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IN PERSON WITH

MAUREEN O'BOYLE
IS THE HIGHEST RATED
NEW TALK SHOW
OF THE YEAR!

NOVEMBER ‘96

PROGRAM HOUSEHOLDS WOMEN 18-34 WOMEN 18-49 WOMEN 25-54
RANK R7TG RANK RTG RANK RTG RANK  RTG

INPERSON 1 1.3 1 .7 1 .8 .8

PAT BULLARD 2 .9 2 5 2 4 2 4
SCOOP 3 .6 4 .8 3 .3 d <3
BRADSHAW 4 8 ¥ 2 4 2 4 ]

SOURCE: NSS 10/28 - 11/22/96. GAA WHERE AVAILABLE.

AND ATTRACTS AS MANY
WOMEN 25-54 AS ALL NEW
TALK SHOWS COMBINED.

person

h Maureen O’'Boyle
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THE STRENGTH
OF MAUREEN
O'BOYLE’S
- DEBUT SEASON
j CAN BE
EXPRESSED IN
ONE WORD...







Rumors pitting Viacom Inc. as a
potential seller of its 10 radio
stations heated up last week
amid talk that several radio groups
have inquired about Viacom's ask-
ing price, say Wall Street sources.
According to media brokers and
analysts, those groups include Ever-
green Media Corp., Emmis Broad-
casting, ABC Radio and the com-
bined Westinghouse/Infinity. And
while rumors that various groups
hzve been interested in buying Via-
com's stations have persisted for
several months, Viacom’s reported
asking price of $1.4 billion has
quashed many offers, say brokers.

On the heels of acquiring its
first radio station in Cincinnati,
American Radio Systems Corp.
last Friday said it is buying a
second. ARS will pay about $30
million to the Dalton Group Inc. for
WGRR-FM, exactly a week after it
said it is acquiring wkra(Fm) from

| Jacor Communications. The deals
give ARS the third and fifth stations

| in the market (among people 12-
plus, 6 a.m.-midnight, according to

| Arbitron’s four books released in

summer 1996). The wkra deal was |

prompted by the Justice Depart-
ment, which had ordered Jacor to
get rid of the station. Jacor traded
it to ARS in exchange for several

| stations that Justice told ARS to
get rid of in Rochester, N.Y.

Former FCC Chairman Dennis

Patrick reaped less than the

lion’s share—but still a substan-

| tial portion—of the $115 million
paid by WinStar Communications

| for Milliwave LP, whose chief
assets were a large collection of 38
ghz licences. Patrick had acquired
equity in Milliwave when he
became its CEO last summer. Also
big winners in the deal were
Boston-based venture capitalists
and Milliwave founder Tom Domen-
cich. Lex Felker, former Mass
Media Bureau Chief and Patrick
associate, also shared in the deal.

| Patrick will join WinStar's board.

Rep. John Dingell (D-Mich.), rank-
| ing member of the House Com-
merce Committee, told the FCC in

a Jan. 2 letter to stay out of the |

" controversy surrounding alco-
holic beverage advertising.
“Congress has never given the

{ commission the ability to censor
specific programing or advertising;

| to prohibit or limit broadcasters’
ability to air commercial advertising,
or to prohibit or limit particular
advertising of products or services

 legally sold in interstate com-

| merce,” Dingell wrote. Dingell

‘ asked the FCC commissioners to

provide him by Jan. 31 with their

views on the FCC’s ability to regu-
late advertising.
For more “In Briafs,” see p. 136
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DiRecTV, Microsoft ~ ovember was

' good for ‘Rosie,”

gear up dil‘ECt'tO'Pc bad for magazines

Technology could spread to terrestrial broadcasters By Steve McClellan ‘
By Richard Tedesco | ers hope to receive later this year. | | peca YO
NEW YORK | Microsoft is discussing the technology | I n its first major ‘
with broadcasters. says Tom Gershaw, sweeps since debut- ’

IRECTV and Microsoft are set | senior product manager for Microsoft’s ing last June, Rosie

to unveil details this week of { Windows operating division. “What O’Donnell ruled the

their plan to deliver video- | we’re working on is not DirecTV-spe- | | daytime talkers in =

enhanced Websites to sub- | cific,” says Gershaw. *It is more broad- November by dethron-  gogie’ dethroned
scribers equipped with a PC and a | cast general.” ing Regis & Kathie ‘Regis & Kathie Lee’
DIRecTV dish. Initially, the Webcasting service will Lee. Rosie also jumped  in the Nov. sweeps

The announcement is expected to | be limited to a new breed of PCs loaded to third place in the as the leading }
come at the Consumer Electronics | with the Microsoft software, accordingto | | early fringe talk race. ~ daytime talk show.
Show in Las Vegas. Ed Huguez, vice president of It was another bad

The two companies ! new media at DIRECTV. | | book for the magazine genre. According to
hope to begin offering the Eventually, computer boards a Petry Television analysis of the Novem-
service via DBS this sum- and software will be sold ‘ ber Nielsen ratings (the source for all num-
mer, charging subscribers separately so that consumer bers cited in this story). all of the maga-
around $20 per month,

about the same as PC own-
ers pay for unlimited Inter-
net access service.
Although designed for DBS,
the service could eventually migrate
to the digital TV channels broadcast-

can retrofit existing PCs. zines airing in access on average were
The service is seen by ' down from November 1995; none held its |
DIRECTV as one more reason for lead-in rating or achieved better than a
consumers to buy a dish and sub- third-place ranking in its time period. (All
scribe to its regular television service. comparisons measure November 1996
“We're just expanding the number of | |

, j 4
Continues on page 20 | | Coniinifes'on phse ‘

Fox prepares for a super Sunday

Network hopes game. pre- and post-game coverage will attract new viewers to its lineup

By Michael Katz
WASHINGTON

mere three years ago, Fox Sports
Awas nothing more than an oxy-
moron. But since then the new kid on
the block has chalked up two Stanley Cup Finals and
a World Series, and now is licking its chops in antici-
pation of television's most coveted event: the Super
Bowl.

To get the football championship, Fox had to plunk
down $1.58 billion for the rights to four years of NFL
coverage, and the network thinks it was worth every
penny. “The purchase of the NFL for Fox has elevated us

ture, among others, former New York Jets
quarterback Joe Namath and former
Miami Dolphins fullback Larry Csonka.
Fox has strategically placed Madden’s
special, which has become a Super Bowl
tradition, at 1 p.m. to draw viewers in early,
and keep them there. “How early we get people to
tune in is key,” says Tracy Dolgin, Fox Sports execu-
tive vice president, marketing. In its promotions
leading up to the game, Dolgin says, “we’re going to
pound it into their heads that they have to tune in at |
p.m.” Fox’s golden opportunity to drive that message
home will come during coverage of the NFC Cham-
pionship game on Jan. 12, which the network predicts

to a legitimate network,” says Ed Goren, executive producer will be the second-highest-rated game of the year, behind
of Fox Sports. “Now it's the Big Four rather than the Big Three.” | the Super Bowl.
The network is billing the Jan. 26 program not as a mere foot- The pregame show also will revisit several unsung heroes who

ball game but as Fox Super Sunday. Fox will begin the day at | | didn’t make the headlines but were key in past Super Bowis. The
p.m. ET with what is possibly the world’s longest pregame (the | game’s halftime show will incorporate a New Orleans flavor with
game itself starts at 6:18 p.m.). It starts with commentator John | a House of Blues theme featuring James Brown and ZZ Top.

Madden’s pick of the “All-Madden Super Bowl Greats”” The | Goren says he will be “thrilled” if the game garners ratings
reunion of 25 NFL legends was taped in Chicago and will fea- Continues on page 20
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ROSIE WINS
Continued from page 3

program averages Versus
November 1995 time period
averages.)

