saatchi
& Saatchi Interactive, New York,
named senior VP/director.

TECHNOLOGY

Tim Schaeffer, founder/owner, New

DEATHS

Ray Combs, 40, former game show
host, committed suicide June 2 in
Glendale, Calif. Combs, host of The
New Family Feud from 1988 to

1994, had been hospitalized after
weeks of suicide attempts. He recent-
ly had hosted Ray Combs Family
Challenge on the Family Channel.
Combs is survived by his wife, Deb-
bie, six children and his parents.

Robert F. Neece, 59, broadcast execu-
tive, died May 28 in St. Louis. Neece
began his career in radio then moved
to Desilu/Paramount Productions as
national sales manager. Later, as VP,
distribution, Four Star International,
he successfully distributed Big Val-
ley and Wanted Dead or Alive. In
1989 Neece formed a consulting and
distribution company. He is survived
by four children.

Michael Fox, 75, actor, died of compli-
cations from pneumonia at the
Motion Picture Home in Woodland
Hills, Calif. For the past eight years
Fox had acted in the CBS daytime
drama The Bold and the Beautiful.
Other credits included Clear Hori-
zons, a "60s soap opera on CBS,
Cagney & Lacey, MacGyver, Quincy,
Knight Rider, ER and NYPD Blue.

Dominic Quinn, 73, radio talk-show
host, died of a heart attack May 31 at
his home in Wayne, Pa. Quinn most
recently was host of two weekend
mormning talk shows on wwpB(FM)
Philadelphia. He had been at the sta-
tion for the past 20 years as news
director, program director and on-air
host, Survivors include his wife,
three daughters and a brother.

—Compiled by Denise Smith
e-mail: d.smith@b&c.cahners.com
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ABC News VP Bob Murphy
last week told affiliates in
Orlando that there proba-
bly will be three presi-
dential debates and one
vice presidential debate
between Sept. 25 and Oct,
16, following the same
basic formats as in 1992,
The debates would be non-
exclusive, with production
chores rotated among the
networks. Tentative debate
cities: St. Louis; San Diego;
Hartford, Conn., and St.
Petersburg, Fla.

The MCA Television
Group laid off at least
40 employes last Thurs-
day as part of an across-
the-board streamlining
ptan. An MCA spokesper-
son said the cutbacks are
part of a broader restruc-
turing ptan aimed at bring-
ing the division’s staffing
levels in line with industry
standards. The move fol-
lowed by days the depar-
ture of MCA Television
President Shelly Schwab
last week (see “Syndica-
tion Marketplace,” page
24). MCA TV Chairman
Greg Meidel has imple-
mented a major overhau!
of the studio's TV opera-
tions during the past few
months.

Thomas H. Dawson, 82,
television industry execu-
tive, died June 2 in Palm
Desert,
Calif, Daw-
son joined
CBS's
WCCO(AM)
Minneapo-
lisin 1938.
He moved
to CBS
Television,
New York, in 1951 as gen-
eral sales manager for
spot advertising. In 1966
Dawson became president
of the CBS television net-
work under chairman
William Patey. In 1969 he
left CBS to work for the
Major League Baseba!t

Dawson

commissioner’s office as
director, radio and televi-
sion, until his retirement.
Dawson is survived by his
wife, Marjorie, and three
children.

For cable operators,
passage of the 1996
Telecommunications Act
was only half the battle
of getting into the tel-
cos' backyard. The other
haif: making sure the FCC
correctly implements the
bili. That was the message
from NCTA President Deck-
er Anstrom last week at a
luncheon sponsored by the
Cable Television &
Telecommunications Asso-
ciation of New York.
Anstrom praised most of
the commission’s initial
steps to implement the act,
including interim ruies set
up to establish a new cable
“effective-competition test.”

The FCC should take
low-power stations into
account when it allo-
cates digital channels
for full-power stations,
according to a tetter
signed by 35 members of
Congress. The letter,
which was addressed to
FCC Chairman Reed
Hundt, called on Hundt to
“make every effort to pre-
serve LPTV service during
the transition to digital TV.”

