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But in The Race For Cyberspace
Only Motorola Can Put You in
The Winner’s Circle.

The race for cyber-

srace has rsached the final lap and|the stands are filled with subscribers anxiously
waiting at the finish line. They wo-it notice who finishes second, so it's essential that
vau choose a vehicle that is second to none, Motorola’s CyberSURFR™ cable modem.

An exciting product of Matorola’s CableComm technologies, the CybarSURFR
modem drives data downstream at remarkably high speeds. Turning
to the upstream path, it successfully outmaneuvers the inherent
ncise ingress in HFC networks, accelerating information through
at lightning-fast speeds. Thus corhecting personal computers to a
trensmission system that races mcitimedia communications to your CyberSURFR~
speed-hungry subscribers. And as l{hese new speeds enable the next Sobigetiosem
generation of app ications and contént, the protocol adapts to meet the needs.

But speed alone is not enough.| Unique technolcgies that economize precious
cadle spectrum, use of proven freqg.ency agility techniques, forward error correction,
and dynamic load balancing, providé your subscribers with ample bandwidth on
demand. While standards balsed encryption protects their sensitive information.

Innovation, rdiability, qual ty and attention to detail will allow the winrers to Eull
eway from the rest of the pagk. An-:? since these characteristics are the hdlmark <f all
Motorola products, no one else is more capable of helping you lap the competition.

it's time to make your move from the pole position. Let Motorola fuel your race for
cyberspace. Pull over and make a pit stop with us at the NCTA, Booth #4845, See how
Motorola’s CableComm tecHhology can become you- system’s new driving force,
rropelling your team into the, final straightaway.
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See the Motorola sponsored Indy Car
and meet driver Mark Blundell while
ysuYe cruising the NCTA.

http://www.mot.com/multimedia * 800-2WAY-HFC ¢ 847-632-3409

# end Motorola as2 registe-ed trademarks of Motorola linc. CyberSURFR™ is a traziemark of Motorola, Inc. ©1997 Motorola, Inc
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Must Fr’ead/ng from

March 10, 1997

TOP OF THE WEEK |/ &

ABC News enters Arledge-Westin era ABC News gets a new leadership team as Roone Arledge becomes
ABC News chairman and ABC Networks President David Westin succeeds Arledge as president of ABC News. / 6

in its first release of off-net-
work sitcoms into syndication,
The WB sold rights to ‘The
Wayans Brothers’ (above) and . .
‘ParentHood.'/ 17( 4 applicants on April 1. / 20

BROADCASTING / 35

Syndication broom follows February sweeps
The close of the February sweeps began syndication’s annual
spring cleaning. Talkers Rolonda and Gordon Elliott are on
the way out, while a late-night talk/variety strip hosted by
basketball legend Magic Johnson is
apparently on the way in. / 35

NBC's success with team-style prime

| time programing nudged ABC and Fox
to take similar approaches earlier this
year. NBC now maintains two pro-
graming teams headed by David
Nevins and Karey Burke (at left) distin-
guished by the production companies
with which they deal, not by develop-
ment and current programing. / 36

Country zooms past news, talk and AC to
No. 1 spot Country radio continues as the nation’s top
radio format, beating out news, talk and various contempo-
rary music mixes. A survey of audience preferences reports
that more than 43 million people 18 and older listen to
country radio each week. / 53

COVER STORY
Making History at A&E

In an interview with BROADCAST-
ING & CaBLE, Nickolas Davatzes
explains how he has kept A&E on
track while launching a spin-oft,
The History Channel; why TCI's
John Malone won’t get a price
cutback from him, and how the
network will justify future rate P '
increases. / 55 Cover photo by Tom Sobolik/Black Star

NBC, Liberty say no CNNfn/Court TV merger Ted Tumer’s desire to merge
CNNfn and Court TV was apparently behind the recent decision to buy out Court TV founder
Steve Brill. But Tumer’s partners. NBC and Liberty, aren’t buying his plan, insiders say. / 7

Paxson in search of a network Bud Paxson says he’s taking his 47 stations main-
stream and is looking to link with a programer to create a seventh U.S. broadcast network. / 10

Gore taps FCC official for key telcom slot The White House announced last
week that FCC International Bureau Chief Donald Gips will replace Greg Simon as Gore’s
[l chief domestic policy adviser. / 16

FCC sets April 1 for DARS auction Satellite radio proponents will finally have a
chance to end their five-year quest for the FCC’s OK to beam dozens of audio channels to
mobile antennas. The commission plans to auction two satellite radio slots to four pending

Hindery takes over Clouston
posts New Tele-Communications Inc.
President Leo J, Hindery Jr, took over as

TCI Communications president and CEO
as Brendan Clouston moved into the

chief financial officer role. / 62 g‘i‘b%sjl"g
Turner won't get SMART @ * ' = o * *
At least one major CAB board mem- ﬂ‘,‘,ﬁ’,’fjﬁ‘;{,’: :’ce",',',,‘f"‘

ber. Turner Broadcasting System, plaint with the FCC

against Cablevision
Systems Corp. and Is
considering litigation
over what it considers
Cablevision’s predatory
bargaining tactics. / 63

wants nothing to do with the develop-
ment of SMART, a new ratings ser-
vice which has been funded primarily
by ABC. CBS and NBC. / 62

Experts chart courses to Internet profits
Development of the Internet proceeds without any reliable
business models, leaving content providers to concentrate
on established notions like brand appeal, and newer con-
cepts like repackaging. / 72

TECHNOLOGY / 75

NAB technology show attracts cable NAB's
convention may be for broadcasters, but the Las Vegas
showcase will display innovations key to cable networks,
whose practice of spinning off networks is propelling them
toward new automation and compression technology. / 75

Changing Hands.......48 Datebook ...............104 InBrief ... 108
Classified......ccccevrene 89 Editorials ....c.ccccrreue 110 Network Ratings ......38
Closed Circuit .........18 Fates & Fortunes ....106 Washington Watch...24

March 10 1997 Broadcasting & Cable
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Arledge still calling shots, says Westin, whose previous post as network chief will be
restructured; news division reports to Iger; Friedman role in new order unclear

Roone Arledge

By Steve McClellan
NEW YORK

he Arledge-Westin era at ABC
News has begun.

David Westin has been named
president of ABC News, succeeding
Roone Arledge, who steps up to the
newly created post of chairman of the
news division.

Westin's old job as head of the net-
work will be restructured and eventually
filled. Indeed, the role has changed since
Westin has been in it. When Jamie Tars-
es was named president of entertainment,
the entertainment unit began to report to
company president Bob lger rather than
Westin. Now, with the changes in news,
that unit will also report to Iger.

Westin's appointment surprised
many inside and outside the news divi-
sion, with insiders saying it was a close-
ly kept secret until just a couple of days
before the announcement.

The appointment was well received
within the division. Westin is seen as
smart and capable; in his previous role
as head of the ABC network (and
before that as corporate general coun-
sel), he also was perceived as strongly
supportive of the news division.

But sources say a large contingent
within the division now feel uncertain of
their future, given their close ties to Paul
Friedman, executive vice president, ABC
News, who until last week was widely
assumed to be Arledge's successor.

David Westin

Bob iger Paul Frleciman

Insiders suggest that the changes at
the top had more to do with the working
relationship that evolved between
Arledge and Westin than any falling-out
between Arledge and Friedman. But oth-
ers note that Friedman has been involved
in trying to right the course of both Good |
Morning Anierica and World New's

| tacitly or otherwise. for the fact that

things weren't moving in the right direc-
tion fast enough.

In a press release, the company stated
that Friedman “will work closely™ with
Arledge and Westin in running the divi-
sion. But privately. insiders say Fried-
man will take some time to sort things

Tonight and perhaps was being blamed, | out before making any commitments.

The Wide World of Arledge

Roone Arledge’s move to chairman of ABC News
crowns a 37-year career with ABC.

In May 1960, he joined ABC to produce the net-
work's college football telecasts. Taking note of the
fierce competition among networks for major sports
rights, Arledge decided to focus the camera on
sports that Americans had only heard or read about.
The result was ABC's Wide World of Sports, which
debuted in the summer of 1961 and is still seen on
the network. In 1965, under his direction, ABC tele-
vised a track-and-field meet via satellite from the
USSR, the first ime any event—news or sporis—
was seen in the U.S. from the Soviet Union.

Arledge excelled at making viewers feel like part
of the event. In the 1960s he placed a camera on an obstacle in a steeple-
chase; he suspended cameras from ¢ranes to cover golf tournaments.

in 1970 Arledge helped launch ABC's Monday Night Football, an NFL tra-
dition and consistently a top-rated program on fall TV schedules. He headed
ABC Sports from 1968 to 1986, and became president of ABC News in 1977,
propelling the network's news to ratings dominance untit its recent slide. In
1991, Arledge was inducted into BRoapcasTING & CaBLE’s Hall of Fame, and
in 1994 he was among Sports Mustrated's 40 individuals with the most influ-
ence on the sports world during the previous 40 years. Arledge ranked third,
behind only Muhammad Ali and Michael Jordan. —MK

—h
Arledge (I) with com-
mentator Jim McKay in
Innsbruck during the
1964 winter Olymplcs

|
|
|
|
|

I
|
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Speculation last week was particular-
ly intense about the executive producers
at two shows: Kathryn Christensen at
ABC World News Tonight and Marc
Burstein at the ailing Good Morning
America. Christensen is said to have ali-
enated & number of producers and corre-
sponderits within the division, and Fried-
man has been her staunchest defender.

Burstein, sources say, appears simply
to be canght up in events beyond his con-
trol. GMA is the one broadcast that both
Arledge and Westin have said needs
major fixing, although they weren’t com-
menting on changes last week.

Jop of the Weelk

Industry observers debated whether
Westin, shifting from head of the net-
work 10 head of news, was promoted or
demoted. People close to him say it's
irrelevant—that Westin has a passion
for the news business which he lacks
for many of the corporate, administra-
tive duties that come with the network
group post.

In an interview, Westin sounded
upbeal and eager to start his new role as
number two at news. “"Roone’s in
charge,” he stressed. “We'll both be

| involvad in the strategic and day-to-day
[activities], and we have pledged to one

another that we will operate in tandem.

*Anything of any importance that one
of us is involved in the other will know
fully about,” he said. “If we do this cor-
rectly, the people in the news division
will feel they're talking to both of us if
they talk to one of us.”

As to the future, the priority is
*growth for ABC News,” says Westin.
“We need to look at the ABC Televi-
sion Network, but also at other entities
owned or invested in by Disney and
ABC,” such as cable, online and syndi-
cation. “We’re news providers for the
entire company.” (]

NBC, Liberty say no to

L‘Nan/Court TV merger

Turner’s plan may have devalued legal network !

By Steve McClellan
NEW YORK

s Court TV merging with CNNfn?
I Only in Ted Tumer’s dreams, is

the word from executives at NBC
and Liberty Media, both of which,
along with Time Warner, own one-
third of the court channel.

Turner’s desire to merge those net-
works was apparently the reason he
nixed a proposal from Court TV founder
Steven Brill to buy back Time Warner's
share in the network as well as its 70%
stake in American Lawyer Media, the
company that oversees the group of legal
publications and online services Brill
developed before launching Court TV.

Instead, Time Warner is buying
Brill’s stake in American Lawyer Me-
dia, which it will spin off while retain-
ing its stake in Court TV, and Brill is
departing the company and the net-
work. Ir making that decision, sources
say, Time Warner has not only deval-
ued the combined worth of the televi-
sion and print properties but has blown
an opportunity to divest itself of a non-
strategic asset and reduce debt by sev-
eral hundred million dollars.

Sources say that Turner has had his
CNN affiliate sales staff talking up the
idea of a merger of the two services
since the Brill announcement was made
three weeks ago. Meanwhile, the Court
TV staff is “horrified,” insiders say.

But NBC and Liberty Media execu-
tives have told the Time Wamer powers-

Broadcasting & Cable March 10 1997

|
|

that-be that they have no
intention of consenting to a
Court TV/CNNfn merger.

Tumer’s reasons for
wanting the merger may
be justified from the Time
Warner point of view.
Court TV has nearly 30
million subs, but it has an
average viewership of |
only tens of thousands
across the entire country.
ChNim, with just 7.4 mil-

long-term interests of the channel.
Indeed, sources say that a good case
could be made that Time Warner has
already violated its fiduciary trust by
| dismissing Brill and his offer to buy
back the company he founded—if the
molivation for doing so was primarily
to further the interests of CNNfn.
Brill’s plan called for
the launch of a series of
regional court channels,
which would have been
supported heavily by
American Lawyer
Media’s established print
publications, dramatically
reducing overhead costs
for the regional networks.
Before Time Warner's
decision not to sell, Court
TV reps had been talking
with cable operators about

lion subscribers, would
get a needed distribution
boost in a merger with the
court channel, where busi-
ness news would air dur-
ing the day and court cov-
erage would air at night.

But why would NBC
allow Time Warner to cre-
ate wnat amounts to a
direct competitor to
CNBC? The short answer:
it won't, according to NBC Cable Presi- |
dent Tom Rogers.

“There is no right that Time Warner
has to transform the Court TV genre
without our consent. But beyond that,
and thz fact that we think Steve Brill
did a fantastic job with the channel, 1
have no comment,” Rogers says.

Meanwhile, other sources at Liberty
and NBC say that Time Wamner is the
managing partner of Court TV and as
such has a fiduciary obligation to make
business decisions that are in the best

Time Warner
has no right “to
transfer the
Court TV genre
without our
consent.”
—NBC’s Tom Rogers

its own expansion plans
and had been getting a
pretty good reception,
sources say. “Brill had a
plan to take the channel to
the next level, from basi-
cally break-even to mak-
ing money,” one insider
says. “But it can’t be done
without the publications,
which Time Warner is
going to sell. And both the
channel and the publications are worth a
lot less separately than together.”

Most people at Time Warner,
including company chairman Gerald
Levin, saw the wisdom in Brill’s plan
and wanted to sell the whole thing back
to him. According to one company in-
sider: “The problem is, there is nobody
[at Time Warner]—including Levin—
who will stand up to Ted. And he’s
basically sitting here now and saying,
‘yeah, I know we have a problem;

(X1}

ieave me alone. |
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'PAXSON: Stations in k

Jop of the Weels

search of a network

Companv wants to move from infomercials to spot ads

By Steve McClellan

ud Paxson, long associated with

NEW YORK
tong-torm advertising and paid

Bpmﬂrdmln_, savs he's going

mainstream. With 47 stations (includ-
ing pending acquisitions) covering
more than 60% of the U.S. under his
control, Paxson wants to link with a
programer to create & seventh U.S.
broadcust network.

Talks with major programers are
ongoing, Paxson says, although he
declines to identify any of the parties
because s too carly in the process.
But other sources say that among those
Paxson has talked 10 are Scagram-
owned Universal, Sony-owned Colum-
bia TriStar und DreamWorks SKG.

With over-the-uir distribution in
more than 60% of the country. “we are
now well past the point of ¢ritical
mass.” says Paxson, adding that the
company plans to acquire SLHons up 1o
the legal limit (for UHFS) of 70% cov-
crage of the country.

“The old way of doing business was
to create a network and go in search of
affiliates,” savs Paxson. "We've just
done it backward. We have the aftili-
ates. and now we are in search of a net-
work.”

Just what kind of a network is ax-
son looking to venture with? “That’s a
good question,” he says, and one that
he won 't answer now. “But most ot the
conversations we are having center on
a niche coneept. instead of trying to
create another UPN or WB or Fox.”

Among the niches being considered,
says one source, 1s a children’s net
work. Paxson wouldn’t comment on
specitic niches, but he says the talks
have focused on a network that would
air seven davs a week—trom the
StUrt—in prime time.

And the time frame for the new net
work? Paxson says that “more than
likely™ he’ll have a deal in place by
year’s end.

The plan. he says, is not driven by
what many consider the likelihood that
the U.S. Supreme Court will throw ouwt

On the UHF bandwagon

Bud Paxson isn’t the only entrepreneur in broadcasting who thinks there's
a lot of untapped potentiat on the UHF band.

Barry Diller's Silver King Broadcasting has steadily been adding exec-
utive staff over the past few months as the company gears up for a great
experiment in localism. Starting next spring, some of Silver King's 11
major-market stations will undergo a complete transformation from Home
Shopping Network programing to locally produced news, sports and
entertainment fare.

Miami is expected to be the first Silver King outlet to take the plunge by
March or April 1998. The company is scouting several sites for a state-of-
the-art TV studio designed to handle the local production and raise the
profile of channel 69 in the market.

Silver King, whose key staffers are veterans of the Diller era at Fox, is
understood to be developing variety shows and other programing con-
cepts targeted to the fast-growing bilinguai Hispanic audience. Silver King
is also pursuing joint programing ventures with local newspapers and
other community publications.

Unlike Paxson, Silver King's focus is on tailoring programing to refiect
the local landscape in each market. However, the stations may be mar-
keted under the umbreila brand name of CityVision. —CL

www americanradiohistorv com

“Even if [must carry]
were to be upheld, we
would want to move

| from the world of
infomercials to the
world of spot
advertising.”

—Bud Paxson

the cable must-carry law. which
requires cable svstems to carry all local
broadeast signals in their arcas that
request carriage,

Rather, says Paxson, the plan is dri-
ven hy the nature of television cconom-
ics. TV advertising totals about $37
billion a vear, of which $2 billion is
long-torm infomercials (which consti-
tute about 80% of Paxson’s current
business), and the remaining $35 bil-
lion is conventional spot advertising.

Paxson acknowledees that it must

carry goes. lis stations may be dropped
by certain cable operators and he could
lose some negotiating leverage with
potential partners on a network. Cable
operators reached last week didn’t dis-
agree.
[ 1 vank him oft the minute must
carry goes away,” said one cable oper-
ator of a Puxson station on his system.
“Talready have two cable home shop-
ping channels and 15 new channels that
want to get on the system. Some want
10 pay tor the privilege.” Of course,
Paxson has said he'd be willing 1o pay
to remain on cable it need be.

According 1o Drew Marcus, broad-
cast analvst with Wall Street firm Alex.,
Brown, Paxson’s stations and their
INTV infomercial programing are on
cable svstems covering 18.5 million
homies. “Paxson has developed a valu-
able distribution network. and clearly 1t
[ could be used tor more than infomer-

i —— E—
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cial programing,” says Marcus, :

The must-carry issue has damp-
cned Wall Street’s enthusiasm for I
Paxson stock, which has sunk about
10 points in the past year, to $8-$9 per ’
share, But analysts say Paxson Com-
munications offers more upside than
downside because of the over-the-air
spectrum it has collected.

“He has a tremendous collection of
assets,” says Gruntal & Co.’s Rita
Zanella. "IU's u work in progress, but
he’s spending millions to upgrade the |

Jop of the Weelk

stations and is creating a good distrib-
ution infrastructure.”

Savs Paxson on the must-carry
issuc: “Even if it were to be upheld,
we would want to move from the
world of infomercials to the world of
spot advertising. Just given the eco-
nomics, your future is going to be
stronazer as a general programer of
some kind” than being in the infomer-
cial tusiness full time. [ know my
propertics are worth more in the spot
advertising world.” ]

Cablevision to bu y

majority of MSG

MSO plans to finance deal by charging viewers for sonie games

By Joe Schlosser '
NEW YORK l

et out your checkbooks. New

York sports fans. Cablevision Sys-

tems has committed $500 million
10 increase its stake in Madison Square
Garden Properties, and it expects locul
TV viewers to help foot the bill.

Cablevision reuched an agrecment |
late last week with ITT that will atlow
the nation’s sixth-largest MSO 1o |
increase its holdings in MSG trom 50% |
to 88.5%. ITT has a put option to
require Cablevision to purchase the
remaining 11.5% for $150 million by
June 1, 1999, Cuablevision also has a |
call option 10 purchase ITT's remain- |
ing interest should ITT choose not to
exercise its put option. All told, Cable-
vision will have paid $1.53 billion for
the properties.

To help fund the purchase. Cablevi-
sion says it will make viewers pay for
certain games on i per-game basis and
will offer premium packages in which
viewers may purchase the entire scason
for one price. Cablevision Chairman
Charles Dolan hinted that the MSO
may add even more to its New
York—area holdings by purchasing |
some or all of the I[TT- and Dow
Jones—owned WBIS+.

“Our intent is to carry the games on
WBIS+.” Dolan says. “There are going
10 be changes. Is there a price for some
of the games? Sure. | can’t promise a
free lunch.”

Dolan says he is not sure when Cable-

;oac_lc;s_ti;\g_ & Cable_March 10 1997

visior will make games available on pay
per view, adding that he “doesn’t really
anticipate any complaints from view-
ers.” New York viewers now can watch
the majority of professional New York
sports cvents for free.

If Cablevision were 0 acquire any
part of WBIS+, Dolan says. it would try
to us2 the channel as the exclusive
broaccast outlet for its professional
games,

“We are going to distribute it so that
peopie who have a light interest in
sports can see games from every team
lon broadcast] and not have to sub-
scribe to cable TV,” Dolan says. “But
if you do have cable television. great:
you'l see more of the games. If you are
really a fan and you want to see most or
all of the games. then we start talking
about premium channels.”

Cablevision-owned SportsChannel
and the newly acquired MSG network
will, "in all likelihood.” be merged into
one retwork. Dolan says. Cablevision
would not say if such a combined net-
work would be a basic or premium
channel, but said it will have sports and
entertainment events originating from
Madison Square Garden on PPV.

Th= deal gives the Long Island opera-
tor broadcast rights to all but two of the
nine New York professional sports fran-
chises, including the Knicks and  the
Rangears. It will also own the venerable
Madison Square Garden arena and the
MSG Network—the country’s second-
largest regional sports channel, with
nearly 5.5 million subscribers, ]

www americanradiohistorv com

TV eyes
ratings
overhaul

By Heather Fleming
WASHINGTON

week after lawmakers and chil-

dren’s advocates blasted the new

TV ratings system as vague and
inconsistent, the TV industry is consid-
ering revamping the system.

TV's Washinglon representatives are
discussing, among other things, adopt-
ing a content-based system that would
give programs a series of ratings for
sex, violence and language, sources
siy. The current two-month-old system
rates programs according (o age-appro-
priateness.

Senate Commerce Committee

! Chairman John McCain (R-Ariz.).

| are watching.

whose Feb. 27 hearing served as a
forum for critics of the industry’s age-
based system, told reporters u re-evalu-
ation is needed.

“It’s clear [the TV industry is] pre-
pared to move off their present system,”
McCain said. "How far-—and what those
parameters are—it’s too early to tefl.”

At the hearing, National Association
of Broadcasters President Eddie Fritts
and Motion Picture Association of
America President Jack Valenti said
they were open to alternatives.

McCain, who criticizes the current
svstemn for not providing parents with
enough information, said he intends to
sit down with industry representatives
“sometime soon.... | think what they’re
trying to do now is get some kind of con-
sensus within the industry.”

It was “foolish of broadcasters and
the networks™ 10 come up with a rat-
ings system that was “not approved of
by the people it directly atfects.” he
said. Parental, children’s and medical
groups favor a content-based system.

Some lawmakers are not waiting for
the TV industry to act. Senztor Ernest
Hollings and Representative Edward
Markey introduced legislation that
would require TV stations and cable pro-
gramers to either adopt a content-based
system or ban violence when children
]

1
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Jop of the Weelk

Gore taps FCC official
for key telcom slot

Gips will share policy duties with FCC alumna Wallman

By Heather Fleming

WASHINGTON
wo former FCC offi-
cials—high-level ap-

I pointees of chairman

Reed Hundt—will run Vice
President Gore's communi-
cations policy shop.

The White House an-
nounced tast week that FCC
International Bureau Chief
Donald Gips will replace
Greg Simon as Gore's chief
domestic policy adviser.
There. he will forge a tel-
com policy team with Kath-
leen Wallman. She is a
onetime FCC Common
Carrier Bureau chief, now

deputy assistant to the President and |

chief of staff of the National Econom-
ic Council. She is considered a poten-
tial candidate for FCC commissioner.
possibly a replacement for Hundt.
The Gips appointment represents
another strong link in the already close
relationship between Hundt and
Gore—and between the FCC and the
White House. Gore is Hundt’s long-
time friend and political patron.
Publicly, at least, Hundt critics made
the best of the news. "[Gips] is open-

Kathleen Waliman is former deputy chief of Cable Bureau and
chief of the Common Carrier Bureau; Gips served in Office of
Plans and Policy before taking charge of International Bureau.

minded. fair...a straight shooter. I don't |
think he comes with any preconceived

biases,” National Association of
Broadcasters President Eddie Fritts
told reporters.

“The FCC is supposed to be an
independent agency subject directly to

Congress. not to the White House.” |

said House Telecommunications Sub-
committee Chairman Billy Tauzin (R-

| La.). “Obviously. one should be con-

cerned about an overly cozy relation-
ship if one is developing.”

But Tauzin added that he is not sur-
prised that Gore hasn’t given up his
longtime interest and involvement in
communications issues.

An industry source pointed out that
the staffs of both the House and the
Senate commerce committees are
loaded with tormer FCC employes.

| “What's the difference?”

Gips admits to a close
relationship with Hundt, but
says he “respect(s] the inde-
pendent regulatory function
of the FCC and will insure
that it continues.”

Gips has served as head
of the FCC’s International
Bureau since May 1996.
During his tenure. the FCC
helped negotiate the World
Trade Organization treaty
on basic telecommunica-
tions services.

With Gips as the Vice
President’s point man on
telecommunications, “they
won't miss a beat,” says
National Telecommunica-
tions and Information
Administration Adminis-
trator Larry Irving. “He knows the
players. the politics and the issues.”

Where Gips's experience leaves oft.
Waltman's picks up. She served as
deputy chief of the FCC's Cable Ser-
vice Bureau for a few months before
moving to the Common Carrier
Bureau. where she oversaw wireline
telecommunications from 1994 to
1995. Then she worked at the White
House staff as deputy counsel to the
President in the Office of the Counsel
from 1995 to 1997. |

CBO: Clinton spectrum estimate off by $9.4 billion

| WASHINGTON—The Congressional Budget Office
estimated last week that the Clinton administration had
overstated by $9.4 billion the amount that would be
raised by an analog TV spectrum auction in 2002.

CBO said the analog auction would bring in $5.4 bil-
lion, not $14.8 billion as the administration figured.

The CBO's numbers deal a blow to the administra-
tion's plan to balance the budget by 2002. But they
could help broadcasters hang on tonger to their analog
spectrum.

Under the administration’s digital TV plan, the FCC
would give each TV station a second channel for
simulcasting digital TV. But the agency would auction

the stations' analog channels—the ones they are now

Broadcasters contend they should not be forced to

give back their analog channels in a set amount of time l

strictly for budgetary reasons. To the extent the chan-
nels are deemed less valuable, their early sale
becomes less important.

“The notion of preselling the spectrum is a silly pro-
posal because it's premised on the notion that we're
prepared to shut the lights off on tens of millions of tele-
vision sets that now receive an analog signal,” said
House Telecommunications Subcommittee Chairman
Billy Tauzin (R-La.).

timated the auction of spectrum currently occupied
by channels 60-69. CBO said it would raise $2.5 bil-
lion, while the administration said it would garner

Morns Semiatin

The CBO also said the administration had overes- ‘
|

using—in 2002 and force the stations to relinquish
|| them in 2006.

$3.5 bitiion. —HF

16 March 10 1997 Broadcasting & Cable

www americanradiohistorvy com


www.americanradiohistory.com

By Cynthia Littleton

HOLLYWOOD
ime Warner began recouping its investment
T in The WB network last week with the first
syndication sale of Warner Bros.—produced
sitcoms from the two-year-old network.

Tribune Broadcasting, whose parent company
owns a 12.5% stake in The WB, has picked up off-
network rights to Pareni"Hood and The Wayans
Brothers fora 3 1/2—year license term beginning in
fall 1999. The shows have been cleared on 11 Tri-
bune stations covering six of the top 10 markets
and nearly 20% of the country.

The cash-plus-barter deal calls for Warner Bros.
to retain six minutes of barter time per week in each
series for the first two years. Warner Bros. Domestic
Television Distribution is offering the option of double runs.

There’s no official word yet on whether the sitcoms will
also have a cable window, but Friends and other Warner
Bros. off-network fare have been sold in recent years to TBS
and TNT, which are now pan of the Time Warner family.

Financial terms of the deal were not disclosed, but given
the booming market for off-network sitcoms (see cover
story), industry veterans said license fees would probably

Jop of the Weeis

- TW sells off-WB sitcoms

Nerwork releases first off-network sitcoms into syndication

Tribune, part owner of The W8,
| buys rights to ‘Parent’'Hood’
L_| (above) and 'The Wayans Brothers.’

amount to at least $500,000 per episode when sales in the
rest of the country are concluded.

In its third season on The WB, Parent' Hood is averaging
a 1.3 Nielsen Media Research rating in the key demograph-
ic of adults 19-49 and a 3.4/10 with teens 12-17. The Wayans
Brothers. now in its second year, ranks as The WB's second-
highest-rated show (behind The Jamie Foxx Show), with a
1.6/4 in adults 18-49 and a 4.9/16 with teens. ]

.

THERE"S A STORY HERE.
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Broadcasters
pitch DTV
schedule

By Chris McConnell
WASHINGTON

ith about three weeks to go
before the FCC's April | tar-
get for wrapping up its digital

TV rules, broadeasters are trying to
resolve lingering disputes over con-
struction deadlines and signal strength.

A collection of industry representa-
tives last Friday proposed a DTV con-
struction schedule that would give sta-
tions in the largest markets more time to
build digital TV stations than FCC Chair-
man Reed Hundt wants to give them.

FCC officials have been pushing a
variety of proposals aimed at deliver-
ing multiple digital TV signals to about
30% of U.S. TV households within the
first year or two of distributing the
licenses. Officials have focused their
attention on network owned-and-oper-
ated stations in the top 10 markets. of
which there are 26.

Broadcasters say the FCC is asking
too much. “It's got to be realistic.” says
one industry lobbyist. Last week's
industry counterproposal would set
construction milestones at years two,
three and six of the construction period.

But the plan did not appear to be bridg-
ing the gap between the commission and
the industry. Sources said the broadcast
proposal would require 13 of the 26 sta-
tions to deliver a digital signal within the
first three years. The other 13 would not
all be required to deliver a digital signal
unti] year six under the proposal.

FCC officials also will be holding dis-
cussions with UHF broadcasters dissat-
isfied with power levels proposed by the
commission for the digital channels. A
group of them are worried the proposed
power levels would force some viewers
10 hoist outdoor antennas.

“We want to replicate ease of recep-
tion.” says Nut Ostroff. Sinclair Broad-
cast Group.

Broadcasters thought they had the
power dispute solved weeks ago. when
they proposed a compromise agree-
ment. But UHF broadcasters last week
said they no tonger feel that deat will
address their concerns. L

18
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WASHINGTON

Hundt favors ban bill

CC Chairman Reed Hundt likes

the violence-ban bil! Scnator
Ernest Hollings (D-S.C.) is pushing.
Introduced late last month, the mea-
sure would give broadcasters the
choice between implementing a
conlent-based ratings system or fac-
ing FCC restrictions on violent pro-
graming. “The Hollings legislation
is an innovative and creative pro-
posal,” Hundt said last week. *I
look forward to discussing this pro-
posal with him.”

AUSTIN, TEX.
No sale

utfStar Communications” Presi-

dent John Cullen says his com-
pany’s proposed deal to acquire
three Arkansas stations from
Demaree Media had already dis-
solved before the Justice Depart-
ment began inquiring into the deal.
Cullen says GulfStar “struck a
loose letter of intent™ with Dema-
ree (o purchase KFAY-AM-FM Farm-
ington and KKEG({FM) Fayetteville
several months ago. “But we never
had an agreement to purchase”
those stations because “we were
unable to come to terms on the
purchase price.” Cullen said.
Cullen said the letter of intent
“expired under its own terms
before we heard anything from™
the DOJ. In a March 6 release, the
DOIJ said the deal “would have
given GulfStar more than 62% of
the advertising revenue’™ in north-
west Arkansas, based on 1995
market revenue totals.

WASHINGTON

DBS on the Hill
N ews Corp.'s Rupert Murdoch
and EchoStar’s Charlie Ergen
weren't the only DBS executives
visiting Capitol Hill last week.
DIReCTV President Eddy Harten-
stein told House Telecommunica-
tions Subcommittee Chairman Billy
Tauzin (R-La.) that DIRECTV would
challenge the News Corp./EchoStar

| deal, but didn’t ask Tauzin for spe-
cific legislative help. said a Tauzin
aide.

NEWYORK =
Closed caption opening

losed captioning gear will be a

“sleeper” at this yeur’s NAB
show in light of the stringent new
FCC regulations. says Suzanne
Donino. Turner Entertainment Net-
works senior vice president of net-
work operations, “The govern-
ment’s set to mandate what we
adhere to over the next five or [0
years—we want to see what the
tech vendors are going to bring to
the table to support this.” she says.
T.E.N. has partnered with the
Nationa!l Captioning Institute in
Washington to develop new encod-
ing technology. “Even if we have
one movie encoded, we may want
to air multiple versions [for differ-
ent networks|,"Donino says,
“We’ve found other broadcasters
have the same problem.”

NEW YORK

Lewin to succeed

Pinchbeck

al Pinchbeck. NFL senior VP of

broadcasting and production, is
slated to retire in [998. According
to an NFL. memo, Dennis Lewin,
senior VP of production for ABC
Sports, will succeed Pinchbeck. In
the meantime. Lewin joins the NFL
on March 24 as senior VP for
broadcast planning.

All in the family

he national broadcast crews for
FX’s and Fox Sports Net's
newly announced deal with Major
League Bascball will come from
within the “Fox family,” sources
| say. Fox officials say they will
| announce next week who will be
doing the play-by-play and color
commentary on its new national
games. Sources say there will be
three national crews consisting of
two current Fox Sports announcers.
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Sony rolls out HDVS for NAB

Unveils high-definition cameras to be used at winter 1988 Olympics in Nagano

By Glen Dickson

NEW YORK

ony unveiled its new line of
s REDVS high-definition products

last week, giving the U.S. broad-
cast industry us first look at the cam-
eras that Japanese broadcaster NHK
will use to cover the 1998 winter
Olympics in Nagano.

The centerpiece of the HDVS line is
the HDW-700 camcorder, which
simultaneously produces HDTV and
SDTV feeds (4:3 and 16:9) and will be
available in spring 1998 tor roughly
$90.000.

Other HDVS products: the HDC-
700 stadio camera ($142,500), the
HDC-750 portable field unit
($119,700) and the HDW-500 editing
VTR ($79,000; $89,200 with a 525-
line downconverter and slow motion):
the products will be available in fall
1997. Sony is also developing high-

Sony's new HCW-700 camcorder. “We
decided to go for broke with the HDTV
camcorder, and then work our way back
to dockabie recorders and portable
VTRs,” says Sony's Larry Thorpe.

effects umts and studio monitors.

The camcorder and VTR both use
Sony’s new HDCAM tape, which will
use a 7:1 compression scheme to pro-
vide 40 minutes of recording (the
same as Digital Betacam). Larry
Thorpe, Sony vice president of acqui-
sition systems. says that all the com-

line U.S. high-definition standard

| except the camera chip, which will

remain 1035-line Japanese standard
tor now; the 1080-line CCD won’t be
ready until spring 1999, he says.

Sony also announced the SX Part-
ners Program for its Betacam SX
acquisition formair. Under the program,
Sony will make its Betacam SX com-
pression chips and Serial Digiial Data
Interface networking chips available to
other manufacturers. “Saying you’re
open is not enough,” says Sony busi-
ness and professional group president
Charlie Steinberg. who adds that Sony
will be announcing sirategic relation-
ships with competitors at NAB.

Larry Kaplan, senior vice president of
broadcast and production systems, said
Sony will team up with SunUp Design
Systems to provide traffic, control and
resource management software for
Sony’s systems integration of ASkyB.
the News Corp. DBS venture thuat is

definition production switchers, digital

ponents work with the 1920x1080-

merging with EchoStar. m J

e, =

THERE"'S A STORY HERE.
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‘Satellite quest nears end

FCC sets April 1 for DARS auction

By Chris McConnell
WASHINGTON

n April 1, satellite radio propo-
0 nents will have a chance to end

their five-vear quest for the
FCC's OK to beam dozeny of audio
channels to mobile antennas.

That’s when the commission plans
10 auction two satellite radio slots 1o
tour pending applicants. The FCC set
the date last week as part of'its decision
10 set rules for the long-stalted service.

“1'm happy they're going 1o miake it
happen fast.” says Chtt” Burnsiein, co-
owner of DARS applicant Primosphere.
Others vying for an FCC license are CD
Radio (which has been seekhing a license
since 1990). American Mobile Radio
Corp. (AMRC) and Digital Satellite
Broadeasting Corp. (DSBC).

The companies have proposed a vari-
ety of salcllite-delivered, multichannel
audio services. Primosphere. for
instance, plans an advertising-supported
service of about 24 channels. CD Radio

of some )
channels to
listeners.

Broadceast
ers have opposed
such ventures as i
threat to local
radio.

“The bottom line is
that satellite-delivered
radho threatens the thou
sandsg of community radio stations
which provide local news. weather
and sports and have made the U.S.
svstem of broadcasting the envy of
the world.” NAB spokesman Dennis |
Wharton savs.

Allegheny Mountain Network's |
Cary Simpson says the satellite ser-
vices will continue the fragmentation
of radio audicnces. “Its just another of
the things that are chipping away at
small-market radio,” savs Simpson.

The satellite proponents nuintain that
their plans pose no threat to local broad-
casters. “We're just providing an alterna-

CD Radio hopes to I
beam its radio
programing to

small receivers

mounted
on cars.

ol

to be a
complement
to existing broad-
casters.” adds DSBC s
William Caldwell.

But all admit that even after next
month’s auction, the DARS proponents
will not complement radio stations any
time soon, Levin savs it will be at least
three vears betore his company’'s service
could be on the air. Primosphere’s Burn-
stein predicts that launching a service
could take tour to six vears.

Any services thar make it to the air-

hopes to deliver a subseription packuage | tive.” says AMRC's Lon Levin, “We've |

Higher fees
proposed for
top 25 markets

VHF broadcasters in the top 25 markets
will see higher regulatory fees this year,
if the FCC adopts the fee plan it pro-
posed last week.

Issuing its plan to collect more than
$152 million in fees, the commission
proposed boosting VHF station fees in
the top 10 markets by more than
$12,000 and by $4,500 in markets 11-
25. But the rest of the industry would
see lower fees. UHF stations in markets
51-100, for instance, would see a fee
reduction of more than $4,000, under
the proposal.

Issuing the plan, the commission said
it has been ordered by Congress to col-
lect nearly 21% more in fees than it did
for fiscal year 1996. Cable operators will
see their fees stay at .55 per subscriber
under the proposal, but DBS operators
will see an increase of $28,000 per
satellite. —CM

witves will be subject w0 some of the

FY 1996
Annual
Regulatory Fee

FY 1997
Proposed

Munpomt Distribution Services {per call sign)
AM Radio Class A

Class B

Class C

Class D

Construction Permits

FM Radio Classes C, C1,C2, B

Classes A, BY, C3

Construction Permits

TV VHF Commercial Markets 1-10
Markets 11-25

Markets 26-50

Markets 51-100

Remaining Markets

Construction Permits

TV UHF Commercial Markets 1-10
Markets 11-25

Markets 26-50

Markets 51-100

Remaining Markets

Construction Permits

Satellite TV Stations (all markets}
Construction Permits—Satellite TV stations
Low-Power TV, TV/FM Translators & Boosters
Broadcast Auxiliary

Cable Antenna Relay Senvice

Earth Stations

Cable Television Systems (per subscriber)
Space Stations (including DBS)

March 10 1997 Broadcasting & Cable
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same rules now placed on radio broad-
casters. Equal employment opportunity
(EEQ) obligations and political broad-
castmg rules will applv 1o the DARS
operators. Commissioners did not
place additional public interest obliga
tions on DARS operators. but said they
might do so later,

In a victory for the four applicants,
the commissioners also declined 10
open the DARS auction to additional
bidders. The FCC made the decision
despite objections from FCC Chairman
Reed Hundt and Commissioner Susan
Ness. who favor an open auction.

“Closing the auction is the wrong
result,”” Hundt said, “There is no guaran-

tec that the Tour applicants wre the com- |

panies that have or can develop the best
plans for making DARS a success.”
“Others might...wish to compete in
the auction 10 provide a different
package of DARS services 1o con-
sumers.” Ness added.
Commissioner Rachelle Chong
countered that opening the auction
would subject the feur applicants 10
more regulatory delay. “These appli-
cants have been the victims of regula-
tory «elay, and that delay should not

continue.” she said. C

[ time—such as Fox advertising on a

Jop of the Weels

By Heather Fileming |
WASHINGTON

CC Chairman Hundt came down

hard on broadcasters last weck,

accusing them ol spending too
much airtime on promotion and not
enough on the public interest.

National Association of Broadcast-
ers President Eddic Frius quickly lired
back. accusing Hundt of failing to rec-
ognize the good works TV stations do.

In a speech betore the Cellutar
Telecommunications Inclustry Associ-
ationt. Hundt rebuked TV stations for
favoring promos over public service
announcemeits.

“Competition lor advertiser revenue
has led 10 a dramatic increase in self-
promotional ads on TV in prime

Monday that you should waieh X-Files
later that week,” Hundt said.

o

‘Hundt, Fritts cross swords |
‘over public interest

 FCC chairman unimpressed by campaign with President

“This has come at the expense off
PSAs. which have dried up and disap-
peared like vain in the desert. If only a
fraction of the time networks devoted 1o
self-promotion were made avaitable for
free access by candidates. we’d be a long
way down the road 1o a big solution for
the big problem of campaign reform.”

But in a letter to Hundt. Fritts coun-
tered that | find it ironic that vour...
comments were made the same week
that local television and radio stations
from Arkadelphia. Arkansas. to the
Ohio River Valley are being praised
for their outstanding service 1o the
public during the tragic tornadoes and
flash tlooding that struck the Midwest
last weekend.”

Broadeasters believe they have public
interest obligations, Fritts told reporters
after distributing the letier. But they also
think that thev, not the government.
should decide how 10 meet those obliga-

Broadcasting & Cable March 10 1997
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tions, he said. “We are extremely proud
of what the industry does.”

A 1995 report (the most recent year
available) released by the American
Association of Advertising Agencies
shows that the amount of airtime
devoted 10 PSAs has remained tlat dur-
ing the past seven ycars. Prime time
PSAs are almost nonexistent. The
report shows that ABC led with 5 sec-
onds™ worth of PSAs per prime time |
hour. followed by NBC with five sec-
onds, CBS (two). UPN (four). and Fox [
and WB (zero).

But Hundt wants broadcasters to do
more than simply air PSAs. He says
broadcasters should agree to give up
5% of their spectrum to public inter- |
est programing in exchange for the
digital TV licenses. Such programing
could be made up of free airtime for
political candidates and children’s
cducational programing.

Fritts defended broadcasters™ PSA
record. He said that broadcasters
donate more than $t billion a year ~in
community outreach efforts and pro-

Jop of the Week

ducing PSAs in the fight against sub-
stance abuse.”

He said he didn’t know whether sta-
tions were reducing the number of
PSAs. as Hundt claimed. But he said
more than 90% of radio and TV sta-
tions are airing anti-drug spots. What's
more. he said. a December 1996 Roper
survey found that most people remem-

ber seeing or hearing anti-alcohol mes- |

suges on TV or radio.

Frius pointed out that Hundt's criti-
cism came at the same time ABC was
announcing its participation in a new
anti-drug PSA campaign featuring the
President and the First Lady. NBC is
also commitied to the project.

In any event. Fritts said, PSAs are
only puart of what broadcasters do to
serve the public interest. In addition to
tracking tornadoes and providing other
emergency information. often without
commercials. he said. they promote
and raise money for charities and assist
in disaster relief.

“Much of our public service etforts
can’t be quantified by numbers crunch-

Broadcasters panne

First Amendment

Media deals take precedence over free speech, lawvers say

By Chris McConnell |
WASHINGTON

roadcasters and other program

providers got poor marks for

their defense of the First Amend-
ment from lawyers discussing the sta-
tus of the law at a Washington confer-
ence last week,

“A spine cun be a terrible thing to
waste.” said Washington lawyer
Robert Corn-Revere. speaking at the
“State of the First Amendment at the
Approach of the Millesmium™ confer-
ence sponsored by CommLaw Con-
spectus and The Media Institute.

Corn-Revere and others cited the
reluctance of broadcasters and others
10 jeopardize pending media deals by
pursuing challenges to new rules such
as V-chip regulation and children’s
educational programing standards.

“Who will defend the First Amend-
ment?” Corn-Revere asked. “The First
Amendment has gotten lost in the fren-
zy 10 get bigger and bigger.” added

“A spine is a terrible
thing to waste.”

—Robert Corn-Revere, speaking
at the ‘State of the First
Amendment at the Approach of
the Millennium’ conference

lawyer Ann Swanson.

Swanson also cited the response of

DBS operators 1o the law requiring
them to devote up to 7% of their chan-
nel capacity 1o public interest program-
ing. The operators. who did not chal-
lenge the law. now must rely on the
cable industry’s case against the provi-
sion, she said.

Potential providers of satetlite
radio and cellular wireless cable also
have not opposed efforts by FCC
Chairman Reed Hundt 1o impose pub-
lic interest obligations, Swanson said.
“Which of them finally will have the
mettle 1o stand up and challenge them
in court?” Swanson asked. Lawyer

www americanradiohistorv com

ers.” he said in the letter to Hundt.
“They aren’t sexy. und they don’t make
headlines.™

The new PSA campaign that ABC
and NBC are participating in encourages
entire communities 10 become involved
to help parents raise children. The Clin-
tons. in 30- and 60-second spots. share
their experience in the “toughest job in
the world™—being parents.

The campaign is sponsored by the
The Coalition for America’s Children.
The Benton Foundation and The Adver-
tising Council. ABC and NBC say the
spots will tun as part of their normal
PSA rotation, while Fox is still review-
ing the ads. CBS’s plans are unclear.

Also in the works is a $350 million
media blitz aimed at discouraging ille-
gal drug use among children. Half of
the ads will be financed by the federal
government. and halt” will be paid for
by private industry. Details were
expected last week, but the President’s
Office of National Drug Control Policy
now says a final plan should not be
expected before October. ]

on

[ Timothy Dyk agreed that economic

agendas have overwhelmed First
Amendment issues.

“The overall pattern is a troubling
one.” said Dyk, who gave the media a
grade of C+ for their defense of the
law.

The Media Institute carlier this year
gave lower grades to Congress and the
Executive Branch. citing the Commu-
nications Decency Act as well as the
children’s television and violence
rules. Corn-Revere said recent years
have seen an increase of such content-
related initiatives.

“We may be in the midst of a politi-
cal bidding war.” he said, citing efforts
by both Republicans and Democrats to
push new regulations.

Senator Patrick Leahy (D-Vt.) attrib-
uted much of the trend 10 lawmakers’
fears of voting against proposals
designed to protect children. “The Com-
munications Decency Act...is a stark
example of what 1 am talking about.”™ he
said. Leahy also cited this month’s criti-
cism of NBC by Representative Thomas
Cobum (R-OKla.) for the network’s air-
ing of “Schindler’s List.”

“1t’s easy to pick on this one exam-
ple because it was so stupid.”™ Leahy
said. ]

|
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Programers seek exemptions from
closed caption rules

Exceptions sought for ads, sports, local shows and promos

By Chris McConnell

roadcasters, cahle programers

and others want regulators to

write some exemptions into the
FCC's closed caption rules.

Commercials. regional sports and
promos should not be subject to the
pending rules. broadcasters told the
commission. Cable operators and pro-
gramers asked for similar tlexibility,
requesting that locally originated pro-
graming. start-up networks and other
forms ot program materiat be excluded
from any rules.

“The costs of captioning the hun-
dreds of thousands of hours of basic
cable programing alone could range
from $300 million to $900 million per
vear.” the National Cable Television
Association (NCTA) 1o.d the FCC.

The commission in January pro-
posed a new set of rules aimed at boost-
ing the availability of closed captions.
Mandated by the 1996 Telecommuni-
cations Act, the proposal would require
most new TV programing to be closed-
captioned within eight years.

The FCC suaid broadcasters, cable
operators and others that distribute
programing would be responsible for
complying with the rules, although
the commission also said it expects

program producers to provide most of

the captions.

The FCC proposed exempting pro-
grams subject to contracts in etfect on
Feb. 8. 1996. that prohibit closed cap-
tions. The FCC also said it would con-
sider exemptions in cases where the
cost of captioning outweighs the public
benefits.

Video distributors suggested sever-
al examples of such cases. NBC said
fate-night news broadcasts (1-5:30
a.m.) should not ke subject to require-
ments because of their limited audi-
ences. The network also said older
library programs should not be sub-
Ject to rules until they are actually
broadcast.

ABC added that the FCC should
avoid placing captioning requirements
on programs where viewership is low
and where the programs are not likely
10 be shown again.

The National Association of’ Broad-
casters said the FCC should require
cable systems to carry local TV sta-
tions if the regulators allow cible sys-
tems to count captioning on broadeasl
programing toward the cable’s caption-
ing responsibiliues.

The NCTA said the FCC should
phase in its new rules over a 10-yea
period. Others asked the FCC not to
impose requirements on multichannel
video distributors. [ ]

1
5
THERE"S A STORY HERE.
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SBCA reports favorable survey

The Satellite Business and Communications Association
unveiled results of a recent survey of 1.000 U.S. households

that subscribe to direct-to-home satellite services. Nine out of

10 would recommend purchasing DTH services., and 95% are
very satisfied to somewhat satistied with their satellite dish
purchase and use of their satetlite TV system. Cable was
available 10 44% of the homes at the time the dish was pur-
chased or since purchase. In another survey of 1.000 U.S.
households not subscribing to DTH services, 96% were aware
of the product line of satellite technology systems: 30% had
investigated purchasing DTH services: and 20% who have not
investigated purchasing DTH services plan to.

Hollings’s amendment rejected

Senator Emest Hollings (D-S.C.) tailed in his effort to force
international trade deals that would require “a change in U.S.
law or practice” to be

approved by Congress.

Hollings’s proposal—ottered

as an amendment to Charlene

Barshefsky s nomination to mwb Shl
U.S. trade representative—was

directed at the recently negotiat-
ed World Trade Organization deal on basic
telecommunications services. Hollings contends

that the deal opens the door 10 foreign olwncrship of WatCh

broadcast hicenses. Once the Senate killed the amend-
meent. it voted to confirm Burshefsky as USTR.

Foreign investment limit waiver

Representative Michael Oxley (R-Ohio) and Senate Com-
merce Committee Chairman John McCain (R-Ariz.) intro-
duced legislation that would allow the FCC to waive limits
on direct foreign investment in U.S. telecommunications
firms. but not broadcast companies. It would also eliminate
current limits on foreign indirect investment in U.S. com-
mon carriers.

Coburn backs off, again

Representative Thomas Cobum (R-Okla.) was expected to
introduce the House counterpart of Senator Ernest
Hollings™s (D-S.C.) TV safe harbor legislation. But when it
was officially introduced last week, his name was conspic-
uously absent from the list of co-sponsors. Following the
flack over NBC''s airing of “Schindler’s List.”” Coburn said
he wanted to focus on “getting by that controversy.” How-
ever. his aide said he still supports the legislation.