On the sitcom front, the main
story once again was the out-
standing performance turned in
by both Seinfeld and Home
Improvement, (see page 50).

In daytime, on 73 stations,
Rosie nearly doubled the time
period average, with a 5.3
Nielsen Media Research rat-
ing/21 share. The demograph-
ic story was even better: the
show at least doubled the rat-
ing for women 18-34 (4.2/32),
women 18-49 (4.2/30) and
women 25-54 (4.3/31).

No single existing talk show
suffered the brunt of Rosie’s
success.

Regis & Kathie Lee fell to
second place, down two-
tenths of a rating point and 1
share point to a 5.1/24. Sally
Jessy Raphael was third, up
two-tenths of a rating point to
a 3.6/15.

For the other new talk
shows, the ratings story in
November ranged from so-so
to really bad. After Rosie,
Crook & Chase was the sec-
ond-highest-performing new-
comer, with a 2.5/11, up from
a 2.1/9. But the show was

down a rating point, to a 1, for
women both 18-34 and 18-49.

Maureen O’ Boyle averaged a
1.8/5, down more than a full rat-
ing point and 4 share points in
the time period. Par Bullard was
down almost a full rating point
and 3 share pointstoa 1.1/5.

In early fringe, Oprah was
up six-tenths of a rating point to
a 9.2/27. Sally Jessy was up
three-tenths of a rating point
and 2 share points to a 5.4/16.
Third-place Rosie boosted its
early fringe time periods by
30% in rating and 3 share
points with an average 5.1/17.

Among prime time access
magazines, newcomer Access
Hollywood dropped 36% in rat-
ing on average in its time periods,
with a 56% drop in share. But as
the Petry analysis points out, all
the access magazines were down.

One new reality show, Real
TV, had mixed results in its
first book. It was basically flat
in daytime, early fringe and
late night, but it boosted its 22
access time periods by an
average one-half rating point,
to a 3.8/7.

Judge Judy, the new court
strip, was flat in daytime, with
al.9/7.

Wheel of Fortune and Jeop-
ardy! remain the unchallenged
champs of syndicated game
shows (see page 56). |

Saturday news the
focus of CBS affiliates

new two-hour Saturday morning news program next

When CBS announced last month that it would launch a

fall, some affiliates thought the network might be biting

off more than it can chew.

Talks on the scheduling and the length of the program are
expected to be a major focus at the network’s affiliate meeting
Jan. 12-13, on the eve of the NATPE convention in New Orleans.

Some affiliates hope to persuade CBS to go with a shorter Sat-
urday morning news program, at least at the start, given the net-
work’s lack of any adult programing track record in that daypart.

“If it were my call, I"d make it a one-hour show,” says Christo-
pher Rohrs, vice president/GM of wrsB(Tv) Hartford, Conn.
“Sunday morning viewing habits are pretty well ingrained, cer-
tainly with CBS Sunday Morning, which is a part of the rhythm
on Sunday for a lot of people.” But Saturday is a different mat-
ter, Rohrs says. “Saturday is going to be a much tougher chal-
lenge. It’s a fragmented period and there is literally no habit of
watching adult programing on CBS on Saturday morning. So to
put a two-hour show in there...I’'m not sure that is the way to go.”

Fred Barber, VP/GM of WRAL-TV Raleigh, N.C., feels the same:
“I know some affiliates would rather take an hour.” Currently, the
network is insisting affiliates take the full two-hour program.

Some affiliates, like Barber, say the full two-hour show fits well
with their own local news plans. Others, including Herman Ram-
sey, vice president/GM of WGNX(TV) Atlanta, say the two-hour
show is an acceptable trade-off for the network providing three
hours of weekly educational kids fare.

Meanwhile, the network is likely to find itself in a discussion
about how well the weekday morning format, installed five
months ago, is working. And judging from the comments of affil-
iates contacted last week, many don’t think it’s going so well. The
two most-often cited problems are the awkwardness of the hybrid
local/national format and the lack of star power. —SM

http: /www.broadcastingcable.com
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NAB urges stations to rate programs on shelves The NAB is

proposing that TV stations take responsibility for affixing ratings icons to syndicated

movies and reruns they have on the shelf. / 14

The many faces of Reed Hundt Three years after taking the helm at the
FCC, Reed Hundt has seen his belief in television’s social obligations become a matter of
federal rules rather than philosophy. As he enters his fourth year, broadcasters may see more
of what Hundt calls his “Third Way” doctrine. / 18

BROADCASTING
& CABLE poll
Despite the negative
flap about talk
shows in the past
two years, the genre
remains the most in-
demand program
form, according to
BROADCASTING &
CABLE’s exclusive
annual NATPE sur-
vey of general

R /
NATPE '97
‘Martha Stewart’
was cited as the

most sought-after
show of the new

syndicated shows
ma{lagers Abok availlable for 1997.
their plans for Cover photo by
1997./ 24 Evan Sklar / 24
Feel-good movement

raises talk show image

A year ago, daytime talkers were under
attack for glorifying social ills and
undermining morals. Today, the biggest
cause célebre in talk TV is Sesame

Street muppet and toy mogul Elmo.
What happened? / 40

Weeklies find their niche
Syndicated weeklies are usually last on
the list of promotional priorities for
broadcasters. But by narrowing their
sights on niche markets, distributors are
turning out innovative shows with a
range of possible advertiser tie-ins. / 56

DreamWorks’ Povich/Chung
marks open season in access

DreamWorks Television
launches the first strike
in the battle of first-run
access; industry observ-
ers predict the first-run
access business will see
a major turnover in fall
1998. DreamWorks
malled to TV execs the first formal pitch to
buyers for its fall 1998 magazine entry an-
chored by husband-and-wife TV news veter-
ans Connie Chung and Maury Povich. / 103

Katz on syndication 1n its pre-
NATPE review of the 1997-98 program
development season, Katz Television recom-
mends just one new talk show and one game
show, with no picks for magazines or off-net
sitcoms. / 105

VH1 to debut ‘Hard Rock Live’

VH1 will debut in March an hour-long week-
ly concert series, Hard Rock Live Presented
by Pontiac Sunfire, backed by a $30 million
marketing and promotion budget, unprece-
dented for the music video network. As
exclusive presenting sponsor, Pontiac will
create dedicated advertising and tag its Sun-
fire ads with promotions for the show. / 113

Jones instructs on
Playboy-less
cable Jones cable
subscribers in the Chi-
cago suburb of Glen
Ellyn, Il1., will be in-
structed how to eliminate
scrambled Playboy Channel
signals from their living rooms as part of an
agreement between the cable operator and
the local government. / 113

Cable stocks hope for
happier New Year 1oyal cable

investors raised their glasses on New Year’s
Eve to drown their sorrows or to toast better
days. Despite a bullish market for 1996,
cable stocks saw a bearish side. / 113

s,

Virtual malls
draw real
customers Cyber-

space retailers are enjoy-
ing considerable seasonal -
cheer from holiday sales, “o,:f ;e%’::f;%?

estimated sales near $200 Jjon hits per day
million. / 120 before Christmas.

TECHNOLOGY /121

Comark makes transmitter
deal with NBC Comark Communi-

cations has reached a strategic agreement
with NBC to provide digital television
transmitters and engineering services to the
network’s current and future owned-and-
operated stations. / 121
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THIE HIGHIEST RATED
NEW FIRST-RUN STRIP
OF THE SEASOMNMN.

Ouwur star in Hollywood
is glowing with a brilliant
new energy. Already the
highest rated new first-
run strip of the season,
ACCESS HOLLYWOOD
has the style and substance
to outshine its competition.
Radiating the power
and strength of NBC
and 20th Television,
ACCESS HOLLYWOOD
IS @ success in a proven,
advertiser-friendly genre:
entertainment news.
Access is everything, and
ACCESS HOLLYWOOD
doesn't just show you the
stars, we reach them.