Turner Program Ser-
vices is not expected to
renew its low-rated late-
night strip Lauren Hut-
ton And..., although there
was speculation that the
one-on-one interview series
coulid turn up on one of
Turner's cable networks.

Senators and social
scientists attacked
television’s impact on
the nation's morals |ast
week during a conference
on Capitol Hill hosted by a
conservative public inter-
est group and the public
policy arm of the Democra-
tic Leadership Council.

InlBrief

Diller buy of Silver King OK'd

FCC commissioners last week approved Barry Dillar's
bid to assume contral of 12 Silver King TV stations.

The commissioners earliar this year signed off on the
plans of Diller and Tele-Communications Inc.'s Libery
Media arm to acquire the stations through a joint ven-
ure called Silver Management Co. But the deal has
been held up by two legal snags—one involving a
charge that Silver King's previous management evaded
FCC ownership limits and another invohing a condition
piaced on tha commission's approval of the deal.

The condition required prior FCC approval of any
“material” increase in the percentage of TCI cable
subscribers in any of the markets served by Silver
King stations. Liberty threatened 1o pull out of the deal
if the commission did not lift the reguiremeant.

The FCC did lift the requirement, employing an
alternative rationale for approving the deal. Address-
ing the charges filed by Urban Broadcasting Corp.
that Silver King's previous managemenl exercised
control over Urban Broadcasting's wrwe(Tv) Arling-
ton, Va., the commission fined Sitver King $150,000

and Urban $25.000

5

—LM

The three-hour confer-
ence, “Is Television
Demoralizing America,”
was the latest in what are
becoming regular press
events organized by for-
mer Bush administration
official William Bennett,
Senator Sam Nunn (D-
Ga.) and Senator Joseph
Lieberman (D-Conn.).

Fox is shutting down its
network distribution
office in Washington.
Lani Corbi, who recently
succeeded Preston Padden
as Fox's head of distribu-
tion, is relocating to Los
Angeles to work more
closely with the network's
other divisions. Also relo-
cating from Washington is
Joe Saitta, VP, affiliate
news. Victoria Quoss,
senior VP of network distri-
bution, is moving to Los
Angeles from the New York
office.

ABC has added another
hour of Disney-produced
programs to its fall
1996 Saturday moming
lineup. The two new
shows are The Disney
Channel Presents Flash

Forward from co-owned
The Disney Channel and a
second half-hour of new
Doug episodes. Doug also
runs on Nickelodeon.

NBC will begin a major
expansion of its Bur-
bank, Calif., production
studios in late 1997.
The “master plan” will
encompass 1.7 million
square feet in new facili-
ties, including six
15,000--8,000-square-foot
production studios, four
15-story office buildings
and accompanying parking
facilities. Jack O'Neill,
NBC VP of facilities, com-
pares the network's plan
with similar expansion
agendas announced by
Disney and Warner Bros.,
and says the move is
essential to keep pace
with a growing NBC.
O'Neill gives no projected
cost for the expansion and
estimates that the first
occupants won't move in
before first quarter 2000.

Eyemark Entertainment’s
Day & Date is revamp-
ing its format from a
headline-driven news
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magazine to include more
in-depth coverage of news
and human interest sto-
ries. The changes inciude
moving to a solo anchor
format with Dana King.
Patrick Van Horn will stay
on as chief West Coast
correspondent. Day &
Date, developed as a
news lead for CBS O&Os,
has struggled during the
past year with low ratings
and a 60% clearance
level, yet it is the only
freshman first-run hour
strip of the past season to
be renewed.

The Media Research
Center issued a list of
the most (and least)
family-friendly TV
shows. Topping the list of
the most unfriendly shows
is Fox's Married... With
Children, followed by
Friends (NBC), Roseanne
(ABC), Melrose Place
(Fox), A Season in Purga-
tory (CBS), Central Park
West (CBS), The Dana
Carvey Show (ABC),
Cybill (CBS), Beverly Hiils,
90210 and Martin (Fox).
MRC’s most family-friendly
shows are Touched by an
Angel (CBS), Second
Noah (ABC), Kirk (WB),
Dr. Quinn, Medicine
Woman (CBS), Home
Improvement (ABC), Lois
& Clark (ABC) and The
Parent 'Hood (WB).