Farquhar steps down

FCC Wireless Telecommunications Bureau Chief Michele
Farquhar is leaving the FCC next month. Farquhar has been
head of the burcau since November 1995 and has overseen
six spectrum auctions. The commission last week had not
announced i replacement.

FCC fines

The FCC has decided to fine the Lutheran Church/Missouri
Synod $25,000 as part of a decision to renew the church’s
license for KFUO-aM-FM Clayton. Mo. The FCC had issued a
$50,000 fine in 1995 after deciding the church had misrepre-
sented its hiring requirements to the FCC while defending its

-Jop of the Weelk

minority recruitment efforts. Among the statements at issue
was a claim by the church that it required sales staft at the FM
station to have a knowledge of classical music. The church
maintained that the requirement hindered the station’s ability
to recruit minorities. The church also said that it required
“Lutheran training™ for certain positions. The FCC ruled that
such explanations were unacceptable for failing to recruit
minorities and determined the classical music prerequisite
was not a genuine requirement to work at the station. The
FCC’s order states that only eight of 15 salespeople at the sta-
tion possessed the musical knowledge the station had said was
a condition of employment. The FCC cut the fine in half, how-
[ ever. because only one of the misrepresentations to the com-
mission fell within a three-year statute of limitations.
The FCC late last month issued $57.500 in fines to
four stations for exceeding limits on commercials
during children’s programing. Stations receiving
the notices of apparent liubility were WHNS(TV)
Asheville. N.C.: wTAT-Tv Charleston, S.C.:
wOFL(Tv) Orlando. Fla.: and
wDCA{TV) Washington. The
FCC last week also fined
wiTVv(TV) Charlotte. N.C..
$20.000 for exceeding the
commercial limits.

|iill

ngton

Children’s programing fines
The FCC also has ordered KT8Y({TV)

Edited by Chris McConnell Anchorage. Alaska. to pay a $10.000
and Heather Fleming

fine for violating restrictions on
advertising during children’s pro-
| graming. The commission said the station had not respond-
| ed to the notice of apparent lability it sent to the station in
| October. The FCC also atfirmed an earlier decision to fine

| KTKA-TV, Topeka. Kan.. $11.000 for violations of the com-
l mission’s equal employment opportunity policies.

| Avoiding war

FCC Chairman Reed Hundt says he would rather avoid
another jurisdictional war with the states than insist on a uni-
versal service fund combining interstate and intrastate
tinances. The commission is writing rules aimed at promot-
ing universal availability of teleccommunication services.
Speuking to & meeting last week of the Nutional Association
of Regulatory Utility Commissioners. Hundt said he would
prefer a universal service regime combining both inter- and
intrastate funds. “However. I'm very shy about precipitating
| another jurisdictional war in civil court,” he said.

FCC won't delay Trinity renewal

The FCC has turned down a bid by the League of United Latin
American Citizens to hold up renewals of Trinily Broadcast-
ing TV licenses until the FCC resolves Trinity s troubles with
the commission. In November 1995, an FCC administrative
law judge denied Trinity’s bid to renew its license for
WHFT(TY). Miami. Trinity's appeal of that decision is still
pending at the FCC. The Latin American league had asked the
commission o reconsider an eartier decision to renew the
license for Trinity s KDTX-TV Dallas and not to grant any other
Trinity renewals until it resolved the Miami license. Denying
the request, the FCC said it will not delay action on Trimity's
other TV licenses while the Miami station is pending. ]
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HOME IMPROVEMENT

Current off-network crop, led by ‘Home Improvement,
‘Seinfeld] maintain ratings momentum, breaking rerun
pattern of season-to-season viewer drop-off

By Cynthia Littleton

hat happened?
In yeuar two of syndication,
Home Improvement and Seinfeld
are detying one of TV's cardinal
rules: Hot network sitcoms launch with a
bang in syndication and decline steadily
thercalter.

But carly results of the February
sweeps indicate that Home inprovement
and Seinfeld are settling into the top ranks
of local TV's most lucrative time periods.
Both shows are up
yvear-to-year hy
double digits in
household  and
most key demo-
graphic ratings,
while most of their
head-to-head com-
petitors are down.

It used to be easy
for programers and
media buyers to
predict the perlor-
mance curve ol off-
network sitcoms.
Over time. a stu-
dio’s most valuable
TV franchises are
largely determined
by how quickly the
audience  loses
interest in the series
with each cycle of
reruns.

Industry
observers say
Buena Vista Tele-
vision's  flome
Improvement and
Columbia TriStar
Television Listrib-

Home Improvement*
Seinfeld*
The Simpsons*

Mad About.You*
Martin*

Married...With Children*
Roseanne*

Step by Step*
Blassom*

Dinosaurs*

Fresh Prince of Bel-Air*
Coach*

Doogie Howser, M.D.*
Empty Nest*

Designing Women™*
First and Ten

Cosby*

WKRP in Cincinnati
Family Matters*

The Simpsons-wknd*
The Wonder Years*
*off-network

26

SITCOM SYNDICATION RATINGS

Home Improvement-wknd*

Hangin' with Mr. Cooper*

Harry and the Hendersons

ution's Seinfeld are the best of a strong
batch that emerged several years ago with
off-network debuts of Raseanne, The
Fresh Prince of Bel-Air, Family Matters
and The Simpsons.

“We've hit the high-water mark with
Home Improvement and Seinfeld.” says
Dick Kurlander, vice president. direcior ot
programing, for Petry Television.

Programers say it's a good thing that
the current crop of comedies, including
this season’s newcomers Mad Aboui You
and Martin, seem durable; the supply of

aan 0% $an9
ipql-u,i 19%9-44
18-49 §-49

HHs W M HHs W M HHs W M

54133 24

TRENDS (Sept.-Jan.]

WHs W M

OPECIAL REPORT-SITCOMS

Big-Ticket Sitcoms
Show Staying Power

SEINFELD

proven network hits will dwindle atier
next year, when Friends, and possibly The
Neanny, tollow this year’s launch ol Frasi-
er and Gruce Under Fire.

For now, 1he
steady stream ol
strong off-network
comedies entering
competitive early
fringe and access
time periods has
siphoned viewers
especially the 18-49
adulis most coveted

18-49
HHs W M

by advertisers—

80,35 38
7.4|55|35

from established
tirst-run leaders like
Entertainmeni

53 33 23
4513025
2312|109
201109113 07 05

584225

Tonight and Wheel
of Fornae. The fall
1995 launch of
Home Improvement
and Semfeld came as
a one-two punch to
several  first-run
franchises that were

6.9/4.7|30
16 09/08

already past their

19(10[10
58|38 25
5.1/3.030

1110506

59|35(23

6.6 35 25
- 38|26 27

26/1311.1

prime.

L.ast November
Home Tmprovement
becamie the tirst otf-
network show 10

The wender Ye
bgiiall ) sweep the number-

44125/20 1.310.7/06
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one spot in house-

Source: BJK&E Media o
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With 7 of the top 10 markets already
on board, Roseanne is revving
up for a powerful second cycle.

Hop On or Get Out Of The Way!

The Classic...Now and Forever i
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MAD ABOUT YOU

OPECIAL REPORT-SITGONS

demographics among all syndicated
strips. “We were always pretty contident
that it was going to be a huge performer in
syndication because it’s not just depen-
dent on one demographic.” says Janice
Marinellt. Buena Vista Television’s
senior vice president. “The show has
worked in every time period it’s had [on
ABCJ. and it's always been the dominant
show across all demos in its time period.”™

The show climbed 17% from an aver-
age 6.3 rating with women 18-49 in sea-
son one 1o a 7.6 in year two. according to
a recent analysis of Nielsen Media
Rescarch ratings of off-network sitcoms
by BIK&E Media.

In BIK&E's comparison of the strip’s
average ratings from September 1995
through January 1996 and September 1996
through January 1997, Home Improve-
mient’s standing with men grew 7% . from a
6.1 in 1995-96 10 2 6.8 in 1996-97.

Over the same period. the report shows,
Seinfeld gained half o ratings point with
men 18-49 (5.2} and women 18-49 (5.3).

Night after night, Seinfeld pulls in the
kind of demographics that big-ticket
advertisers can’t get enough of in prime
time. says Barry Thurston. president of
Columbia TriStar Television Distribution.

“The cost efficiencies that advertisers
get with a show like Seinfeld has
increased the overall appetite for syndica-
tion.” says Thurston, who oversces
CTTD’s barter sales unit.

Does all this add up to TV classic status
for the two biggest sitcom hits of the
19490:" Will Tim Taylor one day rank
alongside Sherift Andy Taylor in the pan-
theon of beloved TV characters? Will
Kramer stand the test of time as well as
Bamey Fife?

It may be too soon to induct Tim Allen
and Jerry Seinfeld into the TV hall of
fame, but broadcasters who ponied up
record license fees for the sitcoms gener-
ally have not been disappointed.

Home hnprovement and Seinfeld lead
the syndication pack on the advertising
front as well. National barter time in both
shows was selling for more than $125.000
per 30-second spot last year. roughly one-
tourth to one-fifth of the price command-
&d by the original episodes in prime time.,

Seinfeld would likely be closer to
Heome Improvement in the household
rankings if Columbia TriStar had offered
broadcasters the option of double runs at
the outset of the license term. Home

www americanradiohietorv com

Improvement has double runs tn about
half of the country.

A double dose of Home Imiprovement
on Fox O&Os in crucial markels in access
and early fringe is credited with helping
the network hit record ratings with adults
18-49 this season, In most of those mar-
kets. Home Improvement leads in to The
Simipsons, which has hit all-time highs in
national houschold and demographic rat-
ings in its third year in syndication,

Skepticism about the show’s chances
for a long life in syndication was high
when Twentieth Television hit the mar-
ketplace with Fox's signature animated
sitcom in 1993.

Three years later, The Simpsons is on its
way to becoming one of TV's evergreens,
thanks 1o its strong appeal with men,
Homer and fumily rank second to Home
Timprovement among all syndicated strips
with men 18-34 and number five with
men 19-49 for the season to date. Syndica-
tion"s most successful comedy franchises,
such as M*A*S*H and Cheers, tend 1o be
male-driven, notes Petry’s Kurlander.

Home Improvement and Seinfeld were a
hard act to follow. but this scason’s most
anticipated newcomers have generally
lived up to expectations. Aimed at differ-
ent segments of the young-adult audience,
Columbia TriStar’'s Mad About You and
Warner Bros.” Martin have grown steadi-
ly since their September debuts for a neck-
and-neck finish in the February sweeps
with a 4.2 average in households.

Hangin' with Mr. Cooper, another
Warner Bros, sitcom from ABC's “TGIF”
Friday lineup. hasn’t generated much heat
with adults, but it’s beginning to find an
audience with kids and teens.

Other perennial sitcoms averaging bet-
ter than a 2.0 rating in adults 18-49 this
season are The Fresh Prince of Bel-Air,
Roseanne and Married. .With Children. m

*Home Improvement ranked number one in house-
holds, with a 12.6 average, in November 1996,
according to Nielsen Media Research’s Gross Aver-
age Audience ratings, which reflect the combined
average ratings for all telecasts of a program and are
typically used to track Syndicated shows with dou-
bie runs or repeat telecasts within a seven-day
reporting period. According to Nielsen's Average
Audience ratings, which reflect the average viewing
leve! across all runs of a program, Wheel of Fortune
ranked number one in households in November
1996, with a 12.2. Home Improvement ranked sec-
ond to Wheel in the AA rankings, witha 10.7.
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Home-Run Hopefuls
Line Up for Launch

Product is plentiful for coming season of off-network comedies,

distributtors expected to change marketing methods

By Cynthia Littleton

ith solid track records in prime
time, programers have high
hopes tor the coming season’s
new crop of of f-network sitcoms.

Paramount Domestic Television’s
Frasier ard Carsey-Wemer Co.’s Gruce
Under Fire are expected 10 add fuel 1o the
oft-network steamroller in access and late
tringe.

Warner Bros.” Living Single will be
paired with reruns of Meariin, 11s compan-
lon in prime time on Fox. 1 many markets.
Based on Marrin’s crossover success this
season, Warner Bros. is bullish on Living
Single’s chances of reaching a wider audi-
ence in syndication than it does in prime
time, where it faces competition trom
NBC's powerhouse Thursday lineup.

Disncy's Boy Meers World, a regular in
ABC's “"TGIF" Friday sitcom lincup for
the past three years, has been marketed
primarily as an carly-fringe transitional
vehicle.

In the coming months, industry veter-
ans predict there will be some changes
made in the way distributors market off-
network comedies. With no Friends-
level smashes on the horizon after 1998,
industry veterans predict that license
terms will be shorter than the current
five-year standard and that cabte win-
dows will come sooner, rather than tater.,
in a show's initial off-network cycle.

"1 think we'll see more flexibility in
license terms, more sharing arrange-
ments [with cable|, more barter and less
cash in oft-network marketing,” says
Dick Kurlander. vice president, director
of programing, Petry Television.

Home-run hits may be hard to come
by, but product will be plentitul, now that
UPN and the W13 Network are starting to
turn out off-net contenders. So long as
major studios such as Warner Bros. rely
on syndication revenue to recoup produc-
tion deficits, distributors will be forced to

Broadcasting & Cable March 10 1997

push for split cable windows and other
precedent-breaking deals in a market
flooded with product.

As in so many other arcas of the TV
mdustry. deregulation is the driving force
behind the changes. Lengthy license
terms have kept many strong major-mar-
ket stations from taking a chance on a sit-
com in the wake of last year’s repeal of
the FCC's prime time access rule, which
barred Big Three affiliates in the top 50
markets from running oft-network sit-
coms in the hour before prime time.

In 1995, Frasier, Grace Under Fire
and Mad Abour You were the first sitcom
hits sold in svndication when the end of
the era of the prime time access rule was
in sight. All three have some top S0-mar-
ket affiliates in their lineups, but the key
clearances in the top three markets are all
on traditional independents.

Paramount and Carsey-Werner are
planning & promotional blitz for the
introduction of the latest series from
NBC's “Must Sce” comedy machine and
the Latest blue-collar comedy trom TV's
top independent production house. Both
shows have been sold for a fall start in
more than 90% of the country.

“We are putting together a campaign
for Gruce like the industry has never
seen.” says Joe Zaleski, president of
Carsey-Werner Distribution,

As ol last weck. Los Angeles was one
of two top 50 markets where a sale for
Grace was stitl pending. Given the
demand for high-profile sitcoms, Zaleski
is in no hurry 1o accept any of the offers
on the table in Los Angeles or Columbus.

Looking ahead, Warner Bros.” Friends
is the big-ticket item tor 1998. Sister, Sis-
ter, Paramount’s teen/tamily comedy for
the WIB Network. is set to become the
first comedy from the fledgiing UPN or
WB to have an afterlife in syndication.
Underscoring the new comipetition in the
off-network arena from cable, Lifctime
Television bought the rerun rights last

wwWw americanradiohistorv com
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LIVING SINGLE

vear 1o Disney/ABC’s Elfen for a prece-
dent-setting $600.000 per episode.

Fran Drescher’s fine whine is also
likely to join the mix it Columbia TriStar
Television Distribution brings out CBS’s
The Nanny next year as expected. CTTD
is also preparing HBO's acclaimed Lari)
Sanders Show for an oftf-cable run, prob-
ably in late night. Evemark Entertain-
ment is expected to take the cable route
with CBS’s Dave's World.

Bevond next veuar. there are few sure
bets for syndication. Carseyv-Werner's
Cvhill ({CBS) and 3rd Rock from the Sun
(NBC) could be strong contenders if
their prime time ratings continue 10
climb.

Warner Bros.” The Drew Carey Show
has posted impressive growth in season
two on ABC. making the show a stronger
candidate for syndication in 1999, along
with NBC’s Cureline in the City and
NewsRadio.

Broadcasters™ concern about the
dwindling supply of A-list product
seemed 10 peak in late 1995, when Tri-
bune Broadcasting and several other sta-
tions made a pre-emptive bid tor Friends
before the NBC hit was halfway through
its second season. Traditionally. talk of
syndication doesn’t begin until year
three, when a scries starts (o rack up
enough cpisodes (75-100) 1o run as a
Monday-Friday strip. ]

DAVE'S WORLD
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Cable Sitcoms Must
Reflect Style of Network

Genre remains scarce on medinni

By Cynthia Littleton

riginal sitcoms on cable are still

few and far between—tor now,
Litetime Television, Disncy
Channel and E! Entertainment
Television are among the established net-
works that have sitcom and sketch come-
dies in development. HBO and its
acclaimed Larry

Programers Y o
saythateven e e e
scripled e
comedies must  Emmy, for best
reflect the style = comedy seres.
and sensibilities HBO introduced
ofanentire  frliss and The
nefWUfk- ited initial runs.

With cable’s
propensity  for
niche marketing, programers say thal
even scripted comedies must reflect the
stvle and sensibilitics of an entire net-
work. To wit. AMC’s Emmy-winning
Remeniber Wenn revisits the 1930s, with
each ¢pisode revolving around the plot of
a radio play.

Although Night Stand with Dick Diet-
rick debuted in syndication, the talk
show spoot was a match made in heaven
for E!, the home of Talk Soup and
Howard Stern. When production deficits
nearly shut down Night Stand last year,
E! stepped in as a co-production partner
and began 1o air original episodes week-
nights at 1(:30.

USA Network and MTV have taken
numerous stabs at original comedies
over the past few years. USA's amimated
series Duckmait has developed a cult fol-
lowing since its 1994 debut; the network
hopes (o cast i wider net with Lost on

www americanradiohistorv com

REMEMBER WENN

Ecrth and Claude's Crib. Both series
debuted in January.

Building on the success ot Beavis and
Buti-head. MTV last week launched a
spin-oft starring the guttural puir’s only
female triend. Daria. Also debuting last
week was a sketch comedy show fronted
by blonde bombshell Jenny McCarthy,
who's also developing a sitcom for NBC.
Two more offbeat comedies, Oddville,
MTV and Apartment 2F, are due out this
summer.

Nickelodeon’s move into prime time
last tall resulied in the teen buddy come-
dy Kenan and Kel.

Comedy Central’s original programing
focuses on stand-up performances. but
celebrity guest shots on the amimated Dr.
Kaiz: Professional Therapist have gener-
ated a lot of sampling tor the channel. =
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As part of our May 12 issue, Broadcasting & Cable b
is proud to officially present the Peabody Awards Souvenir Journal. This exclusive special '
section will serve as the event program at the May 12 awards gala and will also run in the
May 12th issue of Broadcasting & Cable. A portion of your ad dollars will be donated 10 .
the Peabody Awards Fund dedicated to continued excellence in broadcasting and cable.

The singularly prestigious Peabody Awards — administered by the University of Georgia’s
College of Journalism and Mass Communication for 55 years — recognize distinguished
achievement and meritorious public service. A universal symbol of extraordinary accom-
plishment, a Peabody Award is a highly coveted prize in television, radio and cable.

Your message in this issue provides an outstanding forum to honor Peabody Award-winning )
broadcasters and programming. It's also an excellent opportunity to reach 35,000 leading

decisionmakers in television, cable, radio, multimedia and new technology, along with

Peabody Award event attendees. To congratulate the winners and show your support, call

your sales representative to reserve your advertising space today.

Special Report: 1997 Peabody Awards Souvenir Journal
Issue Date: May 12 e Ad Close: May 2
Bonus Distribution: Peabody Awards Luncheon 1

ONE MARKETPLACE. ONE MAGAZINE.

Advertising Offices: New York 212/337/6940  los Angeles 213/549/4113  Western Technology/Cable 317/815/0882
Washington D.C. 202/659/2340  Asia 81/6 956/1125  United Kingdom & Europe 01 1/44 171/437/0493
Classified Ads: 212/337/7073
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. "Biography” At 10

One of cable’s most successful original programs enters its second

decade with record ratings, critical acclain

diminutive

woman, tired

after a day’s
work, boards a bus in
Montgomery, Ala. She is
shocked to recognize the
driver as the same one
who, months before, had
forced her off his bus after
she’d walked through its
front section—reserved
for white passengers
only—on the way to the
back. In 1955, the law
requires that black people
board the bus, pay the dri-
ver, then exit the bus and
walk outside to the rear
door, where they can
board without having to

“Cable operators
look for the
kinds of pro-
gramming that

add value to the

cable package.
Biography
delivers on that”

—TomM HURLEY,
SEMIOR VP OF PRO-
GRAMMING,
CoOMCAST CABLE

walk past white passen-
gers.

On this evening, the
woman boards the bus
the “right” way and takes
one of its only remaining
seats—near the middle of
the bus, where blacks may

sit as long as there is no
white passenger in need
of a seat. After a few
stops, a white man
approaches the woman
and demands that she
give up her seat. The
woman doesn’t move. She
thinks about how her
employer, the National
Association for the
Advancement of Colored
People, has been search-
ing for a way to test
whether the U.S. Supreme
Court’s recent desegrega-
tion decision would
extend to public trans-
portation. She looks up at
the white man, but refus-
es to get up.

The bus screeches to a
halt and the driver sum-
mons police, but the
woman stands her
ground. She is arrested
and put in jail. The
NAACP, which bails her
out a few hours later,
finally has the case it has
been looking for. Rosa
Parks, the mother of the
civil rights movement,
has given it to them witha
simple, unpremeditated,
but highly courageous
act.

Only a little bit of the
scene with the bus is dra-
matized on A&E Net-
works’ Biography, but its
details are indelibly
etched in viewers” minds,
by a narrator’s descrip-
tion and the show’s many
scenes of Montgomery in
the 1960s, with its “"White
Only” signs above water
fountains, on restaurants,
at train stations and other
public places. Parks her-
self, a surprisingly hum-
ble figure, appears in the

ASOVE (TOR TO
BOTTOM) RoSA PARKS,
LIZ TAYLOR,
ADAaM B EVE,
BENIAMIN FRAMELIM,
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series in interviews
in  which she
describes how she
and other NAACP
members, includ-
ing a local Baptist
minister, the Rev.
Dr. Martin Luther
King, had met,
sometimes at her
house, to discuss
how to win equal rights
for black citizens.

By tracing Parks’ life,
from its simple begin-
nings to the act that
became a cornerstone of
the civil rights movement,
Biography has illuminat-
ed anera. In telling a com-
pelling story, it has com-
municated the events and
motivations that added
up to a person who made
historv.

It is quintessential Biog-
raphy and a good exam-
ple of how the hour-long
series has become the cor-
nerstone, not only of A&E
programming, but of an
entire franchise that
includes home videos, a
monthly magazine with
paid circulation of
100,000, audic tapes, a
children’s series, a popu-
lar web site and soon, a
series of original books
and movies and a 24-hour
cable channel,

As it celebrates its 10th
anniversary this year, the
series several critics have
called “the best show on
cable” is capturing its
highest ratings ever, with
an enviable corcentration
in the prized audience of
adults 25-54. Its January
ratings, sparked in part by
a theme week on the most
notorious Mafia dons to
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have ruled Ameri-
can crime, set a
new record for the
series, which for
some time now has
been A&E’s high-
est rated.

Biography also
continued to reap
awards in 1996,
capturing five
Emmy awards and
a CableACE for
”"Best Documen-
& tary Series.” It was
- nominated for the
9] National Academy
w of Television Arts
0 & Sciences Presi-
dent’s Award and
the Golden
CableACE, cable’s highest
honor. In 1995, it received
the Creators Award from
the National Academy of
Cable Programming,
which honors “a network
or production body
whose programming con-
tributions have enriched
the landscape that the
cable industry offers the
consumer and society at
large.”

S

S

10 HIGHEST RATED
BiOGRAPHY EPISODES

THE HIGHEST RATED BIOGRAFPHY EFISODES

THE GAMBINDS
SAM GIANCAMNA
ELIZABETH TAYLOR
TiM ALLEMN
DEAM MARTIN
KATHIE LEE GIFFORD
HATFIELDS & McCoOYs
MARILYN MOMNROE
JEFFREY DAHMER
BoMMIE & CLYDE

Although it took the
risky step in 1995 of
expanding from a weekly
hour to six nights a week,

Biography continues to
win praise from critics,
who maintain the series
has made the transition

without watering down
any of the assets that set it
apart.

“It’s the best show of its
kind,” comments Lee
Winfrey, television critic
for the Philadelphia
Inquirer. Don Freeman,
critic at large columnist
for the San Diego Union-
Tribune, adds that Biogra-
phy is the kind of show
people talk about. "The
subjects they choose are
always very interesting,”
he says. “It’s good jour-
nalism, as well as good
™vV.”

As the flagship for
A&E, Biography stands
out as the kind of pro-
gramming that helps
define what cable brings
to TV viewers, says Tom
Hurley, senior vice presi-
dent of programming at
Comcast Cable. “It’s a
unique viewing experi-
ence,” he says. “Cable
operators look for the
kinds of programming
that add value to the cable
package. Biography deliv-
ers on that.” A

Betting On a Brand

A&GE wagered that its highly rated hour could botit carry a strip and

ickolas

Davatzes sat

at his desk,
staring at a framed
poster of an early
episode of Biography, one
of A&E Networks’ high-
est rated series. It was
almost time to go into
another meeting of his
senior management,
where they’d discuss,
again, which of a handful
of A&E’'s primetime

shows would be consid-
ered for stripping across
five nights a week.
Davatzes and his team
had decided they needed
to reach out to viewers
with more impact. A&E
had some popular series,
including Investigative
Reports, but research
showed that viewers
didn’t know which
shows appeared on
which nights. They were
surting and stopping

boost the network’s primetime profile

often enough on A&E,
but they had no beacon
to draw them in every
night.

The beacon, some A&E
executives believed,
would be a strip, but oth-
ers disagreed, arguing
the network should stay
the course and continue
programming different
series at 8 p.m. each
night. The idea of strip-
ping Biography had its
champions, but there

www americanradiohistorv com

were serious CoOncerns
about whether the net-
work could sustain the
quality it had built into
the series since its pre-
miere in 1987,

As president of the
network, Davatzes
would have to make the
ultimate choice. A life-
long lover of history, he
leaned in the direction of
the Bivgraply camp, but
had to be careful not to
let his personal tastes get

Y BT
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in the way of a
sound program-
ming decision. The
show A&E chose
to strip would
become a lynchpin
of the entire net-
work’s marketing
effort In an
increasingly com-
petitive primetime
environment. If it
failed, it could set
that effort back
and possibly
destroy the image
of one of A&E's
most successful
programs.

“It was a very
risky move for a niche
network,” recalls
Michael Cascio, vice
president of documen-
tary programming at
A&E and executive pro-
ducer of Biography. “We
were going to take four
of our five 8 p.m. shows
and replace them with
one. How would viewers
who liked those shows
react? And remember,
this wasn’t a talk show
we were talking about
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‘Biography
<1es you an
even-handed

(0K at sonmeone
without scandal
mongering or

emphasizing

controversy.”

—LEE WINFREY, TELE-
VISION CRITIC,
PHILADEL PHIA

INGQLIRER

MICK DAVATZES. PRESIDENT, aAND WHITHNEY GOIT.
EXECUTIVE VICE PRESIDEMNT, SALES AND MARKETING,
ARE NETWORKS

stripping. It was a docu-
mentary—a show that
takes a lot of work and
months of preparation to
put together.”

In the end, Davatzes’
marketing instincts won
out. Striding into the
meeting, he told his man-
agers it was time for
them to come to a deci-
sion. “l told them | was
prepared to bet the com-
pany that we could strip
Biography,” he says. “I
knew it was something
we could own.”

With the decision
made, A&E managers
hammered out the
details: Biography would
begin airing as a strip in
May 1994, To keep the
series fresh, A&E would
invest in producing 130
original episodes a year.

It was a big commit-
ment for a cable network,
but a reasonable bet.
“Depending on who you
believe, between 25 and
50 percent of the adult
population is interested
in biographies,” says
Whitney Goit, executive
vice president of sales
and marketing at A&E
Networks. Michael Cas-
cio, A&E vice president
of documentary pro-
gramming and executive

producer of Biography,
adds that the best selling
books in non-fiction are
biographies and that the
biographical movie has
been a staple of popular
culture for 50 years. “We
live in an era of biogra-
phy.” he says. “People are
interested in people.”

Biography had started
out in 1986 as the idea of
A&E programming vice
president Peter Hanson,
who sold top manage-
ment on the idea of
adding the weekly series
in fall 1987. During its
first three years on the air,
all of its episodes were
acquired and nearly all
were about historical fig-
ures.

Shortly after it went on
the air, Biography began
scoring some of the high-
est ratings on A&E,
recalls Gary Loeffler, vice
president of research at
the network. The show
also attracted a great deal
of critical acclaim.

Happy with their suc-
cess, A&E managers
began searching for TV's
first effort at a weekly
biographical series. “We
knew that in the early
days of television, there
had been a show called
Biography,” Davatzes

www americanradiohistorvy com

recalls. “It was a weekly
half hour and had been
hosted by Mike Wallace.”

A&E searched for the
owner of the original
series and when it found
him, bought the library
and the Biography trade-
mark. “Once we had that,
we began thinking about
what we could do to cre-
ate a cornerstone,”
Davatzes says. “We want-
ed to use Biography to
communicate with con-
sumers in a way that
increased A&E's chances
for success.”

In 1990, A&E began
commissioning original
episodes of Biography and
as it did, it began to hone
its craft, zeroing in on
what makes an hour-long
installment work. Its
research told it that view-
ers liked the way the
series presented some-
thing new about famous
people and that it deliv-
ered information in a way
that let viewers draw
their own conclusions
about the subject.

By now, A&E had
begun to vary its choice of
biographies, still focusing
often on historical fig-
ures, but also venturing
into contemporary politi-
cal leaders and celebri-
ties. “We did Grace Kelly
in 1991, along with Steve
McQueen, General Dou-
glas MacArthur, Winston
Churchill and Mark
Twain,” Cascio recalls. As
it broadened its appeal,
the series continued to
build on its audience,

“We found that it
would renew itself,” Cas-
cio says. “"When we
would venture into some
new area, by doing a con-
temporary movie star or
politician, we would see
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the audience inter-
est go up. We real-
ized there was a
wide wvarietv of
people we could do
that we were barely
touching.”

In 1994, A&E
took a serious look,
through extensive
rescarch, at what
viewers liked about
the network. It
tound that viewers
identitied it with
biographies, mys-
teries and specials.
Although other
networks aired
biographical docu-
mentaries from time to
time, A&E was the onlv
one with a regular com-
mitment to the genre.

As it prepared to take
Biography to strip, it
began taking even
greater care with the
show’s format, letting
producers know the Kind
of pacing viewers had
come to expect and the
wavs they liked to see
stories developed. It also
continued to broaden its
choice of subjects, adding
more contemporary fig-
ures and movie stars.

[t continued oftering
viewers something new
about its subjects. The
episode on General Dou-
glas MacArthur, the most
decorated otficer to have
served the U.S. military
and the man who served
longest as chiet of staft,
had shown how influ-
enced MacArthur was by
his relationship with his
domineering mother.
“Can vou imagine being
a voung man at West
Point, and for the entire
four vears that vou're
there, vour mother stayvs
at a hotel down the

K

DIVERSITY
DRAWS AUDIENCE

ARNOLD SCHWARTZENEGGER IS ONE OF
MANY CONTEMPORARY FIGURES FEATURED

IN RECENT YEARS,

adonna, Harry Truman,

Moses, Lucky Luciano, Grego-

ry Peck, Howard Hughes.
These are names most people wouldn’t think
of stringing together, but all have been sub-
jects of Biography, 6 show that's been
praised, above all else, for the diversity of the
people it illuminates.

“Part of the fin: of Biography is tuning in
because you never know who woull meet,”
said critic Joln Voorhees in a Seattle Times
review. Philadelphia {nquirer critic Lee
Winfrey adds ihat one of Biography’'s
biggest assets is its scope. "1 like the balance
between historical figures of bygone days
and contemperary names,” he says, “and |
particulariy like their Biblical profiles.
There's very little about religion on TV, and
if yau can denl fairly with famous people,
and also tell [viewers! something they didn’t
know about their faith, that’s admirable.”

Biography's diversity of subjects can be
seen most weeks on the air, as it alternates-

www.americanradiohistorv.com

from historical figures to mouvie
stars to notorious criminals. For-
ey slave and abolitionist Freder-
ick Douglas aired in the same week
witl the Menendez brotliers, Betty
Grable and New York’s most
farous philanthropical family, the
Astors, while Lyndon Jolinson and
Thurgood Marshall shared a week
with Howard Stern and Quecn
Elizabeth 11.

Movie stars and Matia dons tend
to reap the highest ratings, but by
offering a mix and keeping tight con-
trol of prodiiction quality (See story,
page S10), Biography drawes a fairly
large andience even for its more eri-
dite or less known subjects. Michael
Cascio, vice president of documen-
tary production at A&E Network,
counts among his favorite episodes, several
that have shed light on 20th century figures
whose fane has faded in more recent Hmes.
“Walter Winchell was an extremely powerful
journalist in his day, but when he died, three
people attended liis funeral,” Cascio says.
“And Arthur Godfrey changed broadcasting
forever when he caie on the air in the ‘40s
and, instead of being a mellow-toned
announcer, spoke with a normal voice. Yet few
people knew minch about him when he died.”

By delivering Arnold Schwartzenegger
alongside Nelson Mandela, and by making
sure it tells an interesting story wearly every
night, Biography fills a void for viewers who
are looking for substance in primetine, says
Whitney Goit, executive vice president of sales
and marketing at AGE Networks.

It also educates while it entertains, says
Seattle Times TV critic John Voorhees. “It's
an easy way,” he says, “to acquire interesting
information.” 0
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street?” asks an
incredulous
Davatzes, who
counts the

MacArthur
episode among his
favorites.

A more recent
look at Eva PPeron
the most powertul
woman in Latin
America during
the 1950s, traced
how her origins as
an illegitimate
child colered her
lite. It also telecast
tootage, never
betore seen in the
U.S., ot Peron’s
caretully  embalmed
body, when it was
exhumed atter 20 vears
ot entombment in Italy
and returned to Argenti
na for burial in a shrine.

In the fall of 1995, A&E
expanded on its Biogra
phy theme by adding
Biograpliy This Week, a
Saturday evening hour
that reacts to events of
the week by telling the
lite storv of someone in
the news. Although
library episodes can be

L ADVERTISING SECTION
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“We produced Yitzak Rabin’s

Biography in six days,”

updated to be used on
This Week, the show fre-
quently has rushed to
prepare the life stories of
Kev people.

“We produced Yitzak
Rabin’s Biography in six
davs,” savs Davatzes.
The episode aired the
Saturdav following the
Israeli prime minister’s
assassination. A George
Burns episode, being
completed when the
comedian died, was
rushed to A&E studios
the day betore it was to
air and a Gene Kelly
Biography was turned
around in only a few
days atter the
actor/singer/dancer
passed away.

About this time, the
weekday show also
expanded its range of
subjects again, adding
occasional biographies ot
biblical tigures like
Moses and Solomon.

Although Cascio had

Almost as seon as it began airing as a strip, Biography added
theme wecks, a strategy that helps draw viewers in and
remind them the show airs six nights a week, according to
Michael Cascio, vice president of documentary production at
A&E Networks. Theine weeks, which can air as often as
monthly, have included January’s “The Godfathers,” about
famous Mafia dons; “Family Fortunes,” about well known
wealthy families like the Vanderbilts; “Viva Las Vegas,” a
look at famous entertainers, and “Sitcon Superstars,”

including Bill Cosby.

Upcoming theme weeks include “Hollywood Classics,” a
look at famous actors like Henry Fonda and Audrey Hep-
burn; “Great Dictators,” including the Shah of Iran, and
“You Can Call Me Al Week,” featuring Al Gore, Alexander

the Great and Al Capone.

—NICK DAVATZES

usced about 20 difterent
producers to create
episodes when Biography
had first gone to a strip,
he gradually narrowed
the list, over time, to
about half a dozen whoe
handle the format really
well. "We found the
quality varied too much
from night to night when
we had a lot of different
producers working on
the show,” he says.
“We've narrowed this
list down to a starting
team.”

Included on that team
Is a group at Hearst Pro-
ductions which reports
to Cascio and turns out a
number ot episades each
year.

Along with its reputa-
tion for delivering inter-
esting life stories to the
nightlv primetime audi-
ence, Biography has
become known for its
palanced approach to its
subjects. “It’s fair to its

THEME WEEKS BOOST VISIBILITY

subjects,” savs Philadel-
phia lingurrer TV critic Lee
Winfrey. “It gives vou an
even-handed look at
someone without scan-
dal  mongering or
emphasizing controver-
SV.

John Voorhees, televi-
sion critic at the Sealtle
Tinies, agrees: "Biography
lets vou make up vour
own mind. It doesn’t shy
away from mentioning
something unflattering
about a subject, but it
doessoin a way thatisn't
snide.”

For A&E, Biography has
delivered a roiings suc-
cess and more important-
v, a powertul brand.
“People are inundated
with intormation and
entertainment from TV,
magazines, the Internet,”
A&E’s Goit says. “It’s
absolutely essential for
TV networks to have
healthy brands at a time
like this. "We're happy
that, through good for-
tune and some good
planning, cable’s most
successtul series happens
to be ours.” 3

THE HIGHEST RATED THEME WEEKS

THEME WEEK DATE GROSS AvVG

THE GODFATHERS

FAMILY FORTUNES

VIVA LAS VEGAS

SITCOM SUPERSTARSSEP. ‘96

JAN.

JAN. ‘95

FEB.

AUDIENCE®
‘97 3.4
3.0
‘96 2.9

2.9

*CUMULATIVE FOR 8 P.M. AND MIDNIGHT AIRINGS
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ing Biography is
supremely confi-
dent of at least one
thing: “We’ll
never run out of
material,” says
Michael Cascio,
vice president of
documentary pro-
gramming at A&E.

With 2,000 vears of
recorded human historv
and thousands of famous
people who have come
along in that time, Biogra-
phy has little trouble
adding to the more than
300 episodes it has aired to
date, Cascio savs. “There’s
hardly anvbody who we
haven’t thought of.”

To keep the show topi-
cal, Cascio orders new

-

SPECIAL

CLOCKWISE
FROM LEFT:
Juby GARLAND,
JERRY LEWIS AND
FORMER PRESIDENT
JIMMY CARTER

episodes everv few
months, rather than
establishing a master list
prior to cach season. “We
have little handwritten

BIOGRAPHY

R

lists,” Cascio says, "but
every other day we think
of two or three people
we'd like to do. Tedav
we were talking about

AROUND THE WORLD

Along wath its sole as one of the nies*
popular osigival saes on LS. cable, Bicgea-
phy appears overssas. In fact, it is an ingrr-
tant prcgramriing cad promotional platiorer
for the mtzrnaticnal expansion of AGE’s cs-
ter network, Tae F-"story Channel, whichnae
airs in the U.X. a=¢ Latin America and wl:

soon begim awing in Spain, Scandinavii,
France ciid the Far East.

At least somz of the Biography episaces
produced in ahe LS. are now made w.ch

thought te how tiev'll play overscas, saws
Michael Cascio, vice president of documentary: production at AGE Networks. The oversees

History Channels also occasionally comm.issio their own Bicgra=k episodes.
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ehind the Scenes

Some episodes take moitths to produce, others only days

Fred Rogers and how
interesting it would be to
find out how he got to
where he is today.”

Biography’s criteria for
selecting subjects are
simple, Cascio says.
“You have to have a
famous name and be
someone people want to
know about, and you
have to have a life story
with enough depth to
keep our audience inter-
ested for an hour.”

Some people’s lives
are so rich that they war-
rant a two-hour special,
and Biography produces
about a half dozen of
those a year, including
the upcoming fudy Gar-
land: Beyoid the Rainboiv,
which is set to air Sun-
day, March 23.

Cascio commissions 130
new episodes of Biography
a vear, and although each
week brings a mix of sub-
jects, there’s no strict for-
mula for deveting a cer-
tain number of shows to
movie stars, historical fig-
ures or gangsters. “We fig-
ure out the biographies
we want to do and com-
mission them, then we
monitor the production
process to make sure
we're not focusing too
heavily on show business,
for example,” he says.

A more important
focus for Cascio is moni-
toring the production
process, to make sure
each episode meets the
standards the series has
set. “We make sure that
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there is enough
substance to the
program to give it
depth and mean-
ing,” he says.

Cascio and his
team also press
producers to make
sure each show
reveals something
people don’t com-
monly know
about a subject’s
life or personality.
"We worked very
closely with Jerry
Lewis on his biog-
raphy and it
includes a story
Jerry tells about his
father. Just as he became
really famous, during his
collaboration with Dean
Martin, Jerry bought his
father a new Cadillac. He
gave it to his dad, and his
dad said, I really want-
ed a convertible.”

“That little story
became one of the two or
three moments in the
episode that really
defined Jerry Lewis’ life,
his trying to please his
father and not succeed-
ing,” Cascio says.

Another particularly
peignant moment came
during the Biography on
former President Jimmy
Carter. "We discovered
that his father had been a
staunch segregationist
and that Carter had had
to deal with this in grow-
ing up,” Cascio says.
“When he decided to go
his own way in his think-
ing, it was a defining
moment for him.”

“That’s what Biograply
is all about,” Cascio says.
“We look for those defin-
ing moments in a per-
son’s life. The moments
that shaped their lives
and tell you something
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“We look for
those defining

moments in a
person’s life. The
moments that
shaped their
lives and tell
you something
vital about
them.”

—MICHAEL CASCIO

vital about them.”
Biography works with a
variety of producers
adept at doing different
kinds of shows, Cascio
says. "Once we decide on
a subject, we look for the
producer who could best
do it, who has access to
that persen’s archives.
“We have a couple of
teams in Hollywood that
do wonderful showbiz
biographies and know all
the key players. Then we
have historical producers
who are in touch with
professors. There are
producers who specialize
in pre-photographic
biographies. When you
do Moses, there aren’t a
lot of pictures you can
work with.” For contem-
porary figures, there are
news teams who adept at
putting events in context.
With a background in
both news and documen-
tary production, Cascio
is well suited to his role
as executive producer of
Biography. Prior to join-
ing A&E, he was execu-
tive producer and direc-

—MICHAEL CASCH:
VP, COCUMENTARY

1= XECUTIVE
PRODUCER.

LS

tor of public affairs for

Capital  Cities/ABC
owned WDPVI-TV
Philadelphia, one of the
most respected news sta-
tions in the U.S. Before
that, Cascio was a news
reporter, producer,
anchor and executive
preducer for public TV's
WHYY-TV Philadelphia,
the New Jersey Network
and WNET-TV New
York.

At A&E, Cascio has
won CableACE awards
for three episodes of
Investigative Reports With
Bill Kurtis and for the
series, Class of the 20th
Century. His four-hour
production of Titanic
won two Emmy awards
and he has won numer-
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ous CINE, Telly and New
York Festival awards for
A&E programs.

Nearly three vears into
Biography's tenure as a
nightly program, Cascio
feels the show has made
marks for itself both with
its approach and its sub-
stance. “It has made the
word biography mean
something interesting to
people who might have
thought it meant 700 bor-
ing pages,” he says, “and
it’s brought some depth
back into ordinary TV
viewing. Until Biography
came along as a daily
series, most people got
this kind of
content only
occasionally
or in maga-
zines. We've
added a lit-
tle bit of
depth to TV
and we’re
doing it
e very
night.”

Cascio
believes the best is yet to
come in Biography's
story. "It has not even
come close to the impact
it could have,” he savs.
“In the next 10 vears,
vou’ll see it become even
more definitive as the
source of biographical
material on TV. "We’'ll
do more programs and
more specials and our
production will be bet-
ter.

“People sometimes
point to Biography as an
example of how cable
has fulfilled its promise
to bring original con-
cepts to TV,” Cascio
says. “We've really just
begun to reach our
potential in making that
contribution.” 3
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Sporls is the hot ticket in programming. With
Americans rooting for their home teams — and country — like never before, sports
now has a pumped-up dollar profile of $3.5 billion in combined broadcasting and
cable annual revenues — with even that amount expected to rise. And industry
insiders predict sports ad time will remain steady at ultra-premium rates.

On April 28, Broadcasting & Cable tackles the high-stakes, high-impact world of
Sports Programming, Our coverage will also examine the record fees paid by the net-
works for sports rights. We’ll also look at how sports impacts network promotion and
programming strategies.

If youwant to be sought after as a most valuable player in this business, you'll waat to
be part of this winning issue. Your message will reach 35,000 top industry
professionals in television, cable, radio, and related multimedia and new technology.
Give yourself a sporting chance for some big success and call your sales representative
to reserve your ad space today.

Special Report: Sports Programming
Issue Date: April 28 = Ad Close: April 18

ONE MARKETPLACE. ONE MAGAZINE.

Advertising Offices: New York 212/337/6940 los Angeles 213/549/4113 Western Technology/Cable 317/815/0882
Washington D.C. 202/659/2340 Asia 81/6 956/1125 United Kingdom & Europe G11/44 171/437/0493
Website Listings & Classified Ads: 212/337/7073
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company take a
magazine with a
paid circulation of
130,000 readers
and replace it with
another title? Because it
believes in the new title,
says Paulette McLeod,
publisher and editor in
chief of Biography maga-
zine, a glossy, four color
monthly the premicred in
January.

“It's a natural brand
extension for us, and
besides, it’s fun,” McLeod
says.

Although the magazine
shares the same logo as
the TV series, it doesn’t
coordinate its stories with
what goes on the air.
Instead, it picks its own
subjects, with a mix, not
unlike that of the TV
show, that includes

SPECIAL .

Happy 10th
Anniversary,

I3 ]

Newstands

BIOGRAPHY MAGATZINE CHO
OF ITS SISTER TV SHOW

celebrities, historical fig-
ures, criminals, famous

those of figure skater
Oksana Baiul, plavwright

athletes and political fig-
ures. February’s issue had
actress Meg Ryan on the
cover and 11 other life sto-
ries inside, including

Terrence McNally, former
first lady Betty Ford and
“Future Shock” authors
Alvin and Heidi Toffler.
Along with the life sto-

“BIOGRAPHY” 3

S14

\rvaight. -'n.‘or,-,,a
ff %’s
NielsenMedia Research ¢ %
g
%, $ J
2 Brsuy Uy “bﬁ‘

www americanradiohistorv com

|Print Partner Hits

‘Biography’ magazine wraps life stories with news, information
about well-known people

SES ITS SUBJECTS INDEFENDENTLY

ries are departments,
including “Freeze Frame,”
a collection of mug shots
of famous people as
they've aged over the
years; Biography quiz; and
“Where Are They Now?,”
a quick look at what’s
happened to once famous
people. February’s
“Where Are They Now”
offered updates on singers
Leslie Gore and Donovan
and Judge Joseph Wapner
of People’s Court fame.
Although there’s little
overlap between the TV
series and its print coun-
terpart, the magazine does
include a two-page guide
to episodes on the air this
month. But it isn’t just a
program guide. Fach
episode’s photo is cap-
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Executive Producer of

George Washington Benjamin Franklin

PAULETTE MCLEOD, Pocahontas CleOpatra
FUBLISHER. BIOGRAPHY .
MAGAZINE Attila the Hun Ponce de Leon
; Michelangelo Andrew Jackson
“People look to . -
I Susan B. Anthony 'homas Jefferson

the Biography
brand for a
certain level

{l__r':?n':.ﬂr'z}}_il and Co ngra tulates :
we're able to

A&E TELEVISION NETWORKS

deliver that.,”

PAULETTE McLEOD

on 10 years of

tioned with the subject’s
birthday and a description
of what made them
famous. “It stands on its
own editorially,” McLeod
says. “Even if you never
watch the series, you can
still find something of
interest.”

Although its focus is
people, Biography maga-
zine takes a much differ-
ent approach to its content
than People magazine
does. “We're a little more
upscale in our approach,”

RBic graphy

McLeod says. “People Non Ftiction Films Inc.

look to the Biography A WinStar Company

brand for a certain level 230 Park Avenue, Suite 3126 « New York, New York 10169
of quality and we’re able 2129726100

to deliver that.” A

www.americanradiohistorv.com
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f you're like
l most people,

vou have a
hero or two, and
you enjoy learning
about their lives.
You're in the
minority, howev-

—
¢
E er, if you can plow
n

" ADVERTISING SECTION

through a fat,

annotated biogra-

phy of that indi-
vidual.

Because most people

have neither the patience

nor the time for that kind ToM HEYMANMN, VICE PRESIDENT, NEW MEDIA,
of endeavor, Random ALE NETWORKS

Thanks
A&E,
Here's to
the next
10 years!

)
PETER JONES

PRODUCTIONS.INC

11520 San Vicente Boulevard, Suite 207
Los Angeles, California 90049

310/826-8264
FAX 310/826-0693
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House will partner with
A&E this fall to publish
short biographies of
famous people. “We
want to provide con-
sumers with an interest-
ing approach to Biogra-
phy with the printed
word,” says Tom Hey-
mann, vice president of
new media at A&E Net-
works, “but it won’t be
the 1,200 page book that
no one ever finishes. It
will be 200 pages that tell
a great story and leave
vou knowing a lot about
a person.” The first four
titles to be published
under the Biography
imprint will be the life
stories of Muhammad
Ali, Jacqueline Kennedy
Onassis, Ronald Reagan
and Pope John Paul 1.
A&E’s partnership
with Random House is
just one of several ways
the  company  has
expanded on its Biogra-
phy franchise, an effort
that began in 1995, when

www americanradiohistorvy com

F xpanding on a Theme

Show's franchise extends into books, the Internet, original movies and other venes

the company’s research
signaled an appetite for
life stories that went
beyond the network’s
popular series. "We
knew we had something
big at that point, that the
show could sustain five
nights a week and do
wellin the ratings,” Hey-
mann savs. “But our
research  was even
stronger as far as devel-
oping a brand franchise.
It was a critical turning
point for us.”

The first step toward
expanding on the Biogra-
phy theme came with
home videos, which
A&E markets both over
the air and in special dis-
plavs at nearly 400
Barnes & Noble book
stores across the U.S.
A&E markets about 50
Biography home video

INCLU
SHAKESPEAR, ARE A
BIOGRAPHY TRADEMARK .
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litles over the air each
year, Hevmann savs, and
about half those titles are
available at retail.

Interestingly, the high-
est rated TV episodes
don’t automatically go to
home video. “"We work
with Barnes & Noble to
decide which titles to
market there,” Hevmann
sayvs. “To go to retail, a
video usually has to be
very timely or interesting
or be a collectible.”

Otten, video releases
are timed to the release of
a movie on video. This
vear’s Biography video of
“The Hunchback of Notre
Dame,” for example is
timed to the home video
release ot the Disney ani-
mated film.

Other home video titles
to be released this vear
include “William Shake-
speare,” “Cleopatra,”
“Teddy Roosevelt,”
“Edgar Allan Poe” and
“Charles Dickens.”

After movin into
home video, Biography
next expanded onto the
World Wide Web, with
Biographv.com., a site
that includes a database
ol the life stories of 15,000
tamous people as well as
a list of the 10 best-selling
biographies in book
stores and an inleractive
game. There’s also a bul-
letin board where users
can discuss recent
episodes ot Biographv.

In May, Biography
audia cassettes  will
become available in
stores, with initial titles
including “Harry Tru-
man,” “General George
Patton,” “Nostradamus”
and  “Jesus.”  “Qur
research is telling us that
people are interested in

88 :=rhy)

listening to stories about
people who've had
important lives,” He:
mann says. “The audi
ence tor the tapes is simi-
lar to our viewing audi
ence, although it skews a
little more female. [t's a
good fit for us.”