™ iy Fox
£ 1000 Natina m.——-—nv ooy
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STARS, FASHION, FAMIL

HOME TEAM is the one-hour daily that combines entertainment and
information in an exciting new format designed for the women

of daytime. Hosted by Terry Bradshaw, one of the most 7
recognizable broadcasters, HOME TEAM is a unique >
mix of special feawures, each with its own hot

topic and engaging personality. Food. Features.

Family. Even our own Ms. Fixit. But most of KN
all, HOME TEAM is stars, stars, STARS, ¢

as only the creative partnership of r
Twentieth Television,

Planet Hollywood and C3 ;

can bring them to you. .’

Y ~HOME TEAM.

'THERE’Ss NO PLACE LIKE IT IN DAYTIME. |

World Radio History







. o fos o AA Adad. 2 bimEiae !

R 4

ey T
t]

T T Ry
SN,

:
* A

A
\

|

1

i, S ; T
p————" R § T . )
™ A e ,’% ‘,', .

-~ BT 4 »
4 P.". et‘.‘}, ‘ I b

L

s
Sl B

N 1
f
e

CLEARED NG
FOX-UWNED
STRTIONS.

s

s’
53

- . "
S 0N &

ip

T




—3

,,.
~
:

)

& VY
]
puiasrew s B ¢

I8NV

sunog

an

HIGH[ SEy
ScHoou.|

a

IT's|

A a

|{LITTLE -5,-

IMOREL_ =
; ; ANIMATEDI

That's 3 T LT

Tkl

what happens
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COPS is a huge hit in N all dayparts wnth 7 - v - ‘\ﬁ
local success stories in early fringe, access L

and late night. No other. show offers more
programming flexibility.

COPS is arming stations with an arsenal of
episodes, millions of followers, and proven
staying power. There's no escaping the
strong arm of the law because with COPS,
the beat goes on.
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Don't let REAL STORIES pass you by.
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NAB urges stations to rate programs on shelves

he National Association
Tof Broadcasters is

proposing that TV sta-
tions take responsibility for
affixing ratings icons to syndi-
cated movies and reruns they
have on the shelf.

But syndicators should have
the going-forward responsibili-
ty for any shows they deliver by
tape or satellite in the future,
says NAB’s Chuck Sherman. It
should also be up to the syndi-

cator to encode the programing
to function with the V-
chip—equipped sets when the
encoding standard is set by the
FCC in a year or two, he says.
The V-chip sets will enable
parents to black out programs
based on their rating. Encod-
ing a program involves insert-
ing a data “pulse” every three
or five seconds that identifies
the show’s rating and blacks
out the show on command.

Who does what is not trivial,
Sherman says. “There are hun-
dreds of thousands of hours of
syndicated programs being run
every day, and they are not
being rated at this point,” he
says. “It's going to take a
tremendous effort in time and
money to get it done.”

Sherman says he has been
talking with broadcasters and
syndicators about how to share
the ratings obligation and is

confident that a plan can be
worked out. “I think there is
going to be a very strong coop-
erative effort on the part of the
syndicators,” Sherman says.

The NAB may formally
broach its ideas at the next
meeting of the intra-industry
ratings committee.

The major broadcast net-
works began airing ratings last
week. A ratings icon appears
in the top left-hand corner of

the screen for the first 15 sec-
onds of each show.

Syndicators were unsure
how they would handle rating
their libraries: “We’re in the
process of evaluating how
we’re going to tackle this situ-
ation,” said CTTD President
Barry Thurston. “I don’t think
anybody is prepared [for the
time-consuming job of apply-
ing content ratings to library
product].”

their Websites.

WB expected to unveil Web network

arner Bros. is expected this week to unveil an ambitious new
W Internet venture designed to create a “web within the Web,”
revolving around local broadcasters’ Websites.

Warner Bros. officials declined to comment, but a source familiar
with the plans describes the project as “PM Magazine on the Inter-
net,” referring to Group W Productions’ now-defunct syndicated mag-
azine. Like the PM Magazine format, Warner Bros. Online’s “City-
Web" project will augment local stations’ Websites with nationally ori-
ented news and entertainment fare.

CityWeb is expected to be Warner Bros." major push to broadcast-
ers at next week's NATPE convention. Sources say Warner Bros.
hopes to establish traditional exclusive network/affiliate relationships
with a single broadcaster in each market. Financial terms of the pro-
posed alliances were unclear at press time.

Warner Bros. has been developing plans for the advertiser-support-
ed CityWeb network for nearly a year. Sources say Warner Bros. is hop-
ing one of the primary incentives for broadcasters to sign on for City-
Web will be the promise of generating more advertising revenue from

—CL

FCC digital plan could hurt UHF, ALTV says

Warns that new assignments may be ‘next to useless’

WASHINGTON—The FCC’s digital
TV channel-allotment plan could leave
UHEF stations with digital channels that
are “next to useless,” the Association
of Local Television Stations (ALTV)
says.

Under the FCC’s plan, says ALTV
President Jim Hedlund, UHF stations
would be assigned channels with such
low power levels that the signal might
have problems penetrating office
building walls or being received by
laptop computers. In addition, Hed-
lund says, the reach of the digital sig-
nal might be significantly reduced
from that of the current analog signal.

Under the plan, all stations would be
granted digital TV licenses and power
levels so that their current coverage
area would be replicated, an FCC offi-
cial says. The deadline for reply com-
ments is Jan. 10, and FCC Chairman
Reed Hundt has said the rule will be
issued by April.

The ALTYV board will focus on the
issue at its Jan. 11 meeting, at which it
plans to assess the problem and deter-
mine a course of action, Hedlund says.

“We view the future of the digital
world to be much more than simply the
delivery of pictures and sound,” says
Nat Ostroff, chairman of the associa-

tion’s technical advisory committee
and vice president of Sinclair Broad-
casting. “There will be delivery to
appliances other than TV receivers,
and as a result it’s clear that lack of par-
ity between TV station powers in the
same market will give tremendous
advantages and disadvantages when
you try to develop services to other
digital appliances.”

Sinclair Broadcasting and Sullivan
Broadcasting filed joint reply com-
ments, and Paramount television sta-
tions filed separate comments at the
FCC last week seeking “a fairer princi-
ple on which to base the table of allot-
ments” and a comment-period time
extension to allow the development of a
new table, Ostroff says. The FCC’s pro-
posed allotment table is “heavily
biased” in favor of VHF stations
because VHF power levels will be up to
100 times higher than UHF digital
channels, says Ostroff.

“This is a roundabout way of saying
[UHF stations] want equal service
areas,” one FCC official explained. “We
are recognizing investments people
have made over the year. They want the
government regulator to step in with a
sweep of a pen and give away what
[UHF stations] have not paid for.” —HF

]

CoseHlCirEhitl;

LOS ANGELES

WB-backed buy

WB Network—supported group

is ready to make its first TV
station purchase: KWBP(TV) (for-
merly KEBN) Portland, Ore. The
deal is as good as done, but not yet
finalized, sources said last week.
The WB is said to be still trying to
decide whether to put money
behind the investor group, led by
New York-based investment
banker Communications Equity
Associates (CEA). A WB-support-
ed group is “going out and making
offers on television stations,” WB
spokesman Brad Turell confirmed
last Friday (Jan. 3). It is one of
several WB Network efforts to
improve its national coverage from
the current 84%. “We are looking
for greater distribution, and we're
spending 100 percent of our time
on it,” Turell said. But The WB
can’t buy its own TV stations out-
right, because parent Time Warner
owns cable systems in many large
markets. The FCC bars cable
TV-broadcast TV crossownership.
Asked how The WB is supporting
CEA’s investment group, Turell
said he would call back with an
answer but had not done so by
press time. A CEA official did not
return calls.