Ken Horton, former senior
VP, current programing, for
20th Century Fox Televi-
sion, has been named pres- |
ident of The X-Files creator
Chris Carter's Ten Thirteen
Productions. Horton will
oversee production on
Fox's hit sci-fi series and
Carter's much-anticipated
follow-up, Millennium, pre-

miering on Fox this falil.

Advanced Communica-
tions Corp. last week
asked the U.S. Court of
Appeals in Washington
to rehear its challenge
to last year’s FCC deci-
sion to reclaim its high-
power DBS channels. A
three-judge panel of the
court earlier this year
rejected an appeal of the
decision. Advanced says
the panel should have
given the case more
scrutiny: “The beguiling
prospect of hundreds of
millions of dollars for the
government...should have
led the panel to undertake
more exacting scrutiny of
the agency action.”

EchoStar Communica-
tions fired the first shot

of a likely summer price |

war among DBS
providers last week when
it cut the price on its DBS
dish and receiver from $599
to $199 in seven markets.
The catch: Customers must
sign up for one year of
EchoStar's DISH program-
ing package for $300. The
lowest DBS price before
that was DiIrecTv's $299
Memorial Day special at
electronics retailer Circuit
City. EchoStar markets
include Phoenix; Portland,
Ore.; Cheyenne, Wyo.;
Washington/Baltimore;
Grand Rapids, Mich.; Fort
Smith, Ark., and Greenville/
Spartanburg, S.C., all mar-
kets in which cable rates
have risen recently, says
EchoStar.

The FCC last week
established rules allow-
ing cable operators to
aggregate equipment
and installation costs
into broad categories.

The new rules establish
three types of consumer
equipment: converter
boxes, remote controls and
inside wiring. The commis-
sion approved the rules as
part of its implementation of
the 1996 Telecommunica-
tions Act.

New Line Television
has sealed a deal with
five NBC 0&O0s for its
half-hour strip Court
TV: Inside America’s
Courts. NBC-owned sta-
tions in New York, Chica-
go and Washington have
renewed the courtroom
reality show for a second
year, while the O&0Os in
Los Angeles and Philadel-
phia will add it to their line-
ups this fall. Inside Ameri-
ca's Courts will air as a
midday news lead-out in
New York and Los Ange-
les.

Tele-TV is biting the
bullet and pulling back
from interactive TV
plans. Sources close to
the fledgling telco TV ven-
ture of Bell Atlantic, Nynex
and Pacific Bell confirmed
reports last week that
Tele-TV's operating bud-

get is being cut by 20%
this year, from $160 million
to $130 million, and will fall
further next year, to $100
million. The action will
delay its entry into delivery
of interactive TV services
indefinitely; instead, it will
stick to an MMDS distribu-
tion strategy this year.

LANCcity Corp. has
struck a deal, valued at
more than $20 miliion, to
sell 30,000 of its
LANcity Personal cable
TV modems to Tele-
Communications Inc.
TCl is moving toward a
rollout of its @Home cable
modem service later this
year (see story, page 52).
The Andover, Mass.,
modem maker aiso report-
ed a deal with Adelphia
Communications for an
unspecified number of
modems to be used in
Adelphia’s rebuilt 750 mhz
system in Toms River, N.J.

Errata: The caption with
the picture of Night of the
Twisters on page 6 of the
June 3 issue incorrectly
said the show was on Life-
time. It appeared on the
Family Channel.

“He's in training for the Olympics: he has to stand there for six
houwrs without a bathroom break.”
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

More the merrier

TCI wants to use a Canadian satellite to launch a DBS ser-
vice into the United States. No problem here.

But there are a raft of problems elsewhere. Other DBS
competitors are incensed that TCI is end-running the auc-
tion process, which most recently cost Murdoch/MCI $682
million for an orbital slot. But DIRECTV and Hubbard got
their slots without auction, and the way it’s shaping up, so
will a number of other international competitors. Auctions
have turned out to be one way into the spectrum, but not
the enly or exclusive way.