Future  Biography
brand extensions include

“It launched as a form of program-
ming that nobody else was doing and
it's succeeded, in part because AGE

does it so beautifully.”

—DON STUMP, VICE PRESIDENT OF NETWORK
SALES AND MARKETING, CAB

Al American
Television
Congratulates

L

- =
)

.
TiaE WBLL BPuNT

Continued Success

L]
£ on your

LO" Anniversary

Best Wishes for
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Sl EADVERTISING SECTION

original movies,
which will air on
A&E. "They'll be
a reflection of the
series, says
Michael Cascio,
vice president of
documentary pro-
duction at A&E
Networks and
Biography’s exec-
utive producer.
“If we do a Biog-
raphy movie, it
will be about
someone  who
you'd be likely to
see on the original
series, except that

there are things you can
do in a movie that you
can’t do in a documen-
tary.”

There are also plans
for a Biography Channel,
which A&E Networks
President Nick Davatzes
says is designed for a
digital envirenment.
Cascio sees the channel
as an outlet for multi-
part biographies and bio-
graphical documentaries
as well as other shows
related to the genre.

In its tenth year, Biog-
raphy stands not only at
the center of an entire

BrioGRAPHY'S WEB SITE OFFERS A QUIZ, A DATABASE

OF FAMOUS MAMES AMD A SHOPPING AREA

franchise for A&E, but
also as one of cable’s
most respected pro-
grams. “If you called 100
advertisers and asked
them to list their favorite
cable shows, Biography
would be on their list,”
says Don Stump, vice
president and director of
network sales and mar-
keting at the Cabletelevi-
sion Advertising Bureau.
“It launched as a form of
programming that
nobody else was doing
and it's succeeded, in
part because A&E does it
so beautifully.” n

BioGRAPHY PRODUCED
ITS WITZAK RABIN
EPISODE IN SIX DA™S

Netscape: Blography.com
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on completing

The First Decade

We are honored to be
part of your team.
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Sweepstakes Accents
Anniversary Year

a TAY

|

Cable systems will participate in giveaways

&E will cele-
brate Biogra-

A phy’s 10th

anniversary next month
with a sweepstakes that
will give 10 winners trips
to places that featured in
the lives of the show’s
subjects.

Ten Nights, Ten Lives,
Ten Trips, the largest
national consumer pro-
motion the network has
ever mounted, will unfold
April 7-18. Immediately
following each night’s
episode, the show will
announce a grand prize
winner whe will be able
to travel to a locale that
figured heavily in that
night’'s subject’s life. If
that night’s subject is
Leonardo Da Vinci, for
example, the winner will
fly to Florence, while an
episode about Jacqueline
Onassis might yield a trip
to the Greek Islands.

In conjunction with the
national promotion, A&E
will offer 10 multiple sys-
tem overators a co-brand-
ed sweepstakes promo-
tion, named for each
MSO and targeted to
their subscribers. For
example, Tele-Communi-
cations Inc., a participat-
ing MSO, will present the
Biography Screening
Room Sweepstakes and
will award a grand prize
of a Biography Screening
Room, including a solid
hardwood entertainment
center, 35-inch TV set,

four-head VCR
and a collection
of Biography
home videos
and books.
Subscribers
who enter the
local promo-
tions will automatically be
enrolled in Ten Nights,
Ten Lives, Ten Trips.
Other MSOs planning to
participate include Time
Warner Cable (in New
York, North Carolina and
Florida), Cox Communi-

I AW/

cations, Cable-
vision Systems,
Adelphia Com-
munications,
Suburban
Cable, Century
Communica-
tions and Char-
ter Communications.

The MSOs will promote
the Ten Lives sweepstakes
and Biograpliy’s tenth
anniversary program-
ming with cross-channel
time as well as local radio
and print ads and bill

inserts. More than
700 local ad sales
affiliates of A&E
will receive Biogra-
phy 10th Anniver-
sary sales presenta-
tion materials and
the network will
extend its signature
A&E Advertiser
Appreciation Program to
dozens of systems which
will have access to adver-
tiser appreciation events
and 10th anniversary
prizes. A

"ADVERTISING SECTION
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o
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BIOGRAPH Yo
IS INDEED TIME WELL SPENT. |
YOUR PROGRAMMING HAS TOUCHED OUR LIVES |
AND ENRICHED OUR UNDERSTANDING OF THE
PEOPLE AND THE WORLD AROUND US.

CONGRATULATIONS, A&E.

FROM

produwuctions

www americanradiohictorv com
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many
faces, not the least
of which are those
of its hosts. Actor
Peter Graves has
been introducing
and  wrapping
Biography episodes
since its premiere
in 1987. His tilm
credits include
“Stalag 17" and
“Airplane” and he
starred in Mission: {mpos-
sible for six ot the seven
years that it aired on CBS-
TV and in an ABC-TV
revival of the series in
1989. Graves also
appeared in ABC’s minis-
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Three Faces ot ‘Biography’

ACTOR PETER GRAVES AND JOURNALIST JACK PERKINS HOST BIOGRAPHY WHILE
BRCADCASTER KAREN STONE HOSTS BIOGRAPHY THIS WEEK

eries Winds of War and its
sequel, War and Remem-
brance, as well as a num-
ber of other TV series.
This vear, Graves him-
self will be the subject of a
Biography episode to be
hosted by journalist and

broadcaster Jack Perkins,
who since 1990 has been
alternating with Graves in
the book-lined study that
provides the scene for the
beginning and end ot each
episode. Perkins was a
correspondent, commen-

ON TO THE NEXT.

TEN GREAT YEARS:..~

$20

WOMBA ODUCTIONS =
.y A Division of Aveﬂe Entert_air@ent GroE 2 -
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tator and anchor for NBC
news for 25 vears and was
named “the most literate
network correspondent”
by the Associated Press.
He has hosted and narrat-
ed several A&E Special
Presentations, including
America’s Castles and The
Face of Titanklanun.
Hosting Biography This
Woeek is veteran news cor-
respondent Karen Stone,
who also hosts the History
Channel’s nightly series,
Year By Year. Stone previ-
ously hosted ABC News's
The Health Showe and was
general assignment corre-
spondent for TV and
radio news broadcasts in
Washington, D.C. Prior to
that, she was an anchor of
CBS Nveiws Nightwatch and
a tocal TV and radio
reporter in Chicago,
Atlanta and New York.
Biography’s hosts do
more than add continuity
to the series, says Don
Freeman, critic at large
columnist for the San
Diego Union Tribune.
Thev also add perspec-
tives. “They put a cap
around it,” he says. “And
they do it with a sense ot
history.” 0
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‘Syndication broom follows sweeps

| Rolondd’ and “Elliott” are on wayv out; Magic Johnson readies to enter game 1

—|

By Cynthia Littleton

ith the close of the Febru-
ary sweeps, syndication’s
annual spring cleaning got

l under way last week.
Talkers Kolonda and Gordon
i Elliort are on the way oul, while a
late-night talk/variety strip hosted by
hasketball legend Earvin “Magic’
‘ Johnson is apparently on the way in.
' A formal announcement of the
| Johnson project is expected from
Twentieth Television this week.
Johnson. who was instrumental in
the Los Angeles Lakers™ success in
the 1980s. made national headlines
m 1991 when he quit the game after
disclosing he had tested positive

Clockwise from top left: Depariure of
‘Rolonda’ could give boost to shows like
‘Crook & Chase.” BVT is preparing NBA star
John Sailey for iate night, while Magic
Johnson hooes to folfow his lead by taking

for the virus that causes AIDS.

The departure of King World Pro-
ductions’ Rolouda and Twentieth
TV/Eyemark Entertainment’s Gor
dou Ellion at the end of the season
will open up at least 200 one-hour
davtime slots across the country.
Those vacancies are likely 1o give a
boost to Universal Domestic Televi-
sion’s continuing slow rollout of
Crook & Chase, All American Tele-
vision’s upcoming talker Arthel &
Fred and Twenteith’s new davtime
celebrity/variety vehicle. The [Home
Team with Tervv Bradshaw.

In many cases, programers had
already decided not 10 renew
Rolondu and Gordon Elliotr, bul a
formal cancelation announcement
lends 10 spur buyers to make a final
decision on a new prospect.

“Weve already been targeting those
time periods with weak shows, and
we've had a good response from sta-
tions in the past weck.” says Joe Scotti,
All American’s executive vice presi-
dent, domestic distribution and market-
ing. As of last week. Arthel & Fred had
been cleared for a fall start in abouat
65% of the country.

ashotatTV.

| open up by the end of the season when |

buyers and distributors decide the fale
of two more struggling freshman
sirips: Warner Bros.” i Person with
Maureen O Bovle and Columbia Tri-
Star Television Distribution’s game
show block Thie Daring/Newlvwed
Hour, Earlier this vear. ACl's Scoop
with Sant & Dorotiv and MGM's The
Bradshaw Difference were the first
newcomers of the season to fall.
Despite all the potential openings,

Another 200 or so hour slots could | there aren’t many new shows chasing

Broadcasting & Cable March 101997
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those time slots und some previcusly
announced projects have vet to get off
the ground. With costs rising and over-
all daytime ratings dropping, distribu-
tors have becomie increasingly warv of
accepting marginal time slots for new
shows.

All American has decided 1o hold oft
on plans to bring back Fumily Feud
and two other game shows as mid-sea-
son replacements. Insiders say All
American is in no hurry 1o rush out
titles from its newly acquired Mark

35
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Goodson libruary until it can give the
shows a fighting chance by lining up
good time periods on strong stations,

Most of the high-profile projects in
199775 small crop of new daytime
strips have already been cleared in
most crucial markets. Eyemark Enter-
tainment’s Martha Stewart Living and
The Gavle King Show were over the
80% national clearance mark by the
opening day of January’s NATPE syn-
dication sales convention.

As expected. the new-model People’s
Courrwas a tust starter for Wamer Bros.
Domestic Television Distribution,
which is reviving the successful first-
run franchise with former New York
City mayor Ed Koch on the bench.
Worldvision Enterprises” Pictionary
also had a lot of momentum going into
NATPE und is one of the coming sea-
son’s most anticipated new strips.

With clearances on 75 stations cov-
ering about 50% of the country, Seu-
Gull Entertainment has decided to
move forward with a June launch of
Celebrity Showcuse. a celebrity inter-
view/home shopping show that will
split with broadcasters some of the rev-
enue from the sale of merchandise.

Celebrity Showease hasn’t been
picked up in New York or Chicago. but
it does huve KCaL(Tv) Los Angeles and
Paramount-owned stations in Boston,
Dallas, Atlanta and other major markets.,

In late night. Buena Vista Television
is also preparing for a June kaunch of a
talk/variety hour hosted by another ex-
NBA star. former Detroit Pistons play-
er John Salley. The show, cleared by
the Fox O&Os, is set to debut as a
weekly with the hopes of expanding to
a strip by next January.

Ironically. Magic Johnson and John
Satley may find themselves competing
on a new playing field next year: late-
night TV.

Twentieth is understood to be devel-
oping the Johnson strip with its in-
house station group in mind, yet Fox
insiders downplayed specutation that
Twenticth's development deal with
Johnson has derailed Buena Vista's
plans to expand Jofin Sallex 1o a strip.

What's more. if cither project
makes il to the Monday-Friday arena,
it's likely to compete head-to-head for
young urban viewers with another
new late-night variety entry for 1997
from Columbia TriStar. Vibe, pro-
duced by Quincy Jones and David
Salzman. has been cleared on the
Chris Craft/United Television group
and many other UPN outlets. ]

Broadcasting

UPN, WB show sweeps gain_s

Significant gains in teens and women highlighted the February sweeps for

UPN and The WB, which finished the manth with a 3.4 rating/5 share and ‘

a 2.7/4 in households, respectively.

Both networks registered flat performances in households, with UPN |
dropping 6% in ratings from last year's 3.6 and The WB showing no growth
with its 2.7. UPN and The WB also reported no changes or slight declines |
in key adult demos during the sweeps period, which ended Feb. 26.

Women and youths tuned in last month, however, and UPN saw 16% |
increases in females 12-24 and 11% growth in women 18-34. On the teen |
front, 24% more tuned in over last year's sweeps (2.6/8 vs. 2.1/7). |

[ The WB enjoyed a 21% ratings jump in females 12-34 and a 19% jump
in teens. For female teens, both networks saw double-digit improvements |

over 1996.

[ UPN's Tuesday lineup remains one of the network's strongest suits,
| with gains in homes and all key demos. Moesha, in particular, grew in |

adults 18-34 and women 18-34.

[ The WB's The Jamie Foxx Show is the netlet's most successful show,

improving its 9:30 p.m. Sunday time slot to 3.4/5 last year's 2.6/4 (when
' Unhappily Ever After aired). The Steve Harvey Show boosted the 8:30
[ p.m. Sunday time period to 3.1/5 from last year's 2.3/4 for Kirk.

—LR J

Making teamwork
work at NBC

Evervbody gets into act as program development and
scheduling cross traditional boundaries

By Lynette Rice

he second floor of NBC's
T cntertainment division in

Burbank. Calif.. is nick-
named “the pit™—as if comedies
and dramas once showed up with
goud intentions only to become
lost in & programing abyss.

That may have felt like the
case in the carly "90s, when
NBC’s prime time lineup felt to
third place in households after a
six-ycar reign at the top. But
today, the pit is an affectionate
term for a roomful of executives
whom Warren Litlefield de-
scribes as broadcasters-in-the-making. |
thanks o a team approuach that has his
programing exccutives—many barely
thirtysomething—thinking like enter-
tainment presidents.

Welcome (o season three of team-
style prime time programing. a Don
Ohlmeyer creation that has already
nudged ABC and Fox to take similar
approaches. Gone are the days when
sitcoms and dramas started in one room
(development) and ended up in another |

AT\

V.~

David Nevins and Karey Burke

(current) at NBC, all the while leaving
producers/writers answering to a host
of network suits,

Now a producer gets to keep the
executive (or two) that first hears his
pitch—all the way to the show’s ulti-
mate place on the schedule. What's
more. the rest of NBC's entertainment
division gets a weekly heads-up and a
say in the process. from affiliate rela-
tions and business affairs to on-air pro-
motion and research. Everyone is

www.americanradiohistorv.com

March 10 19?7 Broadcasting & Cable



www.americanradiohistory.com

While The
l:nmnelmln Is

I
PROGRAM RIG  RIG % Cliange
Entertainment Tonight 7.5 7.1 - 5%
Hard Gopy 0.1 438 -6%
Exira 0d 49 -8%

Access Hollywood: 5.4 4.07-26%
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OPLE'S CHOICE

KEY: RANKING/SHOW [PROGRAM RATING/SHARE] « TOP TEN SHOWS OF THE WEEK ARE NUMBERED N RED « TELEVISION UNIVERSE ESTIMATED AT 97.0 MILLION HOUSEHOLDS: ONE RATINGS POINT=970.000 TV HOMES
YELLOW TINT IS WINNER OF TIME SLOT « (NR)=NOT RANKED: RATING/SHARE ESTIMATED FOR PERIOD SHOWN « *PREMIERE « SOURCES: NIELSEN MEDIA RESEARCH, CBS RESEARCH « GRAPHIC BY KENNETH RAY

Ratings according to Nielsen

Febl 24'Maf. 2

Week 00 ﬂ' \
Za | ) NBC AFOR uPN
9.0 e $ : 4
> 8:.00 24.Happy Birthday 26.Cosby 10.8/17| 57.Lance Burton's Magiyc; 47 Melrose Place  9.0/14 86.In the HOU'SB3.7/6
< 80 Elizabeth: A 55 Ink 8.4/13 The Encounter 8.3/13 85.Mal & Eddie 3.8/6 95 Savannah  25/4
% 9:00|  Celebration of Life 52. Murphy Brown 8.7/13 _ 58. Married...With Children| 67.Sparks  32/5] '
© o3 VL0757 Cypin 9.0/14) 30-NBC Monday Night 8.2/13[ 01 Goode Befv 2.8/4
2 - - - Movie—Dying to
10:00] 21. John Stossel Special: | 53. David Letterman Video Belong 10.5/17
10:30 Freeloaders  11.2/20 Special 8.6/15
1) U |
5 8:00{ 26 Roseanne 16.8/17| 15. Touched by an Angel | 43. Mad About You 9.4/15| 22 World's Scariest Police
gs;ao 25 Drew Carey  10.9/17 12.6/20| 61, Smthg So Right 8.1/12|  Chases 1Nz 'R
m 9:00| 6.Home Imprvmt 14.7/22 ; 17 Frasier 12.2/18] 33 When Disasters Strike B CarhtnsWag 15
9:30[ 16. Spin City 12.3/19] 20-CBS Tuesday Movie— [730"Caroline in/City 10.5/16 10.3/16 '
E ol Night Sins, Part 2
0008 14 nyPoBIE 12,8721 11.5/18| 19 pateline NBC  11.9/20
10:30
: 8:00] 34.Grace Undr Fire 10.2/17 63. National Geographic | 38 Beverly Hills, 90210 | 91.The Sentinel 9. Sister, Sist 2.3/4
gfi\js:ao 28.Coach 10.6/17 Special 7.6/12 9.8/16 2.8/5] 99 Nick Freno 2.3/4
9:00] 18. Orew Carey  12.0/18| 10. 39th Annual Grammy . . 83 Star Trek: 96.Wayans Br  2.4/4
36. Dateline NBC ~ 9.9/15| 41.P f F | 1 '
£ 9.30[ 25 Even 10616|  Awards 13,4722 - Pateline arty ot Five  98/15) ™ yoyager  46/7[ 33 Jamie Foxx 26%%
giggg 13 PrimeTime Live 12.9/22 22.Law & Order  11.1/19
b U b
: i i 2. Friends 16.7/27
: B00| (o High Incident  6.7/11 35. Diagnosis Murder riend
S 830 10.0/16  4.Suddenly Susan14.9/24| 77. 28th NAACP Image
0 900 51 World’s Most Dngrous | 1.Seinfeld 195/30|  Awards 5.7/9
&€ | 67.vital Signs*  6.9/11| 2 IO 9
g 9:30 sl Animals 8.9/14] 3. The Naked Truth 15.4/24
"iggg 75. Turning Point  5.9/10| 47. 48 Hours 9.0/16| 5.ER 14.8/26
: U g b U
; 46. Family Matters 9.1/17| 69. Dave's Worl 6.6/12
s o = . 76. Sliders 5.8/11
< 8:30{ 45.Boy Meets World 9.3/17| 73.Ev Loves Raymd 6.3/11| 36. Soap Opera Awards
Q 9:00 55. Disney World's 25th 9.9/118 -
E 930 Anniversary 8.4/15 53. JAG 8.6/15 77. Millennium 5710
10.00 "
10730 11.20/20 13.2/24] 58.JAG 8.2/15| 62.Crisis Center*  7.8/14
. 5.0
>= 8.00 . ol 64.0r. Quinn Medicine '
g o 82. Dangerous Minds 4.7/9 Woman 7.4/14 83. Dark Skies 4.6/9
& 900 70. Skate international 102. Carlito’s Way
E 9.-30 70 Saturday Night at the | 66.Early Edition  7.1/13| 70 The Pretender  6.4/12|  Finals 6.4/12 1773
<10-l00 Movies—Boomerang
wiuv 6.4/12| 43. Walker, Texas Ranger 74, Profiler 6.1/11
10:30 9.4/18
0 B /4
: 101 Brotherly Ly 2.1/4
700 79. Lois & Clark 5.1/9] 7.60 Minutes 14.4/25| 39.Dateline NBC ~ 9.7/17| 80.TV's All-Time #1s 4 8/8 - L
7:30 99 Nick Freno 2.4/4
: 8:00| 65 Am Fup Hm Vid 7.3/12| 12 Touched by an Angel | 30.3rd Rock fr/Sun 10.5/16 [ 47. The Simpsons ~ 9.0/14 93.Parnt "Hood 2.6/4
g 8:30| 58.Am Fun Hm vid 8.2/13 13.0/20 39.King of the Hill  9.7/15 0. Steve Harvey 3.0/5
= 900 8o ABC Sunday Ni 8.NBC i ) 88.Unhap Ev Af3.1/5
_ y Night . -NBC Sunday Night 41.The X- :
D 93] Movie—The & 535 Su"d?VhM%V'e: Movie—The Fugitive PUChNE  wtWUD 96 Life w/Roger2.4/4
10:00]  Apocalypse Watch PHEDEN" BIE f; 5/21 14.1/22
10:30 Eg '
WEEK AVG 8.9/15 10.6/18 10.6/18 7.8/13 2.9/5 2.5/4
ST AVG | 9.5/16 9.7/16 10.8/18 8.0/13 3.2/5 2.6/4
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fearning about cvervone, with trips to
aftiliate stations highlighting the reor-
ganization that’s been described as
“breaking down the walls.™

Management by committee? Not at
all, says NBC. which maintains two
prime time programing teams that are
divided by the production companies
they deal with, not by development and
current programing. Two other teams
oversee variety/specials programing
and long-form. in Liuletield’s “pit”—
which attempts to foster a sense of tun
by supplying toys, TVs and even a mini-
basketball hoop in onc comer (a legacy
of former tcam head Jamie Tarses, now
ABC’s entertainment president),

The approach secms to be working.
The nine freshman shows that pre-
miered in September were all picked
up for the rest of the scason while an

addittonal seven debuted in the winter. |

That's a first for NBC.

“I think the diversity of viewpoints
in a creative business 1s paramount,
particularly in a diverse country where
profiles of an attitiate station from one
market 10 the other are totally ditfer-
ent,” says senior vice president Karey
Burke, 30. whose six-member team
developed Men Behaving Badly and

“May the FORCE be ~
with you!”

UltraGraphix ULTRA

Weather System™
Demo at NAB #10564

Accu %A T ANLER
SY LS8N ik
The World's Weather Leader

Call 800-566-6606

619 W.College Ave.

State College, PA 16801
hitp:/'www.accuweather.com
E-mail info@accuwx.com

K]

SYNDICATION
Ad tally

Helping nicotine addicts kick the
smoking habit has become a big
business, one whose outlays for
local TV advertising time increased
more than 200% last year. Accord-
ing to a new report from the Televi-
sion Bureau of Advertising. spend-
ing on products in the newly minted
TVB category of Smoking and Anti-
Smoking Matertals shot up to more
than $16.6 million in 1996, com-
pared with $71.400 for 1995. Food
products remain the biggest adver-
tising category for spol time in
nationally syndicated shows. Round-
ing out the top 5 are proprietary
medicines; toiletries; confectionery,
snacks and soft drinks; and sporting
goods and toys.

Connolly
named to
CTTD post

Columbia Tri-
Star Televi-
sion Distribu-
tion has
named Ed
Connolly Jr.
director of
programing.
Connolly, who
most recently produced weekend
specials for MTV, will oversee pro-
duction of CTTD’s first-run and
cable series. In his new post, Con-
nolly replaces Erica Bauer, who has
left the company.

Connolly

Telco to the rescue

Animal Reseue 1s on the way from
Telco Productions this fall. Santa
Monica, Calif —based Telco has
sold its half-hour reality weekly in
just over 60% of the country for a
fall start with a lineup that includes
wNBC(Tv) New York, KCAL(TV) Los
Angeles, weiu-Tv Chicago, KYW-TV
Phitadelphia and KTvU(Tv) San
Francisco. Animal Rescie’s biggest
selling point has been Telco’s
pledge 1o cover only incidents
where the rescuee lives. says Telco
founder Alex Paen, who tormed his
own distribution company when
his reality weekly, Emergency
Call. was dropped by New
World/Genesis Distribution. Late

MARKETPLACE

NSS POCKETPIECE

Top ranked syndicated shows for the week ending
Feb. 23, as reported by Nielsen Media Research. Num-
bers represent average audience/stations/% coverage.

1. Wheel of Fortune 12.7/230/99
2. Home improvement 10.5/232/98
2. Jeopardy! 10.5/225/99
4. Oprah Winfrey Show 9.2/235/99
5. Seinfeld 8.3/227/98
6. Portfolio XV 7.9/194/96
7. Xena: Warrior Princess 7.8/224/97
8. Simpsons 7.1/206/96
9. Hercules, Journeys of 7.0/234/98
10. Wheel of Fortune-wknd 6.9/182/84
11. Entertainment Tonight 6.8/190/96
12. Star Trek: Deep Space Nine  6.7/238/38
13. tnstde Edition 5.5155/91
14. Rosie O’Donnelt Show 5.4/223/99
15. Jenny Jones Show 4.8/186/34

\/

last year. Paen gathered some
investors and hired syndication
sates veteran Joe Mirabella to clear
several new reality projects. Emer-
gency with Alex Puen has been
renewed for a second season in
more than half the country.

‘Inside Edition’ wins Polk

King World Productions’ Inside
Edition 1s the winner of a 1996
George Polk Award. It is the first
time a syndicated news magazine
has won a Polk Award, and the mag-
azine is the only broadcast news
organization honored this year for
national reporting. Inside Edition
won the award for an undercover
story about insurance salesmen who
misled unsuspecting and disadvan-
taged customers.

Well traveled ‘Streets’

Kelly News & Entertainment has
teamed with Weller/Grossman Pro-
ductions for the third season of its
reality weekly Save Qur Streets.
Kelly has also struck an overall
cable/syndication distribution pact
with the production firm founded in
1993 by former Entertainment
Tonight co-host Robb Weller and
veteran producer Gary Grossman.
Kelly has decided to switch from an
hour to a half-hour format for the
third season of Save Our Streets in
an effort to give broadcasters more
opportunities to pair the public
affairs—oriented series with other
reality weeklies.—CL

www.americanradiohistorv.com
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Ladies and gentlemen,
we would like to introduce you
to the #2 television network.

FOR\

And by the way,

have you met some of the fastest
growing shows on television.

ng of the Hill Millennium Party of Five

FOX is the #2 television network among Adults 18-49.

Source: Nielsen NTHwerage audience estinites, including prefiminany estimates. in head-to-head common hours of prime time
Broadeast season-to-date (9/16/96-2/23/97) and February sweep (1730-2/26/97), Subject to qualifications,

www americanradiohistorvy com
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Mr. Rhodes this year. as well as Just | speaks to you. it speaks in one voice.”

Shaoor Me and the revamped Naked
Truth and Jeff Foxworthy Show.

“1t’s about building better broadceast-
ers.” says senior vice president David
Nevins. 30. who heads the prime time
team responsible for Suddenly Susan.
the Saturday night “Thritlogy.” and
Something So Right. "We're not just
focused on the details of an individual
show. We make better decisions and
create a stronger schedule from top to
bottom.™

The new system has made believers
of Judd Pillot and John Peaslee, execu-
tive producers/writers of the freshman
comedy Somcething So Right. The two
have dealt with the same NBC execu-
tives—Nevins and team members Kate
Juergens and Bruce Evans—since the
comedy’s inception. “There's not some
anonymous network executive giving
you notes.” says Peaslee.

“What's great about NBC. which
has not been our experience with the

Broadcasting

says Peaslee. “If there are arguments
internally. they 've had them by the
time they get to us.” |
Skepticism remains about the reorga-
nization. which began in May 1994 )
with fears of mass confusion for pro-
ducers who must make their way
through the system. One veteran net-
work executive last week said the reor-
ganization still means TV by commitiee
and could spawn infighting as the teams
battle to get the best show on the air.
“It all depends on the people you are
working with and whether they're the
best at development.” the executive said.
“It’s not by any stretch of the
imagination management by commit-
tee.” says Ohlmeyer. NBC's president.
West Coast. “IU's now an open atmos-
phere... [Before the reorganization|
development gave birth to a series and
as soon as it went to the nursery. it was
taken over by different parents who
maybe didn’t like the idea or maybe

other networks. is that when NBC | didn'tunderstand it.” ] |

Murphy says he’s not angling |
for Dow Jones post |

Does former Capital Cities/ABC chairman Thomas Murphy want to run

Dow Jones?

tum to his effort to oust Kann.

For those tuning in an interview on CNBC last week with Dow Jones |
family heir William C. Cox, it might have seemed that Murphy was leading
a plot to oust current chairman Peter Kann, who has run afoul of Cox and
other members of the families that control the financial information empire.
Cox told CNBC that Murphy had agreed to step in and take over the helm
of the company, a statement that had people close to Murphy scratching
their heads. Last week, through a spokesperson, Murphy acknowledged a
dinner with Cox back in November at which he mostly listened to Cox’s
problems with current Dow Jones management. But the two haven't spo-
ken since, and Murphy is “enjoying retirement and his board activities with
Disney, with no plans to return to work,” or to a new career. As to Cox'’s
comments, insiders attribute them to so much pot stirring, to give momen-

—SM

Program Categories:

Dayvton, Ohio 45409-2316

Ull(lﬂ USA 70 national Catholic association for communicators

T1e1997 Gabriel Awnnds |

Honoring radio and television programs that enrich their audiences through a
values-centered vision of humanity.

Entertainment ¢ The Arts ® News and Information ¢ Religion * Community |
Awareness Campaigns ¢ Children’s Programming ¢ Features # 'SAs ¢
Station of the Year Awards ¢ Personal Achievement Award

Dead lHine: March 31, 1997

For Information and /or Entry Forms call:
National Otfice (937) 229-2303, ext. | |
To Enter...Send Tapes, Forms & Foes to:
Gabriel Awards, Unda-USA, 901 Irving Avenue, |

42
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Viacom

revente up;
network,

broadcasting

are strong

By Steve McClellan
iacom posted higher revenue.
v EBITDA (earnings before inter-
est, taxes, depreciation and
amortization) and operating income in
all areas in 1996 except in its video and
music/theme parks segments.

Revenue increased 22%. to $3.4 bil-
lion, for the fourth quarter and 11%. to
$12.1 billion. for the year. EBITDA.
which includes a $98 million charge
attributed to business changes as
Blockbuster, grew 10%. to $478 mil-
lion. for the quarter.

For the year. Viacom’s EBITDA
was $2.1 billion. unchanged from last
year. Operating income for the quarter
was fTat at $250 million and. at $1.3
billion. was down $1 million from
1995. Net earnings for the year came in
at $.01 per common share. compared
with last year's net loss of $.07 per
share. Results exclude returns from
cable systems. radio and interactive
game operations. atl of which are being
discontinued. for a net loss ot $245
million.

Numbers were more positive in Via-
com’s network and broadcasting seg-
ment. Fourth-quarter revenue in-
creased 23%. 1o $703 million: it was up
8% for the year. to $2.4 billion. EBIT-
DA increased 40%. to $253 million. for
the quarter and 20%. to $755 million.
for the year.

Viacom attributes the growth to
higher advertising and affiliate revenue
at MTV: there, revenue increased 27%
to $1.3 hillion. and EBITDA grew 29%
o $529 million.

MTV's EBITDA growth was par-
tially offset by start-up costs of Nick at
Nite’s TV Land and M2. higher pro-
graming investment and increased
expenses of international expansion.
Showtime Network's revenue and
EBITDA grew 12% und 19%. respec-
tively. |

J
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ABC will de-
but midsea-
son dramas
Leaving L.A.
and Gun and
give Lois &
Clark: The New Adventures of Super-
man a new time slot beginning Satur-
day, April 12. Leaving L.A., an offbeat
drama about the L.A. County Coro-
ner's cffice, airs 9-10 p.m. Saturday;
Gun, which follows a pearl-handled
gun from owner to owner, replaces
Relativity at 10 p.m. Saturday. Lois &
Clark moves to 8-9 p.m., replacing
Dangerous Minds, which completes its
run of original episodes March 15. No
official word yet on what replaces Lois
& Clark at 7-8 p.m. Sunday for the
remainder of the season. Three more
episodes of Relativity are in the can
and will likely air this spring, ABC said.

WB moves

The WB's The Jamie Foxx Show and
The Wayans Bros. will get new time
slots beginning March 12. Jamie Foxx
will move to 9 p.m. Wednesday, fol-
lowed by The Wayans Bros. at 9:30
p.m. “We always felt that The Jamie
Foxx Show would be an excellent 9
p.m. snow,” says Garth Ancier, enter-
tainment president. “Now that it is firm-
ly established, we believe these moves
will ultimately benefit the ratings of both
programs.” Jamie Foxx averages a 3.5
rating/6 share in households and is
The WB's highest-rated series this
season. Wayans Bros. is second high-
est, averaging a 3.3/5.

Pauly has punch

TV critics panned it, but youths
embraced the debut of Fox's Pauly at
9:30 p.m. Monday, March 3 (7.2
Nielsen household rating/11 share},
which held on to the ratings lead-in of
Married...With Children (7.4/11). The
sitcom, starring Pauly Shore, won the
time period in adults 18-34 (6.8/19)
and was also popular with teens.

Out and about

The wait is over. ABC has made it
official: Ellen DeGeneres's character
will come out of the closet at 9:30
p.m. April 30 during the beginning of
the May sweeps. Laura Dern will
guest-star as the “kindred spirit” who

Broadcasting

| enlightens Ellen about her

sexuality, while Oprah Win-
l frey guest-stars as a ther-
apist whom Ellen consulis.
The network brass signed
off on the script, and pro-
duction of the special
episode began March 3
with a table-read. The
episode could run as either
a full hour or a special two-
parter, a source close to
the show said.

WB-bound aliens

[ The “Men in Black™ theatri-
cal, which will debut July 2
with Tommy Lee Jones and
Will Smith, is set to appear
as an animated strip for Kids' WB! in
October. “Men in Black™ is based on
the Malibu Comics series of the same
name and focuses on a clan that pro-
vides intergalactic immigration ser-
vices for earthbound aliens. The
movie version is from Columbia Pic-
tures and Steven Spielberg's Amblin
Entertainment. Kids' WB!'s Saturday
morning schedule will be as follows: 8
a.m.—Umptee-3 TV, 8:30—Steven
Spielberg Presents Animaniacs; 9—
Steven Spielberg Presents Pinky &
The Brain; 9:30—Calamity Jane;
10—Batman; 10:.30—Superman;
11—Men in Black; 11.30—The
Sylvester & Tweely Mysteries. The
Daffy Duck Show goes on hiatus in
October.

' Fox tops with kids again

| The Fox Kids Network captured its
17th conseculive February sweeps
| victory last month, increasing its rat-
ings by 12% over last year (5.5vs. 4.9)
and its share by 15% (23 vs. 20). FCN
had the top seven shows in the key
| demos of kids 2-11 and kids/teens 6-

3

The cast and executive producer of CBS's ‘JAG'
came to Washington to meet their real-life opposite
numbers during a visit to the Pentagon and a rec-
eption and screening of the series. Shown at the
Pentagon are (I-r} executive producer Don Bellisario,
‘JAG’ stars John Jackson and David James Elliot
and Judge Advocate General Admiral H.E. Grant.

17, with Goosebumps leading the
pack as the most watched show. Fox
. Kids outperformed ABC (2.7), CBS

(1.2) and The WB (1.7) in the key
| demo, as well as Nickelodeon (4.4).

Belushi switches shows

. Jim Belushi, who was set to star in
ABC's midseason comedy /t's Good

| to Be King from creator Chuck Lorre,
has joined the cast of Steven Boch-
co's Total Security for the network’s

| fall drama lineup. ABC confirmed it
has ordered 13 episodes of the

| drama, which focuses on a Chicago
security firm. Belushi originally
planned to star as the owner of a
Chicago bar in /t's Good to Be King,
but he ultimately rejected the project
over creative differences.

Country crooner soaps up

I Country-western crooner Barbara
Mandrell will make her first foray into
daytime drama, joining the cast of
NBC's Sunset Beach beginning in
| May. She'll play the recurring role of
| Alexandra Mitchum.—LR

* All 263 Arbitron-rated Markets Profiled

[T TN

BIA has the competitive revenue information
yvou need right now for radio stations

» Stations: Current Estimated Revenues. Ratings, Ownership Changes
+ Markets: Curremt Estimated Revenucs, Financial and Demographic Statistics

Stop by our Booth #1617 At NAB ‘97 or Hospitaiity Suite in the Las Vegas Hilton

(Also swinink'e on CI1 ROM)

BIA ReseQTCh, Inc. (Formerly Bid Publications. Inc.)
Phonc: 800-331.5086 (703-818-2425) = Intemnet: http:/Awww.biacompanies.com
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STAY
TuneD IN

NCTA

Issue Date: March 17
Closing Date: March 7

NCTA DAILIES

Issue Date: March 18 & 19
Closing Date: March 7

NAB Preview 111/ ViDEO
SERVERS

Issue Date: March 21
Closing Date: March 7

HuBBARD FAMILY SALUTE/
SPORTS PROGRAMMING

Issue Date: March 31
Closing Date: March 21

NAB

Issue Date: April 7
Closing Date: March 28

NAB Mip WEEK

Issue Date: April 9
Clesing Date: March 28

RADIO SYNDICATION

Issue Date: May 5
Closing Date: April 25

REALITY PROGRAMMING

Issue Date: May 19
Closing Date: May 9

Tor 100
MEebpIA COMPANIES

First of a Four-Part Series
Issue Date: May 26
Closing Date: May 16

PROMAX/WEB SPECIAL

Issue Date: June 2
Closing Date: May 23

Ora MARKETFLACE. OnNE MAGAZING.

Call to advertise:
New York 212/337/6940
Los Angeles 213/549/4113
Wastern Technology/Cable
317/815/0882

The week’s tabulation
of station sales

Proposed station trades

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

THIS WEEK.
TVs$4,150,000 1 1
Combos —$61,996,5432 - 10
FMs - $50,013,645 - 8
AMs [ $16,913,100 - 14
Total £ $133,073,288 1 33
SO FAR IN 1997:

TVso $954,579,000 - 15
Combos 1 $3,367,269,698 - 62
FMs - $539,382,680 - 75
AMs 641,252,717 - 54
Total 0 $4,902,484,095 - 206
SAME PERIOD IN 1996:
TVs$339,875,510 17
Combos $1,332,132,734 - 64
FMs - $355,407,630 - 61
AMs1$22,706,412 1 43
Total - $2,050,122,286 185

Source: BROADCASTING & CABLE

WRMY(TV) Rocky Mount/Raleigh/
Durham, N.C.

Price: $4.15 million

Buyer: DP Media Inc., West Paim
Beach, Fla. (Devon W. Paxson, VP/
99% Class B owner): owns wMTO-FM
Port St. Joe, Fla.; is buying wsHE (Tv)
Martinsburg, W.Va./Washington.
Paxson is son of Lowell W. “Bud”
Paxson, chairman/owner, Paxson
Communications Corp., which has
time brokerage agreement with
WRMY.

Seller: Michael V. and Steven C.
Roberts, St. Louis (co-owners/broth-
ers); own kTvJ-Tv Boulder, Colo.;
wTsw(Tv) New London, Conn.; wHsL-
Tv East St. Louis, and kzar-Tv Provo,
Utah; are buying wmTo-FM Port St.
Joe/Panama City, Fla., and wkzx(Tv)
Cookeville/Nashville, Tenn.; have
applied to build TV in Albuguerque,
N.M.

Facilities: Ch. 47, 12.3 kw visual, ant.
318 ft.

WDUR(AM)-WFXC{FM) Durham and
WFXK(FM) Tarbora/Durham, N.C.
Price: $20 million

Buyer: Clear Channel Communica-
tions Inc., San Antonio, Tex. (L.
Lowry Mays, president); has LMA
with option to buy waok(FMm) and

—

Broadcasting

WNND-FM Raleigh/Durham; owns/is
buying kTnO{aM)-KLVE(FM) Los Ange-
les and ksca(FM) Glendale/Los Ange-
les; KTTU-Tv Tucson, Ariz.; KLRT(Tv)
(LMA with KASN-TV), KMJX(FM) and
KDDK({FM) Little Rock, Ark.; KSOL(FM)
and kyLz(FM) San Francisco; wavz
{am)-wxCI(FM) and weLI(aM} New
Haven, Conn.; woLz(Fm) Fort Myers,
WCKT{FM) Lehigh Acres/Fort Myers,
wxRM-FM Naples Park/Fort Myers,
WKII{AM)-WFSN(FM)* (formerly weE)
Port Charlotte/Fort Myers, waws(Tv)
(LMA with wTev) Jacksonville, wHyi-
FM, WBGG-FM, WRTO(FM), waQi(am} and
wQoBA-aAM-FM, all Fort Lauderdale/Mia-
mi, wemi(Tv) Mabile, Ala./Pensacola
{LMA with wutc[tv] Pensacola),
WMTX-aM-FM and wRBQ-aM-FM Tampa,
all Fla.; wopa(am) and wIND(AM}-WOJO
{FM) Chicago; ksas-Tv Wichita, Kan.;
WOoMF(FM) Jeffersonville, Ind./Louis-
ville, Ky.; wHAS(AM)-WAMZ(FM), WWKY
{AM)-WTFx{FM), wHKkw{aM} and intellec-
tual rights to wHkw-FM, all Louisville;
WQUE-AM-FM, WYLD-AM-FM, WNOE-FM
and KLzJ-FM, New Orleans, and kHoM
(FM) Houma/New Orleans, La.; wHYN-
AM-FM Springfield, Mass.; wcuz-am-
FM, wOOD-aM-FM and wecT-FM Grand
Rapids and wakx{FM) Holland/Grand
Rapids, Mich.; wrrc{Tv) Minneapolis;
KLsQ{AM) and kowa(am) Las Vegas;
WXXA-TV, WZRO(FM), WQBK-AM-FM and
waBJ(FM), all Albany, N.Y.; wGLI(AM),
WPAT{AM) and wapo(am), all New
York; wxRa(FM) Eden, wmyk(Fm) Moy-
ock, and wsJus(am)-wTaR(FM) Winston
Salem, all N.C.; were({AM)-WNCX({FM)
and wenz-Fm Cleveland; kxxy-am-Fm,
KTST(FM}, KTOK(AM)}-KJYO(FM) and KEBC
(Fm), Oklahoma City, and koki-Tv
(LMA with KTFO-TV), KOAS-FM, KAKC
{AM)-KMOD-FM, KQLL{AM) and KQLL-FM,
all Tulsa, Okla.; wHP{TV) (LMA with
WLYH-TV) Harrisburg/Lancaster, wLan-
AM-FM Lancaster and wRAw{AM)-WRFY-
FM Reading, Pa.; wpri-Tv {(LMA with
WNAC-TV) and wwes(FM) Providence
and wwrx-FM Westerly, R.1.; wwDMm
{FM) Sumter and wara(Fm) Columbia,
S.C.; wpTY-Tv (LMA with wimT-Tv),
KWAM{AM}-KIMS(FM}, WDIA{AM)-WHRK-
FM, WREC(AM)-WEGR-FM and WRXQ-FM,
all Memphis; wowi-Frm** and
wJCD({FM)** Norfolk, wsvy-am-Fm**
Portsmouth and wTvR-AM-FM,
WRVA(AM}-WRVQ(FM) and wRVH(AM)-
wRXL(FM} Richmond, all Va.;
WOKY(AM) Milwaukee-wMIL(FM)
Waukesha/Milwaukee and 40% of
WKKV(FM} Racine/Milwaukee, Wis.,
and the foilowing Texas stations:
KPEZ(FM) and KFON(AM)-KEYI-FM Austin,
KUNO{AM}-KksaB-FM Corpus Christi,
KICI{AM)-KICI-FM, KMRT{AM)-KDZR-FM
and Kess(am), all Dallas/Fort Worth;

|
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KHEY-AM-FM, KPRR (FM), KBNA-AM-FM and
kama{am), El Paso, kcyT-FM Granbury,
KRTX-FM™** Galveston, KGBT(AM)-KIww-
FM Harlingen, kmJa {FM), KBXX({FM),
| KPRC(AM), KLAT(AM), KLTN(FM}, KMPQ{AM)
and kLTo-FM***, all Houston; KJCJ(AM)
| Conroe/ Houston-KJoJ-FMm
Freeport/Houston, KSEV{AM)
Tomball/Houston, kaxx{Fm) McAllen,
WOAI(AM}-KAJA(FM), KTKR(AM), KQXT(FM),
KCOR{AM), KROM-FM, KXTN-AM-FM, all
San Antonio, and kMIA(FM) Winnie;
has LMA with kHYs(FMm) Port Ar-
thur/Houston *LMA with option to buy;
"*JSA with option to buy; ***TBA
Seller: Pinnacle Broadcasting Co. Inc.,
(Philip D. Marella, chairman); owns
wsoY-am-FM Decatur, lll.; wYNG-FM
Evansville, Ind.; wCPQ(AM)-WANG-FM
Havelock, wrns-aM-FM Kinston and
wDLX{AM)-WERO(FM) Washington, all
N.C.; wyav(rm) Conway/Myrtle Beach
and wrRNN-FM Myrtle Beach, S.C., and
KLLL-AM-FM Lubbock, Tex.; is buying
wyak-FM Surfside Beach/Myrtle Beach
and wmyB(FM) Socastee/Myrtle Beach,
5.C.; has LMAs with wbDz{am)-wDzQ-FM
Decatur and wczo-Fm Monticello, Il
Note: Pinnacle bought wrxk for $5.9
million (“Changing Hands,” March 25,
1996)
Facilities: AM: 1490 khz, 1 kw; FM:
107.1 mhz, 1.2 kw, ant. 490 ft.; wrxk:
104.3 mhz, 100 kw, ant. 987 ft.
Formats: AM, FM: urban AC; wrxk: AC
Broker: Star Media Group Inc.

WEIM-FM Lansing, Il., and WEXL{AM)
Royal Oak/Detroit, Mich.

Price: $18.25 million {$14.75 million for
WEJM-FM; $3.5 million for wexL)

Buyer: Crawford Broadcasting Co.,
Biue Bell, Pa. (Donald B. Crawford,
president/owner); owns WMUZ{FM})
Detroit {for other holdings, see
“Changing Hands,” Feb. 24}

Sellers: m wEJM-FM: WEJM-FM License
Trust for Evergreen Media Corp., Irv-
ing, Tex. (Scott K. Ginsburg, chair-
man/55.6% owner); for holdings, see
“Changing Hands,” Feb. 24 m wexL:
Facilities: weum-Fm: 106.3 mhz, 2 kw,
ant. 397 ft.; wexL: 1340 khz, 1 kw
Formats: wesM-FM: hip-hop; wex; reli-
gion

Broker: Force Communications & Con-
sultants LLC {wexL)

KTOM-AM-FM Salina=Monterey, Calif.,
and KCIX{FM) Garden City/Boise and
KXLT-FM Eagle/Boise, all Idaho

Price: $15.951 million ($8 million for
combo; $7.56 million for KCix;
$391,000 for KXLT-FM)

Buyer: Lartique Multimedia Systems
Inc., San Diego (John T. Lynch, presi-
dent/owner); is buying KHTX{AM)-KDON-
FM Salinas/Monterey and KRQC-FM
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Marina’Monterey, Calif.; KGEM {aM)-
KJOT{FM) Boise, koxr{Fm) Pay-
ette/Boise, kcip-Fm Caldwell/ Boise,
KLIX-aM-FM and KezJ-Fm Twin Falls, all
Idaho; kaoL(Fm) Boulder City/Las
Vegas, Nev., and KTMN{FM) Los Ala-
mos/Albuquerque and KNYN (FM}
Santa Fe/Albuquerque, N.M.

Sellers: m kTOM-AM-FM: California
Broadcasting Co. LP, Atlanta (Dou-
glas M. Grimm, principal} mkcix: Con-
temporary Media Corp., Boise {Edwin
F. Guth Ill, owner); no other broadcast
interests mKXLT-FM: Eagle Broadcast-
ing Inc., Nampa, Idaho (Humberto
Fuentes, principal}; no other broad-
castinterests

Facilities: AM: 1380 khz, 5 kw; FM:
100.7 mhz, 910 w, ant. 2,575 ft.; kCix:
105.9 mhz, 50 kw, ant. 2,700 ft.; KXLT-
FM: 107.9 mhz, 45 kw, ant. 2,683 ft.
Formats: AM, FM: C&W,; kcix: AC;
KXLT-FM; soft AC

Broker: Media Services Group Inc.
(seller, kTOM-AM-FM; Boise stations)

| WFRB-AM-FM Frostburg, Md.

Price: $3.5 million

Buyer: Wooster Republican Printing
Co., Wooster, Ohio (Robert C. Dix Jr.,
president/20% owner}; owns
wTBO(AM)-wkGO(FM} Cumberland, Md.

| Seller: Western Maryland Broadcast-
ing Co. Inc., Frostburg (Darrell C.

| Loughry, president); no other broad-
cast interests
Facilities: AM: 560 khz, 5 kw; FM:
105.3 mhz, 16.5 kw, ant. 960 ft.
Formats: AM; C&W; FM: country

| KDBS(AM) (formerly KRRVIAM])-KRRV
| {(FM) Alexandria, La.

| Price: $1.9 million for stock

Buyer: Champion Broadcasting Corp.,
Richmond, Va. (Donald L. Kidwell,
president; Southern Capital Acquisi-
tion Corp., owner. Southern Capital is
[ owned by Firstmark Corp., Waterville,
Maine [James A. Vigue, chairman]);

{for other holdings, see “Changing
Hands,” Feb. 17}

Seller: Judy Karst-Campbell,
Hiawassee, Ga.

Facilities: AM: 1410 khz, 1 kw day; FM:

100.3 mhz, 100 kw, ant. 1,055 ft.
| Formats: Both modern country

Remaining 70% of WKKQIAM) Nash-
wauk/Hibbing-WTBX(FM) Hibbing,

| Minn.
Value: $1.3 million (transfer of limited
parinership interests)
Buyer: Thomas L. Bookey Family LP,

Chicago (CSN Management Co., gen-

JACOR COMMUNICATIONS, INC.

has acquired

KIDO-AM/KLTB-FM
KARO-FM

Boise, Idaho

from

COLFAX COMMUNICATIONS, INC.
$11,000,000

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

A

Kalil & Co., Inc.

3444 North Country Club Tucson, Arizona 85716 (520) 795-1050
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eral partner; Thomas L. Bookey, pres-
ident); is selling wvAx(AM)-wyXy(Fm)
(formerly wprc-wwTE) Lincoln and
WTAX{AM)-WDBR(FM) Springfield, Ili.,
and wNFL(am) Green Bay, WROE(FM)
and wncy-FM Neenah-
Menasha/Oshkosh and wHBL(AM)-
WWJR{FM) Sheboygan, all Wis.

Seller: Limited Partners First Chicago
Equity Corp. et al.; Cross Creek Pant-
ners Il

Facilities: AM: 650 khz, 10 kw day; FM:
93.9 mhz, 100 kw, ant. 548 ft.

Formats: AM: country; FM: CHR

KMRN(AM)-KNOZ(FM) Cameron, Mo.
Price: $430,543

Buyer: NFO Inc., Las Vegas (Dennis
James Rowley, president/owner); no
other broadcast interests

Seller: Osland Broadcasting Co., Cam-
eron, Mo. (Norman P. Osland, presi-
dent); no other broadcast interests
Facilities: AM: 1360 khz, 500 w day, 25
w night; FM: 100.1 mhz, 50 kw, ant.
492 ft.

Formats: AM: news/talk; FM: country
Broker: R.E. Meador & Associates

WHEBN-AM-FM Harrodshurg, Ky.

Price: $300,000

Buyer: Rod Burbridge, Louisville, Ky.;
no other broadcast interests

Seller: Fort Harrod Broadcasting Corp.,
Harrodsburg (Robert L. Martin, presi-
dent); no other broadcast interests
Facilities: AM: 1420 khz, 1 kw day, 46
w night; FM: 99.3 mhz, 3 kw, ant. 265
ft.