DENVER

Vote of confidence?
Wilh TCI boss John Malone giv-
ing second-in-command Bren-
dan Clouston a public pat on the
back in a recent Wall Street Journal
interview, speculation has cooled
that Clouston was on the way out. In
the interview, Malone shouldered
much of the blame for the compa-
ny's current tribulations and said
he’s 100% behind Clouston. Follow-
ing TCI'’s dismal third quarter, the
talk in financial markets was that
Clouston’s days were numbered.
Despite the Malone endorsement,
industry insiders are reserving judg-
ment. “He took a lot of blame away
from Brendan,” said one cable exec-
utive. “But at the same time, I got
the impression that what he’s saying

is, ‘It took me to get this thing
straightened out.’”

WASHINGTON
Irving timetable

any industry sources expect

Larry Irving, National Telecom-
munications and Information Admin-
istration (NTIA) head, to leave his
post within a couple of months, but
Irving says it isn’t so. I do not
intend to leave for at least the next
six to nine months,” he says. Irving
says he hasn’t talked to anyone about
a job and won’t for some time. “You
can’t do one job while you're looking
for another.” Irving says he is com-
mitted to helping file the NTIA’s
comments on FCC rulemakings per-
taining to the 1996 Telecommunica-
tions Act, and also wants to help
Commerce Secretary William Daley
through the transition.

DBS query
SOmc lawmakers have questions
about the FCC'’s decision to
give MCI a DBS license. The FCC
last month granted the license after
determining that foreign ownership
caps don’t apply to subscription
DBS services. Four lawmakers—
senators Ernest Hollings (D-S.C.)
and Daniel Inouye (D-Hawaii) and
representatives John Dingell (D-
Mich.) and Edward Markey (D-
Mass.)—have asked, among other
things, when the FCC decided that
subscription DBS is different from
other broadcast services.

Too much of good thing

he FCC’s spectrum policy

statement has hit some snags.
FCC Chairman Reed Hundt last
month said that within a few
weeks the FCC would be issuing a
statement aimed at establishing a
more “market-driven” policy for
managing the airwaves. Turns out
that the early draft of the statement
is too market-driven for some FCC
staffers, who say the policy
favored by Hundt provides for too
much flexibility. Commission offi-
cials have discussed soliciting
public comment on their state-
ment, sources say.
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THE Most HONORED AND
CRrITICALLY ACCLAIMED SHOW
IN TELEVISION HISTORY.

M*A*S*H. Its place in history is no
laughing matter. It has garnered 99
Emmy nominations, winning 14, and
has received numerous Golden Globes,
People’s Choice, Writer’s Guild, Actor’s
Guild, and Humanitas Awards.

Its off-net success also deserves a salute.
M*A*S*H has ranked in the top ten more often
than any other sitcom in syndication history.
And M'A*S*H is still in the top ten today.

With local sueccess stories in early fringe, access
and late night, you can be sure that M*A*S*H
will take good care of your time-slot.
M*A*S*H. A cut above.
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The many faces of Reed Hundt

Taking the Third Way, the FCC chairman is implementing his philosophy of TV as an agent of social policy

By Chris McConnell

t the 1994 NATPE convention, Reed Hundt
offered anxious TV executives an early
glimpse of the agenda the new Mystery
Chairman would bring to the FCC.

Children, Hundt said, spent more time in front of
the TV than in the classroom. Violence was a bad
influence, and broadcasters needed to do something
about it or the government would.

The speech—one of Hundt’s first as FCC chair-
man—drew only polite applause from TV program-
ing executives, who didn’t like what they heard. Most
broadcasters still aren’t clapping, although now they
have more than speeches to deal with.

Three years after taking the helm of the FCC,
Hundt has seen his belief in television’s social oblig-
ations become at least in part a matter of federal rules
rather than philosophy.

And as he enters his fourth year, broadcasters may |
see more of what Hundt calls his “Third Way” doc-

trine.

The FCC chairman points to the print model of
First Amendment law as the first way, and Europe’s
policy of governmental spectrum management as the
second. He says he wants to reject Europe’s regulato-
ry model, but also recognizes that “spectrum is not
like a printing press....It is a public property.” Hundt
says, “The license is more like [the charter for] Cen-
tral Park,” referring to a public property in which
playgrounds and concert shells have been built.

“We’'re trying to develop a doctrine called the
Third Way, where we’re not caught [in] this
unhealthy tension between the European model and
the print model,” he says.

In pursuing and in part implementing such public
interest goals and other parts of his agenda, Hundt
has erased the Mystery Chairman tag that BROAD-
CASTING & CABLE gave him when he moved to the
commission from his previous life as an antitrust lit-
igator at Latham & Watkins.

In its place Hundt has attracted a series of labels
that hinge largely on who is talking. To industry
watchdog groups, Hundt is the Heroic Chairman.

Proponents of the children’s TV rule, for instance, |

describe him as the Harry Truman or Theodore Roo-
sevelt of FCC chairmen.

To cable industry executives, he is the Newfound
Ally Chairman. Once reviled as the champion of rate
regulations (TCI chief John Malone even quipped
that Hundt should be shot), he now is regarded by
cable lobbyists as a friend in their regulatory battles
with local telephone companies. They look forward
to a year that Hundt says will be dominated by the
commission’s efforts to promote telecommunications
competition.

And to broadcasters, Hundt is simply the Darth
Vader Chairman.

“He is without question the most hostile chairman
to the broadcast industry that we’ve ever had,” says
James Hedlund, president of the Association of
Local Television Stations.

Hedlund and others cite the public interest actions
the Hundt FCC has taken, particularly the three-hour
standard his commission has placed on children’s
educational programing.

They also point to what the year ahead may hold.
Late last month Hundt issued a 29-page agenda for
1997 in which he suggested that broadcasters set
aside ad time to assist political candidates in reaching
the public.

Hundt also wants terrestrial broadcasters to devote

WHAT’'S AHEAD

Late last month, Reed Hundt released a pian for 1997. Some of the targeted issues include:

M Digital television. The FCC has adopted a transmission standard, but still needs to wrap up
DTV service rules and adopt a final plan for giving each station a DTV channel. Hundt hopes to
complete both proceedings before April 1.

M Broadcast ownership rules. Hundt says he hopes to wrap up the FCC’s review of broadcast
ownership and attribution rules by June.

B Universal service. A Federal-State Joint Board in November adopted a series of recommen-
dations aimed at promoting the universal availability of telecommunications service. Hundt has
asked FCC staff to prepare final rules by the FCC’s April meeting.

M V-chip ratings system. The FCC plans to invite public comments on the TV ratings system
developed by the TV industry.

B DBS public interest programing. The FCC plans to write rules to implement a recently upheld
law requiring DBS operators to reserve up to 7% of their channel capacity for noncommercial
programing.

W Distilled spirits advertising. Hundt favors launching an FCC inquiry into the effects of hard-
liquor advertising. So far he has been unable to persuade a majority of the commission to sup-
port FCC action on the issue.

W Political airtime. Hundt says the FCC will provide Congress with ways to improve the access of
political candidates to TV. He has suggested asking broadcasters to set aside ad time for candidates
as part of the industry’s public interest obligations and also has suggested that broadcasters set
aside 5% of their digital TV spectrum for civic debate and other public interest programing.

W Digital Audio Radio Satellite Service. FCC officials are writing service rules for the satellite-

delivered service. Hundt says an auction of DARS spectrum should begin in April.