The biggest issue is reciprocal trade in telecommunica-
tions, with a rider on content restrictions. At this nomeni.
Canada will not allow U.S. DBS operators to land in that
country. Nor will Mexico, although it’s growing closer to
reciprocity. The U.S. is by far the most lucrative of the DBS
targets, and everyone wants to land here. The real question
may be: What should the U.S. require to admit entry here?
And why would the U.S. want that competition?

Nevertheless. the international trade negouiators want to
use the leverage of the TCI/Telesat deal (and a similar
TelQuest/Telesat plan) to open the skies to everyone. Nor
do they want an exception in this instance 1o take the pres-
sure off the larger proceeding.

The good news, for TCI, is that something is likely to
open up in Mexico if the Canadian option tails—and that it
may still be able 10 bring its special DBS marketing plans
to the U.S. public (primarily involving lease of the satellite
dish and receiver rather than requiring outright purchase).
Moreover, it may yet be able to use the $600 million worth
of satellites it built in anticipation of acquiring the
Advanced Communications orbital slots. a deal cut off at
the knees by the FCC and Congress.

The bad news is that linking an otherwise lawful deal to

opposition 1o reciprocity runs strong along the Canadian bor-
der. and our friends north of the border advise that it’s better
1o walk (with deals like TCI/Telesat and the Discovery Com-
munications cross-border partnership) than to run 1o rewrite
the rules overnight. TCl/Telesat would, in essence. jump-
start Canadian DBS service with 16 transponders on two
birds, sufticient for the lower population density of that
country and beyond Canada’s current capacity to launch.

We’d turn "em loose. Concededly, it’s a hard call, but in
terms of national priorities it’s far more important for the
U.S. to enhance the level of its DBS competition than it is
for U.S. operators to serve Canada or Mexico. Indeed, this
partnership amounts 10 a painless 25% expansion of the
U.S. DBS spectrum financed by private purties—a deal that
should make all those international trade negotiators leap
for joy. Reciprocity is (a) a fringe benefit but (b) a long
shot—and not one worth holding TCl/Telesat hostage to
achieve.

That’s not the end
of the story

i The fact is, the entire U.S. DBS picture is going to change

dramatically in the next two or three years. Mergers and
repositioning will be the order of 1he day. It this deal goes
through, there is a high likelihood that TCI and Murdoch/
MCI could end up in a merged operation that will ofter
American cilizens more programing capacity than they ve
ever imagined. Because TCI is out front with birds, it could
end up jump-starting an eventual TCl/Murdoch deal that
will parallel their joint ventures in Asia and Latin America.
These things take time, money and guts. All of the players
in this game come prepared with the second two of those
qualities. They should not be denied the tirst by bureaucrat-

such a volatile trade issue is tantamount to Killing it. The
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Presented by
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HIGHLIGHTS

. Continental Breakfast
Hosted by Entertainment Industry Development Corp. (EIDC)

Opening Remarks
The Honorable Richard J. Riordan, Mayor of Los Angeles

Special Presentation

i “Lutertatnment Economics: Los Angeles”
Jeft Berg, Chairman and CEQO, ICM

Keynote Speakers
Frank Biondi, Chairman and CEO, MCA, Inc.
Raymond W. Smith, Chairman and CEO, Bell Atlantic Corporation

Variety's ShowBiz Expo Hall of Fame Luncheon
Induction of Steven Spielberg
Luncheon sponsored by Kodak and Panavision

Panel Topics
The Big Leagues
The Global Impact of Mega Mergers

The View to 2001
Entertainment Consumption Trends Overv the Next 5 Years

The Effects of F/X
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LA

Selected special effects from the Twentieth Century Fox feature, “Independence Day’

Additions to the program to be annonnced

FRIDAY, JUNE 28, 1990

8:30 AM — (6:00 PM
Los ANGELES CONVENTION CENTER

CALL TO REGISTER 1-800-840-5688

Registration fee: $495. For further information call 213-549-4199 or 212-337-6925.
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