Formats: Both C&W

KWOR(AM)-KKLX(FM) Worland, Wyo.
Price: $265,000

Buyer: William B. and Nanci P. Har-
rington, Forsyth, Mont.; own Kikc-am-
FM Forsyth

Sellerz Bruce R. and Karen K. Long,
Worland; are selling kimx(Fm) Laramie,
Wyo.

Facilities: AM: 1340 khz, 1 kw; FM:
96.1 mhz, 50 kw, ant. 400 ft.
Formats: AM: oldies; FM: country

KFRA(AM)-KFMV(FM) Franklin, La.
Price: $100,000

Buyer: Kenneth R. Noble i, Richmond,
Vaé; owns WLGX(FM) Carolina Beach,
N.C.

Seller: Investors Broadcasting Group
Inc., Lafayette, La. (Robert Holbrook,
principal); no other broadcast interests
Facilities: AM: 1390 khz, 500 w day;
FM: 105.5 mhz, 3 kw, ant. 300 ft.
Formats: Both dark

KEZR(FM} San Jose and KLUE(FM)
Soledad/San Jose, Calif.
Price: $24 million {cash and stock

Broadcasting-

transaction)

Buyer: American Radio Systems
Corp., Boston {Steven B. Dodge,
chairman); owns/is buying/acquiring
KKDJ{FM), KMJ{AM)-KSKS(FM}, KNAX-FM,
KRBT-FM, KOQO-AM-FM Fresno, KksJ
(AM)-KBAY(FM), KSJO({FM) and KUFX(FM),
ALL San Jose/San Francisco, and
KRAK-FM, KHTK(AM)-KNCI{FM), KXOA(AM),
KQPT(FM), KCTC(AM)-KYMX(FM), KSSJ-FM
and kmJ (AM)-KSFM(FM) Sacramento,
all Calit.; wzMx(FM), WRCH-FM, wTIC- |
AM-FM, Hartfard, Conn.; WiRK-FM,
WKGR-FM, WBZT {AM}, WEAT-AM-FM,
WOLL-FM and weBz-FM, all West Palm
Beach, Fla.; wwmx{FM}, wOCT(FM),
WBMD(AM}-WQSR-FM and wBGR(AM), all |
Baltimore; WRKO(AM)-WBMX{FM}),
WEEI(AM), WEGQ-FM, WWTM (AM)-
WAAF(FM), all Boston; KBEQ-AM-FM
(Kan.) and kFkF-FM (Mo.) Kansas
City; KFNS(AM)-KEZK-FM, KSD-FM and
KYKY(FM) St. LOUIS; KMZQ-FM, KMXB-
FM, KXNO{AM)-KLUC-FM, KVEG(AM) and
KFBI(FM), all Las Vegas, and KXTE(FM)
Pahrump, Nev.; WYRK-FM, WJYE-FM,
WECK(AM), wSJZ-FM and wBLK-FM, all
Buffalo, and WCMF(FM), WRMM-FM,
wPXy-FM and waae(Fm), all Ro-
chester; N.Y.; wsoc-Fm Charlotte and
WTDR(FM) Statesville/Charlotte, N.C.;
wWKRQ(FM) Cincinnati, wGRR-FM Hamil-
ton/Cincinnati, WMMX-FM, WTUE-FM,
WONE(AM), WBTT(FM) and wLQT(FM) |
and {under LMA) wooL-FM, all Day-
ton, and wxeG(FM) Beavercreek/Day-
ton, all Ohio; KDBX(FM), KBBT{AM)-
KUFO(FM), KUPL-FM, KKJZ{FM), all Port-
land, Ore.; w2z (Fm) and wzPT(FM)
Pittsburgh and wioa (FMm) and
wusL(FM™) Philadelphia; kJcE (am)
Rollingwood/Austin-kkmJ-FM Austin
and kamx(Fm) (formerly kpTY) Lul-
ing/Austin, all Tex., and KRPM{AM)
{formerly KING), KYCW(FM), KMPS-AM-
FM and kzZOk-FM, all Seattle, and
KBKS({FM) (formerly KCIN)
Tacoma/Seattle, Wash.; is swapping
WRFX(FM) Kannapolis/Charlotte, N.C.,
for wpsy-Fm Pittsburgh; is swapping
away WHAM{AM)-WVOR-FM, WHTK(AM)
and option to purchase wnve-Fm, all
Rochester; is selling kx0a-FM Sacra-
mento; KsD{AM} St. Louis, and
KFAB{AM)-KGOR({FM) Omaha

Seller: Alta Broadcasting Co., San
Jose (co-owners James E. and John
F. Levitt); no other broadcast inter-
ests. Note: Aita bought kLUE for
$337,500 (B&C, April 1, 1996)
Facilities: kezr: 106.5 mhz, 50 kw, ant.
430 ft.; KLUE: 106.3 mhz, 6 kw, ant.
1,720 ft.

Formats: kezR: AC; KLUE: hot country
Broker: Media Venture Partners

|
| KIKM-FM Flower Mound {formerly Sher- |

[ Comanche, Tex. Boyd is manager of

man), Tex.

Price: $14 million

Buyer: First Broadcasting Co. LP, San
Francisco (First Broadcasting Net-
works Inc., 64.6% general partner;
Charles H. Strickland and Cliff Boyd,
limited partners). Strickland owns
KsTv(aM) Stephenville, Tex.; has con-
struction permit for ksTv-Fm Dublin,
Tex.; has applied to build FM in

NFL Broadcasting LLC, which is sell-
ing KTNZ(aAM) Amarillo (see item,
below) and keuy-FM Amarillo. Boyd
also owns kvmx{FMm) Eastiand, Tex.
Seller: Hunt Broadcasting Inc., Engle-
woad, Colo. {co-owners Janice A. and
James G. Hunt}; owns KJKB(FM} Jacks-
boro and kpve(Fm) Denison/ Sherman,
Tex.; is buying kGRI-FM Henderson,
Tex.

Facilities: 96.7 mhz, 3 kw, ant, 299 ft.
Format: Country

WFMI(FM) Brookfield/Milwaukee and
WFMR(FM) Menomonee Falls/Milwau-
kee, Wis.

Price: $5 million

Buyer: Saga Communications Inc.,
Grosse Pointe Farms, Mich. (Edward
K. Christian, president/CEQ/58%
owner); owns WKLH(FM)} and wLZR-AM-
FM Milwaukee; wixy{Fm) and WLRW(FM)
Champaign, WYMG(FM)
Jacksonville/Springfield and woaL{Fm)
Springfield, Ill.; kioa-am-FM and |
KRNT(AM)-KSTZ(FM) Des Moines and
WNAX-AM-FM Yankton, S.D./Sioux City, |
lowa; koam-Tv Pittsburg, Kan.;
WGAN(AM)-WMGX{FM) and wzaN{AM)
Portland and wynz(Fm) Westbrook,
Maine; waQy{am) East Longmeadow
and waQy-FMm Springfield, Mass.;
WFEA(AM)-wZID{FM) Manchester, N.H.;
WVKO(AM)-wsNY(FM) Columbus, Ohio,
and wNOR-aM-FM Norfalk and warx(FM)
Suffolk, Va.; is buying wPRC(AM)-WWTE-
FM Lincoln and wTAx{AM)-WDBR{FM)
Springfield, Ill.; kezr-Fm Des Moines,
and wrOR-AM-FM Portland, Me.

Seller: Harris Classical Broadcasting
Co., Menomonee Falls (co-owners
Richard H. and Jessie Lynne Harris);
no other broadcast interests

Facilities: wemi: 106.9 mhz, 6 kw, ant.
328 ft.; wremR: 98.3 mhz, 6 kw, ant.
292 ft.

Formats: wemi: smooth jazz; wrMR:
classical

Broker: Blackburn & Co. Inc.

WIOD(FM) Galena, lIl, and KGGY(FM)
Dubuque, lowa

Price: $2.5 million (includes pager
business)

Buyer: Communications Properties
inc., Dubuque {Philip T. Kelly, presi-
dent/70.5% owner); owns wDBQ(AM)-

www.americanradiohistorv.com

March 10 1997 Broadcasting & Cable


www.americanradiohistory.com

KLyv(FM) Dubugque and KATE(aM}-
kcPi{FM) Albert Lea, Minn. Kelly owns
33.3% of wmvy({FMm) Vineyard Haven,
Mass.

Seller: JOC Communications Inc./lowa
Communications Investments Inc.,
Galena (John W. Cox Jr., president};
no other broadcast interests

Facilities: wJop: 107.5 mhz, 6 kw, ant.
328 ft.; kaay: 102.3 mhz, 2.4 kw, ant.
410 ft.

Format: wJoD: country; KGGY: hot coun-

try

KCRR({FM) Grundy Center, lowa

Price: $2 million

Buyer: Connoisseur Inc., Westport,
Conn. (Jeffrey D. Warshaw, 75% gen-
eral partner}; owns KORB(FM) Betten-
dorf, koeL-am-FM Oelwein/Cedar Falls,
kJoc{ay) Davenport and KBOB(FM})
Muscatine, all lowa (for other hold-
ings, see "Changing Hands,” Feb. 3)
Seller: Grundy Broadcasting Co., Mar-
shalltown, lowa (Audrey Osmundson,
managing partner}. Osmundson owns
24% of kbao(aM} Marshalllown-kDao-
FM Eldora, lowa, and company that
has applied to build TV in Newton,
lowa.

Facilities: 97.7 mhz, 16 kw, ant. 407 ft.
Format: Country

Broker: Gary Stevens & Co.

WGUF(FM) Marco/Fort Myers, Fla.
Price: $2 million

Buyer. Renda Broadcasting Corp.,
Pittsburgh (Anthony F. Renda, presi-
dent)

Seller: InterMart Broadcasting First
Coast Inc., Punta Gorda, Fla. {James
E. Martin Jr., president). Martin owns
WCCF{AM)-wiKX-FM Punta Gorda, wevy
(FM) Solana and wkzy{Fm) LaBelle, all
Fla.; owns 50% of applicant for TV in
Virginia Beach, Va., and FM in Mur-
dock, Fla.; owns 33.3% of MBS Com-
munications, which has applied to
build FMs at Fairview, Pa., and Ettrick,
Va.; has interest in wrpx(Fm} Jupiter,
Fla.; has applied to build FM at Punta
Rassa, Fla.

Facilities;: 98.9 mhz. 4.1 kw, ant. 328 ft.
Format: Smooth jazz

KOLX(FM) Barling, Ark

Price: $450,000

Buyer: Toccoa Falls College, Toccoa
Falls, Ga. (Paul Alford, president);
owns WJYo(FM) Fort Myers, Fla.; wRaF-
FM Toccoa Falls, wrom(am) Marietta,
waFI(FM) Unadilla and wcop(am) Warn-
er Robins, all Ga., and wepc(Fm) Bel-
ton, S.C.; has applied to build radic in
Spring Lake, N.C., and FM in Gatlin-
burg, Tenn.

Seller: Hendren-McChristian Commu-
nications, Gravette, Ark. {(Kim D. Hen-

Broadcasting

dren, president); no other broadcast
interests

Facilities: 94.5 mhz, 31 kw, ant. 502 ft.
Format: Country

KZAL(FM) Desert Center, Calif.

Price: $50,000

Buyer: Worldwide Multi-Media Broad-
casting Co., San Diego (Frank R. Jor-
dan, president/owner)

Seller: Desert Broadcasting Corp.,
Rancho Mirage, Calif. (Walfram J.
Dochtermann, principai)

Facilities: 105.5 mhz, 58 w, ant. 1,965
ft.

Format: Dark

Construction permit for FM at
Stamford, Tex.

Price: $13.645

Buyer: M&M Broadcasting Co., Cle-
burne, Tex. (Gary L. Moss, presi-
dent/80% owner}; for holdings, see
“Changing Hands,” Feb. 10

Seller: Blue Plains Broadcasting Co.,
Fort Smith, Ark. (David S. Hite, presi-
dent); no other broadcast interests
Facilities: 92.1 mhz

KOTK(AM) Portland, Ore.

Price: $8.3 million

Buyer: Jacor Communications Inc.,
Cincinnati (Randy Michaels, CEO;
Zell/Chilmark Fund LP, 70% owner);
owns KEX(AM}-KKRz(FM) Portland and
KkCw{FM) Beaverton/Portland, Ore.; is
buying kcea(am) San Diego (see item,
below)

Seller: EXCL Holdings inc. (Christo-
pher marks, chairman; Latin Commu-
nications Group Inc. {LCG), 80%
owner); owns KVAR(FM} Riverside/Los
Angeles, kcaL(am) Redlands/San
Bernardino/L.A., KMYC(AM)-KSXX-FM
Marysville/Sacramento and KRCX(AM)
Roseville/Sacramento, all Calif., and
KINK-FM Portland, Ore.; is buying
kybg{am) Aurora/Denver-KNRX-FM
Castle Rock, Colo. LCG owns
kLOK(aM} San Jose/San Francisco-
KBRG(FM) Fremont/San Francisco,
KLOK-FM Salinas/Monterey and
KVRG(AM) Soledad/Monterey-kKvRG-FM
Seaside/Monterey, all Calif.; kmxa(am}
Aurora/Denver-kJMn{FMm) Castie
Rock/Denver, Colo.; wMDO-Tv
Wheaton, Md./Washington, and wvEea-
Tv Tampa and wven-Tv Orlando, Fla.;
is buying kRr2y(am) Albuquerque-
KRZY(FM} Santa Fe/Albuguerque, N.M.
Facilities: 620 khz, 5 kw

Format: AOR

KCBQ(AM}* San Diego

Price: $6 million (B&C, March 3)

Buyer: JS Communications Inc., Coving-
fon, Ky. (Terry S. Jacobs, chairman/

|

| 80% owner). Jacobs was president/

2.54% owner, Regent Communications
Inc., which was bought by seller.

Seller: Jacor Communications Inc.,
Cincinnati (Randy Michaels, CEC;
Zell/Chilmark Fund LP, 70% owner);
owns Kis(aM}-kFMc(Fm) Los Angeles,
KSDO(AM}-KCLX-FM and KHTS-FM San
Diego and xTrRa-AM-FM Tijuana, Mexi-
co/San Diego; KBPI{(FM}, KOA {AM)-
KRFX{FM} and KHOW{AM)-KHIH(Fm)}, all
Denver, and kBCO-aM-FM Boulder/
Denver and KTLK{aM) Thornton/Den-
ver, Colo.; WJGR(AM)-wQIK-FM and wzAz
{(am) Jacksonville, wisT(Fm) Green
Cove Springs/Jacksonville and wsoL-
FM Brunswick, Ga./Jacksonville, wBRD
(am) Palmetto-wouv(Fm) Bradenton
Tampa, wxTe(Fm) Clearwater/Tampa,
wtBeT(FM) New Port Richey/Tampa,
WFLA{AM)-WFLZ(FM) and WDAE{AM)-
wusa-FM Tampa and WAMR(AM)-wCTQ
{FM) Venice, all Fla.; wGST(AM)-WPCH
(FM) and wkLs-Fm Atlanta; KIDO(AM)-
KLTB(FM) Boise and karo{Fm) Caldwell/
Boise, Idaho; wLAP(AM)-WMXL(FM) Lex-
ington and wwyc-Fm Winchester/Lex-
ington, Ky.; WDAF{AM)-KYYS(FM), KUDL-
FM and kmxv(Fm) Kansas City, KAtz
{AM}-KkMIM(FM) St. Louis and kKNJZ-FM
Alton, 111./St. Louis, Mo.; ksne-Fm and
KFMS-FM Las Vegas; WKRC-TV, WCKY
(AM), WOFX{FM), WLW(AM)-WEBN{FM) and
WwnNK(FM), all Cincinnati, wTvN{am)-
wLvQ({Fm) Columbus, wSPD-AM, WVKS
(FM) and wsPD-aM-wvkSs(Fm) Toledo
and wRvr-FM Beavercreek/Toledo, all
Ohio; Kex{am)-kKRZ(FM) Portiand and
KKCW(FM) Beaverton/Portland, Ore.;
wezL{FM} and wxLy(FM) Charleston,
S.C.; KALL(AM)-KODJ(FM) Salt Lake City
and kkaT(Fm) Ogden/Salt Lake City,
Utah, and kTwo(am)-kmGw-Fm Chey-
enne, Wyo., and Wyoming Radio Net-
work; is swapping wkra{FMm) Cincinnati
for WHAM(AM)-WVOR-FM and WHTK(AM)
Rochester; is swapping KOPA(AM)-KSLX
(FMm) Scottsdale/Phoenix for KPOP(AM)
and kGe-Fm San Diego; has LMA with
WGST-FM Atlanta and TBA with wsuw
{Fm) Louisville m Jacor is buying KBaAl
{aM} Morro Bay and KOGO({AM)-KKLQ-FM
and kioz{FM) San Diego, Calif.; kcoL
{(am}-kPaw(Fm) Fort Collins and KGLL
(Fm) Greeley, Colo.; wSPB(AM)-WSRZ-FM
Sarasota, construction permit for wynrF
(Fm) Coral Cove/Sarasota and CP for
WEDD(FM} Englewood/Venice, all Fla.;
wMmT-aM-FM Cedar Rapids and wHO
(am)-kLYF(FM) Des Moines, lowa; wkoa
(FM) Lexington, wikT-Fm Fayette/Lex-
ington, wTkT(aM}-wxzz(FM) George-
town/Lexington, wLRs(FM) Louisville,
WVEZ(FM). WDJX-FM and wFia-am and in-
tellectual rights to wHkw-Fm Louisville,
wsFR({FM) Corydon, Ind./Louisville and
wLOC(AM)-wMCC-FM (formerly wLoC-FM)
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Munfordville/Louisville, all Ky.; kwNR
{FM) Henderson and kBGO-FM Las
Vegas, Nev.; wNvE(FM) South Bristol
Township/Rochester, wmax-Fum Ironde-
quoit/ Rochester {and options to buy
wMHX-FM Canandaigua and wWRCD(FM)
Honeoye Falls}, all, N.Y.; waHC({FM)
Circleville, wiMa{Am)-wiMT-FM Lima,
wBuK-FM Fort Shawnee/Lima,
WAKS(FM) Marysville, wLvz-Fm St.
Marys and wioT-aM-FM Toledo, all
Ohio; koTk(am) Portland, Ore. (see
item, above), and kuta-FM Bountiful
and kzHT{FM) Provo, Utah

m Jacor is selling kseG-Fm and
KRXQ(FM) Roseville/Sacramento,
Calif.; wHKw-AM Louisville; KKDD{AM)
North Las Vegas, and wLaT(FM) Ket-
tering/ Dayton and wboL(FM) Engle-
wood/ Dayton, Chio

Facilities: 1170 khz, 50 kw day, 1.5
kw night

Format: '50s and '60s "Jacor has to
divest station to comply with FCC
local ownership cap

WINX(AM) Rockville, Md./Washington
Price: $450,000

Buyer: Montgomery County Govern-
ment Department of Public Works
and Transportation, Rockville

Seller: Radio Broadcast Communica-
tions Inc., Rackville (Willlam Parris,
president/owner); owns WINX(FM)
(formerly wara) Warrenton, Va.
Facilities: 1600 khz, 1 kw day, 500 w
night

Format: Oldies

KKBY(AM) (formerly KUUN) Puyallup,
Wash.

Price: $350,000

Buyer: Jean J. Suh, Los Angeles; no
other broadcast interests

Seller: Joy Broadcasting inc., Lynn-
wood, Wash. (Barbara J. Geesman
Chase, owner). Chase owns Kwyz
(am) Everett, Wash. {in receivership)
Facilities: 1450 khz, 1 kw

Format: Country gold

Broker: Edward J. Chase {seller)

WNCM{AM) Atlantic Beach/Jackson-
ville, Fla.

Price: $350,000

Buyer: First Coast Catholic Commu-
nications Inc., Jacksonville Beach,
Fla. (Peter F. Cagle, president);
Seller: New Covenant Educational
Ministries Inc., Jacksonville (Pastor
Wiley Tomlinson); owns wNCM-FM
Jacksonville

Facilities: 1600 khz, 5 kw day, 90 w
night

Format: Talk

WXRF{AM) Guayama, P.R.

Price: $300,000
Buyer: Southwestern Broadcasting

Broadcasting—

Corp., San Juan, P.R. {Pedro
Roman Collazo, president/owner).
Collazo owns wvoz{am} San Juan.
Seller: Guayama Broadcasting Corp.,
Guayama (Raul Fuster, president);
no other broadcast interests
Facilities: 1590 khz, 1 kw

Format: Spanish

WLIR(AM) Spring Valley, N.Y.

Price: $285,000

Buyer: Glicken Broadcasting Inc.,
River Edge, N.J. (Michael B. Levine,
president/owner); no other broadcast
interests

Seller: Tsooris Corp., Suffern, N.Y.
{Eugene Gugig, president); no other
broadcast interests

Facilities: 1300 khz, 500 w day, 83 w
night

Format: Jewish music/talk

WREV(AM) Reidsville, N.C.

Price: $225,000

Buyer: HHGD Broadcasting Co. Inc.,
Santa Ana, Calif. (co-owners Alfonso
Fernandez, Hilda Hernandez)
Selier: MHR Broadcasting Co. Inc.,
Reidsville (owners Caswell D.
Mullins, Virginia S. Raoberts); no
other broadcast interests

Facilities: 1220 khz, 1 kw day, 67 w
night

Formats: Country

WBGE(AM) (to be WNTF) Mount Dora
(to be Bithlo), Fla., and WFVR(AM)
Valdosta, Ga.

Price: $189,500 ($75,000 for weGs;
$114,500 for wrvR)

Buyer: Peoples Network Inc., White
Springs, Fla. (Charles E. Harder,
33.3% owner); no other broadcast
interests

Sellers: ®mwBGB: Cross Country Com-
munications Inc., New Albany, Ind.
(George A. Zarris, president); owns
WXLN(AM) New Albany, Ind., and
WXLN-FM Emminence and wBUL{AM)
Shepherdsville, Ky. m wrvR: Florida
Welcome Center Inc., Gainesville,
Fla. (Millicent J. Saunders, principal);
no other broadcast interests
Facilities: wBGB: 1580 khz, 5 kw day;
wrvR: 910 khz, 5 kw

Formats: weaGB: religion; wrvR: tourist
info

WNVL(AM) Nicholasville, Ky.

Price: $165,600

Buyer: Benedictus Broadcasting Co.
LLC, Lexington, Ky. (co-owners
James E. and Caroline Cioud); no
other broadcast interests

Seller: QB Communications Inc.,
Nicholasville (co-owners Bobby B.
Becknell, David S. Quinn); no other
broadcast interests. Note: QB

| bought wnve for $100,000 {("Chang-

| ing Hands,” June 3, 1996).

Facilities: 1250 khz, 500 w day, 59 w
night
Format: Modern country

WXVX(AM) Monroeville, Pa.

Price: $150,000

Buyer: Michael L. Horvath, North
Huntington, Pa.; no other broadcast
interests

Seller: Pushpa Reddy, Pittsburgh; no
other broadcast interests

Facilities: 1510 khz, 1 kw day
Format: Alternative rock

KTNZ{AM) Amarillo, Tex.

Price: $90,000

Buyer: Metropolitan Radic Group
Inc., Flower Mound, Tex. (Gary L.
Acker, president/owner); owns
KGHT(aM) Little Rock, Ark.; wTMY(AM)
Sarasota and WRBD(AM)
Palmetto/Sarasota, Fla., and
KCTE(AM) Independence/Kansas City
and wew(aM) St. Louis, Mo.; is buy-
ing wrxB(AM) St. Petersburg Beach,
Fla., and kJvc-Fm Mansfield and
Kiou{aMm) Shreveport, La.

Seller: NFL Broadcasting LLC, Amar-
illo {Cliff Boyd, manager); is selling
KBUY-FM Amarillo. Boyd owns
kKvmx(FM) Eastland, Tex.; is limited
partner of First Broadcasting Co. LP,
which is buying KIKM(FM) Flower
Mound (see item, above)

Facilities: 1010 khz, 5 kw day, 500 w
night

Format: Country

Broker: Norman Fischer & Associates

WMBL(AM) Morehead City, N.C.
Price: $40,000

Buyer: Ashley L. Moseley, Kinston,
N.C.

[ Seller: WMBL Inc., Greensboro, N.C.

{Randall A. Hanson, president); no
other broadcast interests

Facilities: 740 khz, 1 kw day, 14 w
night

Format: Nostalgia

WBTB{AM) Beaufort, N.C.

Price: $18,000

Buyer: Eastern Carolina Broadcasting
Co. Inc., Morehead City, N.C. (co-
owners L. Gene Gray, Frank Styers);
owns WRHT({FM) Morehead City and
wcez(FM) Williamston, N.C. Styers
owns cable system serving Bath, N.C.
Seller: Hope Communications Inc.,
Morehead City (Bob Vanhder, chair-
man)

Facilities: 1400 khz, 1 kw

Format: Talk

—Elizabeth A. Rathbun
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‘Country format is radio’s favorite

Broadcas_ting & Cable E\Aarc_h 1b 7997

Weekly listenership reaches 43 million; claims nearly one-quarter of commercial starions

By Donna Petrozzello

ountry radio, once relegated to air-

waves outside of nuyor markets, is

enjoying its largest audiences in
years, according to research by Simmons
Research and the Interep Radio Store.

Country music continues as the
nation’s top radio format, a level il
achieved in 1990 according to Sim-
maons. In fall 1996 radio ratings country
beat news. talk and various contempo-
rary music mixes. In a survey of audi-
ence preferences, Simmons reported
that more than 43 million people age 18
and older Tisten to country radio cach
week, according to the tall ratings.

By contrast, 36 milhon listened 1o
adult contemporary tormats and 3]
million tuned (o news/talk, Simmons
reported. Other formats received no
more than 21 million listeners weekly.
Simmons found.

Country radio is becoming increas-
ingly pupul i with its core audience of
adults 18 and older. In the past eight
vears, country listenership on weekdays
has grown from 25 million 1o nearly 41

miflion. Simmons reported.

“Nearly one out of Tour commercial
radio stations in America are country,”
says Ed Salamon. president of the
Counury Radio Broadeasters and presi-

dent ot formats for Westwood One |

Radio Networks,

Salamon also measures country’s
strength by the increasing number of
country radio executives who attend
the Couniry Radio Seminar (CRS).

This vear's 28th annual CRS. held
Iusl week in Nashville. was attended by

2500 country raio and record execu-
tives and artists. Salamon says. A mere
60 people attended the first meeting,
Salamon savs.

“This has become the largest radio
convention devoled 10 a specific for-
mal.” he notes.

Salamon also attributes country 's
growth to improved programing and
management and profits.

“When 1 got into country radio. there
was not a country station in a lot of
major markets,” Salamon says. *Coun-
trv was a much more regionahzed for-
mal.” Beuer ratings and better interac-
tion between country broadcasters
have helped “make country radio a het-
ter business for people who own radio

stations.”” he savs.

A qualitative survey by Interep
marked country rudie audiences as par-
ticularly valuable 1o advertisers.

Two-thirds of country listeners fall
between ages 23 und S4—a critical
audience for advertisers—Interep
found. Almost 75% of country listeners

{Private Part:

Howard Stern greeted thousands of
fans at the premiere party of his
‘Private Parts' film Feb. 27 in New
York. Festivities included an outdoor
concert featuring alternative rockers
Porno for Pyros, appearances by
Stern's cn-air cast members and a
smorgasbord of stars from Kevin
Bacon to Patty Hearst.

ARS, Metro post gains in '96

Fourth-quarter and 1996 year-end returns show double-
digit revenue growth for both American Radio Systems
(ARS) znd Metro Networks.

American Radio Systems—Broadcast cash flow at ARS
increasad 22% on a same-station basis in fourth quarter
1996. For the year, the company reported an 85.3%
increase in broadcast cash flow, to $58 million, before
ret local marketing agreement fees.

Net revenue increased 14% on a same-station basis
in fourth quarter 1996. For the year, revenue rose 82%,
to $178 million. Net income per share was $0 for the
fourth quarter and $.01 for year-end 1996, the company
reported.

Last August, ARS announced an agreement to
acquire stations owned by EZ Communicaticns, bring-
ing the group's holdings to 92 stations.

Steve Dodge, ARS chairman, said the company
‘emphasized the acquisition of stations in high-growth
markets” and “invested heavily in the repositioning and
marketing of over 20 under-performing FM stations” in
1996. “We believe the work we have done sets the

| stage for accelerating same-station growth rates in
1997 and beyond.”

Metro Networks—Metro Networks reported a 17%
increase in earnings before interest, taxes, depreciation
and amortization (EBITDA), to $7 million, on a same-mar-
ket basis, in fourth quarter 1996. For the year, EBITDA
totaled $24.7 million on a same-market basis, a 163%
increase over 1995. Earnings per share were $.23 in the
fourth quarter and $.94 in 1996, Metro reported.

Net revenue on a same-market basis for the fourth
quarter totaled $28.8 million, a 31% increase over fourth
quarter 1995. Net revenue for 1996 totaled $109.2 mil-
lion, a 42% increase over 1995.

Metro, a leading news provider to radio stations,
expanded into 12 new markets in 1996 and acquired sev-
eral regional traffic news operations, plus the Airborne
Traffic Network. Metro serves a total 66 top markets.

“We have entered 1997 with continued momentum
supported by consolidation and acquisition activity in
the radio and television industries,” said David Saper-
stein, Metro chairman. —DP
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live in urban arcas, and country listen-
ers are more likely on average to be
employed full time than radio listeners
overall, Interep reported.

Interep also found that the educa-
tional, income and employment levels
of the majority of country listeners
match those of typical U.S. citizens.

Among country listeners surveyed.
72% own a home, 62% cam an annual
houschold income of $30.000 or more
and 46% have one or more children,

Katz creates firm for ABC Radio

By Donna Petrozzello

he Katz Radio Group will create an

T exclusive rep firm for all of ABC

Radio’s 21 stations starting April

1. KRG estimated ABC Radio’s annual
gross billings at $7¢ billion for 1997,

ABC Radio had divided national

Herman promoted at CBS

Vetaran radio
newsman Scalt
Herman was
namead samior VP,
news, for CBS
Radio Networks
st week.
Herman will
cantinue as VP

GM of CBS's all-

MEWS WIS AM)

MW York.

Herman will oversee news oper-

alions, programing and relationships
with nedwork affiliates, CBS said. He
replaces Larry Cooper, currently VP,
CBS News Radio, who will resign this
spring. CBS Radio Chairman Meal
Karmazin and CBS News Pragigent
Andrew Heyward jointly announced
Herman's promoadion,

r — s —

[ dent of the Katz Radio Group.

Broadcasting-

Interep reported. In the general popula- I
tton. 69% own their home, 61% cam a
$30,000-plus income and 41% have one
or more children. Interep found.

The theme of this year’s CRS was |
“winning through lcarning.” Conven-
tion hightights included panel discus- ‘
sions and workshops on the impact of
consolidation, tips on improving sales.
programing. and country audience focus
groups. The closing dinner show fea-
tured up-and-coming country artists. ® |

sales representation of its stations |
between two KRG divisions. The agree-
ment comes soon after CBS Radio
turned over national sales representation
of its 79 stations to the Interep Radio
Store. a KRG rival. in January.

KRG President Stu Olds calted ABC |
Radio “an extremely important, core
KRG client. ABC is strategically criti-
cal to our marketing strength and flexi-
bility in the top 20 markets as we build
on our growing new business develop-
ment efforts.”

ABC Radio President Robert Calla-
han says that “the formation of a dedi-
cated selling team will drive focus and
results.”

Katz's ABC Radio tcam of 2¥ sales
managers and account reps will estab-
lish offices in most of the nations 1op
10 markets. including New York,
KRG's home base.

Bob McCurdy. formerly president of
KRG's Sentry Radio division. was |
named president of the yet-to-be-named
division to serve ABC Radio stations.
He was also named exceutive vice presi-
]

]

Radio revenue up 8% in January

Combined local and nationat radio advertising revenue increased an aver- ’
age 8% in January compared with January 1996, according to a survey of
more than 100 radio markets by the Radio Advertising Bureau and inde-
pendent accounting firms.

January’s gain mirrors an 8% increase in combined radio revenue over-
all in 1996. Radio revenue reached an estimated $12.4 billion in 1996,
RAB reported.

On a regional basis, stations in the Southwest, Southeast and East ’
reported double-digit gains in local revenue compared with January 1996,
while stations in the West reported the most significant gains in national
revenue for the month at an average 13%.

“Last year will be a tough act to follow, but by all indications 1997 has the
potential to surpass it,” says RAB President Gary Fries. Fries attributed the ‘
solid revenue gains to “the enthusiastic acceptance of radio as the medium
of choice for an increasing number of local and national advertisers.” —DP
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ABC enlists Clinton for
anti-drug show

As part of its monthlong anti-drug |
public service campaign, ABC
News Radio plans to convene a dis-
cussion on March 12 among Presi-
dent Clinton, parents and children
ages 9 1o 17 about the dangers of
drug use by young adults. ABC
News anchor Peter Jennings will
moderale the program, called
Straight Talk on Drugs. The one-
hour broadcast will originate from
the White House and is scheduled
to air live, starting at {1 a.m. (ET).

Westwood lets Miller rant

Westwood One Entertainment will
syndicate excerpts from HBO's
Dennis Miller Live for weckday
radio broadeast, Westwood One
announced last week

‘Louie, Louie’ plays and
plays and plays in Peoria
Fighting sluggish ratings and a
crowd of competitors, former adult
contemporary WMXP(FM) Peoria.
1., flipped its format to a continu-
ous stream of the song “Louie, ‘

Louie™ on March 4 at noon.

“We like to consider ourselves
pretty mnovative for Peoria,” says
WMXP promotions director Rebec-
ca Mandel. wMXp plans to keep
spinning the single indefinitely
When wMmxp runs through its 40-
plus “Louie. Louie™ covers (its
cache includes the tamous Kings-
man version). it will just play the
song backward. Mandel says,

Ditching AC for the repetitive
format “shocked™ some advertisers,
Mandel admits. “*but people are lis-
tentng and requesting their favorite
versions of Louie, Louie,”™ she says.
wMXP chose the song over other
possible hits “because it was the
most requested rock song by a Peo-
ria test audience ages 3510 49,
Muandel says.

Premiere sets off ‘Big Bang’ | |
Los Angeles—based Premiere
Radio Networks and the National
Music Critics Association
(NMCA) will launch a series of
live concert specials by rock and
country artists tor radio and Inter-
net broadeast later this month.—DP

— ||
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Making History at A&E

&E, the basic cable network, is by most account

one of the most successful joint ventures in the tele-
vision business. Co-owned by ABC, NBC and
Hearst, the venture has grown an average 30% or
more annually in both revenue and profit since
1987 and is now one of the most widely distributed

COVER STORY in roughly 70 million

homes. Cable industry analyst Paul Kagan Associates esti
mates 1996 A&E revenue at $304 million and pretax income at
$127 million. Since the network launched in 1984, it has had
one Fead, Nickolas Davatzes. In the following nterview with
BroancasTing & CaBLE's Steve McClellan, Davatzes explains
how he has kept ASE on track while launching The History
Channel. Davatzes also tells why TCI's John Maione won't get
a price cutback from him and how the network will justify future
rate increases. He talks about industry consolidation, channel
shelf space and the next great programing idea

Broadcasting & Cable March 10 1997

cable networks, seen |

March 10, 1997

How has consolidation within the cable industry
affected your business?

Clearly. when there’s consolidation you have fewer customers
(o work with, and that provides some challenges. Fortunately.
we have not run into any buzz saws. And { think that’s for two
reasons: one. we do whatl we say we're gomg to do: and two.
we bring & lot ol value at a reasonable price pomnt. | believe that
the MSOs have really appreciated that over the years,

At last year's Western Cable Show, John Malone vowed to get
price breaks from cable programers. Is he getting one from you?

No. But I don't think that’s really the question that was poscd
by John. There are two calegories ol progriuner. There are pro-
sramers who deliver a lot of value tor the price they charge,
and clearly we are in that situation; | think almost any distribu-
tor you lalk to will support that. Then there are programers
whose cost may be disproportionate 1o the value. Now that’s a
Judgment. and that judgment is made basically by two groups
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of people: the distributor—John Mal-

COVER [31]:h 4

one—and the consumer.

So you'll convince Malone that A&E's
price/value ratio is in line?

| think there is a healthy tension between programers and dis-
tributors. John has raised an issue, and each programer has to
take a look at what they re doing and how they re growing their
businesses. The cable operators are at the closest point o the
consumer, and they want 1o get positive reinforcement from con-
sumers. | think that’s one of the big issues the industry is facing.
We have some products that need to be re-evaluated given the
market feedback. and that’s whit he's stressing.

anever e make

an investment,

Have your carriage rates
increased in the past few years?

Sure.

Will you continue to
seek increases?

[ always like to ask:

Yes, our rates have increased,
and we will continue to seek
increases. The rates really are
driven by the cost of programing.
In the United States. 65% of our
revenue is generated through

“If this were your
childs college fund,

advertising sales. s0 we've been .

able to keep our increases mod- W Ollldy ou make

est in relation to what we deliver. .. 9
this investment.

How has the practice of some

programers paying for carriage affected the marketplace? Is it
just a matter of time before many operators demand to know
why all programers shouldn't be renting space on their systems?

Toe answer the first part of the question, it's creating chaos in
the marketplace. There's no doubt that it’s creating chaos. It is
also true that if you're paying the kind of money we hear is
being paid. it’s very hard to see where the ¢conomic return is
going to be—certainly if you deliver quality programing.

Why?

Because programing costs money. If, on the other hand, all you
do is mine an inventory—sort of rehash. and deliver nothing
new (o the consumer—you might be able to make a net eco-
nomic case for that.

What's wrong with that?

The problem is that the consumer’s going to find out relatively
soon, and the consumer’s going to be unhappy. So there’s a
negative consequence. And then, of course, the third part of the
equation is: Are you in this to manage and grow and deliver
value to the consumer? Or are you in it to grow the distribution
so you can sell it, which really doesn’t serve the interests of the
consumer?

Rupert Murdoch is not doing it to grow the
distribution but merely to get in the game.

That’s an issue. There's a shortage of outlets. And there are so
many people who want to be in this business, who are desper-
ate 1o gel in, because they have seen the success of the more
established networks and they suy. I can do that wo.” They
are willing to make decisions that are not sound. Whenever we
make an investment. | always like to ask: “If this were your

child’s college fund, would you make this
investment?” Then you begin to develop
other scenarios. If you're in the pyramid game, it's an easy
decision. But it you're in it for the tong term, it’s a more diffi-
cult decision.

How much hope is there for start-up networks
not owned by MSQs?

I think start-up networks that are totally independent will be
very difticult to develop. It is also difficult to start a new net-
work if there is no MSO equity.

You've done pretty well with The History Channel.

If you deliver quality that addresses a consumer need, you can
launch a network successtully. It was clearly a market-driven
result, not dependent on MSO equity stakes or retransmission-
consent agreements.

What are your predictions for DBS in this country?

DBS witl succeed in this country if you define success as mak-
ing a profit. The question is: How many services are there
room for? DBS will probably obtain 10% 1o 15% of the mar-
ket, and I believe that the market will be extensive. Nonstan-
dard television—which is really the critical variable to my
business—is going to be in 90 million—plus homes, without a
doubt. IU's just a question of time.

How long will it take to reach that level?

| would hope that we could get there in 10 years. We might get
there more quickly. It depends. really. on the perception of the
value of the services that are being delivered to the consumer,
and the price point for entry. It also depends on how quickly
the Internet and other electronic services become part of every-
day life.

What are your predictions for the rollout of digital set-top boxes?

IU’s clearly going to happen, but 1 think it's going to happen
more slowly than every prediction we’ve heard. Two years ago
we were going to have a new box. Today there are orders for
7 172 million boxes. Will there be 2 million boxes at the end of
this year?

Is it any clearer what kind of programing cable operators
are looking for to fill the expanded channel capacity?

What they're always looking for is the same thing: a product
that will serve a customer interest. The difficulty is that these
digital boxes are going to be tier services. Tier means limited
distribution. If you have limited distribution, you have timited
advertising opportunities. So the question is: Cun you deliver a
quality product to a smaller available audience and make it
work? And the jury’s out on that. The most likely scenario is,
over lime. that the digital tier will probably get 20% penetra-
tion. You have to be really smart and incredibly capable—and
lucky—to figure out how to do that. Certain people are entering
the fray now who are willing to do that. It is kind of like decid-
ing whether you want to be in the first wave at Normandy.

You're at 70 million—plus subscribers with A&E and
32 million with The History Channel. What's the
projected growth for the networks?

A&E’s one of the most widely distributed networks in the cable

March 10 1997 Broadcasting & Cable
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“THE DEMAND

FROM OUR SUBSCRIBERS
TO ADD OVAITION WAS

OVERWHELMING.”

~Carolyn Hillman, Director of Sales and Marketing Cable Co-Op, Palo Alto, CA

“OVATION it s the SOMETHING-FOR-EVERYONI
premise of cable television, which for years has been recognized most often in the breach.”

—~Chicago Tribune

“OVATI'ION is the only channel f‘Thank you for this gr eai?
that really offers the arts...” TELEVISION TREAIL!
—Sandie Butler, AV Supervisor — Barbara Brown, Viewer Palo Alto, CA

The Community School, Bergen, NJ
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THE ARTS NETWORK
VP Sales Ed Burakowski Northeastern Region SouthCentral Region Western Region
1-800-682-8466 x162 Mark Ganley Julius Colter, Jr. Reggi Fryzel
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universe. I would expect, as the 1otal uni-
verse grows, that we will reach 90 million
homes. History™s a more interesting phenomenon. We launched
in January 1995, in an environment that was uncertain. We fig-
ured it we could get 30 million homes, that would be terrific.
Now [ think that History has a chance to become every bit as
successiul—if not more successtul—than A&E.

Tiw most likely
SCenario Is, over fime,
that the digital tier will
probubly get 20%
penetration. You have to

How so?

[t is a single-genre network.
Those tend to become brand-
dominant. like CNN and
ESPN are brand-dominant
today. Not to say that they
don’t have competitors, but
they are the brand. We have a
growing interest in United
States history. fueled. 1 think,
by changes in the demo-
graphics. We're a country

that is becoming older. but b(’ J'F(l”l'Smarl a”d

we're a country that's also .

becominge we diverse. s 5 .

there is & erowing inerea i iCredibly capable—and

understanding and secing the .
licky—to figure out

how to do that. Certuin

history ot other culres and
nations. | think that those
things together provide a reat
OppurtUNILYy.

peaple are entering the

If must carry goes away—as

many people think it will—will : 1.
there be a big opportunityto  fy1 0w /10 are willing
boost History's sub count? oo
to do that. It is kind of

like deciding whether you

There will be some opportu-
nity. Let's assume that must
carry is struck down. Some
channets will become avail-
able. but [ believe it will be
significamty fewer than peo-
ple have been talking about
because 1 don’t think the cable
operators are going to drop
channels willy-nilly. They
have to be sensitive Lo their constituents. But clearly there will
be opportunity {or History.

want to be in the first
wave at Normand)y.

Tell us about upcoming original programing plans.

With A&E. 90% of our prime time schedule is original pro-
graming that we've commissioned or co-produced, Clearly,
our single fargest commitment is o Biography. We commis-
sion 130 biographies a vear. which is fairly substantial. And we
have a very strong commitment to drama on A&E. Basically.
1t has taken two forms: mystery dramas and classic drama.
Coming up in Aprit we have a six-part miniseries. vanhioe. a
co-praduction with the BBC. Then in the fall we are doing
Jane Evre with London Weekend Televsion. And we 're doing
aseries of Horatio Horublowers with Meridian.

What about History?

We're stitl ramping up our original productions. About 40% of
it is ariginal programing. One of the interesting ones that's
coming up covers the history of journalism. We have an origi-

COVER BTV}
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nal series that we’ll be producing. called Ships and Automo-
bifes. which has gone very well, and we do a number of ongo-
ing specials that are hosted by Roger Mudd.,

Biography is A&E's most recognizable show.
Is it the most profitable?

It would be the most profitable in absolute dollars because it's
on six nights a week. But is it any more profitable than any of
our other documentary series? I'd say it’s probably slightly
less profitable because of the number of original shows and
their production values. It is clearly more profitable than
drama, which is a good thing to do. but you will never get rich
doing drama. So whether it’s our 22 mystery co-productions a
year or the classic dramas. there’s less profit.

Is part of the challenge to develop more instantly
recognizable programs, like Biography?

Since it’s a horizontally driven network, A&E has always had
the challenge of developing a constituency. And., in fact. one of
the reasons Biographyv was stripped starting in 1994 was to
enhance the opportunity to develop a constituency. We have
focused primarily on Biography, mysteries and specials. The
next big challenge is to develop a second, easily identifiable
brand inside the A&E network.

Is there a pool of prospects?

There are some prospects—I think the most obvious one is
mysteries. The consumer press has said that if you're interest-
ed in mysteries. A&E is the place to be. We've been working
diligently at it. But the guestion is how you communicate that
to consumers. It is a huge investment to get to the point where
it could be as recognizable as Biograp/iv. In many ways Biog-
raphy is for us what the evening news is to most networks: a
consistent presence.

The joint venture announced last year by the BBC and Discovery
Communications is said to be imminent. A number of the BBC's
clients in the U.S. are worried that the venture could curtail their
future access to BBC product. Are you?

Tom Sobolik/Black Star

March 10 1997 Broadcasting & Cable

www americanradiohistorv com


www.americanradiohistory.com

-Cable

The BBC is not a substantial supplier of programs to A&E. We
do about 50 hours a year of’ documentary programs with them

horse for a news channel. The very fact that it’s being pro-
gramed inside the news division gives me that sense. But | can

and perhaps 15 hours of dramas. 1"s a modest amount. There’s | understand why some people. including CBS’s Mike Walluce.

no doubt the BBC produces quality product. but it’s maybe 5%
of what we do. We do drama co-productions with a wide range
of people in the UK. So. for us, that venture does not have a
significant impact.

Have you considered any joint ventures of that magnitude?

We haven't, because we want 1o be able to reach the widest
available community so that we can put forward the best avail-
able product. When you tie yourself 1o one producer. you gain
some certainty but lose some flexibility. BBC programs are
made primarily for Britain. not for other parts of the world.
We've had opportunities to expand with the BCC but decided
not to. even though we've been their largest single U.S. cus-
tomer for the past 10 years in terms of dollars.

Is branding even more important for The History Channel?

Yes. Your focus has to be taserlike to have an opportunity to
succeed. And at the end of the day. it is more important that we
focus on the brand—The History Channel—than any individ-
ual show or serics because if they know where it is. the people
who ure interested in history will drop in to see what’s on.

What are the key variables you have to consider going forward?

The reat chatlenge today is to understand the operating condi-
tions under which consumers interact with their television sets.
The standards of acceptable performance are significantly dit-
ferent than 20 years ago, and | think it’s hard for broadcasters
to understand the change. Currently. dramas are very hot on
the broadcast networks: 10 years ago it was all comedies.
Broadcasters™ cost structures and their relationship with their
consumers are such that it almost forces them into this revolv-
ing game plan.

What about cable?

Cable networks operate on @ much smaller viewership basis,
which allows you. if you have the will and the courage to com-
municate (o your primary constituents, to stay the course and
continue to deliver quality in certain categories.

Have you had success with the vintage off-network hours you've
scheduled on A&E's daytime schedule, as well as some newer
hours in late night? If so, do you plan to increase the amount of
off-network fare?

The answer is yes. we've had success. We believe that part of
our obligation is to provide programing of interest 10 con-
sumers. and the programs have proved poputar on our day-
time schedule. But we have no plans to increase that. because
there aren’t any time slots. And at the end of the day, our rep-
utatron is made and broken in prime time. What we ve decid-
ed 10 do is to devote the vast majority of our resources (o
prime time, and that allows us to do 90% original programing
in prime time.

There is a widespread perception that CBS's planned new chan-
nel, Eye on People, has a programing agenda very similar to that
of A&E and History. How are you addressing that in the market?

First. having had a chance to see their program lineup. I don’t
view it that way. | think that Eye on People is sort of a cross
between Hard Copy and a news channel. | see it as a stalking

Broadcasting & Cable March 10 1997

in explaining Eye on People have said that they hope they can
do the kind of quality job that A&E and History have done.

Is there overlap in the missions of the networks?

Eye on People is something that may be done to help the CBS
news division deal with some of its talent issues. Given the fact
that they're retransmission-consent driven. they need to come
out of the box with at least § million new subscribers to be cred-
ible. We'Hl be interested in seeing what the market reaction is.

Can you talk about revenue?

1 can tell you that since 1984, the first full operating year.
we've grown more than 30% a year. on an ongoing basis, in
revenue. And since we became profitable in 1987 we’ve been
growing profits of over 30% a year on average. We have a
clean balance sheet.

Has there been talk among the partners about spinning off a
piece of A&E to the public?

I/Ve give them

[international markets|

No. I'd love that. That would
be great for everybody at
A&E. but it’s never going to
happen. Every now and then |
open a meeting and say: “Let’s
2o public!™ And they all look
at me like I'm sort of, you
know, out of it. They 're all try-
ing to figure out how they can
OWn more.

the two golden arches;
we supply the meut,

Internationally, are you trying to
use The History Channel

as a franchise vehicle in differ-
ent markets?

they supply the
potatoes locally,

That's actually one way to

look at it. You know., we give
them the two golden arches: we supply the meat. they supply
the potatoes locally. We have an international strategy that is
driven by the fundamental principle that television is a cultur-
al product. independent of what we want to sell, and that it is
in our interest—and in the interests of those consumers in
each of those markets—that we have a local partner. With that
local partner. we've created a joint venture, and we have pro-
graming exccutives who are indigenous to the country.

Is the international piece significant at this point?

Not yet. but it will be. By the nature of what were doing. our
goal is that it should be 50% the size of A&E Television Net-
works domestic.

Is The History Channel well enough established that you've
thought about launching other spin-off networks?

The answer is yes and no. If you asked the outside world,
they'd say we're well on our way 1o being established. My
own feeling is that we have a fair piece to go. We don’t
believe that paying tor carriage is the way to go. and that
makes the current market conditions very difficult unless you
have an absolute blockbuster, number-one idea. | already
have that—it's called History. ]
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Hindery takes over Clouston posts '

Former president becomes CFO; TCI financial figures are mixed bag

By Price Colman ‘
ew Tele-Communi
cations Inc. President

N Leo J. Hindery Jr. =

last wecek took the leader-
ship reins firmly in hand, |
moving TClI Communica-
tions President and CEO
Brendan Clousion into the
chiel financial officer role
at TCLL

And. m a move clearly
underscoring his take-
charge approach, Hindery
assumed both of Clouston’s titles at
TCIC.

Clouston’s reassignment confirmed
widespread speculation that he wourld
shoulder some of the responsibility for
TCI's current financial straits bui
would be cushioned by a “soft Land-
g

Not only is Clouston filling the
CFO post vacated by Donne Fisher in
1995, he’ll also be nominated tor a
seat on the board of TCI International
(TINTA).

Atier TCI's dismal third quarter
1996 sparked widespread rumors
about Clouston’s possible departure,
speculation focused on his moving 1o
TINTA. Although TCI has no official
policy on retirement age, TINTA CEO
Fred Vierra is 63, and Clouston’s
appomiment 10 TINTA’s board could
be the first step toward a leadership
role there.

The financial communily was gen-
eratly cheered by the management
shift. as TCI's struggling stock (Nas-
dag-TCOMA) climbed 75 cents 10
$12.625.