5% of their digital TV spectrum to serving the public.
He wants the FCC to look at how liquor advertising
affects viewers. He wants the FCC to take a hard look |
at reallocating and auctioning UHF channels 60-69. |
His commission will evaluate the TV ratings plan |
developed by program producers and distributors.
And Hundt wants the FCC to do all this during a year |
in which at least one of his staunchest opponents on |
TV content issues, Commissioner James Quello, is
leaving the commission. |

“Where does the end come?”” Hedlund worries. i

Hundt’s vision of TV’s social utility extends to the
cable industry as well. Companies, for instance, have
inked “social contracts” with the commission that
pledge an array of good deeds, including linking
classrooms to the information highway.

Cable lawyers and lobbyists, however, have happi-
er thoughts as they look to 1997. Although they once
decried the FCC’s implementation of rate regulation,
they now applaud FCC efforts to open telephone
markets to competition.

Hundt’s agenda, for instance, calls for the FCC to
complete work by April on rules aimed at promoting
universal availability of telecommunications service.

Cable companies so far have had warm words for
the FCC’s actions on “universal service” and rules
aimed at clearing the way for new competitors to
hook up to the local phone network.

“He’s been a clear and consistent champion of
competition,” says Decker Anstrom, president of the
National Cable Television Association (NCTA).

Hundt cites competition in defending his commis-
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sion’s actions to the affected industries. The Referee
Chairman has criticized the lack of competition so
far between the telephone and cable industries and
maintains he is trying to throw out all the rules that
don’t promote competition.

“It’s no small job to create sufficient incentives for
competition to dispense with the need for regula-
tion,” Hundt said in his '97 agenda.

One FCC official says the effort is bound to make
friends and foes of all the businesses at one time or
another. “He’s nobody’s friend for very long,” the
official says.

But even Hundt’s critics agree with his support-
ers on some aspects of Hundt’s FCC career. Like
him or not, most observers say, Hundt is a tena-
cious—some say arrogant—regulator who is not
afraid of a fight.

And while onlookers differ on how much personal
credit he deserves, most agree that the Hundt FCC
can claim a long list of accomplishments, including
adopting the children’s TV rule, administering the
spectrum auctions and implementing the 1996
Telecommunications Act.

chairmen in FCC history,” says former FCC

commissioner Andrew Barrett. This from the
man who once called Hundt a “gutless, leaderless
liar” and opposed his efforts to require children’s TV
programing. “Getting the job done has nothing to do
with one’s personal views,” Barrett adds.

FCC Commissioner Rachelle Chong says that the
children’s TV rule does not go as far as Hundt would
have liked. But she concedes Hundt did get a rule.
“That was just a battle of wills,” Chong says.

To many in and out of the commission, such ideo-
logical conflicts are what most distinguishes the
Hundt FCC. The children’s TV battle was perhaps
the most visible war, but it was by no means the only
battle Hundt has fought with the industry and his fel-
low commissioners.

“He really goes out there and raises questions,”
says one broadcaster, citing Hundt’s “fearlessness in
stirring up controversy.”

Several say such characteristics served Hundt
well in the children’s TV battle. “He never backed
down from his desire to have a quantified standard,”
says ALTV’s Hedlund. “His high marks would
come from being a relentless zealot,” adds another
broadcaster.

But others say the same attitude has cost Hundt in
other areas.

“I think his record has been marred by a reputation
for personal arrogance,” says one lawyer, who
nonetheless credits Hundt with a sound record of
accomplishments.

“You can’t reason with him,” complains a broad-
caster. Another concedes that Hundt ranks as one of
the more significant chairmen in the commission’s
history and adds, “It absolutely galls me.”

Others in the FCC echo similar sentiments. They
swap stories of the George S. Patton Chairman,
demanding his way and even shouting at other com-
mission officials to get it.

“Sometimes it gets to me,” says one official. “He
just can’t build consensus that way,” says another.

Some FCC officials say a kinder, gentler Hundt
would do better. One source insists that Hundt and
his colleagues actually agree on most issues but that
an observer would never know it. Another official
agrees that the chairman could claim more success
were he to practice more “retail politics” with the
other commission offices.

“People are who they are,” Hundt says of the
complaints that he is arrogant. “All the commis-
sioners are very distinct individuals. The point is,
[all the commissioners] are trying to pull in the
same direction.”

Hundt even jokes about the criticism of his person-
ality. At a Washington dinner last month, he cited
complaints that he is arrogant and aloof and asked,
“What'’s wrong with that? I figure if you’re arrogant,

H ¢ probably has been one of the most effective
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HIND
1994

February—Wins additional 7% rollback on
cable rates.

August—Suggests that broadcasters
should revisit their “social compact” with the
public. Also reassigns the top 18 FCC offi-
cials.

1995

March—Raises $7.7 billion from auction of
PCS spectrum.

July—Repeals prime time access rule.
August—Announces that FCC staff will be
cut 10%. Adopts “social contract” with Con-
tinental Cable.

September—Repeals financial interest and
syndication rule.

November—Approves Westinghouse
acquisition of CBS.

December—Adopts social contract with
Time Warner.

Hundt, Commissioner Susan Ness and
sentative Edward Markey found themselves in
the winner'’s circle at the end of the children’s
TV battle.

1996

January—Auctions reclaim DBS channels
to MCI/News Corp. venture and EchoStar.
February—Approves Disney acquisition of
CapCities/ABC. Issues schedules for imple-
menting 1996 Telecommunications Act.
July—Proposes plan to grant each TV sta-
tion a channel to deliver digital television.
August—Adopts rules establishing three-
hour “processing guideline” on children's
educational programing.
November—Proposes series of changes to
broadcast ownership and attribution rules.
December—Adopts standard for digital televi-
sion after broadcast, consumer electronics and
computer industry negotiators strike November
agreement on standard. —CM

you’re doing people a favor by being aloof.”

Discussing his accomplishments during the past
three years, Hundt points first to internal reforms at
the FCC. Under the Computer Geek Chairman, the
FCC has hooked up to the Internet and created a
Website complete with home pages for each com-
missioner and updates of commission actions.
Hundt’s interest in the information highway has even
brought the computer industry to the FCC as a lob-
bying force, most recently in the commission’s
review of a digital TV standard.

“All of us together have reinvented the way the
organization works,” Hundt says, adding that all the
commissioners have cooperated in reforming the
commission’s operation. Hundt cites an FCC policy
of maimtaining a detailed, long-range schedule for its
upcoming actions.

“It’s not the way I originally saw that we should do
things, but it’s part of my own learning,” Hundt says.

19

“Bureau chiefs brief the commissioners routinely
weeks and months in advance.”

Others at the FCC say it doesn’t always work that
way, but agree that information about upcoming
votes and pending issues is generally more available
to the other commissioners. “The trend is good,” says
one official.

“He has done some great things there,” adds
Chong of the FCC reforms.

Communications lawyer David Oxenford says the
reforms have sped things up at the FCC and that the
commission’s review of radio station sales in partic-
ular has improved. Another broadcast industry
source also credits Hundt with “bringing communi-
cations to the commission.”

Barrett says Hundt continued an effort launched
during the regime of FCC Chairman Alfred Sikes,
who came to an FCC that still used rotary phones.
“{Hundt] did continue to bring us out of the dark
ages,” Barrett says.

Others credit Hundt with assembling a team of
high-caliber legal and business talent. The John
Thompson Chairman has recruited a coterie of lvy
League law and business school grads to chew over
communications issues.

“He has brought an element of intellectual rigor to
the job that hasn’t always been there,” says one
Washington lawyer, adding that the Hundt FCC has
clevated the level of debate on communications
issues.

“It’s a bit of a groupie situation,” another Washing-
ton lawyer says of the FCC’s collection of lawyers
and economists. Others say the recruitment has paid
off in court challenges as well.

“The commission is writing better orders,” says
communications lawyer David Honig, an advocate of
minority broadcast ownership and equal employment
opportunities. Honig notes that he lost his last four
court challenges of FCC decisions.

Hundt says the buildup of “intellectual muscle”
was needed to implement the deregulatory provi-
sions of the Telecommunications Act, last year’s
broad rewrite of telephone, cable and broadcast
communications law aimed largely at replacing
government regulation with competition. Without
the new faces, Hundt says, “we would have been
dead in the water. Our goose would have long ago
been cooked.”

achievements several onlookers attribute to the

Hundt FCC. The act required the commission to
undertake some 80 rulemakings, and the commission
so far has met all of the deadlines.

“I give him very high marks on the administrative
side,” says Andrew Schwartzman, president of the
Media Access Project. “Just to get this stuff done is
no small accomplishment.”

“The Hundt commission has been among the most
productive if not the most productive,” adds FCC
Commissioner Susan Ness. “History has dealt us an
enormous amount of work to do.”

Others extend the credit for such administrative
achievements as much to history, or timing, as to
Hundt’s abilities. The Ringo Starr Chairman, they
say, just happened to be in the right place at the right
time.

“The times are not dull,” Washington communica-
tions lawyer and activist Henry Geller says. A broad-
cast lobbyist also says the industries governed by the
FCC have become more prominent during Hundt’s
tenure.

Hundt agrees with such comments. “One of the
reasons I wanted this job is because I knew it would
be a very fortunate time,” he says, adding that credit
for the administrative accomplishments should go to
the FCC's staff.

He says the same for the commission’s administra-
tion of spectrum auctions, another action that
onlookers rank high among the FCC’s accomplish-
ments during the past three years.

The Auctioneer Chairman keeps a giant, framed

The FCC’s handling of the act tops the list of



auction revenue check in his office, and his
commission has collected more than $20 bil-
lion in auction revenue since it placed the first
frequencies on the block in 1994.

“You’ve got to give [Hundt] credit for that,”
adds Geller. “I think there is a general percep-
tion that broadcasters are getting tremendous
public benefit.”

That perception has also boosted the Public
Interest Chairman’s efforts to define what
broadcasters pay for their frequencies in lieu of
cash. Last summer when the FCC proposed its
plan for giving every broadcaster a second
channel to deliver digital TV, Hundt called the
action “the single biggest gift of public proper-
ty to any industry” in this century.

The comment came as broadcasters were
approaching the final days of their battle against
a quantified children’s TV standard. Some
broadcasters had pointed to the threat of digital
spectrum auction in predicting that broadcasters
would concede to a quantified standard—some-
thing the industry did in late July.

action as the centerpiece of Hundt’s FCC
tenure.

Hundt is quick to note that the rule and its
underlying philosophy represent only part of his
agenda. While insisting on a Third Way to codi-
fy broadcasting’s debt to the viewing public,
Hundt also says he is throwing out other rules.

He cites the elimination of the prime time
access rule, the relaxation of ownership rules
and his plans for digital TV. Broadcasters,
Hundt says, should be free to provide both free
and subscription services with their digital
spectrum.

Hundt can also point to his commission’s
record on indecency enforcement in making the
deregulation case. His commission inked a $1.7
million settlement agreement with Infinity
Broadcasting to settle a series of previously
imposed fines, but has issued few new indecen-
cy fines. An $8,000 fine issued last October
was the first since April 1994.

And while he favors free airtime for candi-
dates, Hundt has stayed away from reviving the
fairness doctrine, the rule requiring TV and
radio stations to air all sides of controversial
public issues.

Regulatory or not, some say it is still too
early for supporters of the Hundt agenda to
claim victory. Broadcasters may have pledged
not to take the children’s TV rule to court, but
some lawyers are not so sure that judges won’t
have the final say on the FCC’s content-related
rules.

“You’re writing these rules in the sand,” says
one Washington lawyer. “Ultimately there will
come a limit on what [Hundt] can do.”

“I think my colleagues have been timid to
mount the appropriate challenge,” one broad-
cast lobbyist adds of the content-related regula-
tion. This source says that further public inter-
est—related rules could push broadcasters into
court.

“Go ahead. Make my day,” Media Access
Project’s Schwartzman says of that prospect.
“I’d love for them to challenge it, and they
don’t have the guts.”

Others contend that the children’s TV rule
and other Hundt initiatives are more spin than
substance and that Hundt himself grabs too
much attention for the FCC’s actions.

“They tend to run a little propaganda
machine there,” says one Washington lawyer.
Another contends that the Spin Meister Chair-
man’s commission has cultivated public rela-
tions more during the past three years than at
any other time in its history.

Some cite November’s agreement on a dig-

s everal in and out of the FCC point to that
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ital TV standard as an example. FCC com-
missioners late last month voted to adopt the
agreement reached in November between
broadcasters and computer industry execu-
tives. Sources in and out of the commission
say the Hundt office laid too much claim to
the accomplishment when it was Ness who
set the schedule for having the standard
resolved by year’s end.

“The press spin was audacious,” says one
commission official.

FCC Chief of Staff Blair Levin—a frequent
target of the spin criticism—says the FCC
wanted a public debate on digital TV and that
Hundt had long favored including the computer
industry in the standard-setting process.

Ness says she does not feel slighted. “Reed
was instrumental in moving the concept of hav-
ing a computer-friendly digital broadcasting
system,” she says.

Hundt credits FCC staff with the commis-
sion’s rulemaking and administrative achieve-
ments. “I’m not claiming personal credit on
these issues,” he says.

While some critics chastise the chairman for
shining the spotlight too much on the commis-
sion’s actions, other supporters complain that
not all of the issues have made it into the lime-
light.

Honig, for instance, calls Hundt one of the
“near greats” of FCC chairmen but criticizes
the FCC’s handling of equal employment
opportunity (EEO) issues. The FCC early last
year issued a proposal for streamlining its EEO
policies, but so far has adopted no permanent
rules to replace the forfeiture guidelines that a
court dismissed in 1994.

“It’s a missed opportunity so far,” Honig
says.

Geller takes a similar tone in discussing the
FCC’s treatment of leased-access cable chan-
nels. The commission last year issued a propos-
al for improving access to the cable channels,
but so far has adopted no final rules.

“I don’t see anything at all to praise the FCC
for in that area,” Geller says. “They have
botched that totally.”

Ness points to the FCC’s workload in
responding to such complaints. “It’s hard to be
working in every single area all at once,” she
says.

Hundt plans to take up much of the unfin-
ished business in 1997. His lengthy agenda,
titled “The Hard Road Ahead,” includes
broadcast ownership rules, digital TV regula-
tions, cable inside wiring and other TV-relat-
ed issues.

Hundt predicts that any controversy in 1997
will emerge from the FCC’s review of tele-
phone rules and not the mass media issues. But
broadcast lawyers and others opposing his
“Third Way”’ philosophy are not so sure.

Several voice fears for the future in dis-
cussing Hundt’s plans and point to the depar-
ture of Quello. With a Clinton-appointed
Democrat in Hundt’s seat, they say, Hundt
could become the Powerhouse Chairman.

“I think there is a risk that is the case,” says
one broadcaster. “It’s a legitimate concern,”
says Chong.

Hundt and Ness downplay the significance
of the approaching new appointments. And
other broadcasters voice hopes that the feared
Powerhouse Chairman will instead become
the Former Chairman before NATPE ’98.
Some predict Hundt will depart in August or
September.

Hundt continues to insist that he plans to stay
through the end of his term in mid-1998. If he
does, he’ll have more than a year to keep replac-
ing the Mystery Chairman label with new tags—
perhaps with the Third Way Chairman. ]
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MICROSOFT
Continued from page 3

receivers that can get DIRECTV
to include [PCs},” Huguez says.