“Brendan is very talented in the
financial arena,” said Chuck Kersch

— —

of the Denver financial services firm |

Neidiger/Tucker/Bruner. “Under the
new upper-management structure, he
can bring a lot 1o the 1able and be a
strong benetit to TCL”

Clouston’s duties extend beyvond
the traditional CFO role into handling
TCI invesunents in a number of ven-
tures. including @Home. Teleport and
TCI's participation in the Sprint PCS
business.

The key question now is what hap-

pens to Clouston's own managemeni
team: Barney Schotters. senior vice
president. finance and treasurer. and
cable group presidents Barry Mar-
shatl. Marvin Jones and Barbara
Mowry. Hindery has said he intends to
resiructure cable operations into as
many as a dozen regional clusters.
Such a restructuring suggests that
reassignment i all but nevitable for

Brendan Clouston is moving to CFO c make way for Leo Hindery.

Marshall, Mowry and Jones. Clous- |

ton’s focus on finance suggests a

diminished role for Schotters.
Another executive whose role may

change under Hindery is Jedd Palmer.

senior vice president, pro-
eraming. TCI Chairman
John Malone. who has
stressed TCl's need to cur-
tail  programing  ¢osl
tncreases, 1s reporiedly
upset with Palmer for fail-
mg 1o take a hard enough
line with programers,
including negotiating a one-
year contract with ESPN in

deal that would have bene-
tited TCI.

TCI spokesman Robert
Thomson declined to comment on any
upcoming management changes. But
such changes are hardly all that’s
afoot at TCI.

During a meeting with analysts last
weck in New York, Hindery indicated
that he was considering alliances with
other operators in an eftort to reduce
debt. Although Thomsaon said Hindery
was essentially tloating atrial balloon.
sources 10ld BROADCASTING & CABLE
that TCI is considering potential part-
ners for its Dallas—Fort Worth and St.
Louis systems. Both clusters experi-
enced significant marketing-statf cuts

Turner goes to movies again

Turner Broadcasting Sys-
tem continued to snap up
premiere rights to Holly-
wood hits ahead of mzjor
broadcast networks last
week. Turner added
Academy Award nominee
“Fargo,” from {TC Enter-
tainment, Clint East-
wood's “Absolute Power”
and the Chevy Chase
comedy “Vegas Vaca-
tion,” both from co-owned
Warner Bros. TBS, TNT
and Turner Classic Movies
together now own national

‘Fargo ' is just the most recent powerhouse
theatrical to be booked on a Turner network.

television rights to 54 yet-to-be-televised motion pictures. Current Oscar
nominees “The English Patient,” “Shine” and “Evita” already have been
acquired by Turner. Fargo is set to premiere on TNT in November 1998,
“Vegas Vacation” and “Absolute Power” will debut on either TNT or TBS

in three to four years.
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in the December 1996 round of 2.500 | 10.3%. or $S128 million. w0 $1.443 bil-

layofts, and teaming with other opera-
tors would give TClaccess to their mar-
keting organizations,

One analyst who attended the brief- | lon, to $305 million. The cash-llow

ing but ashed to remain anonymous said
Hindery emphasized that improving the
core cable business’s operating margins
will be his chiefl focus.

“They have established angible
benchmarks—boosting margins 6 per-
cent to 9 percent—but he didn’t say
when.” the analyst said.

TCIC carly last week reported prelim-
inary results for the fourth quarter and
year end. Among those numbers was a

fourth-quarter operating margin of

I8.5%. up 1.6 pereentage points from
19957 tourth quarter, but well below the
numbers for many other cable operators,

tn other preliminary results, TCIC
reported that fourth-quarter revenue
rose 23.2%. 10 $1.62 billion. and cash
How climbed 19.1%. 1o $598 million.
while programing expenses jumped
39.5% 10 $346 million. Those numbers
were substantiatly smaller with acquisi-
tions and sales factored out: revenue up

|
|

hon: cash flow up 5.9% ., or $28 million,
to $530 miflion from the third quarter;
programing costs up 24.2% or $57 mil- |
increase was nearly double the 3% some l
analysts had expected. For the full year,
TCl projects $5.95 billion in revenue,
and cash flow of $2.230 billion before |
restructuring charges.

Analysts were also pleasantly sur- |
prised by TCHC's ability to keep a tid on
those restructuring charges, The consen- |
sus wirs that TCIC would ke a charge |
of about $80 mitlion tor severance and
benefits to 2,500 laid-off workers.
Instead. the company took a $36 mitlion
charge-—3%27 million for the layotts and |

|
|

%9 million for consolidating certain
accounting functions,

The company also reported that it cut
debt by $173 mithion in the fourth quar-
ter, helping lower the crucial debi-to-
cash-flow ratio to 5.98:1. versus 6.13:1
in the third quarter. |

During a conference call with media,
Schotters said the company is committed |
to achieving a 5:1 ratio in the next year,

as Malone has projected. Schotters also
siand the company is projecting about
$750 million in capital expenditures in
97, versus about SE7 billion in "96.

“This isn’t a vear of being in the
bunker and trving to hunker down.™ he
said. “We've made the changes we need
to make.”

Key challenges remain. particularly
in the arca of subscriber retention and
erowth. Atter losing 70,000 subscribers,
TCIC reported 28000 new customers
during the fourth quarter and expects o
end the year with about 108.000 new
subscribers from internal growth, That
transhates into 86% growth. essentially
fat for the year.

Hindery's leadership will play a key
role in helping improve TCT s situation,
analtysts said.

“l believe Leo is going to push
responsibility and authority down-
stream. and he will get closer to the cus-
tomers and the employees,” suid Ker-
sch. “From the customer-service point
of view and the morale point of view. [
believe Leo will greatly improve the
image of TCLin the marketplace.” =

Turner says it won’t get SMART

Tells CAB it does not support new ratings service

By Steve McClellan

U was a classic case of opening

mouth and inserting  foot,

Cabletetevision  Advertising
Burcau President Joseph Ostrow told
areporter two weeks ago that the CAB
would be more than happy o negoti-
ate the cable industry’s participation
in Statistical Rescarch Ine.’s develop-
ment of a new ratings service,
SMART. Ostrow also characterized as
CAB’s position that the industry
would benefit from competition in the
national TV ratings business, where
Nielsen Media Rescarch is now the
sole player.

Just ane problem. At least one
major CAB bouard member, Turner
Broadcasting System. wants nothing
o do with the SMART system, which
has been funded primarily by ABC,
CBS and NBC.

Shortly after Ostrow was guoted
offering 1o negotiate with SMART on
behall of the cable industry. Larry

i

to the press in the
future that the CAB
is not going to |
negotiate with |
SMART on behalf of
the industry.”

Larry Goodman, president,
CNN sales and marketing

marketing, shot off an angry letter to |
Ostrow that got right to the point. |
“Dear Joe,” it began, “Turner does nol

Goodman. president. CNN sales and | support SMART. Please make it clear

wWwWw americanradiohistorv com

to the press in the future that the CAB
is not going to negotiate with SMART
on behall of the industry.™

Goodman said it was his opinion
that SMART was essentially a device
the broadcast networks hope 1o use 1o
boost their share of audience. which
has eroded significamly during the
past 20 vears as pay and ad-supported
cable networks have developed,.
“Based on who is funding it. we
belicve it is the preordained out-
come,” he said.

In closing. Goodman told Ostrow 10
“please make it clear that Turner, and
I'm surc the CAB. does nat believe
the basic retiability of Niclsen to be in
question. Let’s sepurate basic research
reliability from service and respon-
siveness issues with Nielsen.”

Asked about the letter last week. a
CAB spokesperson said the letier was
a private correspondence” between
Goodman and Ostrow.

Reached for comment tast week,
SRI President Gale Metzger said he
still hopes to win Turner over. "We've
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had very good meetings with Turner |
people. We look forward to the time ;
when they will participate in SMART,
and | think that will happen.™

As 1o Goodman’™s contention that
SMART was a device to boost net-
work shares. Metzger replied. “that's
not what this is aboul. We've worked |
hard 1o develop real improvements in
the measuremient and reporting of the
audience.”

The big three networks and the
National Association of Broadeasters
are charter sponsors of SMART,
Recently. SRI has also succecded in
getting a number of major advertisers
and agencies—AT&T. Procter & |
Gamble and General Motors Media-
works among them-—to support the
cffort financially. Agencies previous-
Iy commitied include J. Walter
Thompson, Young & Rubicam, Leo
Burnett, BBDO Worldwide and
MecCann-Erickson.

So far, no cable networks have
comnutted financial support, although
USA Networks and MTV have signed
general letters of support for the
SMART concept. SRi is pitching the
nmajor cable programers, [

And there is qualified support for
SMART among cable networks. At
USA. rescarch vice president Tim
Brooks said: "We've been supportive
of SMART all along. We think it's a
good dea because we think there is a
need for better methodology in this
rather fragmented {relevision] world.™

Brooks docs have strong concerns
about SMART. Originally. he said.
SR and the broadeast networks insist-
¢d that SMART would be an open
process—a ratings laboratory—in
which all the media could participate.
“Bul ‘1 seems (o have evolved into an
increasingly closed process.”

It will be hard 1o gain industrywide
support for the new service “it there
arce haves and have-nots,” he said,
referring to the fact that until now. the
broadeast networks have essentially
kept sccret the raw data from
SMART'S ongoing Philadelphia test.

“Thaere are always going 1o be sus-
picions that they are toning it up for
their own purposes™ il that data is not
widely released. said Brooks. “That's
a point of discussion right now.”

The price of entry is another discus-
sion point. SRI is asking a steep price
from the cable networks just o see the
data from the ongoing test. Brooks
sand. The agencies and advertisers. he
said, are paying nominal fecs. " |

(S—
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Classic threatens
Cablevision Systems

Savs it plans 1o file complaint with FCC claiming MSO
demanded piece of action as quid pro quo for carriage;
Cablevision calls charge baseless

By Joe Schlosser

lassic Sports
Network
says it will
file a complaint
with the FCC
against Cablevi-
sion Systems Corp.
of  Woodbury.
N.Y.. and is con-
sidering litigation over what it consid-
ers Cablevision's predatory bargaining
tactics.
The upstart cable network alleges

[ that Cablevision will not distribute

Classic Sports unless the network gives
it an cquity stake or exclusive distribu-
tion rights. Classic Sports officials say
the operator’s behavior violates a pro-
vision in the 1992 Cable Act designed
to protect programers from such bar-
gamning tactics.

In addition. the network says Cable-
vision has contacted some ot Classic
Sports” programing providers about
starting a similar channel.

“[t wasn't like there has been one
meeting where |Cablevision| said they
wanted a picce of our pic.” says Brian
Bedol. Classic Sports” CEO. “No. it
has been ongoing. We have document-
cd behavior that goes back two years:
even before we launched—where they
were asking for an ownership stake.™

“They have denied us any distribu-
tion—particularly in the major New
York and Connecticut markets—until
we agree 1o provide them with either
exclusivity in certain regions or equity
ownership in our company.”™ Bedof
Sy,

Classic Sports is now carried in
about 50,000 Cablevision homes in
Boston and Ohio. Cablevision has 2.8
million subscribers nationwide. mostly
in New York City and Long Island.

Cablevision denies the allegations

and has accused Classic Sports of
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attempting (o
negotiate through
the media. In a
prepared  stale-
ment. Cablevision
called the net-
work’s complaint
baseless™  and
says that it is in
tull compliance
with all FCC regu-
lations. Cablevision added; “We have
never demanded equity as the price of
carriage, although we note such
arrangements are commonplace in the
cable industry.”

Cublevision says in its release that it
is trying to “accommodate the many
new services that wish to be carried”
on ils system. The operator says there
is only s0 much space to go around. but
if its subscribers have an interest in a
network, Cablevision tries o carry it

In filing the complaint. Classic
Sports would be the first to bring a
claim under Section 12 of the 1992
Cable Act. which amended Section
616 of the Communications Act of
1934

Scction 616 is designed to prevent
cable systems from taking advantage
of programing vendors through various
practices, including coercing vendors
to grant ownership interests or exclu-
sive distribution rights for carriage.

“When you read the actual act. there
is one company that repeatedly object-
¢d to this section.” Bedol says. “In the
footnotes, it says Cablevision objected
(o this provision. It's kind of ironic.”

Cablevision did not address that
Issue.

“We want 1o resolve this guickly.”
Bedol says, "We want to go forward
and do our business, We are not look-
ing for some long protracted battle. We
just want to be able to do tair business
like we do with every other cable oper-
ator.” ]
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It’s a bird, it’s

Cable——

a cable, it’s TCI

TSAT chief Gary Howard looks to beat DBS competition at its own game

By Price Colman

ary Howard’s stress level
peaked last week when technical

glitches delayed the faunch of

TCIH Satellite Entertainment’s high-
power bird.

Howard, president of TCI Satellite
Entertainment (TSAT). has two crucial
strategies riding on that bird. The first
is to use its 11 transponders in the 119
degrees west longitude orbital slot 1o
boost Primestar Partners into the high-
power DBS business.

The second. equally important. strate-
gy is 1o use that bandwidth as a defense
against the rest of the DBS world.
Through the Cable Plus program,
Howard intends to make TSAT the
cable-friendly DBS company, offering a
supplemental DBS service to cable sys-
tems lacking the channel capacity or
sophisticated infrastructure 1o deploy
digital cable agatnst DBS.

While deploying the satellite is cen-

tral to Howard's plans, the launch itself

is out of his control. I"s the situations
where he can exert some control that
he’s tocusing on,

"By this summer. | will have |Cable
Plus] affiliation agreements signed up
with TCI and companices outside the
{ Primestar] partnership group.” said
Howard in an interview with Broap-
CASTING & CaBLE. “People understand
the concept: people understand the
logic. Now it's my tum to demonstrate
it. and | will have agreements.™

To underscore his resolve. Howard
points to his record: He completed the
tax-free spin-off of TSAT from TCl in
December "96, as planned: closed on
$750 million in bank credit in December
96, as planned: launched a new GE2
satellite for Primestar Partners™ medi-
um-power BRBS service in January. as
planned: raised $350 million in debt in
February, as planned.

While pushing ahead Cable Plus,

Howard is also focused on a roll-up of

the Primestar partnership.

An initial rough draft of a nonbinding
[etter of intent to combine Primestar
Partner interests in TSAT is well under
way and should be out by carly in the
second quarter. it not sooner. As it now
stands. TSAT will pay the partners—

Time Warner, Cox,
Comcast and Conti-
nental—about $375 in
cash per subscriber
and the rest of the
vatue per subscriber
in cquity. Total cash
required for the deal
would be  aboul
$326.25 million. not
counting GE Ameri-
com’s 16.6% stake.
IUs not clear how the
GE Americom trans-
action would be han-
dled  because 11
doesn’t have any sub-
seribers.

1t's also unclear
how big the cquity
portion will be. The
value per sub would
be determined based
on TSAT's stoek price
when the deal closed.
AU TSAT's current
per-share price of roughly $¥, a sub
would be worth about $8(X),

“It will not be a leveraging event
and it will not be dilutive.” said
Howard. “The question is: How can
yvou do it both ways? The answer is;
Those partners are going to take the
same ride in the future that TC share-
holders took. ..

“F made a statement to bondholders
that 'm not going to leverage up this
company simply for acquisitions.
That's the deal | have with them and
FIl carry through on that,

“The flipside is that the equities
guys say: "You're going to dilute the
heck out of me because vou're going
to value those subs at $2.000 a sub and
your stock is trading at $1.000 a sub,
so there™s dilution.” That's not the
transaction that was agieed 10.” he
said, |

“What we didn’t have when negoti-
ations broke down a vear ago was a
true barometer of how the business
was being viewed by the street. We
had theoretical values prepared by
investment bankers...and we couldn't
agree on those because TCH had more
subs and less partnership equity. |
Other guys had more partnership equi- |

|
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Gary Howard intends to make TSAT the cable-friendly
DBS company.

1y and fewcer subs.... We now have a
barometer, rightly or wrongly. and |
think it’s damn wrong that the stock is
trading at S800 per sub and EchoStar
is trading at $3.000 per sub and the
world for Primestar is 1.6 million subs
and EchoStar has 430,000

“We think our stock is cheap. To pro-
tect their sharchotders, our deal with the
other partners is that you'll take the
cquity ride just like the rest of the street
will take it. I 1 vary from that. I'll have
a lot of explaining to do.”

Fhere are other irons in the fire for
Howard. including a possible deal o
buy the Superstar-Netlink C-band pro-
graming business owned by TCl/Lib-
erty Media and United Video Satellite
Group: the possible sale of a second
Tempo bird. and hunting for more
space real estate e expand the Cable
Plus and Primestar high-power DBS
businesses.

“There are a lot of things™ encour-
aging TSAT's acquisition of Super-
star-Netlink. including the potential 1o
convert medium-power customers o
Primestar high-power customers,
Howard says. “But I'm not going 1o
pay for it when my stock is at $8.°

As tor the second Tempeo bird. Plan

March 10 1997 Broadcasting & Cable


www.americanradiohistory.com

Y - b

His heroes include Palmer, Nicklaus,
Hogan, Sarazen and Snead.
And Tom Schaeffer of Continental Cablevision.

The way to a golfer’s heart is through his television set. That’s what Tom Schaeffer
V.P./General Manager of Centinental Cablevision Les Angeles discovered when he added
The Golf Channel to his basic lineup. As he puts it, “We knew The Golf Char.nel would
be a hit with our upscale subscribers, but we were pleasantly surprised to find it universally
accepted throughour our franchise area. It seems The Golf Channel appeals to just
about everyone.” Now Tom plans to use our Community Links program to put on local
tournaments, attract new advertisers and raise money for local charities. Call your
regional Golf Channel rep today. Because everyone needs a hero and it might as well be you.

Come see us at the NCTA Convention at booth #3945.

G

THE GOiFr CHANNEL

Northeast Southeast Central Western
Christopher Swan Chuck Pumphrey Chuck Conner Peter Clifford
(617) 547-1882 (407) 363-4653 (606) 292-2535 {310) 648-6686

hetp:/iwww.thegolfchannel.com
wwWw americanradiohietorv com


www.americanradiohistory.com

|

8

"4

A ix to use it as a backup for the bird |

launched Tast week in the event the
first sadelbite fails to reach orbit or mal-
functions.

Il the first satellite is OK. the plan is
to sell it. although that isn’t a foregone
conclusion.
that TSAT is in carly-stage discus-
sions with i potential Canadian buyer,
Although Howard declined 1o disclose
the party. sources told BRoaDCASTING
& Canre that ics Rogers Communica-
tions. A possible U.S.-basced cus-
tomer. which would use the bird for an
miernational DBS service, has also
expressed interest.

Another aption is to launch the bird
into the 166 degrees west orbital slot
where TSAT owns T transponder fre-
quencies. A bird there could deploy a
P19 degree antenna. “Then | have an
interorbital spare with a multiple use.”
said Howard.

For now, his focus is on developing the
business plany for Cabte Plus. Under the

Howard acknowledged |

current scenario. which Howard
acknowledges is i work in progress, he's
looking at charging the cable operstor $6-
58 essentially as a transport fee and figur-
ing Cable Plus will generate $20-%25 a
manth per customer on top of the cable
hill. Programing and hardware costs are
the operator’s responsibility. That's
prompied skepticism from some analvsts |
wha see Cable Plus as a hard sell 1o oper-
ators already pinching pennies and look-
g to improve cash-flow margins. |
Howard has a slightly difterent ke,

"Whether vou're 4 large MSO or a
small MSO. you're highly incen-
tivized to put my 13.35-inch dish into
cvery ane of those customer’s homes
who is even thinking about going to
satellite.” said Howard. “You can be
very price-campetitive because the
conseguences of losing a customer are
so dramatie.™

As for the News Corpu/EchoSiar |
threat from Sky. it almost sounds Hke |
Howard would have arranged the deal |

himself if possible.

“ICs @ plus from the perspective that
instead of four companies vying for the
DBS marketplace. there are three. Sec-
ond. Rupert is a very strong competitor
and 1 have no doubt he will throw a sig:
nificant amount of advertising inlo the
marketplace, heightening the awareness
of DBS. I think we're all beneficiaries
of the spillover... I think they witl be
later to the marketplace than Primestar
or DirecTV they have an expensive
way 1o try and solve a problem [local
channels] we think we can sobve, and |
think they will find it very ditficult as a
result of that to be the low-cost provider
to the marketplace.

“The greatest news I heard is that
Rupert was boldly forecasting the
DBS marketplace will be 30 million
customers by 2002, which was more
than Paul Kagan or any other analysl
was predicting. 1 iUs true. we've got
an cven better business than we
thought.™” n

Globo reveals revenue

Brazilian media group Globo, which domi-
nates the country’s broadcast sector via
subsidiary Rede Globo, posted TV rev- &
enue of $1.9 billion in the first half of 1996.

The private company is slowly releasing
financial data to the market in preparation

for further fund-raising abroad. Globo's
programing arm, Globosat, is expected to
post losses of $16 million on revenue of $57 y
million for full-year 1996. The group’s cable -
and DTH operator, Net Brasil, claimed 1.4 million
subscribers as of last month. Globo also revealed plans
to launch five pay-TV Latin channels, including new
Globo-produced sports and kids channels, for distribu-
tion outside Brazil.

Televisa's Azcarraga steps down

Mexican media giant Televisa has confirmed that
founder Emilio Azcarraga Milmo will step down as chair
and president to become founding chair, with his son tak-
ing over as president and CEOQ. Televisa posted 2%
higher revenue in 1996, to P11.5 billion ($1.5 billion), and
operating profit up 65.3%, to P1 billion, following abnor-
matl items. Televisa’s financial statement also revealed
that News Corp. will take a 40% stake in Innova, the
company that operates Sky Entertainment's digital DTH
platform in Mexico. TCI International will acquire 25% of
the News Corp. stake to become a 10% indirect share-
holder in Innova, which launched on Dec. 15, 1996.

UK cable penetration improves
The number of UK homes adding cable service (TV

and/or telephone) climbed by more than a quarter of a | “unrealistic.

\"' million to 2.59 miltion—the largest increase

ever—durmg the fourth quarter 1996, accord-
ing to figures from the Independent Televi-
sion Commission, which regulates cable.
UK cable TV penetration of homes passed
reached 22.4% on Jan. 1, its highest level

in four years.

% HBO Asia breaks distribution deal
in Taiwan
After protracted public feuding, premium
movie channel HBO Asia has severed its distribu-
tion pact with Era International, its Taiwanese cable
channel packager and distributor. HBO Asia is now
entering a new Taiwanese distribution joint venture with
Japanese multinational Nissho iwai and Taiwanese
group TV Time. The new unit wil distribute HBO Asia,
HBO's Cinemax Asia and BBC World in Taiwan. The
three channels will sell as a package for NT$45-NT$50
($1.63-$1.81) per subscriber per month.

CLT-UFA signs partner for Hungary bid

Luxembourg-based media group CLT-UFA will jointly bid
for Hungary's two new commercial terrestrial TV licenses
with Hungarian telco Matav, according to CLT-UFA's
joint CEO Remy Sautter. CLT-UFA will take a 49% stake
in the venture. Matav (67% owned by Deutsche Telekom
and Ameritech Corp; 25% by the government) will have
25%, and small local investors, including banks, wiil
share the remaining 26%. The 10-year licenses have
minimum $50 million price tags, although bidding could
push them higher. The government is sticking to its dead-
fine for a Sept. 1 launch of services, which Sautter calls
—By Nicole McCormick & Lloyd Shepherd

]
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NN, CBS seek to

Cable

expand Hispanic audience

Networks fuce off in U.S. and Latin America

By Paige Albiniak [

he players in the war between the

24-hour news channels may be

established in the U.S.. but they
are just emerging in Latin America.

The battle begins there March 17,
when Time Warner/Turner’s CNN
launches in CNN en Espaiol. its 24- |
hour-a-day, seven-day-a-week news |
channel. In a not-too-coincidental fash-
ion, March 17 is also the day Weslting-
house’s CBS TeleNoticias chose to
launch its 24/7 Spanish news network
in the U.S. TeleNoticias already runs
such a channel in Latin Americi.

“Look at it as a preemptive strike,”
says Lloyd Werner, executive vice
president of Group W Satellite Com-
murnications. which owns CBS
TeleNoticias and is owned by Westing- I
house. “While |[CNN
en Espanol] is trying
to get carriage in
Latin America, we
already will have got-
ten carriage here.”

CNN en Espafol
plans to launch in the
U.S.. but it has no set
date. TeteNoticias™s
launch won’t speed
CNN en Espaiiol’s
American  entry,
however, says Rolan-
do Santos, vice presi-
dent of the new net-
work,

“We are a believer
in competition. [t's
the key to staying
alive, staying sharp
and staying good. But
Turner will do what 1t
needs 10 do on Tumn-
er's timetable,” San-
los says.

The channels are leveraging existing |
resources to enter this fledgling market.
Although both hired new editorial J
staff—from managing editors to |
reporters—the networks won't have |
dedicated sales and administrative statt. |

Broadcasting & Cable March 10 1997

CNN and CBS have
bureaus all over the world,
and the Spanish networks
will capitalize on those
resources. CNN en Espaiol's
headquarters is in Atlanta,
while CBS TeleNoticias will
open a new facility in Miami.

Latin America. which the
two companies define as
everything between the
U.S.—Mexican border and
the southern tip of Argentina,
is not yet completely cable-
ready: some countries don’t even have
cable television. But 10 million—14 mil-
lion—or 10%—of Latin American
homes do have cable, and in 10 years
Werner expects that number to
approach 30%.

“The [underdeveloped] infrastruc-
ture is not a hin-
drance, but we are
waiting for it to grow
up.” Werner says.

The potential com-
petition in the market
cased when NBC
shut down its Span-
ish-language news
network, Canal de
Noticias, carlier this
year.

“What that means
is that CBS has a
wide-open berth into
the U.S. that it didn™t
have six  months
ago.” Santos says.
“But as much as you
want to blow your
competition [such as
Canal de Noticias]
off the map. when it
happens. everyone is
sad. There is one less
fountain of informa-
tion for Hispanics and Latin Ameri-
cins.”

NBC will not be out of the Spanish-
language television market for long,
says George Jamison, NBC spokesman.
Canal de Noticias was not making

EL LIDER MUNDIAL EN NOTICIA

money, and NBC and Microsoft’s new
24-hour news channel, MSNBC,

[ seemed a duplicate efiort o the net-

work. Now MSNBC is exploring
potential agreements with local broad-
casters to provide programing in Latin
America, Jamison says.

“There is a fair amount of interest in
MSNBC in Latin America, and we are
looking at a number of options.” he
Says.

Santos calls the CNN en Espaiiol
venture “something you do out of
family pride and passion,” but Santos
agrees with Werner that such a launch
largely serves as a vehicle to garner
brand recognition and market share
for the larger network.

Werner is clearer on this: "Big
broadcast networks have big audi-
ences. Everything you do is to create
brand awareness for the big guy.”

Westinghouse is so sure of this mis-

[ sion that it is dividing its company

into two parts, industrial and media.
and bequeathing the name of the
broadcast network it acquired in
November 1995—CBS Corp.—to the
bigger. core media company.

*“This allows the news department
to expand our universe by having
another channel where we can pro-
mote English news 1o an audience not
watching CBS at the time,” says
Werner. “That’s the reason for every-
one’s interest in multichannel. Cable
networks will never deliver the kind
of audience that broadcast networks
will.” [
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By Joe Schlosser

ndependent Film Channel has

tormed two new compuanies that

will co-produce and provide fund-
ing for up to seven independent films a
[ year,

IFC Productions. which will be
based in New York. will provide $2
million for up to three films a year.
start to finish. Next Wave Films will
work out of Los Angeles and ofler as
much as $200.000 each for up to four
independent films per year already in
progress.

The network says the idea is to find

Clerks. and get theatrically released
and onto the network. Putting the
tilms on the cable channel is not a pri-
ority, IFC officials say. But terms
from the IFC companies will require
them to do just that.

“We are fooking at this as two sepa-
rate businesses.” says Kathleen Dore,
IFC’s president. "We are looking to
invest in films for theatrical release.
None of these films will be made for
television.”

Dore says movies that are released
by IFC productions and Next Wave
Films will be put through the normal
distribution cycle, then IFC will step
in. After each film completes the
cycle. the network will acquire the

National
Geographic
Channel
names

Sandy
McGovern,
managing director of network
development tor Nationul Geo-
graphic Television (NGT), has been
named president of National Geo-
graphic Channel. the Washingion-
based joint venture of NGT and
NBC to launch international cable
channels. McGovern will oversee

the next "Brothers McMullen™ or i

]

|

tfilms™ copyrights,

“We will be building our own library
of independent films.™ Dore says. “We
won’t be seeing these films until after
five 1o six years for the most part—alter
pay per view. after HBO and after broad-
cast windows, We are really looking for-
ward ¢ having them available 1o us at
some point down the road.”

In certain circumstances. 1IFC may
purchase a window within the distribu-
tion cycle if a film warrants it. Dore
says. But the network has "never had
an interest in first windows.” she savs.
“We don't think it is key 1o a success-
ful channel.”

Jonathan Schring, IFC senjor vice
president of programing and produc-
tion. will oversee both companies. Car-
oline Kaplan, 1FC"s director of pro-
graming and production. will be direc-
tor of development at [FC Productions,

Peter Broderick will be the president of

Next Wave Films,

“There is really a funding gap right
now in terms of independent and quasi-
independent distribution.”™ savs
Sehring. “The Miramaxes and New-
Lines of the world have gotien so large
they have all but abandoned getting
involved in ultra-low-budget projects.
They'll took at them upon completion,
but we won't spend any time or money
until they are completed.”

IFC Productions. Dore says. will

start-up of branded channels initial-
ly targeted for Latin America,
Europe and Asia. The Latin Ameri-
can channel launch has been target-
ed tor second quarter 1997,

Cox, Time Warner swap

Cox Communications and Time
Warner Entertainment-
Advanced/Newhouse have traded
cable systems serving roughly
90,000 subscribers. Financial terms
of the deal were not disclosed. but
as a result of the swap Cox will get
Time Warner systems with about
45.300 customers in Virginia and
boost 11s Hampton Roads. Va.. clus-

IFC will fund indepen

Channel to dedicate nearly $3 million each vear

ent films

IFC President Kathleen Dore

work with established filmmakers. both
producing and co-producing films with
budgets up 10 $5 million. The first pro-
duction will be “Men with Guns.” which
finished production last month. 1t is
directed by John Suvles whose most
recent work, “Lone St is up for an
Academy Award for best sereenplay.

Next Wave Films will be a finishing
fund. working with first-time or emerg-
ing flmmakers. The company will step
mto films that are already under produc-
tion and need money for completion.
Next Wave is expected to look at nearly
400 films a vear before deciding which
deserve funding.

“In adl likelihood there won't be more
than four or five pictures that will merit
our getting involved.” Schring says. =

ter to about 383,000 customers,
Time Warner will get Cox’s Myrtle
Beach. S5.C.. system with about
37.600 customers: that system is
near Time Warner's system in
Columbia. S.C. Time Warner will
also get Cox systems with about
7.200 customers near Time Warn-
er’s Killeen, Texas, operation

Wrestlers break out in Florida

TNT and MTV are teaming ftor
World Championship Wrestling
Spring Break-Out in Panama City,
Fla. When WCW tapes its highly
rated weekly Monday Night Nitro
Live on the beach at Panama City

www.americanradiohistorv.com
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Promises, promises...

We won't show you a bunch of projections on what you "might” mike on your unused airtime.
Instead. we'll deliver cash from day one. guaranteed.

We will show you the money!

dGRTV

NET WORK

The premier 24-hour, sateilite-delivered direct response programming network. 310.581.6250 A GUTHY-RENKER COMPANY
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today (March 10), MTV personality |
Idalis will host. WCW wirestlers were
on hand during the weekend partici-
pating in various cvents,

Hockey history x
ESPN will Liunch the tive-part, five-
day series Legends of Hockev on
Tuesday. March . The first episode,
“Lord Stanley’s Legacy™. looks at the
carly days of the game: subsequent '
episodes will focus on different eras
in the sport.

Families weigh in on
family entertainment J

USA Today and The Family Channel
will present a panel at the upcoming |
NCTA convention in New Orleans |
titled] “Family Viewers: Tuning In or
Tuning Out.” Robert Urich will mod-
erate the March 18 discussion ol what
American families think of television |
entertainment.

Could you be the next Wink? |
Starting in April. Game Show Net-
work will launch a nationwide search
for a game show host. Auditions will
be held at local radio stations, and the
winner, who will be selected at the
Western Cable Show in December,
will get his or her own show on the
network.

Rosy picture

for basic revenue

Basic cable advertising revenue is
expected to climb to $6.845 billion in |
1997, up [ 3.4% from 1996, according |
10 the Cabletelevision Advertising
Bureau. During the 1995-96 ielevi-
s1on season, basic cable auracted 1.7
miltion more prime time viewers than
in the previous season. the CAB says.
Cable programers are expected 10 |
spend more than $4 billion in pro-
graming, up | 7% from 1996.

Cash flows at Jones

Jones Intercable. the nation’s No. 8
MSO. said cash flow grew 12%. or
$6.5 million. on an 8% increase in
revenue 10 ST milhon during 1996, |
not including acquisitions and sales.
With sales and purchases factored in, |
cash tlow increased 92%, or $64.7
million. to $135.2 million. on revenue
of $311.7. up 63%. or $122.9 million.

L -

Cable
N D

from the previous year. At the same
ume, Jones’s net loss grew 189%. or
$40.9 million. to $62.7 million. Those
tigures translate into o $2 per-share
loss. comipared with a per-share loss
o' $.69 in 1995, The Denver-based
MSO also said its imernal subscriber
erowth was 3.25%, or about 45.500
subs. to nearly 1.5 million. The sub-
scriber growth numbers do not
include svstem purchases or sales.
and Jones did not immediately pro-
vide its total subscriber count.

White-area agreement near
Negotiations over satellite-carrier
retransmission ot distant broudcast
network signals in “white areas™—
places where subscribers cannot
receive Grade B—intensity signals—
should be wrupped up in “the next
tfew duys,” said Satellite Broadcasting
and Communications Association
{SBCA) President Charles Hewitt at a
Washington press brieting. One
broadeast industry source continned
that a deal was imminent and said
customer eligibility 1o receive retrans-
mitted network signals would be
busadl on ZIP code. PrimeTime 24—
which is being sued by broadcasters
or “knowingly™ delivering network
signals to white areas—is “isolated”
on the issue now that EchoStar has
Jjoned forces with ASKvB, a source
said. PrimeTime 24 wants picture
uality lo be one part of the crileria
for determining white areas.

Fairview Park gets americast
Ameritech is expanding its cable
otferings in Fairview Park. Ohio,
where the city council agreed to a 15-
year franchise agreement with
Amcritech New Media to ofler ameri-
casl service 1o residents Luer this vear.
Fairview Park, which is west of
Cleveland, has a population ot 18,000
in 8.000 households.

Sony joins JSkyB

News Corp.’s Rupert Murdoch seems
10 be turning his full attention 1o DBS
with his latest focus on Japanese ven-
ture JSkvB. Seny Corp. agreed 1o 1ake
a 25% stake in the new DBS compa-
ny from existing partners News Corp.
and Japanese publisher Sottbank, the
newspaper Nifion Keizai reported.
News Corp. and Softhank each

N G S

{ invested 10 billion yen ($83.3 mil-

lion) in JSKyB in December. The
report was unclear as 1o how much
Sony will pay tor its one-quarter
share. The shares are said to be equal.
so the venture needs at least one more
investor.

On Monday. News Corp. and Sofi-
bank freed up some capital tor the
DBS venture by selling their stake in
Japanese broadeaster Asahi National
Broadeasting to the Asalii Shimbin
newspaper for 41.75 billion ven ($348
million), according to Bloomberg.
The partners bought their stake in the
broadcaster just nine months carlier.

Town hall tunes in to kids

To kick off “Tune In to Kids and
Family Week,” eight cabte networks
will air the halt-hour special The
American Family and Television: A
National Town Hall Meeiting, moder-

1 9
ated by Linda Ellerbee. The show

will air on Bravo, Cartoon Network,
Disnev Channel. The Family Chan-

| nel. Nick at Nite’s TV Land, Nick-

KiDs

L >
FAm’ll"

Qoooooooo

elodeon, USA Network and Sports-
channel Chicago April 7 at 7:30 p.n.
ET/PT. It will feature Time Warner
Vice Chairman Ted Turner. CBS
Entertainment President Leslie
Moonves. FCC Chairmun Reed
Hundt and Carsey-Werner producer
Marcy Carsey. More than 75 cable
networks are participating in the
“Week.” which runs until April [3.

The Disney Channel kicks off its
week with the animated Pocahontas,
which makes its television debut
Sunday, April 6.

' Mason stays at CBS

| After receiving offers from at least

two other networks, CBS Evening
News correspondent Anthony Mason
has signed a new deal 10 remain with
CBS. In addition 1o reporting tor
Everting News, Mason will hosl

www.americanradiohistorv.com
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| ; Fial Cui. o new weekly program 5 D PEOPI—E s CHOICE
| tor Ci3S’s Eye on People cable |
I { ¢hannel. The show will feature - Top cable Shows
[ uncul versions of interviews from
‘ :,I:tlgﬁsljiil.]é\él:::l,uﬂ:,u.s ] ‘ Following are the top SO basic cable programs for the week of Feb. 24- March 2.
: ranked by rating. Cable rating is coverage area rating within each basic cable
Farrakhan and the Rolling Stones. network’'s universe: U.S. rating Is of 97 million TV households.
[ | HHs. Rating Cable
Food Network fattensup | Progranm Netwok Tie (EN (000 Cebe US. Sem
The TV Food Network has nearly : | 1. NASCAR/Pantiac Excitement Y00  TNN Sun  1:00p 3352 53 39 129
doubled 1ts subscriber base over [ 2. Rugrats NICK  M™Mon 7:30p 3154 4SS 33 71
past nine months and is now on I 3. Rugrats NICK  Thu 7:30p 2997 43 31 70
| track 1o pass the 24 million sub 4. Rugrats NICK  Tue 7:30p 2.886 41 30 67
L mark April 20. The channel f 4. Rugrats NICK Wed 7:30p 2874 d1 30 68
| debuted three years ago with 2 B 6. Hey Arnold NICK  Man 8:00p 2664 38 27 657
million subs. and it will gain a | I 7. Rugrats NICK  Fri  7:30p 2609 37 27 69
windtall ol about 4 million by ' 8. Kenan & Ke! NICk Sat B:0Op 2509 36 26 66
l April 20 when it is added by || 8. Secret World of Rlex Mack NICK Thu B8:00p 2483 36 26 5SUu
[ DiRECTV and Primestar. 10. Rugrats NICK Sat 7:30p 2466 35 25 6.8
. . | | 10. Doug NICK  Mon 7:00p 2465 35 25 589
VH1 Honors in April 10. Al That NICK  Sat 8:30p 2430 35 25 63
| S]]er] Crow, Celine Dion and the 13. Doug NICK  Tue 7:00p 24ls 34 25 579
Wallllowers will be among the [ | 13. Hey Arnold NICK Wed 8:00p 2380 34 25 63
performiers at the “4th Annual 1] 13 Doug NICK Thu 700p 2358 34 24 6O
i VHIT Honors. which will be held 16. Mavle: “Crocedile Dundee Il USA Sun S00p 2292 32 24 6.2
|t Universal Amphitheatre in Los 16. World Champ. Wrestling TNT Mon S9:00p 2.234 32 23 U7
[ | Angeles Thursday. April 10, and . 16. All That Special NICK  Sat 9:00p 2.218 32 23 55
[ 1 shown on the network the next [ | 19. Doug NICK  Wed 7:00p 2197 31 23 55
] evening, Proceeds [rom the event 19. My Brather and Me NICK  Sun 730p 2067 31 23 49
| will benefit national music educa- 19. Tiny Toon Adventures NICK Sat 9:30a 2.4l 31 2.2 97
Hon programs. 19. Doug NICK  Fri  7:00p 2.138 3.1 22 59
| 19. Kenan & Ke! NICK  Sun 7:00p 2432 31 22 &I
’ Talent search 2U. J. Henson's Muppet Babies NICK  Sat 10:00a 2123 30 22 94y
| Nickelodeon wifl start production 24. Movie: "Crocadile Dundee II” USA Thu 9:00p 2.101 30 2.2 47
' | Later this month on the new came 2u. Racka's Modem Life NICK  Tue 530p 207t 30 21 6.5
| show Fieure 1 Our. a Kids VEISIOn 24. Tiny Toon Adventures NICK Sat 9008 2060 30 21 97
' of 20 Questions.” Children of all | | | 29 Movie: “Tremors USR  Sun 3:00p 2073 29 21 66
ages will display unique and [ 2%, Augrats NICK Sat 8:30e 2,058 29 21 10U
bizarre talents while a panel of | || 29. Rocko's Modern Life NICK  Sun 11:30a 2056 29 <21 83
Nickelodeon stinrs and other 29. Are You Rfrald of the Dark? NICK Wed 5:00p 2043 29 21 B8
| | exmsimiges uies p Sy oul whe 29. Are You Afraid of the Dark? NCK  Thu 500p 2032 29 21 69
| & et is. The fisrwolE s tap- 29. Hey Amold NICK  Sun 008 2006 29 21 83
| ing 40 episodes in front of a live | 29. My Brother and Me NICK  Sun I00Op 1993 289 21 7.2
ST M e | | 36. Doug NICK  Sat 7:000 1,970 28 20 57
I | | | 36. JimHenson's Muppet Babies NICK  Sat 10:30a 1949 28 20 85
I | || 36. Secret World of Alex Mack NICK Tue 800p 1924 28 20 u2
| Shakespeare on Sundance | | | 39 Tiny Taon Adventures NICK  Tue 6:30p 1920 27 20 5.0
[ , Sundance Channel will air the 39. Woarld Champ. Wrestling TNT  Mon 7:55p 1.91 2.7 20 ue
f broadeast premiere of “Othello,” 39. Tiny Toon Adventures NICK  Thu B:30p 1809 27 20 5.1
‘ starrine Laurence Fishburne and | 39. Aocko’s Modemn Life NICK Thu 5:30p 1.896 2.7 20 60
Ketinetl; Branagh, as part of its [ 39. Clarissa Explains It Al NICK  Tue 6:00p 1BB6 27 19 653
[ A Difterent Kind of Shike- | 39. Tiny Toon Adventures NICK  Mon 6:30p 1883 27 19 U7
speare” series. which runs all [ 39. Raahhl!! Real Monsters NICK  Sun 10:30a 1,878 27 19 6.0
i month. Branagh's comedy ~A { || 39. Kabiam NICK  Sat 9:30p 1876 27 19 U5
Mi\lWil]lCl'.\ T;”e_" 5[1||'|'ing Joan ! 39. Rocko's Modern Life NICK Mon 5300 1.874 2.7 1.9 5.7
‘ Collins. will also debut on the 39. Adventures of Pete & Pete NiICK  Sun 12:00p 1858 27 189 73
P network, “Othello” debuis Satur- : | 39. NBR/Cleveland @ Chicago WGNC Thu 7:30p g55 27 1.0 4l
dav. March 13, and A Midwin- | | S0. Looney Tunes NICK Sun 9:00a 1843 26 18 85
tcr"s Tale” |H'Cll'|iL‘TL'.\' the next 50. Kablam NICK Fri 8:00p 1.835 2.6 1.9 47
| me h. Sources: Nielsen Media Research. Turer Research
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THE INTERACTIVE WORLD OF VIDEO, VOICE AND DATA

[stersnet Business

Roads taken, not taken
toward Internet profits

Winners will do something different, and better

By Rickard Tederco

he Internet is a mass mar-
T ket medium,” CNet CEO

Halsey Minor observes,
“but I don’t think the masses
are there yet.”

Development of the Internet
continues without any reliable
business models, leaving con-
tent providers to concentrate
on such established notions as
brand appeal, and newer con-
cepls like repackaging.

Robert Pittman, the new
president of AOL Networks,
offers a cautionary note to
new media entrepreneurs:
“Whatever you think you
deserve today, move your
expectations out five years.”

Navigation methods ena-
bling easy access (o content
make winners, according to
Pittman, who says that “search
is not good, search is bad.”
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CEBS will get an assist as il

attempts to scare an the Web.
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Pittman. co-founder of MTV,
recognizes that successful
brand names will also be win-
ners, since Websiles are aggre-
gators and those aggregators
draw the ad dollars. Ad sales at
AOL are “growing like mad.”
Pittman said at a Jupiter Com-
munications conference in
New York last week, while
subscription fees are expected
to continue growth and be the
company’s mainstay,

The outlook at Disney is dif-
terent. Juke Winebaum, presi-
dent of Disney Online, sees
multiple revenue streams—in-
cluding basic subscription fees

and additional tees for specific .

content—as the key to success.

“In the end, what we hope to
do on the Internet is convince
families to come online,” says
Winebaum, who hopes that
visits to Disney Online will

become “part of a family’s
daily ritual.” Disney has 12 of
its divisions represented in its
online merchandising, its other
key to big bucks in cyperspace.

Helping users to access de-
sired content through ena-
bling “push” technology was
a winner among the panelists,
and a part of Disney’s plan.
Pittman called that technolo-
gy. including AOL’s new
“Driveway” version of i, a
“niche product™ that will draw
hip Web adherents.

Pete Higgins, Microsoft
Corp. group vice president,
figures that the going price tor
online access is right and that
people eventually will pay
more. But former FCC com-
missioner Alfred Sikes. now
president of Hearst New
Media, thinks prices for
access are “inexorably com-

' Broadcasting & Cable’s N
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ing down.”

“To me. it’s all about adapt-
ing.” Higgins declares. Win-
ners, he says, “will do some-
thing distinctly different and
distinctly better.”

“Building a beautiful Web-
site is tantamount to building a
mall in the desert,” says Matt
Jacobson, executive vice pres-
ident of News Corp.’s new
technology group. News
Corp. apparently plans to use
available content on an “un-
wired network.” Presently. it’s
simply streaming content
from its cable news network
onto its Website. And it fig-
ures to “repurpose’ satellite-
delivered content as a continu-
ing strategy, says Jacobson,

Steve Perlman, president of
WebTV. says "it’s really never
the case that something devel-
oped tor PC looked bad on a
TV.” noting that some 50,000
WebTV or WebTV-like
devices are currently in con-
sumers” hands.

That may not necessarily be
good news. As Matt Jacobson
observed, “The first [WebTV|
products are interesting. But
they ‘re not there yet,” ™

CBS Sports comes to the ’Net

Online, radio opportunities from SportsLine stake

Ey Rickard Tedesco

s expected, CBS made a big play on the
Internet last week. taking a stake in
SportsLine USA, which also presents a

[ radio syndication option for the network.

CBS had been discussing a possible deal with
SportsLine over the past several weeks (see
“Telemedia Week,” Feb. 14). The deal calls for
CBS Sports to provide CBS SportsLine with
$100 million in on-air promotinnal support.
according to a source, in exchange for a 22%
equily stake in the service. CBS could acquire

www.americanradiohistorv.com

1 1% more of the service. according to Sean
McManus, CBS Sports president, who says
some of that could be in cash.

CBS will consider syndicating some of the
21 hours of audio programing SportsLine now
streams on its Website, according to Mc-
Manus, who says CBS also will look at how its
radio content fits with SportsLine.

The move provides CBS with a ready-made
entry in the online business comparable to
ESPN’s SportsZone, with its own high profile
in an immensely popular content category.
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“We felt it necessary 1o get involved in
the sports Internet business. and we had a
choice of spending $25 million for our
own Website or going with what is
regarded as the best sports site in the
world,” McMuanus suys.

ESPN and others would tuke issue
with that assessment. But observers tig-
ure this was a good play by CBS, which

Webcasting

accomplished it with no cash up front.
“They are joining the Internet pariade
very cftectively.” suys Harold Vogel,
media analyst for Cowen & Co.

Muost ammediately, CBS SportsLine
will leverage coverage of the NCAA
Basketball Tournament with related con-
tent online.

CBS also intends 1o leverage its play

JamTV brings Collective
Soul to online concerts

Intel-aided service to stream audio and video

By Rickird Tedesca

he first in a regular series of con-

certs was scheduled for Webcast

live over the Internet last week, as
JamTV produced a Collective Soul con-
cert Saturday night.

Intel-backed JamTV will select trom
more than 1.500 online concerts to put
up with audio and video or still screen
grabs this year. The virtual musical
venue 1s a joint ventare ol Jam Produg-
tions. which schedules und holds rights
to the concerts, and Digital Entertain-
ment Networks and Iniel Corp.. which
provide enabling technelogies.

JamTV joins N2K's Rocktropolis site
and House of Blues and MTYV in online
concert streaming.

“We have all these concerts that are
already available,” says Howard Tullman,
CEO of JamTV, who tigures record com-
panies will buy space 1o place conient
about their groups on the site (www_jamty.
com). Tullman also seeks 1o enlist radio
stations around the country as affiliates. to
offer transparent hot links to the JamTV
site on their own Websites. Chicago sta-
tions QIO1-FM is the first 10 have signed
on. according to Tullman.

FamTV service will be adventiser-sup-
ported. Tuliman says. with Microsoft
Corp. one initial sponsor in tor a Microsofi
Network promotion. The site may also
make concert tickets available the day
betore their release through Ticketmaster
oullets.

It is only one of several entertainment
ventures that Intel is backing. “We're
interested in fostering the rapid develop-
ment ol new applications tor the connect-
ed PC,” says Claude Leglise. vice presi-
dent of Intel’s Content Group, who says

Broadcasting & Cable March 10 1997

Intel wants to push musical content,

Intel likes the idea of being involved
with artists. and the reality of the mer-
chandising possibilities. |t is providing
servers and helping with video clips. Intel
also is working with CNet's MediaDome
site. which contains musical content, and
is discussing other opportunities.

Concert material and buckground
about varous artists will be archived on
the site, which will also present a mer-

by packaging online advertising for its
on-air advertisers. McManus siys.

The deal suddenty vaunts SportsLine’s
already high profile on the Web. And it’s an
easy way for CBS to buy into prime territo-
ry. “If you're looking at the demography of
online, it’s either dirty pictures or this
[sports].” says a source at CBS new media.
" And we don’t do dirty pictures.” ™

JamTV is slreaming concerts on the Web.

chandising area for CDs and memora-
bilia. Jam Productions does concerts in
Midwest venues that include large out-
door sites and small music clubs.
JamTV will also make use of the so-
called push technology, trom a company
called BackWeb, that enables IPC users to
customize access to events and informa-
tion involving particulir music groups. rmw
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’Net alcohol, tobacco marketing
targets youth, group says

By Dan Tuigolelf

lcohol and tobacco com-
A panies are using the
World Wide Web 1o pro-
mote their products to young
people. a Washington-based
media watchdog group claims.

The Center for Media Edu-
cation called for federal inves-
tigations and congressional
hearings. following its study of
300-plus Websites and review
of Internet market research.
CME said its study found hun-
dreds of sites “indiscriminately
promoting the use of alcohol
and tobacco products.”

Child psychiatrist Deborah
Zarin, representing the Ameri-
can Psychiatric Association,
said: *Children are not simply
viewing adventisements for to-

bacco and alcohol. They're in-
teracting via especially de-
signed games; they're invited
to purchase products like back-
packs and jackets branded with
company names. they're lured
by sophisticated Websites fea-
turing glamorous images of
smokers and drinkers and rock
music audio.”