DIRECTYV is talking to a
number of popular Website
operators. ‘‘Because we have a
wider pipe to the home, a
Website can enhance its pro-
graming to be delivered via
DIRECTV to a hard drive,”
Huguez says.

DIReCTV has approached
NBC, Discovery Online, E!
Online and The Weather
Channel, according to sources.

An NBC spokeswoman
declined to comment on any
conversations with DIRECTV.
NBC and Microsoft are part-
ners in MSNBC, the Redmond,
Wash. firm’s other major foray
into broadcast territory.

“From an ESPN perspec-

the [Internet service]
providers, especially with
broadband providers,” says
Tom Hagopian, general man-
ager of ESPNet SportsZone.
ESPN, already aligned with
@Home, has demonstrated
multimedia-enhanced versions
of its Website.

MGM Interactive expects to
discuss the project with
DIRECTYV, according to Ken
Locker, MGM executive pro-
ducer of original online con-
tent. MGM is developing six
serials for the Internet, includ-
ing a psychological thriller,
comedies and a mystery.

Among other things,
DIRECTV and Microsoft are
expected to identify the three
manufacturers of the PC
boards to enable receipt of the
data signals. Adaptech of
Milipitas, Calif., will be one of

tive, we want to work with all

FOX SUPERBOWL cContinued from page 3

similar to those of last year’s Super Bowl between the Dallas
Cowboys and Pittsburgh Steelers, which earned a 46.1 Nielsen
rating. The highest-rated Super Bowl was 1982’s Super Bowl
XVI between the San Francisco 49ers and the Cincinnati Ben-
gals, which drew a 49.1.

Fox is not bringing out new bells and whistles; its coverage
will be consistent with that of the regular season, Goren says.
The game will be called by veterans John Madden and Pat Sum-
merall, who will be broadcasting their sixth Super Bow! togeth-
er. “You can put on all the meringue you want,” says Goren, *“but
you have to let the game come to you and have solid coverage.”

The game will, however, have “a ton of equipment,” including
a crane camera, goalpost robotics and a Super Bowl-record 29
cameras. “Every Super Bowl, from the TV perspective, is a day
of excesses,” Goren says.

Those excesses make the Super Bow! *“probably the most expen-
sive day of programing that a sports organization will produce,”
Goren notes, but adds that it also is “the greatest revenue day for
any network.” Fox is looking to collect $71 million in advertising
revenue for the game. The Super Bowl is coveted by advertisers
because the event almost always enters the record books as one of
the highest-rated programs. And the rates reflect that.

The network has sold all of its ad time at $1.2 million—-$1.3
million per 30-second spot, about $1 million more per spot than
during the World Series. There are 56, 30-second units available
in regular-season football games, and that figure is roughly the
same for play-off and Super Bowl games.

But that is only for three hours of airtime during which the
game is played. Network rates for the additional six or seven
hours that constitute the pre- and postgame shows range between
$50,000 and $800,000 per 30-second spot, depending on the
commercial’s proximity to game time.

“We're selling the entire day,” says Dolgin, adding that Fox
will use the nine to 10 hours of Fox Super Sunday to promote its
current shows and help launch new ones. The network will be
aggressively promoting its new series King of the Hill, for which
Dolgin says the network has “very high expectations.” a

the three suppliers. ]

Exceptional issues

To accommodate the heavy volume of program news
and advertising generated during this NATPE conven-
tion time of the year, BROADCASTING & CABLE will pub-
lish in tabloid format this week and next. Standard
publication will resume on Jan. 20.

For those attending NATPE in New Orleans, B&C
will publish three daily editions (Tuesday, Wednesday
and Thursday). Distribution will be made to delegate
rooms in major hotels and through bins in the trade
publications area.
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Fourth annual exclusive BROADCASTING & CABLE poll just prior to industry’s
biggest programing marketplace finds talk shows top buyers’ wish lists

By Steve McClellan

espite all the negative
flap about talk shows
in the past two years,
the genre remains the
most in-demand program
form with potential buyers on
the eve of the annual National
Association of Television Pro-
gram Executives convention
in New Orleans (Jan. 13-16).
That’s according to BROAD-
CASTING & CABLE’s exclusive
annual NATPE survey of gen-
eral managers about their
plans for 1997.
In the survey, conducted in

mid-December, 21% of re-
sponding GMs said their sta-
tions’ biggest programing need
is talk shows. That’s up from a
year ago, when 17% of the GMs
responding cited talk as their
biggest need. Like last year, sit-
coms were the second-most-
cited program category on shop-
ping lists (14% this year versus
12% last year) and children’s
programing was the third cate-
gory (9% versus 7% last year).
Asked if they’ve seen any
improvement in talk show con-
tent over the past year, 56%
said they have, while 39% said
they have not. But improved

content didn’t translate to easi-
er ad sales for talk shows: A lit-
tle more than half said the talk
show sell was no easier or
harder than a year ago, while
28% said it was more difficult.
Only 1% said it was easier.
When asked about talk
shows for 1997, Martha Stew-
art (the strip) was listed more
than any other project as one
the GMs want, even though the
show is, by even the loosest
definition, more magazine than
talk. Martha Stewart was cited
by 13% of the responding
GMs, while prospective talkers
Gayle King and Naomi Judd

|

each were cited by 10%. Two
other proposed new talk shows,
The Home Team with Terry
Bradshaw and Arthel & Fred,
each garnered a 2% response.

Indeed, Martha Stewart was
cited as the single most sought-
after show of all the new syndi-
cated shows available for 1997,
although its plurality of 7%
was not exactly overwhelming.

Significantly, more than
three-quarters of those re-
sponding said they don’t want
any of the new offerings or
aren’t sure.

Half of the survey respon-
dents said they were satisfied

with the ratings performance
of the new syndicated shows
they bought for the 1995-96
season, while 35% were dis-
satisfied. The remaining 20%
said they were not sure.

Asked if they were satisfied
or dissatisfied with the crop of
proposed new shows for the
1997-98 season, 55% said they
are dissatisfied or not sure and
45% said they are satisfied. Of
those expressing dissatisfac-
tion, 60% cited the lack of qual-
ity or creativity of the offerings
and 23% cited a lack of diversi-
ty; 3% cited terms of sale.

Among the new weekly

Martha Stewart: At home on TV

ith her standing as a hot commodity in syndi-
cation (including being singled out by GM’s
surveyed by Broadcasting & Cable), Martha
Stewart says she’s just getting started in TV.
Stewart, 55, takes a hands-on approach to running
the Martha Stewart Living empire. The two-time
Emmy-winner says she’s developing ideas for a chil-
dren’s show and other “evergreen” how-to subjects.
Stewart is also preparing to go it alone, with plans to
buy out Time Warner's stake in Martha Stewart Living
Inc. Stewart declined to elaborate on a time frame for
the purchase, saying the deal will be announced “when
it’s done.” Taking some time out from a 10-day vaca-
tion in Egypt, Stewart spoke last week with BROAD-
CASTING & CABLE’s Cynthia Littleton.

How are your ideas for the expansion to a daily
series shaping up?

It’s not going to be tremendously different from the
weekly show. Some projects that we do may be
slightly longer—we can go day to day on a conti-
nuity project. Decorating a room, for example. The
expansion will enable me to do longer projects, as
well as plenty of shorter ones, with more contribu-
tions from experts renowned in their field.

How deeply are you involved in the day-to-day
production of your show?

Every single day. I do all the planning with my pro-
ducers for the segments....We work closely with the
editors and art directors of the magazine to main-
tain a sense of continuity. Everybody at the maga-
zine wants to work on the TV project, because
we've established that relationship between the edi-
torial core of the magazine and the editorial core of
the program. The TV show is not reflective of every

story in the magazine, but there’s a close reliance. If
we're doing a story on, say, growing irises for the
magazine, it could be very worthwhile to capture
part of that process on tape for the daily show.

Are you developing other TV projects?

I've got lots of ideas for evergreen how-to pro-
graming. I'm working on a children’s program. It’s
an afterschool activity program for kids. I will be
the host with other people doing the projects with
kids after school.

Given your business partnership with Time
Warner, how did Group W Productions [now
Eyemark Entertainment] wind up as the distrib-
utor of your TV show?

Time Warner didn’t want to do it. They didn’t have
the operation to distribute a half-hour weekly pro-
graming effectively, so they turned me down. This
was synergy at its worst. I was kind of upset about
it, yet I understood that they didn’t have the opera-
tions that could do it as well as Group W. [Indeed,
Warner Bros.’ officials say the episode was a cata-
lyst for the formation of a second domestic distrib-
ution unit, Telepictures Distribution.]

Do you watch much TV? How do you think your
show will fit into today’s daytime TV lineup?

We're very different, so very different. That’s how I
look at myself. I'm another option. I'm really excit-
ed and really gratified by the response from televi-
sion station managers.....I actually don’t have a lot
of time to watch TV, but I enjoy watching movies, |
enjoy the Discovery Channel and some of the inter-
view programs. I like to watch the History Channel.
I like to watch things that I can’t get anywhere else.

When the magazine debuted in 1991, were you
surprised by the size of your market?

I always though the audience was gigantic, but I didn’t
know how to get to them. When the magazine started,
I was told by the powers that be at Time Warner that
the circulation would never be any larger than 800,000
because it was a niche market. I knew it was a larger
audience than that....Today, if you combine the TV
show and the magazine, we reach a little over 20 mil-
lion people every month....I knew homemakers would
want what I have to offer because I am a homemaker. |
try very, very hard to provide people with what I need.
I don’t ever lower my standards. I've read the com-
plaints of people who say. ‘I could never possibly do
the projects Martha does,” but my argument is that if I
made a gingerbread house that looked like a ram-
shackle shack. no one would watch me. It’s terribly
important for me to do what I need to do and do it well.

Don Freeman
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oftermgs, Honey I Shrunk th
Kids and Gene Roddenberry's
Battleground Earth were cited
by 5% of responding GMs as
worthy of consideration,
while X-Files garnered a 3%
response rate and Soldier of
Fortune got 2%.

Thirty-two percent of the
surveyed GMs said their sta-
tions are in the game show
business. and another 21% said
they are considering getting
into that business. Of those al-
ready in it, 7% said they'd con-
sider purchasing Pictionary,
4% . The Newlywed/Dating
Hour; 2%, Match Game.

On the magazine show front.
33% of GMs said they 've seen
significant slippage of viewing
levels for such shows. Howev-
er, 43% said they think the
genre is as strong as ever,
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ased on ratings performance
in their markets.
On the issue of hard-liquor

advertising. almost 70% said Y
they think stations should |

have the right to carry such
commercials. But only 12%
said they had carried—or con-
sidered carrying—them.

On the children’s TV front,
46% of respondents said they
will carry three hours (the new
minimum requirement) or less
of weekly educational chil-
dren’s programs when the
requirements take effect in
January. That compares with
41% who said their stations
carried three hours or less of
kids educational fare a year
ago. Thirty-four percent of
those responding said their

stations carry four to eight |

hours of such fare each week,

and 50% said their stations
carried that much a year ago.

More than half (52%) said
their program acquisition bud-
gets are up over a year ago,
with an average increase of
13.5%. Only 6% reported bud-
get declines, averaging 11.5%.

Fifty-five percent said pro-
gram license fees are up this
buying season over last, by an
average 17%. Another 36%
said prices are flat, while 4%
reported declines in license
fees.

Movie time periods have
decreased during the past two
years. due largely to Fox. WB
and UPN affiliates airing more
network programing. Thirty-
five percent of the respondents
reported declines in the num-
ber of movies they’ve aired

over the past two years; 20%. |

accounted for mostly by Big
Three affiliates, said they've
increased the number. The
shifts appear to have had little
effect on pricing, however:
63% said movie package
prices are about the same.

|

Fox's Millennium was ciled |

as the best new network show,
while Spin City on ABC was
second. Rosie O'Donnell was
cited as the best new syndica-
tion show of the current season.

NBC was cited as the best
network. based on overall pro-

gram quality and discounting |

ratings, by 65% of the GMs
surveyed.

The past year seemed to be
a mixed bag in terms of local
market broadcast economies.
Some 45% described their
market as robust and 44% as
stagnant: 6% said their market

is depressed.

But 61% said they think
they'll have a better sales year
in 1997. compared with 1996,
while 27% said it will be
about the same and 6% said
things will get worse.

On the tledgling-network
issue. 75% said they think at
least one of the two new net-
works will succeed and expand
along the Fox model. And 72%
said there is not room for both
The WB and UPN 1o thrive. Of
those believing that only one
will make it, 52% cited The
WB as the likely survivor.
while 48% picked UPN. That
result is markedly different
from last year’s survey, when
70% said they thought UPN
would be the surviving net-
work and only 29% sided with
The WB. ]
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If you could see
a powerful new
revenue source
for your station,
you'd make it
your business,
wouldn't you?







If you could

Increase your
brand awareness,
protect your
market share
and have a
new generation
of viewers
at your fingertips,
you'd make it
your business,
wouldn’t you?
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Welcome to
CityWeb,
the first branded
World Wide Web
network
created to help
broadcasters
navigate a
profitable course
through the
online universe.




Brought to you by Warner Bros. and the Time Warner family of companies, CityWeb is the first
World Wide Web network custom designed for you, the television broadcaster. This is not just a
new website. This is an entirely new business opportunity. CityWeb puts the local television station
operator in control of the Internet’s booming future. Because only CityWeb is powered by the
most impactful marketing force in all media — local television stations like yours.

CityWeb offers:
*A unique local interactive franchise with a high-quality look and feel.
*News from CNN Interactives™ the Net’s News Leader
*Entertainment coverage from PEOPLE Online.”

*Online entertainment programming from Warner Bros. Online,
designed to service your current clients and attract new advertisers.

*The ultimate search technology from Lycos,™ the leading guide to the Internet.
* Award-winning promotional support to help build your new franchise.
* Marketing support to assist in selling local online advertising.

* Breakthrough technology for online classified ad sales, transactions,
polling, daily custom e-mail newspapers and more.

With CityWeb, you can build new revenue streams, evolve your local franchise into the
online medium and give your viewers quality Web content to bring your broadcast station
into the new age of interactivity.

For inquiries on acquiring the CityWeb affiliation in your market,
call your Telepictures Distribution sales representative.

CityWeb

Make It Your Business.

Produced By

Telepiclures

WARNER BROS. DISTRIBUTION

ONLINE

A Time Warner Entertainment Company T™M & ©1997 Warner Bros. All Rights Reserved




1997 NATPE Compared to a
SURVEY year ago, has your

Continued from page 25  Station’s program
- acquistion budget

gone up, down or
stayed about the
same?

Increased 52%
(by 13.5%
~on average)

About the n/a 2%

same 40% Decreased
6% (by 11.5%
on average)

ONLY THE BEST

Based on overall quality and discount-
ing ratings, which network has the
best overall prime time schedule this
year?

o) 12%

What’s the best new network prime
time show?

Millennium 16%  Spin City 12%  N/A, other 72%

What was
the best
new first-
run syndi-
cated show
of the past
season?

Rosie 0’Donnell 36%  Other 64%
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