“While regulatory restraints
and the political climate have
so far kept the big tobacco
companies from launching
online cigarette marketing
campaigns,” CME said, "these
companies could be poised to
move more aggressively on-
line.” The center cited cigarette
print ads that draw visitors to a
site that collects information
while offering free T-shirts.

In addition to ads, games
and giveaways. the center and
affiliated children’s advocacy
groups objected 1o use of the
Web for “virtual communi-
ties™ based on product brands:
providing drink recipes. infor-
mational surveys offering
branded promotional incen-
tives. and use of chat rooms to
promote smoking.

The Distilled Spirits Council
of the U.S. responded that its
code of good practice, which
applies to liquor advertising
and marketing. also applies to
the Internet and mandates
avoiding practices that target
children. Similarly, Beer Insti-
tute spokesman Jeff Becker
said his industry followed a
voluntary code that avoided

targeting kids, and denied that
beer industry Web input was
aimed at them. “Our sites say
they're tor people 21 and
older,” he said.

Brown & Williamson To-
bacco Corp. defended an Inter-
net site it says it underwrites to
“promote awareness’ of San
Francisco—-area “bar nights and
adult-oriented concents™ as "a
totally lawful activity™ that
promotes events. not ciga-
rettes. The events themselves,
the company says, are used to
promote its products, however.
“Contrary to claims by tobacco
prohibitionists,” the company
said, “the Internet is a vast and
diverse communications envi-
ronment predominantly used
by adults.”

R.J. Reynolds spokeswoman
Maura Ellis satd her company
was not marketing on the Inter-
net, and had only a corporate
home page. “There’s nothing
there for anyone to object to,”
she said. ™Y

marketplace,” Glover says.

ESPN dreams: New fantasy leagues

ESPN figures you can't have too many fantasy leagues online.
So it plans to build its success with three leagues on ESPNet Sports-
Zone—in pro football, basketball and baseball—by adding three more.
Dick Glover, ESPN senior vice president of new media, won’t say what
the three non-mainstream strategy/fantasy leagues will be, but hockey
looks like a sure bet fitting ESPN’s online profile. “We believe in a tiered

ESPN pulled in $7 million in online advertising revenue last year, accord-

as many as 14,000 chat rooms each day with as many as 23 pedple in
each one. AOL estimates that rotating ad messages every 60 seconds
could add up to 360 million impressions per month and more than $25

million in new ad revenue.

Superheroine
in cyberspace!

It's a bird, it's a plane,
it's...Whirlgirl?

Tl Carear cTRTiE vl B remaiicartes dove-l S OB SO

ing to published reports. That's a little more than half of its online revenue,
says a source, who estimates that the other portion came from more than
300,000 PC users subscribing to ESPN's premium SportsZone content for
$4.95 per month or one of its fantasy leagues for $19.95 per season.

0Of course, it helps to throw in marketing of ESPN gear and minor league
baseball caps—difficult to find from any single source. Special promotions
provide more incremental revenue: Pizza Hut will sponsor the upcoming
NCAA Men's Basketball Tournament contest to predict the winners.

It also helps, as Glover told attendees at the Jupiter conference last
week, 1o have a billionaire business partner.

AOL to cash in on chat sessions

Talk may be cheap, but America Online intends
to start making money on its “chat rooms.”

Starting this week, approximately one- A M E Rl /C A
third of AOL's chat areas, where PC users ex-
change thoughts on different subjects, will P
carry ads in one corner of the PC screen. /"

The ads will rotate every 60 seconds.
“The fact that we now have an ad server where we can actually
rotate ads within a given screen for somebody who's on-screen a long
time completely changes the dynamics of the [online] advertising busi-

ness,” says Robert Pittman, president of AOL Networks. “And we're
going to price it more like TV."
AOL's chat area, “People Connection,” entails a system that creates

Actually, it's another
attempt at an online
cyber-serial, a camp story
line about a female
superhero out to save the
virtual universe from an
evil “media-tech” empire.

Visionary Media, the company bringing Whirlgirl {above) to the “Net,
describes her as “a twentysomething, post-Generation X woman.” The
blonde superwoman premieres in cyberspace in July, but PC users eager
to get a glimpse can tune in now (www.whirlgirl.com/ preview/). The
series will comprise 12 pages per weekly episode. There also will be a
chat area and video games using the character, according to David
Williams, Visionary Media president.

The character is Williams's own creation, and he promises this will be
more than a futuristic shoot-"em-up with some motion-animation. “We'll
do cool things with weapons firing and things like that,” he says, “but
we're really looking to do interesting things with the character.”

That includes turning Whirlgirl into a box-office attraction or a TV cartoon
femme fatale. “We're more interested in film,” Williams says, “but we're
interested in television.” Williams's vision also includes merchandising.

More immediately, Visionary Media is interested in advertisers, with
three preliminary on-site participants—Web TV, Pepsi Cola and 7V
Guide—as prospects. But Sci-Fi Channel, a natural ally, may enter the
picture as the plot thickens.—RT
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Special Report

B'97 SELLER'S GUID

This special report is the second of three seller’s guides focusing on
new technologies that will be shown at broadcast and cable trade shows
this spring. This installment focuses on major cable networks and what they’ll be
shopping for at NAB °97 in April in Las Vegas, and at the NCTA convention next
week in New Orleans. The last story in the series will focus on station group
) owners in advance of NAB.

It’s not
just for
broadcasters
anymore

By Glen Dickson

t may be a convention for broadcasters. but the National

Association ol Broadeasters show in Las Vegas next

month i1s mportant tor cable networks. as well as for
major broadcast networhs and local TV stations.

“WOmay come witl a modest-sized contingent conypared
with the four mayor broadeast networks. but NARB is the place
where we do a lot of homework onequipment we will be pur-
chasing.” savs Rob Zitter. FIBO senior vice president ot tech-
nolegy operations.

All of the cable networks interviewed by BROADCASTING
& CABLE say they are anxious (o see the latest in video serv-
er and digttul disk recoarder technology, which are already
heing used by the networks to play back interstitial material,
Automation software desigined to run the new disk-based
devices was wso a priority. especially for muliiple cable net-
work owners he Turner Broadeasting,

Digital compression tor satellite distribution also is a high
prioruty for the cable retworks. HBO and The Family Chan-

Broadcasting & Cable Ncvember 25 1996
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nel already distribute digitally in the
U.S.: MSNBC uses compressed news
teeds: and both Turner and ESPN use
MPEG-2 compress.on 10 transmit some
of their internztional feeds. With U.S.
cable operators slowly moving toward
digital set-tops, the cabie networks real-
ize that MPEG-2 contribution feeds are on the horizon

Bul the cable networks have mixed feelings concerning
HDTV gear at NAB. Most of the respondents feel that some
sort of standard-definition digital tormat witl definitely happen.

"We go 1o NAB 10 look at everything that’s new,” suvs
Jim Servies, ESPN vice president of system engineering and
clectronic maintenance. “That includes ATV and HDTV
we want to see where thev're going.”

Turner sentor vice president ot network operations.
Suzanne Donino. is interested in the HDTV gear. as super-
station wrBsS(TV) will have 1o transmit DTV signals as a
local broadcast station. “Competitivelyv. we'll Took at tak
mg the other networks into the HDTV arena as well.” she
suvs. “"One ol the things we wiat 10 focus on is what the
transition scheme 1s.... We want assurance that what we buy
today has a litespan when we move into the HDTV world.”

CNN's Kevin tvey. vice president ol strategic planning and
advanced projects. says he is most interested in HDTV's hot-
tom line. “Just what type of an expense would we incur to
bring everything up to HD'TV?™ he ashs. “In the physical lay
out of the plant. that gear would tike up i lot more space. and
we’d have to reconsider the layout of our studio shots.” he
says. A lot ol our photographers like the HDTV tonnat for the
different aspect ratio. but it would be a gargantuan expenditure
on our part 10 retool tor HDTV. But bandwidih is the huge
issue—that would require a total retooling of our routing infra-
structure. Mavbe someone could come up with o way to multi-
plex our existing bandwidth over our exisiing routers—but that
would still cut their capacity by a quarter or more.” =
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SHOPPING LIST

File serversa
graphics systems,
routers-, ENG
formats

fter investing heavily
in Quantel  video
servers for startup net-
works CNNSI and CNN en
Espanol. Kevin Ivey. CNN
vice president of strategic
planning and advanced pro-

jects, will be at NAB check-

ing on the progress of file
servers and looking 1o fill
some eguipment gaps at the
CNN networks.

“There are some links 1o be
filled in between acquisition
and presentation.” lvey says,
One of the arcas is graphics,
where CNN s planning an

- | o | ] I |

Technology —
Special Report: NAB '97 Seller’s Guide

overhaul. ‘
“We're looking tor a way
to enhance our maps and
weather reporting,” he says.
“We'd ke a “globe in a
box’—a world map database |
with quick access for our

“We want to convert our
nonlinear off-line systems |
to full online, so we don’t

have to rely so much on
post production.”
araphic artists would be an g
;::I};\vny to make attractive | e Ivey, vice president,

strategic planning and
advanced projects

online-quality nonlinear sys-
tems from Avid and Quantel.
“We want 1o convert our non-
lincar oft-ling systems to full
online. so we don’t have to
rely so much on post produc-
tion.” [vey savs.

He will be also check up

Ivey is considering the
cost of upgrading CNN's
router intrastructure, which
is mostly analog. to digital.
Lower-cost. higher-compres-
sion video servers for pro-
gram and commercial
caching are also on his shop-
ping list.

CNN will alse look at

N | N |

| pretty quickly onit. too.”

on digital acquisition formats
such as Betacam SX and
DVCPRO: CNNSI and CNN
en Espanol already use §X
hybrid recorders for feed
recording and program back-
up. “Faster than real-time
transfer from the acquisition
system is o huge issue forus.”
says vey. "That's the biggest
prece of the puzzle that's
missing.”

While CNNSI and CNN
en Espanol have already set-
tled on the Nexus Newswire-
2000 newsroom system, lvey
is still searching lor a solution
w replace the old Basys sys-
tem at CNN.

“We're watching  the
development of AvidNews
and others,” Ivey says,
“We've been trying tor the
last three years 10 come up
with a system for CNN. but
the perfect fit has been a bit
clusive. We'll have to move
=

) | | ] k|

R b

SHOPPING LIST

File servers far
commercial
insertian

1 NAB. ESPN will

look at file servers

that can be integrated
into its commercial play-
back environment.

“That will be our first pit
stop.” says Bill Lamb,
ESPN vice president of stu-
dio and technical operations.
“We want to climinate some

of the mechanical problems |

associated with videotape.™

Lamb adds that he will
scarch for a component seri-
al digital device using
MPEG-2 4:2:2 compression,

ESPN currently plays
long-form programing from
one-inch analog tape. but
uses @ Sony MPEG-2 digital
cache and some Tektronix

78

want a distributed failure
module with discreet servers
for each network.™

Automation software
“won't be a focus. since
ESPN doesn't use any. "We
don’t employ automation
because of the nature of
sports TV.” says Lamb,
| “Most of our commercial

breaks are dependent on a
whistle blowing on the
field.”

For production. ESPN
will continue to rely on tape
] for recording and editing.

“There are a lot of ¢ngines
out there. but there are very
few disk-based systems that
can deal with the quantity of
matenial we need to record
and edit.” says Jim Servies.
ESPN vice president of sys-

Profiles in a limit-
cd capacity for
spot playout.

“We always try
to aveid a com-
mon mode of failure—all
our networks are 24 hours a
day. seven days a week. so
you can’t hide a failure any-
where.” says Lamb. "We

“We've got a pretty
significant analog plant,

= | S0 we look at how we can
vice president of

Jim Servies,
system engineering and elec-
trenic maintenance |

tem engineering and clee-
tronic maintenance. “We're
cvolving toward a produc-
tion server but we haven™t
found a solution yet.”

Lambs adds that since
ESPN docesn’t do a lot of re-
cditing. the multigenera-
tional loss associated with
analog tape isn’t a big issue.

ESPN will also look at
digital studio cameras and
digital routing switchers to
aradually replace the net-
work’s existing analog
units.

“We've got a pretty sig-
nificant analog plant. so we
look at how we can maintain
and get the most life out of
our equipment,”  says
Servies. “Going to digital
master control. for example.
will be an evolutionary
process. We acknowledge
that & signal improvement is
possible—when we end up
feeding signals into o com-

maintain and get the most | pression system. we'll want
life out of our equipment.”’ |

an input of 4:2:2 component
digital for a beter picture.”m
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Revolutionary breakthrough
in facility management revealed.

File declassified at NAB ‘97.
Booth 8522/LVCC


www.americanradiohistory.com

SHOPPING LIST
Digital disk
recordersa

automation
software. MPEG-2

interface gear
A cial playback system
will be at the top of
The Family Channel’s shop-
ping list at the National
Association of Broadcasters
show, says Randy Seiler,
senior vice president of
engineering. While the net-
work presently uses an ASC
Audio Video VR30 digital
disk recorder, Seiler is eager
to see the VR300, ASC's
high-end MPEG-2 4:2:2
product. He’ll also be look-
ing at Sony's STAS-100
disk-based system.

disk-based commer-

-Technology

Special Report: NAB 97 Seller’s Guide

Seiler opposes the philos-
ophy of using a disk cache
linked to a tape system.
“I"ve got two Panasonic
MARC systems and a
Betacart, and [ want to com-
pletely replace them with
reliable disk-based play-

“'d like to see a dala rate
upwards of 19 megabits per
second, which would be
usable video for production
and in-plant video.”

back.” he says.

The Family Channel will
also examine automation
software from Louth, Pro-
Bel and Odetics to control
the disk recorders.

Seiler is committed to hav-
ing 4:2:2 quality in his next
digital disk device. The Fam-
ily Channel is already using
Scientific-Atlanta Power-Vu
gear to deliver an MPEG-2
compressed West Coast feed,
and its East Coast feed will
soon be converting to digital

Randy Eeuer,éanhm'uicu
president of engineering

as well. Seiler says that feed-
ing 4:2:2 into the 4:2:0
encoders results in a much
better picture.

“I'd like to see a data rate
upwards of 19 megabits per
second, which would be
usable video for production
and in-plant video,” he
says.

Seiler will be searching at
both NCTA and NAB for “a

box that can take an MPEG-
2 video stream from Scien-
tific-Atlanta and create a
proper stream for a General
Instrument cable system
and, on the flip side. a box
that can take the GI DigiCi-
pher Il product and allow it
to be used in a Scientific-
Atlanta digital cable plant.”

He is also interested in a
high-density optical disk,
like “DVD or a CD-sized
video movie medium,” that
could be implemented in a
jukebox system for playing
back long-form programing.

“It seems like no big man-
ufacturers are looking at
DVD as a playback medi-
um.” he says. “They're just
looking at it as it relates to
computers.”

Seiler thinks mastering
high-definition movies onto
DVDs that consumers could
rent from video stores might
actually drive the sale of
high-definition TVs. “How
come none of the movie stu-
dios have figured this out?”
he asks. ]
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SHOPPING LIST
Automation
softwarea

ENG

equipment
ichard Friedel com-
R pleted the construc-
tion of Fox News
Channel’s 110,000-square-
foot studio in New York's
Rockefeller Center just in
time for the network's
launch last October. But, of
course, nothing’s ever really
completed,
Friedel says he is “always
looking™ to improve the

AN

L]

&

Richard Friedel, vice president,
operations and engineering

integration of the computer-
ized newsroom system with
production equipment.
Because it’s a nonunion
shop, producers may do
some of the editing, but they
are often frustrated because

of incompatible hardware,
“Some of the boxes don't
necessarily play nicely
together,” he says.

In particular, Friedel says,
he wants help with making
the AvidNet Station work
with the video servers. Thus,
he says, he’ll be talking to

“Some of the boxes
don’t necessarily play
nicely together.”

Louth Automation and other
automation software
providers,

FNC adopted the JVC
Digital-S tape format,
which Friedel says delivers
“cost-effective, high-quali-
ty” digital video. It now

expects to acquire JVC's
latest products in that line:
a field recorder and field
editor,

Friedel also hopes to find
solutions to another chronic
problem: the signal degrada-
tion caused by the long
“concatenation” of digital
equipment in a facilities.
The repeated compression
and analog-to-digital or dig-
ital-to-analog conversion
wreak havoc on video, he
said,

Part of what a news orga-
nization does is build an
archive of important events
of its time, he says. The
archived tapes are assets
that can be used over and
over or sold to others. To
the extent that the video is
less than optimal, he says,
“I've lessened the value of
the assets.™ [

www americanradiohictorv com
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General Instrument delivers the action to subscribers
and new sources of revenue to you

Interactive programming and services. GI leads the way The intelligent CFT 2200 provides subscriber satisfaction
to make your vision a reality with the CFT 2200 enhanced and greater revenues for you. In an innovative way that
analog consumer terminal. allows analog and digital to coexist within the same system.

Near-video-on-demand accessed through an interactive The CFT 2200 redefines intuitive operator simplicity too.
program guide. Multilingual capability. Virtual channels for ~ On-screen prompts and help screens make subscribers the
sports, finance, news, weather and community information. ~ captains of their own entertainment and information centers.
Interactive data services. VCR control. And a host of other ~ Now that's simplicity. That's the 21st century.

entertainment and revenue-generating services. All So, if you're thinking of advanced analog services for your sys-
engineered to perform seamlessly with existing analog tem, depend on the company that's leading the way. General
cable systems. Instrument. We'll work with you as you plan for the future.

@ General Instrument

We're becoming NextLevel Systems, Inc.
(215) 6744800 (woridwide) + (800) 523-6678 (tollfree in U.S.) * (215) 956-6497 (fax worldwide)

MWVW americanradiohistorv co
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Large-scale

video servers

arge-scale video
L servers will be HBO's
priority at NAB 97, |
says Rob Zitter, HBO senior |
vice president of technology |
operations.

“We just finished upgrad-
ing our origination facilities 1o
serial digital. and we re going
to be purchasing equipment
tor online nonlincar digital
edit suites and digital audio
finishing suites,” he says. “As
we're changing our produc-
tion facilities to digital, we
want production video servers

)

Rob fitter, senior vice presi-
dent, technelogy operations

we can network together.”

Zitter estimates that half of

HBO’s current edit suites are

Technology———
Special Report: NAB '97 Selier’'s Guide

“We’re going to be
purchasing equipment for

| online nonlinear digital

audio finishing suites.”

servers to play back intersti-
tial matenial such as promos,
a practice that Zitter wants to
implement by midyear.
Long-form programing will
continue to be played otf Dig-
ital Betacam tape. “For our
kind of product [movies].
tape playout is the most cost-
effective.” he says.

The network’s next sched-
uled apgrade is reconfiguring

| master control, se¢ HBO is

nonlinear offline. the other |

half are linear online.
HBO will also look for

s
]

also looking for digital rout-
ing and switching equipment.

HBO has already invested
heavily in General Instrument
MPEG-2 transmission gear to

Tesserve=se

lurner tEntertainment Net-
works (TBS, TNT, Turner Clas-
sic Movies, Cartoon Network)

SHOPPING LIST

Video serversa
automation
software

e're still focusing
lll heavily on our zero-
to-five-year strategy,”
says Suzanne Donino,
senior vice president of
T.E.N. network operations.
“We know digital is defi-
nitely out there lurking in
the shadows, and we're
wondering what HDTV is
going to do 1o all of us.™
Turner will look at
automation systems at NAB,
following the successful
implementation of Louth
software with Tektronix
Proftile disk recorders for
Cartoon Latin America and

Pro-Bel
Hewlett-Packard servers for
Cartoon Brazil,

“It's a strategy we're
moving forward with,” says

Donino. "The software
applications to support the
media management process
within the servers is a big
issue for us. The relation-
ship between softwure und
hardware is a real chal-
lenge, whether it’s the
basic software applications
that come with the file
server or dealing with a
third-party vendor like
L.outh or Pro-Bel.”
T.E.N. director
advanced network opera-
tions and technology, Brad
Gilmer, says that using a
video server to repluce a
cart machine was only a
“baby step.” The next level
of development will be
interfacing servers with

sottware with |

of

|
|

l

Suranng Donino, senior vice

presgident of T.EN. network
operations

robotic digital linear tape
archives.

Gilmer adds that with the
Naguano Olympics and
Goodwill Games in 1998,
T.E.N. is looking at various
transmission technologies,
including compressed deliv-
ery over tiber-optic trans-
mission lines,

As for digital satellite

' E=v ‘l foond a

converl its program distribu-
tion to digital. Sixteen net-
works arc being delivered
digitally. with another four
scheduled to go online this
year.

“Right now, we're digital-
Iy compressing in real-time at
the point of transmission,”
Zitter says. "But we may be
storing pre-compressed prod-
uct down the road: that would
chunge the nature of how we
operate.”

Not surprisingly. HBO
won't focus on HDTV equip-
ment.

“We do want to make sure
we validate what we think
things cost,” Zitter says., “We
have a serious question in our
minds about whether the
world will move to HDTV,
whether consumers really
want it. as opposed to stan-
dard-definition digital.” =

i QR G I TREAN |

delivery, Turner is already
compressing its Latin Amer-
ican signals with Scientitic-
Atlanta PowerVu gear, and
has its eye on compressed

We know digital is
definitely out there lurking
in the shadows, and we're
wondering what HOTV is
going to do o all of us.”

domestic delivery.

T.E.N.'s  production
group will look at nonlinear
editing, high-end graphic
gear and the evolution of
virtual-set  technology.
which TBS already uses for
NBA halftime shows,

“The ultimate place we
would like to end up is
where we can edit nonlin-
early and then use Fibre
Channel to send finished
pieces of work to air.”
Gilmer says. “Fibre Channel
is one of the critical enabling
pieces of technology to
come along.” n

wwWw americanradiohistorv com
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THE MORE HYPE THERE IS IN BROADCASTING,
THE LESS LIKELY ANYONE IS TO BELIEVE IT.

There have been p_enty of wild claims flying around out there about digital video. So
when we introduced a video disk recorder with integrated RAID for about the price of
a broaccast digital VTR, well, let's just say people found it hard to swallow.

The Hewlett-Packard MediaStream Disk Recorder is the newest member of our
MediaStream family. It works perfectly well on its own, or in concert with our
MediaStream Broadcast Server. And like all our products, it has plenty of room to grow.

You can start with just two channels, or as many as five. It stores up to nine hours of
broadcast-quality programming, and it even supports fiber channel networking. And all
you nezd to get started is just 365,000 and a little space in a standard rack.

The HP MediaStream Disk Recorder can make the leap to digital a lot less of a leap.
Call 1-800-FOR-HPTYV. Better yet, see it for yourself at NAB. We'll be in Hall 5 South,
booth 8071, at the Las Vegas Convention Center and booth §-2200 at the Sands

Convention Center.

We'll show you digital video you can believe in.

*U.S. list rrice
1997 Hewlet-Packard Co. TMVID708/BC

The $65,000% HP MediaStream
Disk Recorder: Digital
video comes down (¢ earth.

(bp HEWLETT

PACKARD
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SHOPPING LIST
Launching new all-
digital facility
in Secaucus.s N.J.
dance will be mini-

I I mal. since most of

the network 's technical staff
will be home in Secaucus.
N.J.. for the launch of
MSNBC s new all-digital
plant on April 7.

But Mel Weidner. vice
president. technical opera-
tions, MSNBC. says other
NBC executives will comb
the tloor for new products
tor MSNBC.

“We'll look at the emer-
gence of disk-based tech-
nology as it becomes more

SNBC's NAB atien-

affordable.” he says. "We'll
have stand-alone Avid edit
rooms and a Quantel Clip-
box and nonlincar editors.
Down the road. we want to
utilize that technology to
exercise “triage.” which will
allow operators to record
feeds right onto disk for
immediate turnaround.”
Since MSNBC originally

—Jechnology

Special Report: NAB '97 Seller’s Guide

“We’ll do it [switch to a

digital studio format] only if |

it puts better tools in the
hands of production
personnel.”

planned to launch the
Secaucus plant on Nov. |,
1996. it picked a base tape
tformat carly last spring.
“"We were not ready to
commit to a digital tape
format. so we're using
Betacam SP.” Weidner
says. "That also creates
synergies with the NBC
News division. since that's
the acquisition format they
currently use. We also have
some D-5 in the plant for
graphics and a significant
number of M-11 machines
for playing back archive

material in Fort Lce
IN.J).
Weidner says  that

MSNBC will switch to a
digital studio Tormat when it
makes sense financially and

operationally. "We'll do it
only if it puts beter tools in
the hands of production per-

[ sonnel.”™ he says.

In MSNBC's commercial
integration arca. the net-
work is using Tektronix
Profiles with McCurdy
automation software and
linking to Exobylte data tape
for archiving spots. Long-
form playback will still rely
on tape decks.

MSNBC will continue to
look at automation software
to run disk-based devices.
“The hardware is pretty
much there. but the software
and code to utilize equip-
ment in our specific applica-
tion is the hurdle to clear.™

Since MSNBC's new
plant will use full serial
component digital video and
audio (with A/D converters
to link back to analog Beta-
cam), Weidner says he’s not
too worried about a possible
conversion 1o HDTV, “Our
infrastructure will allow us
1o get there.” ]

[

4
HOME & GARDEN TELEVISION

SHOPPING LIST
Digital production
geari multichannel
playback

I | air. he also supervises

operations for Cinetel Stu-
dios. a producer of shows
for The Nashville Network
{Club Dancey and Arts &
Entertainment (America’s

ark Hale not only

keeps HGTV on the |

Cuastles)., Like HGTV. Cine- |

tel is owned by the E.W,
Scripps Co.
Hale's principal purpose

at NAB will be to purchase
hardware to complete the
digital conversion of the 10-
year-old studios, Armed
with a capital budget of
roughly $2 million, Hale
says he will shop for an
array of production equip-
ment. including cameras,

“I'd like to see a data rate
upwards of 19 megabits per
second, which would be

usable video for production
and in-plant video.”

switchers and monitors.

He's partial 1o Sony cam- i
eras. Philips routers. Barco |

monitors. Neve audio con-
soles. Leitch distribution
amps and A-D converers.
Hale's budget does not
include money for remote

Mark Hale, zenlor vice
president, operations

production gear. The studio
uses Sony digital cameras,

gramers., E.W. Scripps
plans additional cable net-
works, Should the word
come down to launch
another network. Hale

| wants to make sure he’s

ready. That means upgrad-
ing existing playback facili-
ties for multiple channels.
he says. Scripps is not ready
to buy the multichannel
gear. he says. "We just want
1o get a pulse on what's out

| there.”
. HGTV now uses a
Philips  BTS Alamar

|

| he says. "W are in preuty |

good shape in that area.”

Like other cable pro- |

www americanradiohictorv com

automation seftware cou-
pled with the Odetics digi-
tal cart machine for play-
back of its programing.
That setup complements the
Philips Media Pool video
servers. which handle the
promos and other intersti-
tials,

"]
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Visit Us At NCTA
Booth #1719
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WTﬁ PowerVu Lheskvqlhe limit for'lhe J i

F'amﬂv hannel. ltcan launch original movies like “Apollo 11.”
Track viewing audiences with Neilsen ratings data. Transmit
multiple audio and video channels. Gapitalize on its MTM
svndication service. Deliver TV movies and specials. Distribute
ad hoc programming. And that’s not a.l. Power\u still gives
The Family Channel plenty of room to explore new horizons.

Mission Control. PowerVu is delivering big pavloads
for leading programmers and broadcasters throughout he
world. When the nighitiine lineups hil the air on The Family
Channel in the UU.S. and Turner Broadcasling in Latin
America. the dav is jusl heginuing for The Australian
Broadcasting Corporation. In Singapore, Discovery Channel
Asias programs hlankel the Asia Pacific. And in Kurepe, The
Weather Charmel alerts travelers 1o pack uinbrellas. while
viewers of HBO Poland wateh the latest movies and specials.

Whethier you're ready lor a “small step” or a “greal
leap” inlo digital video compression, the Powervu tamiky of
produets. including the Powerva Command Centre, is ready.
Call today to see how PowerVu can deliver a successtnl
mission for vou.

T 170 ‘NH-M)S? ﬂ\\( 770- ‘NH h-lh-l

il ifie The S lewdf a watlll

. ‘

Another Giant Leap

For Mankind.

The Family Channel

POWERVU

Digital Compression

-. -

Scientific
Atlanta

pe )
uital eong

wl Do mental

"n LIl
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SHOPPING LIST

Digital cart
machines, video
servers. 3-D
graphics system,
nonlinear editing

system
U its program origina-
tion and post-produc-
tion facility in Jersey City,
N.J., in the next two to three
years. With that in mind,
Dick Ross, USA vice presi-
dent, network operations,
will lead a contingent of
seven technicians to the
NAB to check out digital
playback and satellite trans-

SA plans to upgrade

Jechnology

Special Report: NAB '97 Seller’s Guide

Dick Ress, vice president,
network operations

mission gear, “We have a lol
of work ahead of us.”

USA wants to build a
component digital facility
that will permit networks to
digitally compress its satel-
lite feeds and offer program-
ing in a 16-by-9 widescreen

Ross says he is considering
automated digital cart
machines, namely the Sony
Flexicart and the Panasonic
Smart-Cart.

format and, if the market
eventually demands, in high
definition. The facility will
serve USA’s companion
Sci-Fi Channel as well.

For long-form playback,
Ross says he is considering
automated digital cart
machines, namely the Sony
Flexicart and the Panasonic
Smart-Cart. For commer-
cials, promos and other
interstitial programing, he
will likely go with comput-
er-based video servers.

On the satellite side, he
says, he’ll compare the digi-
tal transmission equipment
at Scientific-Atlanta and
General Instrument.

While USA plans for the

future, it will try to fill some
immediate needs. At the top
of the buy list for 1997, Ross
says, are a 3-D graphics sys-
tem and a nonlinear editing
system. The former is need-
ed for enhancing promos
and bumpers, he says. and
should improve the net-
works™ overall on-air look.
The editing system will
help with on-site post-pro-
duction, he says. Among
other things, it will help with
redubbing the Duckman
series in other languages, he
says. He's eyeing Quantel
and Discreet Logic products,
he says. According to Ross,
the system will have to han-
dle multiple tape formats
because the network
receives (and expects to con-
tinue to receive) programing
in multiple formats. [ ]

—By Glen Dickson and
Harry Jessell

By Glen Dickson

WKCF(Tv), the WB affiliate
in Orlando, Fla., has pur-
chased a Graham-Patten
D/ESAM 400 digital edit
suite audio mixer to help
produce on-air promotions

WKCF-TV promotions

Cutting Edge

retailers. The system is
installed in a Tektronix
Profile disk recorder-
based edit suite, where it
is connected to a CMX
Model 850 edit controller
and a Grass Valley Model
200 video switcher. “We
selected the D/ESAM 400
because of its excellent
sound quality, which is far
superior to our previous
system,” says Michael
Dalbey, wkcF-Tv promo-
tions producer.

Andrew Corp. has
introduced a Super
Power HMD series
antenna for compressed
digital MMDS applica-
tions. The new unit is
designed to support the

for high-power
digital televi-
sion transmis-
sion, and can
provide up to
1280 watts of
average power
in digital mode
and up to 1600
watts peak
power in ana-
log mode.
“Wireless cable
operators have
requested

higher power f,‘;’r';’n‘; ower HMD  and nonlinear
transmission designed for digitar  ©9iting suite
components t0  MMDS applications. €quipment,

further

improve the signal pene-
tration of digital broad-
casts,” says Andrew
product line manager Bill
Harland. “With the lower
signal-to-noise require-
ments of digital and the
added power, signal fad-
ing due to foliage and

Andrew’s new

at a higher
transmit power
level.”

Pyramid Nation-
al PressPort,
Washington, has
expanded its pro-
duction capabili-
ties at its National
Press Club facili-
ty. The company
has added three
Sony 637 cam-
eras and online

including Digital
Betacam VTRSs, a Grass
Valley 250 switcher, char-
acter generator and dual-
channel DVE, and Mackie
and Zaxcom audio
boards. Pyramid already
has two large studios, Ku-
band uplink and downlink
capability, and fiber

producer Michael Dalbey ) X the environment is connnectivity to the White
with the station’s new A eiie‘;gl"h‘t”er'] :j‘é‘e 4  reduced. This requires  House, Capitol Hil and
D/ESAM 400. 9 capability an antenna that operates  the Pentagon.

- @@ . B N
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® Build from
=i a strong

"~ foundation.
That means a broadcast opera-
tion that’s flexible, netwarkable,
compatible with any number of
manufacturers, and easy te upgrade.
In short a system based on Profile”,
cigital storage solutions.
The new. four-channel, modu-
lar, and scalable PDR200 Video File
Server can store up to 96 hours of
RAID protected video. It has the
ability ta serve high quality video
and audio ever a Fibre Channel
network at faster than real time
speeds, in all industry standard
formats.
But this just scratches the sur-
face. To leern more about the
antire Pro‘le line of video digital
storage solutions and the Fibre
Channel network, call and order
pur free white paper, “Building
the Fibre Ckannel Network.”

1-888-835-8433 dept. 705
www.tek.com/VND
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IN YOUR FACE ADVERTISING

Rl ik
y o

Our message can't be switched olf, fast forwarded, left unopened, or
muted! Radio and T.V. stations are just discovering us. We comple-
ment 'broadcast’ and offer a valuable advertising campaign exten-
sion. Remotes, special events and fund-raisers always generate huge
crowds. Our bright yellow vehicles offer revolutionary, patented,
ever-changing four color displays as the vehicles move to the target
group...where they live, work, play and travel. Twenty-one difterent
scrolling color displays, back-lit at night. Demanding attention.
Arresting. Stopping you in your tracks!

Interested in your own exclusive territory!
Call Jacki Jacquot at 800-566-2450.,

3 - o

To be featured at NAB '97, QVIS Corporation
introduces...

VIS Light Equalizer™

The video technology that solves lighting problems on
a real-time basis. Used in Super Bow!l XXXI and at the
'96 Summer Clympics, the QVIS Light Equalizer™
removes shadows and haze, adding snap to images.

Football broadcast in regular daylight and with the
QVIS Light Equalizer™.

For information contact: Chris Mengel, QVIS Corporation
Tel: (562) 696-1046 / www.qvis.com

Hig’ll Tecllnolog'y
Doesnt Necessarily Mean
High Finance.

At least, not with Charter.

In the high pressure world of broadcasting,
when vou need equipment financing,
Charter Financial delivers just what you

need without adding to the pressure
simply, quickly, competitively. We’ve been stars in
the industry for over 20 years, but we're willing to
share the spotlight. All you need to dJo is ask.

CHARTER FINANCIAL

Fasi: Heeh Lindslev, 212-805-1000
Central: Mark Sclll'ic])w', T73-281 7949

West: Deborah v, .nllcrsnll, T14-336-34067

Headauarters: 153 Fast 330l Sireet @ NY.NY 10022 ¢ ph. 8003030099 ¢ {2y, 212-R05. 1060

——
Torpey Timers Drive Multiple Displays,
So everyone can see!

Call Bob at 1-800-387-6141
or see BOOTH 11238, NAB ‘97
TORPEY TIME
Toronto, Canada
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See lusi page of classifieds for rates and other mformation

RADIO

HELP WANTED TECHNICAL

Staff Engineer. Heritage 50K watt AM radio sta-

tion is lookirg for a staff engineer with a minimum
of 5 years experience at an AM radio facility.
FCC General Radiotelephone Operator License

and SBE Certification preferred with knowledge |

of computers, digital technology, and FCC regula-
tions. Please send resumes to Tom Severino.
WIBC Radio, 9292 North Meridian Street. Indi-
anapolis, IN 46260. Emmls Broadcasting Cor-
poration is an Equal Opportunity Employer and
encourages qualified minorities and females to
apply.

HELP WANTED ON-AIR PERSONALITY

WARW-FM, Washington's only Classic Rock
station, has an immediate opening for a full-time
On-air Personality. Successful candidate must
have at least three years On-Air experience and
Classic Rock background is required. Re-
sponsibilities also include personal appearances
at locations outside the radio station and daily com-
mercial production. Qualified applicants should
send a resume. cover letter and cassette copy of
thelr most recent On-Air experience to: Mr. Craig
Ashwood, WARW-FM, Code 4. 5912 Hubbard
Drive, Rocrville. MD 20852. WARW-FM is CBS
owned station and 15 an Equal Opportunity
Employer.

 HELP WANTED PROGRAMMING

OPS Mgr-Anncr $25M for WGUL AM and FM.
Tampa Bays "Music of Your Life" flagship.
Knowledge of PGM hrdwre and Jones Satellite. Ex-
cint Hith Pin; benefits incl. 3 wk vacations-host
Lxry Cruisa-rmote pay. Exclint fclties and co-wrkrs
in btft Clwr, FL. Cstie and brf let: Steve Schurdell
Pres. WGUL AM and FM, 35048 US Hwy 19 N.
Palm Harbor. FL 34684. An EOE Co.

HELP WANTED SALES

GSM for Urban leader. You could become a star
with one of radio’s premiere companies. A North-
east, Top 40 market. urban station is looking tor
an experienced urban salesperson ready to
move up into a GSM position or an urban GSM
that is comfortable calling on deciSion makers.
knows how to manage inventory. can develop non-
-traditional revenue. and can convert a strong rat-
ings positon to revenue. Ability to recruit a must.
Send resume to Box 01082 ECE. All replies held
in strict confidence.

Radio Sales Position: Immediate opening for a
creative. self-starter who conslders exceeding
goals to be a top priority. You will receive a gen-
erous salary, commissions. expense account.
benefits and lots more. Only those with a burning
desire and passion to excei in sales need apply.
Call or send resume to: Randy Hershotf. General
Sales MGR. WBRU, 88 Benevolent Street, Pro-
vidence, Rl 02906. (401)272-9550 or fax to
(401)272-9278.

Broadcasting & Cable March 10 1997

Sales Manager. 50.000+ Oklahoma market. #1
FM Country plus new A/C slation. resume with re-
ferences to Gentry Media, 217 S. Washington,
Stillwater, OK 74074. ECE.

SITUATIONS WANTED MANAGEMENT

Experienced broadcaster seeks GM/Sales
Manager in small market. Experienced-top biller-
turn arounds. Top references. Teddy (212)421-
7699 or (212)888-7347.

TELEVISION

workforce diversity.

wWwWw.americanradiohistorv.com

HELP WANTED OPERATIONS

DIRECTV® is the pioneer in the direct
broadcast satellite industry. First, we
created the fastest selling product in the
history of consumer electronics. Now we're
planning our next stop on the digital frontier. And television is just the
beginning. Our incredible growth has created the following exciting
opportunity in our Castle Rock, Colorado Broadcast Center.

Broadcast Scheduling /Traffic Supervisor

You will help plan and implement operational scheduling of sports programming
and provide hands-on supervision for events at our Broadcast Center. You'll
also supervise live and special events, oversee daily broadcast log preparation,
assist with scheduling and training, and develop standard departmental operating
procedures. Requires a college degree in communications or equivalent.
At least 6 years of supervisory experience and a sports scheduling background
desired. Knowledge of broadcast traffic software and experience in broadcast/
satellite scheduling and traffic operations preferred. Computer literacy
required with a working knowledge of Microsoft Office products.

As the industry leader, we offer an excellent compensation and fiexible benefits
package, plus the opportunity to make a major impact in a developing industry.
And, life in Colorado can't be beat. From the world-class skiing in the powder
of the Rocky Mountains to four major-league sports teams, we've got it all.

For immediate consideration, please send your resume and salary history
to: DIRECTV, Inc_, Attn: Employment-DW, 5454 Garton Read,
Castle Rock, CO 80104. You may also fax it to: {303) 660-7088,
or E-mail: crbc-hr@directv.com

DIRECTV is proud to be an equal oppor turity/
affirmative action employer We strongly support

DIRECTV

SATELLITE TV AT ITS BEST
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HELP WANTED MANAGEMENT

General Manager. WBFF-TV FOX 45 in Balti-
more, MD a Sinclair Communications, Inc. sta-
tion, is looking for a General Manager to Jead
Sinclair's flagship station. The candidate should
have a strong management background that in-
cludes success in Sales, News and managing ex-
penses. This is a hands on position which also in-
cludes managing our LMA WNUV-TV, a UPN af-
filiate, If you are up to the challenge, we would
like to hear from you. Send resume to: Steve
Marks, Regional Director, Sinclair Communica-
tions, Inc. 2000 West 41st Street, Baltimore, MD
21211. WBFF-TV is an Equal Opporiunity
Employer. Women and minorities are en-
couraged 1o apply.

HELP WANTED SALES

a Salesperson N\
Accomtt iminaager for sales of professional video
equipnent inehiding svstem design. installation
and serviee, Customers inchude ewertainment
clients, govenmnent sl comorate sisers of video
equipient. Comnpmter. hineret sind networking
kiowledge required. Compensation: package
iehides comitissiont seevetnre with o ceiling on
potential eartings. 5 vears sades experience
reruired. Fax resnme 1o
Cindy Moser
Shoreline Professional Video Systems
Hollywood. CA

(213) 461- 1450

- J

Regional Sales Agent: Immediate opening,
broadcasting's oldest prometion company. TV/
Radio sales management experience required -
full-time travel (Monday/Friday). Draw against
generous commission. Six figure potential. Inde-
pendent contractor, no relocation required. Re-
sume and recent picture to: Office Manager,
CCA, PO Box 151, Westport, CT 06881.

Local Account Executive: WDZL, the WB af-
filiate in Miami, is looking for an Account Execu-
tive who has it all; a high energy individual who is
responsive, has the desire to win and can
perform in a highly competitive marketplace. The
ideal candidate should possess excellent com-
munication skills, a creative outlook on selling as
well as being service oriented with exceptional
organizational skills, Computer skills and college
degree a must. If you are that person don't tell us
why, show us! Send resume 1o Local Sales Man-
ager, 39WDZL, 2055 Lee Street, Hollywood, FL
33020. Fax: 954-921-6186. No phone calls
please. EOE.

Account Executive: WRTV-6, a leading ABC af-
filiate in Indianapolis, IN has immediate opening
for experienced Account Executive. Duties in-
clude sales/service of local/regional advertising
accounts, maintaining/improving billing levels,
share of business and new business devel-
opment. Heavy emphasis on media negotiation,
client service and sale of special programming
and promotions. Must be able to use knowledge
of television ratings, research and media place-
ment, to effectively package station advertising in-
ventory 1o achieve desired sales goals. Minimum
3 years advertising sales experience and ac-
credited college degree preferred. Send resume
to Jeff Kloptenstein, WRTV, PO Box 607, Indi-
anapolis, IN 46206. EOE-M/F/D/V.

Classifieds—

Sales Engineer Wanted: An experienced pro-
fessional for New York sales position. Must have
contacts. At last 5+ years experience in the broad-
cast manufacturing industry. Technical/
Engineering degree a plus. Respond in con-
fidence to: Thomson Broadcast, Inc., HR De-
pariment, 49 Smith Street, Englewood, NJ 07631
or fax to: 201-569-1511.

Trafflc Manager. KXTV, Channe! 10, has an im-
mediate opening for a Traffic Manager. This posi-
tion is responsible for managing the station's traf-
fic functions. Position reporis directly to the
Director of Sales. Minimum of 5 years TV traffic
management experience required. Bias and JDS
traffic systems experience is essential. Must have
strong working knowledge of personal computers
including: Windows, WordPerfect, Lotus,
Microsoft Word, Excel and alike software. We are
looking for a person who is progressive, forward
thinking with good analytical instincts and ex-
cellent leadership skills to jein our innovative
sales management team. Must be able to train
and develop personnel. Excellent verbal, tele-
phone and written communication skills are
crucial. Send resumes to: Human Resources,
KXTV, P.O. Box 10, Sacramento, CA 95812-
0010. No phone calls. EOE. Drug testing.

WHOI-TV Account Executive: Peoria, IL. If
you'ré an enthusiastic, motivated self-starter with
excellent written and communication skills, we're
looking for you. Previous retail or outside sales
experience and computer skills required. TV/
media experience preferred. Established ac-
counts available. EEO. Send resume to: WHOI-
TV, 500 N. Stewarl Street, Creve Coeur, IL
61610, Attn: Local Sales Manager.

National Sales Manager. Cox UPN TV station is
looking for an aggressive goal oriented candidate
to achieve National revenue goals. Must have na-
tional rep experience, good attitude and suitcase.
Send or fax resume and cover letter 10 Michael
C. Salgado-General Manager of Advertising
Sales, 2120 Canal Street, New Orleans, LA
70112. Fax: 504-529-1246 or E-Mail:
michael.salgado@cox.com Equal Opportunity
Employer.

Local Sales Manager, WTEN the ABC affiliate in
Albany, NY is seeking a highly motivated individ-
ual to fill it's local sales manager position.
Qualified candidates must have at least 5 years
broadcast sales, and the ability to lead and
motivate and experienced sales team. This
person must have complete knowledge of the
Nielsen Rating Service. TVScan, Scarborough
and JDS knowledge preferred. Send or fax re-
sume and cover letter to: John Fignar, General
Sales Manager, WTEN-TV, 341 Norhern Bivd.,
Albany, NY 12204. Fax: 518-436-7557. No
phone calls please. EOE.

Local Sales Manager. WUPL TV54 New Or-
leans. We are looking for a highly energetic indi-
vidual with an ability to lead, motivate and train a
Local Sales Team in the television advertising in-
dustry. Proven successful television sales re-
quired. Individual must be able to develop ex-
cellent selling strategies as well as motivate a
sales team 1o achieve goals and objectives.
WUPL TV54 is a Paramount affiliate and a Cox
Broadcasting station. Send or fax resume and cov-
er tetter to Michael C. Salgado-General Manager
of Advertising Sales, 2120 Canal Street, New Or-
leans, LA 70112. Fax: 504-529-1246 or E-Mail:
michael.salgado@cox.com Equal Opportunity
Employer.

Local Sales Manager. UPN 44 WTOG, a
Viacom/Paramount Q&0 in Tampa/St.
Petersburg, is looking for a local sales manager
with a minimum of 3 years experience in broad-
cast sales management. The individual must be
a strong leader, motivator and trainer and must
be well versed in Scarborough, TV Scan and
BIAS. Send resume to GSM, WTOG, 365 Ter-
race NE, St. Petersburg, FL 33716. No phone
calls accepted. WTOG is an Equal Opportunity
Employer.

Local Sales Manager: Allbritton Communica-
tion's state-of-the-art new ABC affiliate in Birm-
ingham-Tuscaloosa-Annision seeks broadcaster
with enthusiasm, organizational skills, and motiva-
tion to lead three location sales force into the
21st century. In our first book, we're already the
number three station! Help us grow to number
one as we move 10 market rank 40! Familiarity
with dual transmitter operation, hyphenated
markets, and metered markets a plus. Fax re-
sume 205-982-3820 or write Director of Human
Resources, Alabama's ABC 33/40, PO Box
360039, Birmingham, AL 35244. No phone calls
please. EOE.

National Sales Manager: National Sales Man-
ager needed at KTBC/KVC-TV in Austin, Texas.
National sales experience a plus. Proficient in rat-
ings, negotiating and research; customer
focused, posses a strong work ethic. Mail resume
and cover letter to: Human Resource, Attn: GSM,
KTBC/KVC-TV, 119 E. 10th Street, Austin, Texas
78701, Ref: NSM. No phone calls, please. EEC
Employer.

KYW-TV 3 - CBS Owned and Operated Station
in Philadelphia seeks strong local sales manager.
Should have experience managing a group of
sales professionals with diverse backgrounds
toward common goals. A thorough knowledge of
the Philadelphia market and strong local rela-
tionships are key. Must also have thorough
knowledge of broadcast ratings. research, and in-
ventory management; be goal oriented; a leader,
a mofivator and have a proven track record with
a minimum of five years broadcast (station or
rep) experience. Send resume to Jim Gallagher,
Director of Sales, KYW-TV 3, 101 S. Indepen-
dence Mall East, Philadelphia, PA 19106. 215-
238-4674. EOE M/F ADA.

National Sales Manager. WTVD, Raleigh/
Durham, NC. Five years local or national sales
experignce with comprehensive negotiating skills
required. Applicant should also possess ex-
tensive computer knowledge, presentation skills
and an ability to motivate and lead national sales
team. Send resume to: William Webb, General
Sales Manager, WTVD, 411 Liberly Street,
Durham, NC 27701. No phone calls please. Women
and minorities are encouraged to apply. ECE.

Experienced Account Executive. WRGB-TV, a
Freedom Communications stafion, is looking for
an aggressive accoun! executive with a minimum
of 3 years television sales. Must have ability to
sell promotions plus strong negotiation and news
business skills. Send resume to: LSM, WRGB-
TV, Box 1400. 1400 Balltown Road.
Schenectady, NY 12301-1400. ECE.

KETV, an ABC affiliate in Omaha, NE has an im-
mediate opening for General Sales Manager.
Applicant must have previous Sales Manager
experience. This position is responsible for train-
ing, sales development, and maintaining rate and
revenue leadership in a competitive market.
Send your resume and past sales developmental
history to KETV, Attn: Phyllis Ned, VP, 2665
Douglas Street, Omaha, NE 68131. No phone
calls please. KETV is an Equal Opportunity
Employer and encourages employees and com-
munity contacts to refer female and minority appli-
cants for all job openings.
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Classifieds

Help Wanted-Professional: National Sales ’
Manager: Due to a promotion, the Max Media r -
FOX/UPN LMA in Syracuse. New York has an im-
mediate opening for a highly motivated, creative
National Sales Manager. We are the home of
Syracuse University sports. 10 pm local news
Home Improvement & Seinteld. Candidate
should have 3 years of NSM. LSM, or Rep expe
rlence, LMA experience a big plus. Send resume
and salary history to Don G'Connor. GSM.
WSYTWNYS, 1000 James Street, Syracuse, NY
13203. ECE. |

~ HELP WANTED TECHNICAL

Engneering

a national leader in

media and technology offers
positions for tomorrow and
beyond...

Tribune Broadcasting operates radio and tele-
vision stahions in many of the nation’s  largest
and fastest-growing markets. They are all @ part
of Tribune Company, a technologically aggres-
sive multi media company looking for experi-
enced technologists to lead us into the 21st
century.

Directors of
General Sales Manager: WTTG, the Fox O&0 [ Englnee”ng
in Washington, DC has an outslanding opportuni-
ty for a proven, aggressive and dedicated sales |
leader. Candidates should have strong analytical
skills, and the ability to lead and motivate an
experienced sales team In a major market. LSM,
NSM, or rep background with knowledge of
| TvSecan and Scarborough a plus. For considera-
tion please send resume to: Lydia Martinez
| Director of Human Resources. WITG Fox 5,
5151 Wisconsin Avenue NW. Washington, DC |
20016. No phone calis please. ECE M/F/DIV

Assistant Chief of
Engineering

We currently have openings in Broadcasting and
Publishing rarging from directors of engineering
to General Maintenance Engineers.

Video Design and
Maintenance
Engineer

We offer an excelient benefits and compensa-
tion package including medical and dental
insurance. free life insurance. 401(K) and much
Account Executive: NBC affiiate in Mid- more.
Michigan has an immediate opening for a senior
account executive. Candidate must possess
strong oral and written communication skills and
have a proven track record in new, local, direct
and agency business. Mail resume and cover let-
ter to Sarah Squers, LSM. WILX-TV, PO Box
30380, Lansing, Michigan 48909. ECE

HELP WANTED MARKETING |

 ALLBRITTON
' JACKSONVILLE, INC.

W e have been interviewing many people. but
continue to look for the right person to join
our management team in Jacksonville, Florida, as
Marketing Manager. This manager will develop
| and implement a promotion and marketing plan for
the station and manage an in house team of
[ professionals for this new ABC affiliate.

Qualified candidates should send a resume and
salary history to the address below

TRIBUNE

BROADCASTING

Principal Product
Development
and R&D
Engineer

Computer
Systems
Administrator

Tribune Broadcasting
435 N. Michigan Avenue, Suite 1800
Human Resources

Chicago, IL 60611
General
Maintenance
| Engineers

We are an Equal Opponunity Employer. we do not dis-
criminate on the basis of race. religion. color. sex. age.
national origin, citizenship, disabllity, or any protected
category.

| The above is @ briet description that may not include all
job functions

Non-smoking environment

\ he successful candidate will have a proven
track record of creative marketing ahility and |

technical expertise with hands-on experience in all

facets of advertising to promote the on air product.

t Experience in a start up operation is a plus. At least

three years experience as a markeung managern |

| television is preferred. I

VP NATIONAL
TECHNICAL OPERATIONS

Fox Sports Net is seeking a Vice President to be responsible for network and
national technical operations, inciuding extensive coordination for 12 owned and
operated regional networks. Specific responsibilities wifl include:

+ oversight of a series of technical relocations

+ planning and implementation for digital compression move

+ national quality controls and monitoring, both at transmission site and at cable
head ends

+ management of national satellite contracts

+ coordination with regional operations to ensure technical compatibility

The ideal candidate must have an engineering degree/background with extensive
experience in cable or broadcast television, at the local and national level, and
should be knowledgeabile about industry trends and new applications of technology.

We offer challenging career opportunities, competitive salaries

fyou are the right person, please send a cover
letter and resume, atong with a VHS sample of
your work, to Mr. Leonard Firestone, President
General Manager, WJXX, P.0. Box 551000,
Jacksonville, Florida 32255-1000 |

| No phone calls please.
AJl is a equal opportunity employer

| Marketing Director. WESH-TV. Pulitzer Broad-
casting Company's NBC affiliate in Orlando, FL
has an Immediate opening for an experienced
manager with a winning track record in news pro-
motion. Orlando is a sophisticated. metered market
and represents an outstanding growth opportunity
for someone with proven leadership and creative
skills. We offer the select few candidates anexcellent
compensation package plus a spectacular facility

L

that's second-to-none. .and a lifestyle that's hard to
beat. It you're currently in a major market or ready
to move up, rush a resume and non-returnable tape
to Human Resources, WESH-TV. P.O. Box
547697, Orlando. FL 32854. No phone calls. please.
An Equal Opportunity Employer
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and excelient benefits. For immediate consideration, please
send or fax resume and salary history to: Fox Sports Net,

Attn: Human Resources-VP Tech Ops, 5746 Sunset Bivd,,

Fernwoad 215, Hollywood, CA 90028, Fax (213)856-1833,
NO CALLS PLEASE. EQE.

PORTS |
NET
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Overnight Assignment Editor: Broadcast news
experience with good news judgement, organiza-
tional skills and ability to work independently re-
quired for full-time position. Will monitor police/
fire depariment scanners and dispatch photo-
graphers to breaking news. Must also make requ-
lar calls to public safety agencies and relay in-
formation to newscast producers. Send resume
with references to: Mike Lewis, WDAF-TV, 3030
Summit. Kansas City. MO 64108. EOE.

News Photographer, Top 50 CBS affiliate in
Southeast searching for experienced photo-
journalists with an eye for news, excellent work
ethic and strong editing skills. Proficiency with
Betacam equipment required, experience on
ENG/SNG remote vehicles preferred. Send tape,
resume. references and salary requirements to
Ms. Willy Walker, News Director, WBMG-TV,
2075 Golden Crest Drive, Birmingham, AL
35209. Pre-employment drug testing. ECE. M/F.

News Director: 35WSEE is looking for a
dynamic news director. We are an aggressive
CBS attiliate, doing 4 hours per day with an ex-
perienced staff, looking for a leader! Competitive
market. All the tools. Great promotion! Good vis-
ion and good people skills required. Number 2's
welcome! Excellent package for the right person.
Resumes to Jim Wareham, Station Manager.
35WSEE, 1220 Peach Street. Erie, PA 16501 or
Fax: 814-454-5541. ECE.

News Director: Small market big three affiliate
located in south central US is searching for a
dynamic, innovative, hard working manager for
top newscast in the market. Prior experience in
news management is helpful but not required.
Great opportunity for a strong number 2 person
to stretch their wings. Please send resume and
salary requirements too Box 01087. EOE.

News Promotion Writer/Producer: WAVY TV
needs a junky who lives and breathes topical
news promotion. Position handles all tease ele-
ments in an out of our newscasts. Additional
series and POP sports are par for the course. If
you can crank with creativity, survive with self-
motivation, and drive viewers with a vengeance.
send non returnable VHS tape and resume to
Judy Triska, Promotion Manager, WAVY-TV, 300
Wavy Street, Portsmouth. VA 23704. No phone
calls please. WAVY Broadcasting is an Equal Op-
portunity Employer.

News Producer. Experienced, creative. self-
starter needed 10 produce compelling, well-
written. fast-paced. visually interesting daily
newscasts at top 50 CBS atfiliate in southeast.
Two years prior TV news producing experience
required. Send resume, references, tape and
news philosophy to Ms. Wily Walker, News
Director, WBMG-TV, 2075 Golden Crest Drive.
Birmingham. AL 35209. No calls. please. EQE.

News Producer: WJW Fox 8 Cleveland is 100k-
ing for a producer with strong writing skills,
crealivity and a knowledge of production techni-
ques. Minimum 3 years experience producing
newscasts. Show stackers need not apply. Send
resume and non-returnable tape of a recent
newscast to: Human Resources, Re: Producer,
5800 S. Marginal Road, Cleveland, OH 44103,
No phone calts. EQE.

News Reporters and News Producer: Northeast
major market Indy seeks experienced Reporters and
Producer to join news team. College degree. strong
writing skills and anchor potential preferred.
Outstanding opportunity with excellent benefit
package. Tape and resume to Box 01083 EOE. M-F.

Llassifieds

News Photographer. WVEC-TV. a subsidiary of
A.H. Belo Corp.., has openings for lwo news
photographers. Will generate. c¢reate, shoot and
edit visual news stories. Will work closely and
cooperatively with news reporters and anchors to
provide the best visual quality and quantity of
news and works to understand visual and written
elements of a news story. Responsible for the
day-to-day maintenance and care of assigned
equipment. Must be knowledgeable in setup and
operation of live remote equipment and transmit-
ters. Must be creative in news editing and
structure of the visual elements of the news.
Must be flexible in work schedule to provide max-
imum news coverage. Must have highly
journalistic and personal standards and represent
the station to the public in a positive and pro-
fessional manner. Minimum three to five years
experience as a news photographer at a com-
mercial television station required. Good driving
record required. Please submit non-retumable
VHS tape and apply in person or send resume
and tape to Human Resources, WVEC-TV, 613
Woodis Avenue., Norfolk, Virginia 23510. No
phone calls please. EOE.

News Director: NBC Affiliate in Mid-Michigan is
seeking a leader to take the news product to the
next level. The person we hire must have a de-
sire 10 be number one, with proven abilities in
leadership and excellent interpersonal skills.
Candidate mus! demonstrate the ability to handle
newsroom budget, planning and special projects.
State Capital and Big Ten University town. Send
resume to Human Resources, WILX-TV, PO Box
30380. Lansing. Michigan 48909. EOE.

News Director, ABC affiliate in the growing
market of Harrisonburg, VA needs energetic.
hands-on news manager with good oOrganiza-
tional skills. Will consider applicants from assis-
tant news directors wanting to move up. Great op-
portunity to join a 22 station group. Benedek
Broadcasting, and live in the beautiful Shenan-
doah Valiey. Please send resumes immediately
to: Tracey Jones, General Manager, WHSV-TV,
P.O. Box Tv-3. Harrisonburg, VA 22801. EQE.

Executive Producer. KPHO, the CBS affiliate in
Phoenix seeks a top-noich Executive Producer.
This person will be responsible for overall look of
5 daily newscasts. Candidates must have high
production standards and know how to lurn an
ordinary newscast into an interesting and compell-
ing one. Must be innovative, creative and know
how to turn good reporters into great Sstorytellers.
Minimum two years experience as execulive pro-
ducer or three years as producer in top 30
market. Rush resume, tape. and news philoso-
phy to KPHO-Arizona 5. Human Resources.
4016 N. Black Canyon Hwy.. Phoenix, AZ
85017. No phone calls please. EQCE.

Assignment Editor. KPHO. the CBS affiliate in
sunny Phoenix seeks an aggressive assignment
editor who loves to win. Candidates must have ex-
cellent communication, organization. and
logistical skills. Knowledge of Phoenix area a
plus. Minimum 2 years experience on assign-
ment desk or similar position. Rush resume and
news philosophy to KOHO-Arizona 5, Human Re-
sources, 4016 N. Black Canyon Hwy. Phoenix,
AZ 85017. No phone calls. EQE.

Booming Pacific Rim island needs a seasoned
professional News Director. Multiple award winning
20 year old computerized news room with a statt
of 18 needs a leader. Hard news and investigative
reporling skills a must. Excellent salary and
benefit package for the right individual. Fax resume
and salary history to (671)477-7847. Send tape
to: Harrison Flora. Group Vice President. 530 West
O'Brien Drive, Agana, Guam 96910.

Executive Producer. Top 50 CBS affiliate
searching for a creative, hands-on newsroom
leader to run the day-to-day operation of a grow-
ing newsroom. Successful candidate will have 3-
5 years line producing experience, great organi-
zational and editorial abilities, and excellent in-
terpersonal and motivational skills. Send news
philosophy, resume and recent tape to Ms. Willy
Walker, News Director, WBMG-TV, 2075 Colden
Crest Drive, Birmingham, AL 35209. No calls
please. EOE.

HELP WANTED PROMOTION

SENIOR WRITER/PRODUCER
ADVERTISING & PROMOTION

NBC & CHICAGO has an immediate
opening for a Senior Writer/Producer in
the Advertising & Promotion department.
Candidate must be able to conceptualize,
write, produce and execute high concept
on-air spots for the station’s news and
entertainment pregramming. The job
requires heavy emphasis on news image,
1opical and series promotion. Successful
candidate must possess solid creative
writing  skills  along with  strong
production/editing skills. Must also
demonstrate a strong understanding of
graphic design.

If you're at the top of your game. no
matter where you play it...we want to
hear from you. Send cover letter, resume
and demo reel tO:

Joanne S. Stern

VP, Advertising & Promotion

NBC S - Job #BC297SP

‘k 454 N. Columbus Drive
Crrroenaco Chicago, IL 60611

National Broadcasting Company/
An Equal Opportunmity Employer

Promotions Director A Clear Channel Televi-
sion property on the Guli Coast seeks dynamic,
seasoned person with creative ideas and entre-
preneurial Spirit.  Must be energetic and or-
ganized with leadership qualities. Exp. promot-
ing News and multiple Networks required. Send

Writer/Producer: WTTG. Fox O&Q in Washing-
ton. DC. seeks promotion writer/producer to join
our award-winning Creative Services Depart-
ment. We're looking for a team player with news
experience and Strong copywriting/concepting
skills. Must have two years experience and be
comforiable in a post-room environment. Think
you have a killer tape...show us your spots! Send
resume and non-returnable reel to: Lydia
Martinez, Director of Human Resources. WTTG
Fox 5. 5151 Wisconsin Avenue NW, Washington,
DC 20016. No phone calls please. EOE/M/F/D/V.

Medium market affiliated station in the South
seeking a Promotion Producer/Director with a pro-
ven creative, innovative track record in news pro-
motion. Applicants should be willing to work on a
team committed to maintaining its leadership posi-
tion in the market. A management opportunity
awaits the person who succeeds in this position.
Reply 1o Box 01084 EOE.
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WFSB/ Hartford Post-Newsweek

This is an extraordinary, once-in-a-lifetime
opportunity. We're a great station in a great
company, and offer a tremendous collision of
challenge and opportunity, If you're a Promo star,
capable of a dynamic and focused creative vision with
detailed, disciplined execution, you may be our person. If you're
energlzed quick and versatile, have a sense of design and graphics
with the ability to write and coach writing, then you may be our
person. If you can lead and light up a team of 10, meshing them with
other departments toward common goals, you may be our person. 1
you know how to get inside the viewer’s heads with the images that

conrect, you may be our person,

Send tape and resume to:
Chris Rohrs, Vice President & General Manager
WFSB 3, Constitution Piaza
Hartford, CT 06103

We are a committed E qua] Opportunity Employer.

Fox Tape is currently seeking
an experienced Hal Designer.
’ Responsibilities include on-air
graphics, promo design, and
remote game graphic design for
Fox Sports. Working knowledge
of the Macintosh is necessary.
| Strong design skills is a must in
this high-volume environment.
Inexoerienced designers need

| not apply.

Send resumes and reels to: Fox
Tape, VP/Graphic Design, 5746
Sunset B, #5-240,

| Los Angeles, CA

90)28. NO PHONE

C/LLS PLEASE!

[ ECE. FOX TAPE

Grapric Artist: 3-D Animator/Designer with

significarl commercial/broadcast experience for
| large video production company expanding to

Norfolic, VA. SGlAlias or equivalent expertise.

great client skills, hot reel required. Send resume

and nan-returnable demo tape to John Wilcox,

Metro Video Productions, 626 West Olney Road.
| Norfol<. VA 23507.

WNCH-TV, Raleigh-Durham's NBC owned and
operaied station 1s looking for a Graphic Designer
for conceptual news graphics. Experience needed

| inPho oshopand lllustrator. Experience with Chyron
Max! .nd stillstore a plus. If you are interested in
joining our team. send your resume to Graphic
Designer. NBC-17. 1205 Front Street, Raleigh. NC
27609. EOE.

I

HELP WANTED PRODUCTION

| Graphic Designer: New Mexico's #1 TV siation |
is searching for a talented graphic designer. Ideal
candidate has excellent illusiration & design
skills. the ability to collaborate successfully with
producers & power lo thrive under tight
deadiines. Big emphasis on news & promotion.
You must have strong post-production skills &
working knowledge of Mac. Chyron. Infiniti/
Maxine. Adobe: Pholoshop/lllustrator/After Ef-
fects. Electric Image & Quark Express. Primary
responsibility will be on-air, but you will do print &
other projects as needed. If you are a highly
creative & motivated professional who un-
derstancs how design fits into a station’s overall
marketing plan, send your reel & resume:; Yvette
Perez. Marketing Director. KOAT-TV. 3801
Carlisle Bivd NE. Albuguerque. NM 87107. No
phone calls. please! Drug Free Workplace.
‘KOAT-TV is an Equal Opportunity Employer.

ENG Personnel For A Major Broadcast Facility in
NYC. ENG field operations with camera (and micro-
wave) experience. video tape editors. and ENG
maintenance, employment would commence spring/
summer 1997. Qut-of-town applicants accepted for
these positions will be reimbursed for airfare. hotel
and per diem expenses. Send resumes 10: Media
Management Services. Suite 345, 847A Second
Avenueg, New York NY 10017 orfax 10 212-338-0360.
This employment would occur in the event of a work
stoppage. and would be of a temporary nature to
| replace striking personnel. This is not an ad for per-
manentemployment. An Equal Opportunity Employer.

Broadcast Personnel Needed. ENG Fieid Op-
erations with Camera and Microwave experience.
Videotape Editors. Studio Operators. and Main-
tenance. For the Midwest. Would commence Spr-
ing/Summer 1997. Qut-of-town applicants ac-
cepted for these positions will be reimbursed for
airfare. hotel. and per diem expenses. Send re-
sumes to: MMS. Suile 345. 847A Second Ave-
nue, New York, NY 10017 or fax: 212-338-0360.
This employment would occur in the event of a
work stoppage and would be of a temporary
nature to replace striking personnel. This is not
an ad for permanent employment. An Equal Op-
portunity Employer.

Broad;;r;ng & Cable March 10 199-7

FOX Promotion Director: Northeast Fox Affiliate
seeks a bright, savvy, organized, energetic indi-
vidual with top 50 station promotion experience.
Primary responsibilities: managing a high impact
on-air and station-wide communications System:
developing and implementing local campaigns
and contests; managing a kids club; video edit-
ing. copyrighting: and much more. Must have at
least three years experience in promotion at a
broadcast facility. Send tapes and resumes to ar-
rive on or before March 24, 1997 to: Peter
Kilcullen, Pegasus Broadcast Television Inc.. 5
Radnor Corp. Center, Suite 454, Radnor. PA
19087. EOE.

WUPA-TV UPNG9 has an immediate opening for
a highly creative. hard working and motivated Pro-
malion Writer/Producer/ The ideal candidate will
have a killer reel, strong organizational skills and
the desire to win. Minimum of two years writing
and producing experience a must. non-linear edit-
ing experience a plus. If you can sell 3 movies in
a killer spot and cut an image piece that moves.
send your best work on beta or VHS along with a
well-written resume and letter of application by
March 21 to: WUPA-TV UPN 69. Personnel Office,
Box BC-PWP. 2700 N.E. Expressway. A-700.
Atlanta. GA 30345. No phone calls please. EQE.

Design Director. WCCO-TV has agreat opportunity
for a designer with prior management experience.
We have Harriet. SGI (Softimage/Eddie} and Power
PC running After Atfects. PhotoShop. lllustrator and
Quark. Hands-on Paintbox experience and
familiarity with arumation is a plus. Heavy news
emphasis and deadlines make job challenging.
Leading an energetic. dedicated team makes it fun!
Send tape and resume to: Mark Foreman, Director
of Creative Services, 90 South 11th Street,
Minneapolis. MN 55403. EOE.

Do you have the grammar and creative skills 1o
create concepts, wrile Copy and edit outstanding TV
commercials and presentations? Do you
communicate well with people? Would you like to
be on the creative team with sales executives
working directly with clients? If Coordinator of
Production Services at The New York Times flagship
station sounds exciting and challenging, send your
resume o Walt Bolton. WREG-TV. 803 Channel 3
Drive, Memphis, TN 38103.

| BroadcastPersonnel. Technical Directors (GVG300

Switcher with Kaleidoscope), Audio (mixing for live
studio and news broadcasts). Studio Camerapersons
(studio productions and news broadcasts), Chyron
Operators {Infinit). Still Store Operators, Tape
Operators (Beta). Maintenance (plant systems
experience - distribution and patching). Lighting
Director Engineer. Employment would commence
spring/summer 1997. Outoftown applicants accepted
for these positions will be reimbursed for airfare, hotel,
and perdiem expenses. Sendresumes 10: MMS, Suite
345, 847A Second Avenue, New York, NY 10017 or
fax 212-338-0360. This employment would occur in
the event of a work stoppage and would be of a
temporary nature to replace striking personnel. This
is not an ad for permanent employment. An Equal
Opportunity Employer.

Fax your classified ad to
Broadcasting & Cable
(212) 206-8327

www.americanradiohistorv.com
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HELP WANTED RESEARCH

TV Research Director, KSAT-TV (ABC), a Post-
Newsweek Station seeking a Research Direclor.
Execute research aclivities for Sales, News, Pro-
gramming and Promotion. Sales presentations; rating
book analysis; coordinate research projects with
outside vendors. Maintain TvScan system; dev-
elopment of selling estimates. Min. 3 years experience
as Research Director. Mail resume to Randy Schmidt,
GSM, KSAT-TV. P.O. Box 2478. San Antonio, TX
78298. Nophone calls please. Any job offercontingent
upon successful completion of pre-employment
physical including drug screen; verification of
references and education. EOE'M-F/DV/ADA.

Research/Marketing Director: WJWB-TV,
Jacksonville's new WB affiliate, has an im-
mediate opening for a research pro to support
the sales, programming and promotion depart-
ments. The successful candidate should have 3-
5 years broadcast experience and be totally fa-
miliar with Niglsen. Market Manager, microsoft of-
fice as well as graphic presentation. Strong writ-
ing skills a must. Send resume and examples of
your work 10: General Manager. WJWB-TV, 9117
Hogan Road. Jacksonville, FL 32216. Pre-
employment drug screening required. WJWB-TV
is an Equal Opportunity Employer and encourages
applications from women and minorities.

KNTV Research Director. KNTV, the ABC affiliate
in San Jose. CA, locatedin the heart of Silicon Valley
60 miles south of San Francisco, is looking for asales
research director to aid in marketing and selling our
product. Experience must include primary television
research skills along with the ability to develop
presentations on Power Point. Must be self-motivated
individual who can think "outside the box™ in creating
program estimates and positioning ideas. TvSCAN,
QualiTAP, and marketing research a plus but not
mandatory. Send resume and salary require-
ments to CA. Jenkins, 645 Park Avenue, San Jose.
CA 95110. EOE. Represented nationally by HRP.

TV SALES TRAINING

LEARN TO SELL TV TIME
Call for FREE Info Packet
ANTOMNELLI MEDIA

TRAINING CEMTER
(212) 206-8063
Ower 25 years in the TV industry

Classifieds
e W—

INTERACTIVE

HELP WANTED MANAGEMENT

Senior Executive: Columbine JDS Systems. Inc.
(CJDS) is the leading provider of electronic
media software and services. With a client base
of over 2,000 broadcast stations and cable
networks throughout the world, CJDS provides
software and service solutions to buyers and
sellers of advertising time within the electronic
media marketplace. We are seeking a senior
level executive to expand our lead in a dynamic
and growing industry: this includes direct respon-
sibility for strategic plan implementation,
technological achievements and industry
advances while maintaining expenses. revenue
and capital commitments. Candidates must have
successfully demonstrated leadership and client
satisfaction through producing stable robust pro-
ducts. superior customer service and excellent
staffing. Advanced degree(s). media experience,
and previous profit and loss experience benefi-
cial. For immediate and confidential considera-
tion, please send resume to: Columbine JDS
Systems, Inc, 1707 Cole Bivd.. Golden. CO
80401, fax: 303-237-0085, or respond through
our employment page at www.cjds.com. Colum-
bine JDS Systems. Inc. EOE M/F/DNV.

CABLE

HELP WANTED PRODUCTION

Producer/Director: Immediate opening for a
creative professionalin sunny California to producer
commercialsforiocal cable advertisers. Thisincludes
meeting with clients, writing scripts. coordinating -
storyboards, talent, and locations. non-linear and
linear post-production. computer graphics and
animation. Candidate should 2 years hands on
experience in all phases of video production.
Excellent communication and customer relations
skills a must. Excellent benefits package and work
environment. Don'tdelay! Fax/sendresume andtape
to: Time Warner Communications, Attn:
HR/Producer, 959 South Coast Drive, Suite 300,
Costa Mesa, CA 92626. EOE, M/F/D/V.

Producer. Creative Sports. a subsidiary of ESPN,
Inc., is looking for a Producer which would be
responsible for live sporting events broadcasts. with
an emphasis on Auto Racing. Will be responsible
for Production of NASCAR Today, a weekly Winston
Cup pre-race show. Must have a minimum of three
years live event producing experience and college
degree. Must be creative, organized., work wellin a
“live” situation and have experience production
experience. Studio producing experience also
helpful. Please send resume to: Human Resources.
Crealive Sports. 7621 Little Avenue. Suite 516,
Charlotte, NC 28226.

HELP WANTED MANAGEMENT

@TIME WARNER

COMBUNICATIONS

Time Warner's Tampa Bay Division is seeking experienced individuals for positions with BAY
NEWS 9, a 24-hour, 7-day a week, local news channel which will launch in fall of 1997.

PROGRAMMING SERVICES

@

Stuoios

National Weather Network
Your own on-air metécrologist via satellite. Custom and
localized TV weathercast inserts for FOX, UPN, WB, Indy
stations and cable stations. Three satellite feeds daily. Your
own on-air meteorotogist and great graphics. Self these
inserts and make money. Low cash and barter and very
simple to receive and use. Call Edward St. Pe' at NWN 601-

352-6673 and start today.

TV RESUME TAPES

Career Videos prepares your personalized demo.
Unique format, excellent rates, coaching. job search
assistance, free stock. Great track record. 847-272-
2917.

AIR-TIME WANTED

Wanted Half-Hour Direct Response TV Avails.
Kindly fax no more than five pages to 813-842-
7716. We will respond.

GENERAL MANAGER
Individual will be responsible for managing the start up and launch of a 24-hour news
channel, as well as the daily operation of this new entity. with an anticipated staff of 75
full time employees. Previous experience in a start up environment preferred along with
a proven successful track record of at least seven years in a demanding senior man-
agement role. Also, a strong working background in the management of sales, market-
ing and television news operations is preferred.

) NEWS DIRECTOR
Manages the daily operation of the news department and includes supervision of staff,

management and development of the department’s budget, determination of program-
ming and evaluation of equipment needs to produce quality news programming for a
growing top 20 market. Position requires a minimum of five years of experience in tele-
vision news production with a significant experience in news and/or programming man-
agement; an undergraduate degree in journalism or political science or related field or
equivalent experience required. Must have a complete understanding of journalistic
trends, ethics and legal applications. Requires familiarity with technical equipment
used in the news gathering and production process; strong leadership and verbal and
written communications skills.

BUSINESS MANAGER
Manages the financial functions including financial accounting and reporting. and

accounts payable. Requires a minimum of 3-5 years of progressive financial manage-
ment experience and at least one year in a management position; undergraduate degree
in finance or accounting: thorough understanding of transaction accounting and
accounting systems; planning and budgeting; accounts payable; taxes and financial
analysis

Submit resumes with salary history/requirements by 3/21/97 to:

Human Resources
Time Warner Communications
2600 McCormick Drive, Suite 255
Clearwater, Florida 34619
Equal Opportunity Employer

March 10 1997 Broadcasting & Cable
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HELP WANTED TECHNICAL

Promotion Writer/Producer: The Family Channel,
atoptenbasic cable network. isin searchofacreative,
motivated Promotion Writer/Producer for our growing
on-air promotion department. This Is your opportunity

STUDIO TECHNICIANS

< rong operating skills in Control Operations, production switching, production audio P i i ;
. ) Ak ' K 7 e o create exciting TV advertising for criginal movies.
v deotape operations ENG editing and commercial playback automation systemns. Experi- gl

k ; e i
€ce with Grass Valley and SONY products preferred. Knowledge of Waveform monitors 22?:'(:';r;c;\:jlehz‘rl:s;ﬁggsr;‘?::g;«rss. 2:33;2?:%
2d Vectorscopes a plus. Ad# 121 ' y

know your way around state of the art production

SUPERVISOR, MOB"_E PRODUCTION facilities. send VHS demo. resume. and salary

requirements to: The Family Channel, Human Re-

SA LES AN D SERVIC ES sources Dept.. Ref. PSO-0646. PO Box 2050, Virginia

Beach, VA 23450-2050. EOE. No phone calls please.
(~versee accounting process associated with golf packages including preparation of event
t udgets, post estimates, authorize billing, reconcile olfﬁnancial reports and assign mobile
units. Secure/supervise independent contracts for go?f events negotiate with vendors/suppli-
€5, Requirements include a Bachelors degree in Business, Communications or equivalent
v ork experience. Minimum of 3 years in Field or remote operations, financial background |

ad PC literate. Ad# 122 T' ME

COMPENSATION AND | i
CLASSIFICATION ANALYST \ Is

Fovide analysis for compensation, job classifications and headcount; Review requests for S /

silary and job classification adjustments, make recommendations. Develop job descrip-

tions, prepare reports, analyze staffing levels and headcount requests. Qualifications include \ 7 g

E & degree in Business, Human Resources or equivalent work experience {including 3-5 years in gl R N l N G
F uman Resources). Two year's experience with compensation and classification systems in cable \

a d broadcast industry preferred. Must be proficient in Microsoft Office and database applications.

Adw 123
CORPORATE RECRUITER

R >soonsibilities include sourcing, advertising, candidate evaluation, tracking and helping to
d:velop affirmative action plans. Extensive travel. B.A. with concentration in Human Re-
sources desired, with 5+ years as HR generalist and 3 years of aggressive recruiting experi-
ee. Broaacasting, cable or entertainment media background preferred. PC proficiency a

nus Adw 124 Last chance

It terested applicants should send salary requirements and scannable resumes to: Human 0

Resources, Ad#__ , ESPN, Inc., ESPN Plaza, Bristol, CT 06010-7454, or Email to: '|'O et n the

ls nesj@espn.com, (unencrypted and nonmimed). No phone calls please. Equal Opportunity g

E nployer MF/DNV. N CT A .
S - © ISSUes.

==. . ' 3/17 Weekly issue
— 3/18  Daily Issue
HELP WANTED PROMOTION 3/19

Daily Issue

ROMOTION|
WriterPRODUCER

iihe COURT TV network, based Fo, . Bonus
- I 3 in NYC, is seeking an aggressive cgr Mme g | Distribution
* of -air WRITER-PRODUCER with Pleage "Sider,, ' | fo an additional 10,000
ar azing copy-mﬁng skills, and ame VO Drz TESu::"
in redible dexterity in the edit room. R Ples de g Writs e,
N o-linear experience a plus. Alary, req:l? > tapg aux:(gl Call now to
_ Cme

r
W : are looking for a unique visualist Attn, Hug,, CQURT to reser.v.e your
s afraid of running ahead of the pack. 60“ Resourc Tv, classified ad
¥3rq ve NG, space.
| Ezperience in news promos a must. Nyc lonlle, Sandra F ;
| M wagerial aptitude required. 016, andra rrey a

. 212.337.6941
‘ E ()URr[I‘I"r (No phone calls, please)

Broadci sting & Cable March 10 1997
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HELP WANTED HOST

CLASSIC"
bt LK

please.

CLASSIC SPORTS NETWORK
STUDIO HOST

Classic Sports Network is accepting submissions for studio talent with a strong knowledge
of sports and sports history. We're not looking for your typical sports anchor. We're looking
for someone who can tell stories, who knows stories (you don't have to have lived with Babe
Ruth or Jackie Robinson to know great anecdotes about them), and is a great conversation-
alist. Applicants should be avallable weekdays and should live (or be willing to relocate) in
the Tri-State area. Please rush your non-returnable tapes and resumes to Brooke Boschen,
Classic Sports Network, 300 Park Avenue South, New York, NY 10010. No phone calls

ALLIED FIELDS

HELP WANTED INSTRUCTION

Graduate Assistantships avaiiabie In RTVF
Department for M.A. - Communication students.
Assignments include two public radio stations:
television production: assisting announcing pro-
duction, filmmaking labs, etc. Tuition waiver, plus
up to $4400/year. Contact Dr. Wiliam Rambin,
Director, School of Communication, Northeast
Louisiana University, Monroe, LA 71209. (318)
342-1390. EOE/AA.

EMPLOYMENT SERVICES

Ty
A\ 5.‘.‘
Radio & TV Jobs In the Beautiful Northwest
On-alr, sales, engineering, production,
management. Washington State Association of
Broadcasters Job Bankc.
Phone: 360-705-0774 Fax: 360-705-0873

RTNDA (900) 40-RTNDA
RTNDA JOB LINE

Updated daily. 85 cents a minute.
To place a free hsting call: (202) 659-
6510; fax: (202) 223-4007; RTNDA,
=t ss0cir 0w |000 Connecticut Ave., NW.
Plentn Suite 615, washington, DC 20036

Ouinal 313

PROFESSIONAL JOBS

WITH ENTERTAINMENT COMPANIES

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

Eniry to senior level jobs nationwide in ALL fields
(news, sales, preduction, management, etc.).
Published biweekly. For subscription information:
(800) 335-4335
Iin CA, (B18) 901-6330.
EntertainmentEmployment Journai™

Public Relations and Entertainment, Weekly Job
Publication. Nationwide. One issue for $16, four
issues for $38. Contact 602-486-2551. VISA/
MC/AMEX.

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

AgentAttorney with clienteie in top 10 market
seeking tapes of anchors, reporters and pro-
ducers for representation. Send VHS tape to: G.
Materre, 11 E. Adams #1600, Chicago, IL 60603.

EDUCATIONAL SERVICES

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

WANT T0O BUY EQUIPMENT

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

EQUIPMENT FOR SALE

TRrEe |

F =
R SRR R i R AR i S AR R e TR

SM
 TAPES.

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

anteed. To order cafl:
(800)238-4300

T T N e

CARPEL
RLEAES

1100' 6 1/8 Andrew Ridgid Transmission
Line. 20" sections 75 OHM new watch bands and
teflons. $800.00 per stick. H.C. Jeffries 512-847-
2449,

2-Rohn SSV series self supporting towers.
Sections 11-N thru 3 WN 180" tall each. $7,500
each. H.C. Jeffries 512-847-2449.

520' 6 1/8" 75 OHM Rigid Transmission Line. 2
years cld with spring hangers. 19.75" long each.
SWR k-line. Like new condition. H.C. Jeffries
512-847-2449. $29,000.

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

Acrodyne Tru/30 KV TV Transmitter. 2 years
old currently at channel 45 complete with factory
power supply and heat exchange system.
Transfer switch, electrical disconnects and other
associated equipment included. H.C. Jeffries
512-847-2449. $180.000.

Lowest prices on videotape! Since 1979 we
have been bealing the high cost of videotape.
Call Carpel for a catalog. 800-238-4300.

SWR 24 bay TV Antenna Model #SWFPS 24/
45, Channel 45-60 KW input with cardioid pat-
tern. 2 years old. With Radomes. H.C. Jeffries
512-847-2449. $15,000.

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

STATIONS FOR SALE

. John Grandy

BROADCASTING BROKER

117 Country Club Dnive
San L

P

FOR SALE

Full-day, individual seminar for radio investors, given privately to
you. Group ownerioperator with 28 years experience and ex-NAB
General Counsel explain station search, negotiation. financing,
FCC rules, takeover, and many other lorics you choose. Learn
how fo buy in today's environment. Call Robin Martin or Erwin
Krasnow today for delails and a brochure.

The Deer River Group
Washington, DC - (202) §39-9090

Iﬁ FM E BOEW Knox Chatt, Marksl | .;TEHK
FL AMFM Gulf Coast “turn-around” , S355K
FL FM Class C 50 kw Coastal ResortMikt. $1.3M
FL FM Gulf Coast, “Boom Market” .. STS5K
TH FM C2 50kw Mashvilla Market ... .51.3M

HADDEN & ASSOC.

PH 407-365-7832 FAX 407-366-8801

Midwest Fulltime AM 5000
Watts. Only religious format li-
censed to town over 100,000.
Asking 7 times cash flow. Reply
to Box 01024.

WNEB Worcester, Mass 1 kw full time AM and/
or WKBR Manchester, NH 5 kw full time AM.
Priced very reasonably. 617-444-2587.

Kantucky Smail Market Duopoly. C3 and Super
A in growing area. |deal for owner-operator or
small group. Fax letter with financial qualifications
for complete presentation to 410-531-3728. No
brokers.

www americanradiohistorv com
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Llassifieds

OWNERSHIP OPPORTUNITIES

Class C FM/AM in southwest VA, $2M, cash
Class C-2 in MS rated market, developmental, $756K, cash
UHF TV Station, Puerto Rico
Rated GA market FM/FM, CF, $800K, terms
North GA small market combo, CF, $1.575M, cash
Rated AL market, AM/FM combo, developmental, $750K, cash
Southern WA small market, C3, CF, $700K, terms
(904) 285-3239
Rocky Mountain resort FM, 1.5 X Rev., $750K
Rocky Mountain AM/FM, 8 X CF, $1.5M
(801) 753-8090
Small northern New England AM/FM, $950K
(610) 695-9339
I Southern CA resort area AM/FM combo, $350K, terms
| Southern CA AM/FM combo, $590K, terms
Northern CA AM/FM combo, $850K, terms
(415) 289-3790
Kentucky AM/FM, $700K, terms
(804) 282-5561

MEDIA SERVICES GROUP, INC.

ACQUISITIONS « VALUATIONS * FINANCING * CONSULTATION

Details. Fax: 304-273-3020.

now! Call Rick 912-982-5695.

Family Business, AM New FM. Cover 3 WV. Ma-
jor markets. Excellent real estate. Cash or terms.

Cover the Carlbbean with your ministry ...
Superpower AM available. For long term lease

BUSINESS OPPORTUNITIES

| AAA fulitime non directional AM Fla major
markel. Pop 2.5 mil. Includes valuable water front
realestate. $1.100,0000r LMZ with option. Currently
has strong cash flow! Call Dave (813)410-2166.

WANT TO BUY STATIONS

Investor seeks purchase or LMA of small
market AM, combo, or FM with real estate-or
G.M. position with buyout up to 250K. Teddy
| {212)421-7699 or (212)888-7347.

FOR LEASE

Fantastic Franchise-
Like Opportunity

for radio people, motive/public,
speakers, teachers.. without the

tous commissions and growth.

Reply to Box 01089.

franchise fee...opportunity for fabu-

Jim at Radio Connaction 1-800-800-9581.

E-mail: radioman@gte.net

Station Owners/Managers - Get free help and
get paid for it! Allow a broadcasting student to
come to your stalion and observe once a week
for 18 weeks for $2.000.00. 15 year accradited
program. We can provide up to 10 students. Call

Radio Station Investment Opportunity. New ac-
quisition group forming. Expert management!
Write: PO Box 272659, Tampa, FL 33688-2659.

The Most Powerful Chicago FM Subcarrier
has recentlly become available tor l|ease.
Grandtathered FM atop John Hancock building
with 15.5 kw at 1170 feet. Contact Dan Schmidt
at 773-279-2000.

CABLE
ADVERTISERS!

SPECIAL
RATES!!

BROADCASTING & CABLE'S CLASSIFIED RATES

All orders to place classified ads & all correspon-
dence pertaining to this section should be sent to
BROADCASTING & CABLE. Classified Department
245 West 17th Street. New York. NY 10011, For intor-
mation call Antoinette Fasulo at (212) 337-7073 or
Sandra Frey at (212)337-6941

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-
ter or Fax (212) 206-8327. If payment 15 made by
credit card. indicate card number. expiration date
and daytime phone number

Deadline is Monday at 5:00pm Eastern Time for the
following Monday's issue. Earlier deadlines apply for
issues published during a week containing a legal
holiday. A special notice announcing the earlier dead-
line will be published. Orders. changes. and/or can-
cellations must be submitted i writing. NO TELE-
PHONE ORDERS. CHANGES. AND/OR CANCELLA-
TIONS WILL BE ACCEPTED.

When placing an ad. indicate the EXACT category
desired: Television. Radio. Cable or Allied Fields: Help
Wanted or Situations Wanted: Management. Sales.
News. etc. If this information is omitted. we will
determine the appropniate category according to the
copy. NO make goods will run if all information 1s not
included. No personal ads.

The publisher is not responsible for errors in pnnt-
ing due to illegible copy—all copy must be clearly
typed or printed. Any and all errors must be reported
to the Classified Advertising Department within 7
days of publication date. No credits or make goods
will be made on errors which do not materially affect
the advertisement. Publisher reserves the right to
alter classitied 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: $2.10 per word. $42 weekly minimum
Situations Wanted: 1.15¢ per word. $21 weekly mini-
mum. Optional formats: Bold Type: $2.45 per word
Screened Background: $2.60, Expanded Type: $3.20
Bold. Screened, Expanded Type: $3.65 per word. All
other classitications: $2.10 per word. $42 weekly
minimum.

Word count: Count each abbreviation. initial. single
figure or group of figures or letters as one word each.
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:
$187 per inch. Situations Wanted: $93.50 per inch
Public Notice & Business Opportunities advertising
require display space. Agency commission only on
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: $30 per issue. The charge for the bind box
service applies to advertisers running histings and
display ads. Each advertisement must have a separate
box 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
Broadcasting & Cable. 245 W. 17th Street, New York,
NY 10011

Confidential Service. To protect your identity seal
your reply in an envelope addressed to the box num-
ber. In a separate note list the companies and sub-
sidiaries you do not want your reply to reach. Then.
enclose both in a second envelope addressed to CON-
FIDENTIAL SERVICE. Broadcasting & Cable Maga-
zine. at the address above.

Broadcasting & Cable March 10 1997
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0une into
just about
everything

Nothing covers the broadcasting
industry like Broadcasting &
Cable Yearbook 1997

The fact is, you won’t find a more comprehensive

or useful source of information on every
aspect of the ever-changing radio, TV and cable
industries. Completely updated for 1997, the
15,000 listings in Broadcasting & Cable
Yearbook put station call letters ... key staff ...
ownership ... addresses, phone and fax numbers ...
internet URL's ... station format ... frequency, and
more ... right at your fingertips.

This indispensable resource also covers relat-
ed services, like advertising agencies.
Communications law firms. Equipment manufac-
turers. Production companies. Trade associations, and
more. Each detailed entry includes key contact
information and other vital data.

Plus, you'll find valuable information on sta-
tion ownership, revenue and sales statistics, audi
ence rankings, FCC rules, station purchase prices,
and much more.

Volume one of the Yearbook is conveniently
divided into 11 key sections, to help you guickly |
5 E I' v I [: E 5 locate exactly whatever you’re looking for. A “'yel-
low pages” alphabetically lists phone and fax
numbers for easy reference. |

Now available at a new lower price
Broadcasting & Cable Yearbook is a more out- [
standing value than ever. Order today — because \
nothing gives you a better look at what’s going on
in broadcasting and cable.

March 1997 » 0-8352-3852-0
2 vol.set ¢ c.2150 pp. * now just $159.95

fﬁll‘ates Save an additional 10% with a standing

order and pay just $144.00

R.R.BOWKER
: 1-908-665-6688 * http://www.bowker.com Catl 1-888-BOWKER?Z2 ]
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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: AQL-—assignment of license: ant.—
antenna: ch.—channel: CP—construction permit:
D.LP.—deblor in possession: ERP—effective radiated
power: khz—hiloherts: hm—hilometers: kw—hilowalts:
m.-—metess: mhz—nwegaherntz: ri——miles: TL—trans
mitter lovation: w—watts. One meter cquals 3.2% jeer. |

OWNERSHIP CHANGES
Dismissed
Silver City, N.M. (BALH-970121GT)—Avila

Beach Ltd. for ksca(Fm): valuntary assign-
ment of license to Drew Hunter. Feb. 24

Accepted for filing

Jacksonville, Fla. (BAL-970219EA)—Tim-
othy B. Bradford (receiver) for woBS({aM):
involuntary assignment of license to Pamela
K. Bradford. Feb. 28

~ NEW STATIONS
Dismissed
Weathertord, Okla. (BPED-960619MC)—

American Family Association for noncom-
mercial FM at 90.5 mhz. Feb. 27

Returmed

Honolulu (BP-961024AB)—John Hutton
Corp. for AM at 1130 khz. Feb. 27

Cabool, Mo. (BPED-96101 1MC)—Ameri-
can Family Association for noncommercial
FM at 91.3 mhz. Feb. 27

Markham, Tex. (BPH-961010MD)—Mi-
chael Augustus for FM at 92.5 mhz. Feb. 25

Granted

Show Low, Ariz. (BPED-350130MB)—Ari-
zona Board of Regents for educational FM
at 80.7 mhz, .1 kw, ant. 259 m. Feb. 24

Ignacio, Colo. (BPED-960702MA)—KUTE
Inc. for educational FM at 90.1 mhz. Feb. 27

New Bloomfield, Mo. (BPED-850627ME}—
New Life Evangelistic Center Inc. for non-
commercial FM at 90.3 mhz, .15 kw, ant. 66
m. Feb. 27

Walla Walla, Wash. (BPH-961021IF)—
Deschutes River—Tri-Cities Broadcasting
Inc. for kxrx{Fm): auxiliary station. Feb. 21

Filed

Mena, Ark. (BPH-970220MI)—Bobby Cald-
well (PO Box 789, Wynne, Ark. 72396) for
FM at 105.3 mhz, 8.1 kw, ant. 172 m, adja-
cent to Hwy. 88, 3.5 km N of Mena. Caldwell
owns KBRI(AM)-KQMC-FM Brinkley and kwyn-
AM-FM Wynne, Ark.; 50% of kwak-aM-FM
Stuttgart, Ark.; is buying 50% of kDEw-FM
DeWitt, Ark.; has applied to build FMs in
Earle, Harrisburg and Hatfield, Ark.; DeKalb
and Tunica, Miss., and Middleton, Tenn.
Feb. 20

Montrose, Colo. (BPED-970224MA)—
North Fork Valley Public Radio Inc. (Larry
Mosher. 323 4200 Dr.., Crawford, Colo.
81415) for FM at 89.3 mhz, 3 kw, ant. 533
m., Rasgberry Electronic Site, Lot 7. Feb. 24

ontheReczord,

Panama City, Fla. (BPED-970220MD)—
Bible Broadcasting Network Inc. (Lowell L.
Davey, president/14.3% owner, 8030
Arrowridge Bivd., Charlotte, vVa. 28273) for
noncommercial FM at 91.7 mhz, .31 kw, ant.
65 m., 1715 Maple Ave., Panama City. Bible
Broadcasting owns wyrD(FM) Decatur, Ala.;
wyFB(FM) Gainesville, wyro(Fm) Lakeland
and wyre(Fm) Tarpon Springs, all Fla.;
wyFk(FMm) Columbus, wyrFs(Fm) Savannah,
WYFA(FM) Waynesboro and wyFw(Fm)
Winder, all Ga.; kyFw(FM) Wichita, Kan.;
KYFL{FM) Monroe, La.; wyra(am) Charlotte,
wYFL(FM) Hendersan, wHPE-FM High Point
and wyra-FM Wadesboro, all N.C.; wyFv{Fm)
Cayce, wyrG (FMm) Gaffney and wyrH(FMm)
North Charleston, all S.C.; wyrc(Fm) Clinton
and wyrn(aM) Nashville, Tenn.; KYFA(FM)
Amarillo, kyFT(Fm) Lubbock and KYFS{Fm)
San Antonio, all Tex.; xyFo-am-Fm QOgden,
Utah, and wyrJ(Fm) Ashland, wyrT(Fm) Luray
and wyri(Fm), all Norfolk, Va.; has applied to
build FMs in Honolulu; Manhattan, Kan.;
Fayetteville, N.C., and Denison and Pales-
tine, Tex. Feb. 20

Peoria, ill (BPED-970220MA)—American
Family Association (see El Reno, Okla.,
item, below) for FM at 90.7 mhz, .75 kw, ant.
119 m., 1226 E. Hazard Ave. Feb. 20

Manhattan, Kan. (BPED-970220MC)—
Bible Broadcasting Network Inc. (see Pana-
ma City, Fla., item, above) for noncommer-
cial FM at 88.7 mhz, 25 kw, ant. 112 m., 2.25
km SE of K-177 and Deep Creek Rd. Feb. 20

Natchitoches, La. (BPED-970219MC)—
American Family Association (see El Reno,
Okla., item, below) for FM at 89.3 mhz, 1 kw,
ant. 89 m., W side of Hwy. 1, 3.5 mi. NW of
Natchitoches. Feb. 19

Pikesville, Md. (970218AE)—Chesapeake
Radio Inc. (co-owners James M. Weitzman
and Edwin Tornberg, 901 15th St. NW,
Washington, D.C. 20005) for AM at 540 khz,
1 kw, at site of wcao(am) on Garrison Forest
Rd., Owings Mills, Md. Weitzman and Torn-
berg have interest in wusT{aM) Washington;
are buying wNwRr(am) Philadelphia. Tornberg

| has interest in waBs(am) Arlington, va./

Washington, weri(am) Indianapolis and
wxIR(FM) Plainfield, Ind. Feb. 27

Sunburg, Minn. (BPH-970212MF)—Kandi
Broadcasting (co-owners Perry W., Janet |.
Kugler, Box 380, 730 NE Hwy. 71, Willmar,
Minn. 56201) for FM at 106.5 mhz, 6 kw, ant.
100 m, 3.2 km N of Norway Lake. .1 km E of
County Rte. 1. Kandi owns kDJs-am-FM Will-
mar, Minn. Feb. 12

Jefferson City, Mo. (BPH-9702)—St. Louis
Regional Educaticnal and Public Television
Commission (Harvey A. Harris, vice chair-
man, 6996 Millbrook Blvd., St. Louis. Mo.
63130) for noncommercial TV at ch. 36,
5,000 kw visual, ant. 225 m., 5550 Hwy 63
S, 10 km SE of Columbia, Mo. Commission
owns KETC(Tv) St. Louis; has applied to build
TVs in Edwardsville, lIl., and St. Louis. Sept.
20, 1996

New York (BPH-970218ID)—WAXQ Inc. for
waxQ(FM): auxiliary station. March 4

Spencerport, N.Y. (BPED-970212MC)—
WXXI Public Broadcasting Council Inc.
{Thomas F. McHugh, chairman, 280 State
St., PO Box 21, Rochester, N.Y. 14601) for
noncommercial FM at 90.9 mhz, 1.6 kw, ant.
61 m., .98 km NW of Ridge and Clarkson-
Parma Town rds., Clarkson, N.Y. WXX!
owns wxxI-Tv-aM-FM Rochester, N.Y. Feb. 12

Sylvan Beach, N.Y. (BPH-970213MB)—J.
Rodger Skinner Jr. (Suite 3-110, 700 W. Hills-
boro Blvd., Deerfield Beach, Fla.) for FM at 6
kw, ant. 100 m, 137 m. SW of intersection of
Miller and Rte. 13, Verona Beach, N.Y. Skin-
ner has applied to build FM in Hicksville,
Ohio, and San Angelo, Tex. Feb. 13

Sylvan Beach, N.Y. (BPH-970218MA)—
Michael S. Celenza (64 Belmont Ave., Plain-
view, N.Y. 11803) for FM at 100.3 mhz, 6
kw, ant. 100 m, Hwy. 31 {Lake Rd.), .46 km
W of Stephens Rd. Feb. 18

Sylvan Beach, N.Y. (BPH-970218MB)—
Calvary Chapel of Syracuse Inc. (Kenneth
Lang, president, PO Box 231, Syracuse,
N.Y. 13209) for FM at 100.3 mhz, 4.3 kw,

BY THE NUMBERS
BROADCAST STATIONS Service Total
Service Total | | commercial VHF TV 559
Commercial AM 4,906 | | Commercial UHF TV 622
Commercial FM 5285 | | Educational VHF TV 123
Educational FM 1.810 | | Educational UHF TV 240 |
Total Radio 12,001 | [Fotal Tv 1,544
VHF LPTV 561
UHF LPTV 1,211 Total ' CABLE 11,660
His_ it L th; :ﬁi:é:iers 62,231,730
FM translators & boosters 2,453 —
VHF translators 2,263 Homes passed. IlG50000
1 | Cable penetration* 65.3%
I UHF translators 2,562 | Baadon TV housshold universs of 95.9 millon
Total Translators TRTB| Sorers s e oo ey
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ant. 120 m., Corkin Rd. (CR 285), .5 mi. NE
of Skinner Rd., Camden, N.Y. Feb. 18

Sylvan Beach, N.Y. (BPH-970218MC)—
Douglas W. Ingalls (6395 Monument Rd.,
Rome, N.Y. 13440) for FM at 100.3 mhz, 6
kw, 39 m, SR 69, 8.8 km from Sylvan Beach.
Feb. 18

Sylvan Beach, N.Y. (BPH-970218ME)—
Todd P. Robinson (c/o 8289 Greensboro Dr.,
7th Floor, McLean, Va. 22102-3807) for FM at
100.3 mhz, 6 kw, ant. 96.2 m., .25 km NW of
intersection of Rte. 13 and Hillsboro Rd. near
Camden, N.Y. Robinson has applied to build
TVs in Tallahassee, Fla.; Sioux City, lowa;
Hutchinson, Kan.; Houston, Miss.; Muskogee
and Norman, Okla.; FMs in Harrisburg, Ark.;
Tunica, Miss.; Forest Acres, S.C.; Hicksville,
Ohio. Feb. 18

Sylvan Beach, N.Y. (BPH-970218MI)—
Kevin O'Kane (4811 Jenkins Rd., Vernon,
N.Y. 13476) for FM at 100.3 mhz, 6 kw, ant.
100 m., corner of Yager and Salsman rds.,
Vienna, N.Y. Feb. 18

Sylvan Beach, N.Y. (BPH-970218MJ)—
Merrill B. Charles and Peter E. Hunn {1450
Comstock Ave., Syracuse, N.Y. 13210) for
FM at 100.3 mhz, 6 kw, ant. 57 m., .1 km N
of NY Rte. 49, .2 km E of Yeager Rd., Vien-
na, N.Y. Feb. 18

Hicksville, Ohio (BPH-970213MC)—J.
Rodger Skinner Jr. (see Sylvan Beach, N.Y.,
item, above) for FM at 100.7 mhz, 6 kw, ant.
100 m. Feb. 13

Hicksville, Ohio (BPH-970218MD)—Pro-
gressive Broadcasting System Inc. (Edwin
C. Moore, president/31% owner) (PO Box
307, Elkhart, Ind. 46515) for FM at 100.7
mhz, 3.4 kw, ant. 136 m., 7556 CR 34, But-
ler, Ind. Progressive owns WFRN-AM-FM
Elkhart amd wrrr(FM) Walton, Ind.; has CP
to build FM in Winamac, Ind. Feb. 18

Hicksville, Ohio (BPH-970218MF)—Todd P.
Robinson (see Sylvan Beach, N.Y., item,
above) for FM at 100.7 mhz, 6 kw, ant. 80.2
m., Rte. 2, .4 km NE of intersection with Rte.
18. Feb. 18

Hicksville, Ohio (BPH-970218MG)—
Richard Heibel (12 Glenmoor Place, Hilton
Head, S.C. 29926) for FM at 106.7 mhz, 6
kw, ant. 100 m., 1 km SE of intersection of
Lake and Buckskin rds. Feb. 18

El Reno, Okia. (BPED-970226MA)—Ameri-
can Family Association (Donalkd E. Wildmon,
president, 1208 Zentwood, Tupelo, Miss.
38801) for FM at 88.5 mhz, 37 kw, ant. 168 m.,
.5 mi. E of junction of State Hwy. 8, Calumet,
Okla. Association owns waLn(FmM) Carroliton,
waAQG(FM) Ozark and wako(Fm) Sheffield, all
Ala.; KvvA-FM Apache Junction, Ariz.; KAOW(FM)
Fort Smith and kanx(FM) Pine Bluff, Ark.;
kBuUZ(FM) Topeka and KCFN(FM) Wichita, Kan.;
war0(FM) Campbellsville, Ky.; KAPM(FM)
Alexandria and kaPi(Fv) Ruston, La.; worFx{Fm)
Cleveland, wasT-AM-FM Forest, wAQL(FM)
McComb, waov(Fm) Saicoer and WAFR(FM)
Tupelo, all Miss.; kaku(Fm) Springfield, Mo.,
and wamp(Fm) Jackson, Tenn.; is buying CP
for FM at Ottawa, Kan.; is selling FM in Mount
Marris, lll.; has CP to build FMs in Selma and
Ozark, Ala.. and Lake City, Tenn.; El Dorado,
Ark.; Vincennes, Ind.; St. Martinville, La.; Hat-

for the Record

tiesburg and Natchez, Miss.; Hubbard, Neb.;
Clovis, N.M.; Poteau, Okla.; Reedsport, Ore.;
Huntsville, Tex., and Culpeper, Va.; has ap-
plied to build FMs in Troy, Ala.; Bentonville,
Blytheville, Des Arc, Fayetteville, Forrest City,
Nashville and Springdale, all Ark.; Panama
City, Fla.; Americus, Cairo, Dublin, Savannah
and Waycross, all Ga.; Marion, Ottumwa and
Waverly, all lowa; Jonesboro, La.; Flora,
Kankakee, Kewanee, Pana and Peoria, all lll.;
Fairfield and Ottumwa, lowa; Arkansas City,
Manhattan, Salina and Independence, all
Kan.; Mount Sterling, Ky.; Jonesboro, Kinder,
Many, Natchitoches and Westdale, all La.;
Muskegon, Mich.; Carinth, Duck Hill, Indi-
anola, Laurel and Port Gibson, all Miss.; Ben-
ton, Hannibal, High Point, Kennett, Kirksville
and St. Joseph, all Mo.; Ahoskie, Fayetteville
and Mount Airy, all N.C.; Shelby and Steu-
benville, Ohio; Ada, Ardmore, Chickasha, Du-
rant, Seminole and Stillwater, all Okla.;
Franklin, Pa.; Dillon, S.C.; Clarkesville,
Hohenwald and Shelbyville, all Tenn.; Crock-
ett, Del Rio, Fannett, Gatesville, Kerrville,
Lamesa, Mart, Nacogdoches, Odessa,
Pampa, Plainview and Victoria, all Tex.;
Charles City and Danville, Va.; Cuba City,
Wis., and Gillette, Wyo, Feb. 26

Coos Bay, Ore. (BPH-9702)—Gary Stevens
(c/o 1150 Connecticut Ave. NW, No. 1100,
Washington, D.C. 20036) for TV at ch. 41,
87.1 kw visual, ant. 188 m., Beaver Hill, 19
km S of Coos Bay. Stevens has interest in
Saga Communications Inc. (for holdings, see
wFMI(FM) Brookfield/Milwaukee and WFMR(FM)
Menomonee Falls/Milwaukee, Wis., item,
“Changing Hands,” page 48). Sept. 20, 1996

Portland, Ore. (BPH-970219IH)—American
Radio Systems Corp. for KUFO({FM): auxiliary
station. March 4

Dillon, S.C. (BPED-970220MB)—American
Family Association (see El Reno, Okla., item,
above) for FM at 90.5 mhz, 10.5 kw, ant. 135
m., N on Hwy. 38 at intersection of Hwy 38
and Hood Rd., Blenheim, S.C. Feb. 20

Lead, S.D. (BPH-970220MC)—Brian M.
Encke (932 Hillcrest Rd., Cheyenne, Wyo.
82001) for FM at 94.3 mhz, 100 kw, ant. 501
m, atop Warren Peaks, Black Hills, 11 m.
NW of Sundance, Wyo. Feb. 21

Denison, Tex. (BPED-970219MA)—Bible
Broadcasting Network Inc. (see Panama
City, Fla., item, above) for noncommercial
FM at 91.5 mhz, 4 kw, ant. 63 m, 1 km N of
SR 691, 1.6 km S of Denison. Feb. 19

Cape Charles, Va. (BPED-970219MB)—Del-
marva Educational Association (Stuart W.
Epperson Jr., director, 3780 Will Scarlet Rd.,
Winston-Salem, N.C. 27104) tor noncommer-
cial FM at 90.7 mhz, 7.5 kw, ant. 157 m., 2km
SSW of Townsend, va. Epperson owns
Salem Media of Narth Carolina inc., which
owns wtos(aMm) Winston-Salem, N.C.; is buy-
ing CP for wweG(am) Greensboro, N.C. Epper-
son owns 50% of Salem Communications
Corp., which owns kPxa(am) Phoenix; KFIA(AM)
Carmichael, kGER(AM) Long Beach, KDAR(FM)
Oxnard, kKPRZ{AM) Poway/San Marcos, Kavc
(Fm) Rosamond and KKLA(AM) San Bernardino.
all Calit.; krks{am) Denver-krks(Fm) Boulder,
KNUS(AM) Denver, kPRZ(FM) Fountain, KBIQ(FM)
Manitou Springs and KGFT(FM) Pueblo, all

Colo.; wyLL(FM} Des Plaines, Ill.; WEZE(AM)
Boston; kkms(am) (formerly kEGE) Minneapo-
lis/St. Paul; wwpu(am) Hackensack, N.J.;
wMmCA(AM) New York; wTJv(FMm) Johnstown and
wRFD{AM) Warthington/Columbus, Ohio; kPpa-
AM-FM Portland, Ore.; wrIiL(AM) and wzzD(AM)
Philadelphia; wpiT(am)-worD({FM) Pittsburgh;
KKHT{FM) Conroe, KENR(AM) Houston and
KSLR(AM) San Antonio, all Tex.; KTsL(FM) Med-
ical Lake, kaNw (AM) Burien/Seattle and
KLFE{AM) Tacoma/ Seattle, and 15% of
wAVA(FM) Arlington, Va./ Washingten.; is buy-
ing kMu{AM) Sacramento, Calif.; kikx-FM Mani-
tou Springs, Colo.; wenw (aMm) Boston; wHK{AM)
Cleveland; kews(Fm) (formerly kSNN) Arling-
ton/Dallas, Tex., and KMPS(Am) Seattle; is sell-
ing KDFx(AM) Dallas; has TBAS with WHLO(AM)
Akron and wrtor(FM) Canton, Ohio. m Epper-
son also owns 50% of kFax(Am) San Francisco
and wava(Fm) Arlington, Va./Washington; has
interest in kkLa{FM) Los Angeles and kBIQ(FM)
Manitou Springs, Colo. Feb. 19

Dillwyn, Va. (BPH-970210ME)—WKGM Inc.
(Vernon H. Baker, president/51% owner, PO
Box 889, Blacksburg, Va. 24063-0889) for FM
at 105.3 mhz, 6 kw, ant. 100 m., S side of Hwy
649, 14.2 km WNW of Dillwyn, Va. WKGM
owns WKGM(AM) Smithfield, Va. Baker has
interest in Positive Alternative Radio Inc.,
which owns woel-FM Union City, Ind.; wwwmo-
FM Asheboro and wxri-Fm Winstan-Salem,
N.C.; wcar-Fm Kingsport, Tenn.; wPER-FM Cul-
peper, wPIN-FM Dublin, wpim-FM Martinsville,
wriR-FM Salem and wpva-Fm Waynesboro, all
Va., and wpis-Fm Bluefield, W.Va.; has applied
to build FMs in Ashland, Ky.; Danville and
Lynchburg, Va., and Beckiey, Hurricane and
Pt. Pleasant, all W.va. Feb. 10

Barron, Wis. (BPH-970220ME)—Marigen
E. Anderson (1431 270th Ave., Luck, Wis.
54853} for FM at 97.7 mhz, 4 kw, ant. 123
m., 14 1/2 St., .5 mi. N of Hwy. 48. Feb. 20

Barron, Wis. (BPH-970220MF)—Thomas
F. Beschta (PO Box 703, Rice Lake, Wis.
54868) for FM at 97.7 mhz, 6 kw, ant. 100
m., E side of 18 1/2 St,, 1.3 km N or 21st
Ave., Rice Lake, Wis. Beschla owns wwLC
(Fm) Balsam Lake and waQe-am-FM Rice
Lake, Wis.; has applied to build FM in
Spooner, Wis. Feb. 20

FACILITIES CHANGES
Granted

Birmingham, Ala. (BPCT-950629K0O)—
WTTO Licensee Inc. for wrTo(Tv): change
ERP to 5,000 kw visual, ant. to 1,343 m.
Feb. 21

Ozark, Ala. (BMPED-961016iB)—American
Family Association for wAQG(FM): change
ant., TL. Feb. 24

Fairbanks, Alaska (BPCT-960621KK)—
Tanana Valley Television Co. for kKFxF(Tv):
change ERP to 7.8 kw visual, ant, to 268 m.,
ant., TL to 3.2 km NNW of intersection of
Farmers Loop and Skyline Drive. Feb. 21
Safford, Ariz. (BPH-9609091B)}—McMurray
Communications Inc. for kxka(FMm): change
TL. Feb. 24

Merced, Calif. (BPED-960715ID)—Central
Valley Broadcasting Co. Inc. for KAMB(FM):
change TL, ant., ERP. Feb. 27
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Through March 12—MID Television Interna-
tionai Television Programme Market. Dubai World
Trade Center, Dubai, United Arab Emirates. Con-
tact: +871-4-621133.

March 11—Hollywood Radio and Television
Society newsmaker luncheon featuring Deepak
Chopra. Regent Beverly Wilshire Hotel, Beverly
Hills, Calif. Contact: (818) 789-1182.

March 11—"Broadcasting: The Challenges
Ahead,” luncheon featuring Susan Ness present-
ed by the New York chapter of American Women
in Radio & Television. Hotel InterContinental, New
York City. Contact: Rosemarie Sharpe, (212) 481-
3038.

March 11—Southern Calitornia chapter of
Women in Cable & Telecommunications’ Mentor-
ing Luncheon. Bel Age Hotel, Los Angeles. Con-
tact: Katrina Sutton, (310) 998-9310.

March 11—Television acquisitions and finance
conference, presented by Kagan Seminars inc.
The Park Lane Hotel, New York City. Contact:
{408) 624-1536.

March 12—Radio & Television News Directors
Foundation annual banquet and celebration of the
First Amendment. Mayflower Hotel, Washington.
Contact: Joyce Schreiber, (202) 467-5215.
March 12-13—Association of National Advertis-
ers Television Advertising Forum. The Plaza
Hotel, New York City. Contact; Joyce Schreiber,
(202) 467-5215.

March 12-13—Radio acquisitions and finance
conterence, presented by Kagan Semlnars Inc.
The Park Lane Hotel, New York City. Contact:
(408) 624-1536.

March 13—International Radio & Television
Society Foundation newsmaker luncheon featur-
ing Frank Biondi Jr. Waldori-Astoria, New York
City. Contact: Marilyn Eliis, (212) 867-6650.
March 13-14—"Cable & Telecommunication
Finance for the Non-Financial Manager,” course
presented by Women in Cable & Telecommunica-
tions. TCI Bidg., Englewood, Colo. Contact:
Kirsten Gee, (312) 634-2353.

March 14-16—“Civic Journalism: Doing It Daily,”
workshop sponsored by the Radio and Television
News Directors Foundalion and the Pew Center for
Civic Journallsm. Swissotel, Chicago. Contact:
Kathleen Graham, (202) 467-5216.

March 15—Associated Press Radio-TV Associa-
tion regional seminar on immigration. kGTv-Tv San
Diego. Contact: Rachel Ambrose, (213) 626-1200.
March 16-19—Cable ‘97, National Cable Televi-
sion Association annual convention and exposi-
tion. Ernest Morial Convention Center, New
Orleans. Contact: Bobbie Boyd, {(202) 775-3669.
March 16-20—Electronic Indusiries Associa-
tion spring conference. J.W. Marriott Hotel, Wash-
ington. Contact: (202) 907-7971.

March 18—Federal Communications Bar Asso-
ciation luncheon featuring Sam Denaldson. Capi-
tal Hilton Hotel, Washington. Contact: Paula
Friedman. (202) 736-8640.

March 18— National Association of Minorities in
Communications annual awards breakfast. Shera-
ton New Orleans, New Orleans. Contact: Rox-
anne Yballe, (310) 404-6208.

March 18—American Sportscasters Association
12th annual Hall of Fame dinner. Marriott Marquis,
New York City. Contact: (212) 227-8080.

March 19-21—NIMA International 37 spring
meeting. Sheraton New Orleans, New Orleans.
Contact: (202) 289-6462.

March 22— American Center for Children’s Tele-
vision screening of Kid's TV: Around the World in
a Day. Goethe Institute, San Francisco. Contact:
David Kleeman, (847) 390-6499.

March 24-27—SBCA Las Vegas '97 Satellite
Show, presented by the Satellite Broadcasting and
Communications Association. Las Vegas Conven-
tion Center, Las Vegas. Contact: (800) 654-9276.

Dalehpe

March 24-30—Worid Animation Celebration.
Pasadena Civic Center, Pasadena, Calif. Contact:
(818) 991-2884,

March 26—Inlernational Radio & Television
Saciely Foundation Gold Medal Award dinner
honoring Bob Wright. Waldori-Astoria, New York
City. Contact: Marilyn Ellis, (212) 867-6650.
March 27—13th annual National Association of
Black Owned Broadcasters Communications
Awards Dinner. Sheraton Washington Hotel,
Washington. Contact: (202) 463-8970.

March 28-29—19th annual Black College Radio
Convention, presented by Collegiate Broadcast-
ing Group Inc. Renaissance Hotel, Atlanta. Con-
tact: Lo Jelks, (404) 523-6136.

APRIL

April 1—"The Business of Entertainment: The
Big Picture,” 7th annual conference on the media
and entertainment industry presented by Variety
and Schroder Wertheim & Co. The Pierre Hotel,
New York City. Contact: Margaret Finnegan, (212)
492-6082.

April 3—Broadcasters’ Foundation Golden
Mike Award Dinner. Plaza Hotel, New York City.
Contact; (203) 862-8577.

April 3-4—"Cable Television Law 1997: Imple-
menting the 1996 Telecommunications Act,” con-
ference presented by Praclising Law Institute.
San Francisco Hilton & Towers, San Francisco.
Contact: (800) 260-4754.

April 3-6—SkiTAM '97, cable industry annual
fund-raiser to benetfit the U.S, Disabled Ski Team
organized by CTAM. Sonnenalp Resort of Vail,
Vail, Colo. Contact: (303) 797-6756.

April 4-5—Texas Associated Press Broad-
casters annual convention and awards program.
Doubletree Hotel, Austin, Tex. Contact: Diana
Heidgerd, (972) 991-2100.

April 4-7—Broadcast Education Association
42nd annual convention. Las Vegas Convention
Center, Las Vegas. Contact: (202) 429-5354.
April 5-7—24th annual CAN PRO Festival, cele-
brating excellence in Canadian television produc-
tion and promotion. Westin Harbor Castle Hotel,
Toronto. Contact: David Hamilton, (416) 446-5338.
April 6—Broadcasters' Foundation invitational
golf tournament. Las Vegas Hilton Country Club,
Las Vegas. Contact: (203) 862-8577.

April 7—Association for Maximum Service Televi-
sion 41st annual membership meeting. Las Vegas
Hilton, Las Vegas. Contact: (202) 861-0344.

April 7-8—Television Bureau of Advertising sales
and marketing conference. Las Vegas Hilton, Las
Vegas. Contact: Janice Garjian, (212) 486-1111,
April 7-10—National Association of Broadcast-
ers annual convention. Las Vegas Convention
Center, Las Vegas. Contact: (202) 429-5300.
April 8—Association for Maximum Service Tele-
vision annual engineering breakfast. Las Vegas
Hilton, Las Vegas. Contact: (202) 861-0344.
April 9-12—National Broadcasting Society-
Aipha Epsiion Rho annual convention. Palmer
House Hilton, Chicago. Contact: Richard Gainey,
(419) 772-2469.

April 12—Associated Press/Radio-Television
News Directors Association/Emerson College
regional convention. Boston Marriott Long Wharf
Hotel. Contact: Bob Salsberg, (617) 357-8100.
April 14-15—Kentucky Cable Telecommunica-
tions Association annual convention. Hyatt
Regency Hotel, Lexington, Ky. Contact: Randa
Wright, (502) 864-5352.

April 15-18—Pennsylvania Cable Academy,
presented by the Pennsylvania Cable and
Telecommunications Association. Penn State
Scanticon Conference Center Hotel, State Col-
lege, Pa. Contact: Beth Boyer, (717) 234-2190.
April 18-20—Associated Press Television-Radio
Association of California-Nevada 50th annual con-
vention. Crowne Plaza Parc Fifty-Five Hotel, San
Francisco. Contact: Rachel Ambrose, (213) 626-
1200.

April 21-23—Cable & Satellite ‘97, presented by

Reed Exhibition Companies. Earis Court 2, London.
Contact: Andrea Johnston, +44 (181) 10 7866.
April 27-30—Cable Television Public Affairs
Association Forum. Renaissance Mayflower,
Washington. Contact: (202) 775-1081.

April 28—Fourth annual T. Howard Foundalion
fund-raising dinner. Tavern on the Green Restau-
rant, New York City. Contact: (703) 549-6990.
April 28-29—Exploring the Full Potential of
Fibre & Co-ax in the Access Network,” conference
presented by the Institule for International
Research. One Whitehall Place, London. Contact:
+44 171 915 5055.

April 29—SkyFORUM VII, DTH conference pre-
sented by Satellite Broadcasting and Communica-
tions Association. Marriott Marquis Hotel, New
York City. Contact; (800) 654-9276.

April 29-May 1—5th annual Direct Response
Television West Expo & Conference, presented
by Advanstar Expositions. Long Beach Conven-
tion Center, Long Beach, Calif. Contact: Liz Craw-
ford, (714) 513-8463.

April 30—The Caucus for Producers, Writers &
Directors general membership meeting. Jimmy's
Restaurant, Los Angeles. Contact: David Levy,
(818) 843-7572.

April 30—Federal Communicalions Bar Associa-
tion luncheon featuring Reed Hundt. Capital
Hilton Hotel, Washington. Contact: Paula Fried-
man, (202) 736-8640.

April 30-May 2—The Radio Only Management
Conference, presented by Inside Radio Inc. The
Phoenician, Scottsdale, Ariz. Contact: Kyle Ruf-
fin, (609) 424-6800.

May 4-7—Clarltas inc. 7th annual Precision Mar-
keting Conterence. Disney Yacht and Beach Club,
Orlando, Fla. Contact: {703) 812-2700.

May 9-11—Federal Communicalions Bar Associa-
tion annual seminar. Kingsmill Resorl, Williamsburg,
Va. Contact: Paula Friedman, (202) 736-8640.
May 11-14—Canadian Cable Televislon Assocl-
ation annual convention and Cablexpo. Metro
Toronto Convention Center, Toronto. Contact:
(613) 232-2631.

May 12—56th annual Peabody Awards lun-
cheon. Waldori-Astoria, New York City. Contact:
Barry Sherman, (706) 542-3787.

May 15—Deadline tor call for papers for the
IEEE Broadcast Technoiogy Society 47th annual
Broadcast Symposium. Contact: Dr. Geratd
Berman, (301) 881-4310.

May 20—!nlernational Radio & Television Society
Foundation awards luncheon. Waldorf-Astoria, New
York City. Contact: Marilyn Ellis, {212) 867-6650.
May 21.23—-37th annual Broadcast Cabie
Financlal Management Association conference.
Hyatt Regency Embarcadero, San Francisco.
Contact: Mary Teister, {847) 296-0200.

June 4-7—Promax and BDA '97 conference and
exposition, presented by Promax international and
BDA international. Navy Pier Conventicn Center.
Chicago. Contact: (310) 788-7600.

June 8-14—18th annual Banff Television Festi-
val. Banff Springs Hotel, Banff. Alberta, Canada.
Contact: (403) 678-9260.

June 11—Radio Mercury Awards, presented by
the Radic Creative Fund. Waldorf-Astoria, New
York City. Contact: {212) 681-7207.

June 12-17—20th Montreux International Tele-
vision Symposium and Technical Exhibition,
Montreux Palace, Montreux. Switzerland. Coniact:
+44 21 963 32 20.

June 23-25—Wireless Cable Association 10th
annual convention and exposition. Anaheim Con-
vention Center/Anaheim Marriott Hotel, Anaheim,
Calif. Contact: (202) 452-7823.

Major Meeting dates in red
—Compiled by Kenneth Ray
{ken.ray@b&c.cahners.com)
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EifthhEstater

No couch, but lots of potatoes

be sitting in a room without windows

somewhere in the Midwest, rather
than in her midtown Manhattan suite over-
looking Times Square.

She should probably be listening to peo-
ple’s problems as they lie on her couch, she
says, instead of directing traffic at a 160-
employe company.

“My family is full of very ambitious and
talented people,” Gruen says. “*I'm the first
one without a PhD [behind] my name. And
until ncw, its been tough at cocktail par-
ties.”

No need to fret—Gruen is no failure.
Instead of Dr. Gruen, the sign on the door
says she’s president and CEO of the Tele-
vision Food Network.

Gruen holds a master’s degree in educa-
tional psychology and in the early 1970s
wis a schoolteacher and psychologist in
Bedford, N.Y. Since last summer, howev-
er, she has been at the helm of TVFN, cap-
ping a 25-year run in entertainment promo-
tion anc marketing.

“l always thought my interest in the arts
was just a hobby,” says Gruen, whose
musical abilities cover everything from the
fiddle to the harp. “Growing up around sci-
entists and doctors, I didn’t think you could
make a living doing anything else.”

Gruen appeared to be following the
PhD track until 1974, when she promoted
a folk concert while studying at the Uni-
versity of Wisconsin. Gruen and a few
friends hung posters, rallied students and
promoted what turned out to be a “‘very
successful” concert.

“We sold out the damned thing,” Gruen
says. “‘l couldn’t believe it. That really got
me started. But to this day, I look back and
think what might have been if the concert
had been a failure. [ might still be sitting in
some windowless room talking over peo-
ple’s problems.”

Following the concert, Gruen founded
Madison Folk Productions, a small pro-
motions firm that brought folk acts to
Wisconsin. From there she landed in
Knoxville, Tenn., where she was student
activities manager for the University of
Tennessee. For two years she promoted
everything from opera to rock concerts,
even promolting one of Elvis Presley’s
final concerts in 1977.

Two years later, Gruen found herself in
New York City as director of promotions
for the Aspen Music Festival. The festival

E rica Gruen says she should probably

“People want to be
eitertained. That
doesn’t mean they
don’t want to learn
aaything.”

Erica Gruen

President/CEO, TV Food
Network, New York; b. May 15,
1851, Chicago; BA, psychology,
Uriversity of Michigan, 1972;
MS, education psychology,
University of Wisconsin, 1975;
president Madison Folk
Productions, Madison, Wis.,
1875-76; student activities
manager, University of
Tennessee, Knoxvill2, 1976-78;
director, promotion and PR,
Aspen Music Festival, Aspen,
Colo/New York, 1978-80;
marketing manager Bravo,
Woodbury, N.Y., 1930-82;
associate media diractor/senior
VP/director, strategic media
resources, Saatchi & Saatchi,
1€82-96; director of media
services, Merkley, bewman,
Hzrry, February-June 1996;
prasent position since 1996; m.
Jan Marc Levy, June 1986;
child: Anna, 3.

was in Colorado during the summer, but
the position required working out of New
York the remainder of the year.

But working in New York brought her
to Rainbow Programming Services,
where she was marketing director for the
launch of cable network Bravo in 1980.
Gruen considers that her “first real break
in the business.”

While at Bravo she got her first shot at
producing, with a 12-minute profile of a
violinist. It turned out to be the first of hun-
dreds of programs she produced.

“In 1980, three million people had
cable,” Gruen says. 'l went to the library
when [ started at Bravo and looked up
cable in the periodical section. There were
three listings. That’s it.”

Gruen parlayed her cable experience into
advertising, and wound up at Saatchi &
Saatchi in 1982. While there she produced
over 450 half-hour programs for Procter &
Gamble, Toyota and other top corporate
companies.

Gruen joined Merkley, Newman, Harty
in February of tast year. While at Newman,
she was involved in a monthly dining club
she calls “Media Salon.” The group, com-
prising a dozen or so advertising. broadcast
and cable industry executives, met regular-
ly to share their experiences. Reese Schon-
feld, who founded TVFN, was a regular
member of the dining dozen. Through
Schonfeld and other friends, Gruen was
asked to take over as president of TVFN.

Since joining TVFN last June. Gruen
has helped put the channel on the map.
The network will soon reach over 24 mil-
lion cable and DBS subscribers. Shows
such as Essence of Emerald and
Ready...Set...Cook have received national
attention and have changed the face of
TVEN.

Gruen says the network, which
launched in November 1993, already had
“a lot of the ingredients™ in place before
she got there. But she felt it was missing
one aspect—an engaging, entertainment-
like format.

“People want to be entertained,” Gruen
says. That doesn’t mean they don’t want
to learn anything, because we certainly
have that here, but people just want to
have fun.”

I had two grandmothers who were out-
standing cooks,” she says with a laugh. “|
enjoy cooking. But entertaining and
putting on a show are what [ do best.” —JS
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BROADCAST TV

Michael Morrison, manager. East Coast
programs, NBC Entertainment, New
York. numed director. entertainment

programs. East Coast.

Appointments at WGNT(TV) Portsmouth,
Vi.: Patric Anderson, producer/director,
WTKR(TV} Norfolk. V.. joins as senior
producer/director: Mike Hilton, commer-
cial dubber and master control opera-
tor. named promotions assistant.

Princell Hair, assistant news director.
wepPx-Tv Orlando. Fla., joins wMAQ-TV
Chicago as news director.

Neal Baker, writer/producer, sports divi-
sion. WNBC(TV) New York. named
sports management producer.

Jim Barker, GM. Maximum Coverage
Media. Del Mar. Calit.. joins KSWB(TV)
San Diego as local sales manager.
Daniel Longest, director, consumer pro-
motion. ABC Marketing. New York,
named VP. promotion marketing.

Michael Renda, director. sales. wLWT(TV)
Cincinnati. joins wiw-Tv Cleveland as
VP/GM.

Larry Hart, director. electronic publicity,
production. NBC Entertainment. Los
Angeles. named VP.

Lisa Mastoon, producer. Ten O Clock
News, wTXFTV) Philadelphia. named
managing editor.

Appointments at Maryland Public Tele-
vision. Baltimore: Larry Unger, presi-
dent. Quantum Marketing Group, joins
as senior VP, administration and
finance; Marty Jacobs, director. finance,
named VP: Gladys Kaplan, director,
human resources. named VP: Ann Engel-
man, program schedule and acquisitions
director. named VP. programing/broad-
casting services: Everett Marshbum,
director. regional production. named
VP. broadcast production; John Potthast
and Barry Friedly, interim VPs. named
VPs. national productions and member-
ship. respectively.

Denise Parent, senior corporate counsel,
Providence Journal Co.. Providence,
R.I.. joins LIN TV Corp. there as
VP/deputy general counsel.

PROGRAMING

Serge Karamanoukian, sales executive,
The Fremantle Corp.. joins Unapix
Entertainment. New York, as direc-

eSS EOLIUIALS

tor, North America.

Norman Powell, supervising producer,
Orleans, joins MTM Enterprises Inc.,
Swudio City, Calif., as senior VP, pro-
duction.

Andrew Wilk, VP,
programing,
National Geo-
graphic Televi-
sion, Washington,
named senior VP,
programing and
production.

Eric Steinberg,
executive director,
research, Para-
mount Television
Group, Hollywood, named VP.

Lou LaTorre, president/COQ. sales and
marketing, New World Communica-
tions. named president, advertising
sales, Fox Sports and FX, Beverly
Hills, Calif.

Alan Sutton, VP,
national publicity,
Universal Pictures,
Universal City,
Calif., named
senior VP, distrib-
ution and market-
ing.

Appointments at

| Fox After Break-
Sast, New York:
Lori Dolney Levine,
talem executive, The Par Bullard Show,
joins as senior talent executive; Kelly
Burkhard, talent booker. The Charlie
Rose Show, joins as talent executive.

Sutton

Joel Lewin, manager, Northeast sales,
Wamer Bros. Domestic Television Dis-
tribution. New York, named director,
Eastern sales, Telepictures Distribution
there.

Veronique Heim, deputy managing direc-
tor, The Fremantle Corp. Ltd., London,
named managing director.

~ RADIO

Appointments at SFX Broadcasting
Inc., Houston: Michael Crusham,
VP/GM, KLBJ-AM-FM and KAJZ(FM)
Austin, Tex., joins as VP/market gen-
eral manager, KODA(FM), KKRW(FM),
KNUZ(AM). KQUE(FM), all Houston;
Michael Nasser, general sales manager,
KODA, named station manager: Frank

| Carter Jr., local sales manager, KODA,

named station manager, KKRW,

Pat Amsbry, VP/regional manager,
Allied Radio Partners, joins American
Radio Systems, Sacramento, Calif., as
national sales director.

Bernie Gould, Southeast region broad-
cast sales manager, United Press Inter-
national, Washington, adds worldwide
satellite multiplexing services to his
duties as national sales manager,
broadcast, there.

Ron deCastro, local sales manager,
Bamstable Broadcasting’s WHLI(AM)/
wKJY{FM) Hempstead, N.Y., named
general sales manager.

Caroline Forbes,
affiliate relations
representative,
United Stations
Radio Networks
Inc., New York,
named manager,
affiliate relations,
radio comedy
division.

Charles Richardson,
VP/GM, WENN-FM
and wAGG(AM) Birmingham, Ala.,
joins wCKx(Fm) London/Cincinnati,
Ohio, in same capacity.

Dell Kennedy, radio broadcasting
instructor, joins WGBK(FM) (formerly
wMwa) Glenview, Ill., as GM.

Heidi Sterm, midday host, WBZz(FM)
Pittsburgh, joins wTMx(FM) Skokie/
Chicago, I11., as evening host.

Josh Goodman, afternoon host,

wpLY (FM) Media/Philadelphia, Pa.,
joins wwsN(FM) Charlotte, N.C., as
host, middays, and assistant program
director.

Doug Steme, VP/GM, wMVP(AM)/
wLup-FM Chicago, joins KKSF(FM) San
Francisco in same capacity.

Forbes

CABLE

Nan Richards, executive VP, Tumer
International Advertising Sales Ltd.,
and Andy Bird, senior VP/managing
director, Turner Entertainment Net-
works International, named co-manag-
ing directors, Tumer Broadcasting Sys-
tems Ltd. Europe.

Carolyn Lyons, associate director, pro-
graming and advertising, Continental
Cablevision, Boston, named director,
programing development.
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Kirk Vamer, director, news services,
Time Wamer Cable, Stamford, Conn.,
named VP.

Phyllis Ehrlich, editorial director, Kids
| magazines, Walt Disney Co., joins
Tumer Broadcasting Sales Inc., New
York, as VP, strategic marketing, kids,
[ teens and young adults.

Terry H. Lee, 1912-1997

Terry Lee, 75, former chairman and CEQ of Storer
Communications Inc. (based in Miami), died Feb. 14 at
his home in Naples, Fla.

In the early years of Lee’s career he owned an adver-
tising agency in Houston. He held various positions at
radio and television stations in Houston and Sacramen-
to, Calif., before joining Storer in 1958 as general man-
ager, wvue-Tv Philadelphia. He served at wiTi-Tv Mil-
Lee in 1986 waukee and then waGa-Tv Atlanta. Later, he became
VP, television, and executive VP, then president and ultimately chairman
and CEOQ. He retired from that post at Storer in 1987.

Active in industry affairs, Lee was a board member on many organizations,
including IRTS, NATAS and NCTA. He was chairman of the board of the
Television Bureau of Advertising and the Association for Maximum Service
Television from 1967-1987 and was a dedicated and effective force on behalf
of the MSTV's efforts to preserve and improve the technical integrity of the
nation’s broadcast system. In addition to his industry service, Lee was on the
national board of the Muscular Dystrophy Association (MDA). Robert Ross,
senior VP/executive director, MDA, credits Lee with building the stature,

Ashendorf

Malamud

Appointments at MTV Networks, New

York: Jason Malamud, director, national
accounts, affiliate sales and marketing,
named national director, affiliate adver-
tising sales; Sandy Ashendorf, VP, busi-
ness development team for affiliate
sales and marketing, named senior VP,
affiliate sales and marketing.

Appointments at Turner properties:
Ronnie Gunnerson, senior VP, public

s relations, West

| Coast, Turner
Home Entertain-
ment, Los Ange-
les, named VP,
corporate affairs,
Tumer Broadcast-
ing System,
Atlanta; Don Smith,
senior producer,
TalkBack Live,
CNN, Atlanta,
named executive producer; Lauren Thier-
ry, correspondent, CNBC, joins CNN
Financial News, New York, as anchor;

_ Gunnerson

character and effectiveness of the telethon network by donating airtime and
facilities and never charging MDA—an example of public service that
inspired his broadcasting colleagues to do the same.

Lee is survived by his wife, Mary; six children, Jeffrey, Andy, Lynda,
Cathy, Elisa and Kirby; and six grandchildren. The family requests that any
donations be sent to the Muscular Dystrophy Association, 3300 E. Sunrise

Drive, Tucson, Ariz. 85718.

~DS

William Tucker, VP, CNNfn, named cor-
respondent, CNN Financial News.

David Sears, VP, sales and affiliate rela-
tions, Westemn region, Playboy Televi-
sion, joins Request Television, Denver,
as senior VP, sales and affiliate rela-
tions.

Appointments at Showtime Networks’
international business development divi-
sion, New York: Judith Pless, VP, named
senior VP; Robert Hayes, director, named
VP; Mark Becker, VP/counsel, named
senior VP/associate general counsel;
Kenneth Hershman, VP/counsel, named
senior VP/associate general counsel.

Appointments at Communications Equity Associates, Tampa, Fla.

Evan Blum, senior associate, New York office, named VP, broadcasting; Ann
Brady, marketing coordinator, named marketing manager; Tom Cardy, Senior
VP, entertainment and new media, named executive VP; Nora Feeley, market-
| ing manager, Denver office, named director, marketing; Scott Feuer, manager,
business planning and development, attractions, The Walt Disney Co., joins
as VP, entertainment and new media; Gina Fevrier, research analyst, named
manager, research and corporate library; Clark Gadson, associate, New York
office, named senior associate; Beverly Harms, senior VP, new business ven-
tures, named senior VP, managed investments; Suzette Kolacki named office
manager, New York; Chris Laping, database administrator, named systems
manager; Nancy McNamara, regional office administrator, named office admin-
istrations manager; George Pollock Ir., manager, affiliate investments, named
CFQ, merchant banking division; Elizabeth Redd, business development ana-
lyst, named investor relations manager; merchant banking; Mike Xenick, finan-
cial analyst, named VP, entertainment.

Amy Baxter, senior representative, cus-
tomer relattons, American Airlines, and
Ms. Wheelchair America 1996, joins
Kaleidoscope Television, San Antonio,
Tex., as liaison between Kaleidoscope
and its National Advisory Board, which
comprises more than 200 health and
disability organizations.

~ TECHNOLOGY

| Wes Hanemayer,
VP, distribution
systems, Tumer
Network Sales,
joins Vyvx Inc.,
Tulsa, Okla., as

| VP, operations

| and engineering.
John Alburger,
research and
development lab
manager, Hewlett-

Packard, joins Chyron Corp., Melville,

N.Y., as VP, engineering.

__ ADVERTISING/MARKETING

Appointments at The Matthau Co., Los
Angeles: Melissa Wright named director,
creative affairs; Cathie Lynn Lamm named
director, operations and business affairs.

Hanemayer

—LCompiled by Denise Smith
e-mail: d.smith@b&c.cahners.com
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Senate Majority Leader
Trent Lott (R-Miss.) and
Commerce Committee
Chairman John McCain
(R-Ariz.) have “outlines
of an agreement” on
FCC nominations,
McCain said last week.
“I hope by next week we'll
finalize that,” said McCain,
who has been backing
Michael Powell for an FCC
seat. Meanwhile, House
Telecommunications Sub-
committee Chairman Billy
Tauzin (R-La.) said he sup-
ports Powell for a Republi-
can FCC seat. Tauzin also
has said he supports a
reappointment for FCC
Commissioner Rachelle
Chang, while Lott already
has recommended nomi-
nating House Commerce
Committee Chief Economist
Harold Furchtgott-Roth.

Reed Hundt last week
asked the National
Association of Broad-
casters for information
on the time and dollar
value of all PSA time
contributed by broad-
casters during the last
decade on a yearly
basis. Hundt also request-
ed the time-and-dollar value
of broadcast self-promo-
tions during the same peti-
od. “If the amount of PSAs
continues to decline, should
Congress or the FCC do
anything about that
decline?” Hundt asked in a
letter to NAB President
Eddie Fritts.

The Fox Broadcasting
Networlk, its Fox Sports
Net collection of region-
al sports networks and
cable network FX will
combine to televise
over 1,000 Major
League Baseball games
during the 1997 base-
ball season. The majority
of the games will be seen
on Fox Sports Net, which
will air regional telecasts.
On Monday nights, FX will
carry two national games,

IinlBriel;

access that video.

NBC Desktop to be recast

NBC and Microsoft plan to reconfigure NBC Desktop
Video as a Web-based service operated by MSNBC
and showcasing Microsoft's NetShow video streaming
technology. NBC Desktop Video delivers video from
press conferences and other events via computer.
Until now, the service required special software to

The move—to be officially announced today—
extends the business relationship established
between NBC and Microsoft when MSNBC was creat-
ed last fall. The two companies had intended to oper-
ate NBC Desktop under the MSNBC umbrella from
the outset, according to an MSNBC source. A key rea-
son for making the move now is to provide a high-pro-
file venue to demonstrate NetShow 2.0, the latest iter-
ation of Microsoft's video streaming software. The
imminent release of NetShow 2.0 is expected to coin-
cide with the debut of the new MSNBC Desktop, which
had required its own proprietary transmission technol-
ogy. “MSNBC Desktop is sort of their poster child,”

says an MSNBC source. —RT
one each for the West and taking over for depart-
East Coasts. Fox Sports ing Michele Farquhar as
Net will do likewise on chief of the FCC's Wire-

Thursday nights, and the
Fox Broadcasting Network
will continue its exclusive
Saturday afternoon game of
the week. ESPN already
has rights to national
Wednesday and Sunday
baseball telecasts.

Revenue generated by
local TV advertising
sales in 1996 topped
$7.1 billion last year,
marking 8% growth,
according to a report
released last week by the
Television Bureau of Adver-
tising. Spot TV grew 7%, to
top $7 billion. The growth in
local advertising was largely
fueled by increases in the
banking and finance cate-
gories. Ad dollars from loan
and mortgage companies
grew 31% in 1996; banks
and savings and loans were
up 21%. Spot advertisers
posting hefty increases
included McDonald’s
(138%), Boston Chicken
(93%) and Sony Corp.
(52%).

Daniel Phythyon will be

less Telecommunica-
tions Bureau, commis-
sioner sources say. Far-
quhar plans to leave the
FCC next month.

Ten days after Rupert
Murdoch joined forces
with EchoStar Commu-
nications to jump-start
News Corp.'s entry into
domestic DBS busi-
ness, DirecTV unveiled
plans to add 14 new
channels and overhaul
its programing pack-
ages. DIRECTV is also cut-
ting subsidies for the
receivers that subscribers
need to connect additional
TV sets in the home, rais-
ing the monthly service fee
from $1.95 to $4.99.
Among the 14 channels
joining the DIRECTV uni-
verse next month are the
TV Food Network, WGN-Tv,
Discovery’s Animal Planet
and AMC's Romance
Classics. The primary
change in DIRECTV’s mar-
keting strategy involves
incorporating its basic 70-

channel “Total Choice”
package into all premium
sports- and movie-oriented
packages. DIRecTV offi-
cials say the reorganiza-
tion was prompted by
requests from its 2.4 mil-
lion subscribers.

Fox has picked up
another 22 episodes of
Party of Five, which will
start its fourth year on the
network this fall. The drama
from Columbia TV ranks
No. 1 in its time period
among adults 18-34 for the
season.

In other Fox news, the
midseason drama Law-
less, which was sched-
uled to premiere from 8-
9 p.m., March 21, in the
time slot now held by
Sliders, will debut at 9-
10 p.m., March 22. Cops
will still air at 8-8:30 p.m.,
while America’s Most
Wanted: America Fights
Back moves to a half-hour
show from 8:30-9 p.m. to
accommodate Lawless.

Canadian cable operator
Shaw Communications
and DTH provider Star
Choice Communications
are joining forces to
offer DBS service by the
end of next month. The
Calgary-based Shaw will
invest as much as C$55
million in capital and uplink
facilities for a 50% stake in
Star Choice. The compa-
nies, which will have a com-
bined value of C$110 mil-
lion, say they plan to offer
DBS in Canada by April 30.

TCI Communications
(TCIC) will issue $500
million in trust preferred
securities beginning
this week. Brendan
Clouston, the newly named
CFO at TCIC parent TCI,
said the company intends
to use the proceeds to buy
back publicly traded debt
and repay commercial
paper and bank debt.
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News Corp.'s Rupert
Murdoch and EchoStar's
Charles Ergen already
are knocking on Capitol
Hill doors to encourage
favorable legislation on
DBS local signal retrans-
mission. Murdoch paid a
visit to Senate Judiciary
Committee Chairman Orrin
Hatch (R-Utah) last week,
and both Murdoch and
Ergen visited House
Telecommunications Sub-
committee Chairman Billy
Tauzin (R-La.) and Senate
Commerce Committee
ranking member Ernest
Hollings (D-S.C.). Murdoch
and Ergen set up a meeting
with House Courts and
Intellectual Property Sub-
committee Chairman
Howard Coble (R-N.C.), but
Murdoch missed the meet-
ing because of a delayed
flight.

CBS Eye on People is
launching an advertis-
ing campaign today
with the slogan “Real
Stories—Real People”
and featuring the net-
work’s new logo. The net-
work itself is set to air
March 31. The logo was
designed by Lee Hunt
Associates. Ads for Eye
on People will be featured
in 10-, 20- and 30-second
spots on the CBS Televi-
sion Network and CBS's
owned-and-operated radio
and TV stations. Eye on
People continues to
cross-brand itself by
adding CBS anchors to its
ranks. CBS News Sunday
anchor John Roberts will
host Under Fire, which will
look back on battles and
wars through the eyes of
reporters and other peo-
ple who participated in

them. Robetts, three CBS
This Morning anchors and
former CBS news anchor
Charles Kuralt all will help
launch the new network
by hosting shows.

Bob Sanitsky, the for-
mer vice president and
head of syndication
and cable department
for ICM, was named
president of the newly
formed domestic divi-
sion of PolyGram Tele-
vision, effective April
1. Sanitsky will oversee
PolyGram TV's develop-
ment and distribution of
programing for network,
cable and syndication.

The management of
hockey’'s Philadelphia
Flyers has filed a libel
suit against sports/talk
wir{am) Philadelphia talk
show host Craig Carton
and owner Infinity
Broadcasting after the
station allegedly reported
that the team captain was
suspended from playing in
a weekend series because
he was hung over. The Fly-
ers maintain that captain
Eric Lindros was benched
because of an injury. The
Flyers are requesting
“immediate release from
the current broadcast
agreement” and want to
“buy out the remaining

term” of its contract with
wiP, which gives the station
broadcast rights to Flyers'
games, said a team
spokesperson. wip station
management had no com-
ment on the lawsuit. Carton
allegedly made the com-
ments about Lindros during
a 2-6 p.m. airshift Feb. 28.

Canadian officials gave
AlphaStar Canada the
OK to use U.S. satellite
capacity to provide
direct-to-home broad-
cast service to Canada
for an interim period. A
key provision in the
approval is that AlphaStar
transfer Canadian services
to a Canadian bird once
capacity is available. The
interim measure is permit-
ted under a 1972
Canada/U.S. agreement
that allows satellites of
either country to be used
when there are capacity
shortages.

TCI Chairman John Mal
one has increased his
holdings in TCI Satellite
Entertainment (TSAT)
from 220,000 Class A
shares to 1.67 million
shares after buying 1.45

million shares of TSAT

in late February. Malone
now hoids 2.9% of out-
standing TSAT shares. To
raise money for devel
opment of its MMDS
spectrum, CAl Wireless
has signed a letter of
intent for up to $30 mil-
lion in financing. Funds
will come from a $25 million
two-year term loan.

Teleport Communica-
tions Group Inc. (TCG)
has postponed a $200
million stock offering
and a $350 million
bond deal because of
market conditions.
Revenue from the bond
offering was to be used
for the company’s 1998
capital requirements.
TCG also said US West
Media Group's (UMG)
Continental Cablevision
division has reduced its
stake in TCG to below
10%. Continental had
until June 30 to lower its
TCG stake below 10%
and has until Dec. 31,
1998, to completely divest
its TCG holdings under a
ruling by the U.S. Justice
Department that was a
condition for the
UMG/Continental merger.
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

Give it up, Jack!

Talk about a slippery slope. That V-chip ratings system so
swiftly embraced by the television and cable industries is
about to head precipitously downward. Having said that the
system it came up with would stand in concrete against any
government objection, the industry is again about to cave.
This time it will be to admit content considerations into
what was designed as an age-based system.

You heard it here first: That won't work either. If you
think all those critics objected when shows were catego-
rized by age. wait until they start arguing about content.

The problem is, all these decisions are being made on the
basis of PR and quid pro que, not principle. Broadcasters
were willing 1o trade their First Amendment heritage for
the promise of digital spectrum. Cable wanted to get into
telephony (that’s another editorial). Both were afraid of
being painted with a prurient brush if they said no to the
President. Hence “The Elegant Surrender,” as our cover
proclaimed that shametul week.

Here's the deal. Broadcasters and cable operators should
program exactly what they think appropriate for any hour
of the day or night and let it go at that. 1t should not be a
case of broadcasting and cable tuking the government to
court; it should be one of the government taking broadcast-
ing and cable to court. That one we’d win hands down.

What should the industries do at the moment? Announce
that they ‘re withdrawing the present ratings system for
repairs. and then bury it.

It is intolerable that the Fifth Estate go wimpily into the
next century with every single television show bearing a
mark ot dishonor—somebody else’s appraisal of its worth.
It is also inevitable, as things stand now. Remember, the
politicians and the critics are not out to label television pro-
graming. They are out to change it. They 're already in for a
penny and they're going for a pound.

Stalled at the start

A curious phenomenon is manifesting itself in regard to
digital television. The broadcasting industry that has been
beating on the FCC’s doors for nine years to get a standard
and the necessary spectrum is now dragging its teet about
getting on air. What's going on here?

You won’t tind the answer on this page, but we re willing
to kick it around. The negotiations between FCC Chairman
Reed Hundt and the industry are going roughly like this:

Hundt, concentrating on the largest broadcasters. wants
all 26 network O&Os in the top 10 markets to be up and
running within a year. That would assure multiple-station
coverage to about 30% of the country’s viewers and give a
kick start to the set manufucturing industry. Such an infu-
sion at the top would presumably trickle down elsewhere.

The networks, instead, are oftering to put half of those
0&Os on the digital air in the first three years and the other
half in the following three. That would leave New York
City with but one digital signal tor at least three years.

Now. we agree with the networks that the Hundt scenario
is far too generous with somebody else’s money and may
not be realistic in practical terms (where Lo get lower space.
clearing the new plant with local zoning authoritics, getting
past the FAA). But we agree with Hundt that where there’s
a will there’s a way.

What this game doesn’t need is another bureaucracy. but
we know what we'd do. We'd go back to Dick Wiley. who
created digital HDTYV in the tirst place, and ask him to
mobilize a government/industry task force to implement the
digital revolution as quickly as humanly possible. We'd say
five years tops, with a goal of 20% additional penetration
cach year. Remember the Liberty Ships*?

*A World War Il emergency shipbuilding program that produced 2.6 10 EC-
2 class ships. One was launched 10 days after its heel was aid.
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Turner Broadcasting joins the industry
iIn mourning the loss of our friend.
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PROGRAMMING
THAT'S WORTH TS WEIGHT IN
bOLD..

The Alfred |. duPont-Columbia University Gold Baton Award, 5 Gold Awards from the New York Festivals.

SIVER...

3 Silver Awards from the New York Festivals.

BRONTE

4 Bronze Awards from the New York Festivals.

It's an hcnor to be concistently recogni=en as the world’s leading
producer of original, non-fiction entertainment.

T Decvery Animal
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