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Your company will take either one road or the

a2 25

"4
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Our VideoSiore™ Mulrichannel Video File Server: This solution is ideal for broadcasters, telcos, cable systems and
interconnects who are looking for a cost-effective, stand-alone. complete commercial insertion package.

And it is, indeed, a complete package. The VideoStore System has the capacity to offer hundreds of hours of storage
and hundreds of channels of programming. Not to mention MPEG-2 Main Profile at Main Level
(MP@ML) for the outstanding picture quality that you've come to expect from Sony,

It's also entirely broadcast ready, with support of closed-captioning and expanded motion

estimation, four channels of audio, and instant access (o all video clips in your library.

Yet its highlights don't stop there. There's also our Predictive Maintenance™ feature.
One Road For
Digital Ad insertion.

Our VideaStore file server is a complere  know Of virtually all potential problems hefore they become real ones.
cost-effective package for auromared
broadcast master control. Plus, with the VideoStore System’s open protocol. even third party automation vendors

Its built-in redundancies offer maximum protection against mishaps while letting you

can use any control platform to operate the VideoStore System. In other words. you get the flexibility that you want. that

you require, and that is 50 nccessary to integrate the automation software package that's best for your station.

Sony Electronics Inc.. Business and Professional Group. 3 Paragon Drive. Montvale. NJ 07645, © 1997 Sony Electronics Inc. Reproduction in whole
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other. Which explains why we’ve taken both.

FlexSys™: Our FlexSys System is modular, making it well suited for broadcasters of most any size, network control
environments, cable networks and p-ogramming orig-nators.

That's especially true if you consider configurability, growth and comprehensive management of both program and
commercial material into a plant-wide digital format to be important requirements,

With hundreds of hours of storage capacity, the FlexSys System is more than capable of handling

all your long- and short-form programming needs. You can use it for the origination, contribution

and distribution of all your transmission materials. And with its MPEG-2 4:2:2 profile compression

& -

technology, our FlexSys System consistently delivers supe-ior signal quality, enhanced chroma, full
Another Road For
Digital Ad Insertion.
Our FlesSys Sysiem is o modular system for

. . .. . integrating commercial and program
eing the transmission comporent of your digital environment.  marcril into a plans-wide digita! solution.

VBI support, frame accurggeand minimum degradation during subsequent recompression.

What's more, with its ponent Serial Digital outputs. the FlexSys System offers complete
digital signal integrity wh
For additional infornillion on our VideoStore and =lexSys Systems, simply call us at 1-800-472-SONY, ext. INSERT.

Or you can visit us on tt# Internet. Qur address is htta:/fwww.sel.sony.com/SEL /[bppg/ videostore/index.html.

SONY
1

or in part without written penr&'ﬁsinn is prohibited. All rights reserved. Sony, VideoStore, Predictive Maintenance and FlexSys are trademarks of Sony.
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TOP OF THE WEEK / 6

Hearst picks up some Argyles Hearst Corp. and Argyle Television Inc. an-
nounced plans to join Hearst's TV stations with Argyle’s and name the group Hearst-Argyle
Television Inc. The new group would own more ABC affiliates than ABC Inc. itself. / 6

New late-night wars Tte syndicated laie-night arena this fall is shaping up to be a
three-way brawl between NBA great Earvin “Magic’ Johnson, comic auteur Keenen lvory
Wayans and the creative vision of music legend Quincy Jones. / 7

CBS opens new Eye CBS Eye on People is set to launch with 2 million subs. adding
¢ an additional million each month to end 1997 with 10 million. / 10

Tribune ups its stake Tribune Broadcasting Co. has invested another $21 million in
The WB, boosting its stake in the Time Warner netlet to nearly 22% / 10

Semfeld rooF' tirst place away X
from "Home Improvement’ in  Broadcasters make DTV promises Viewers in San Francisco and Washington

access for the lirst time, and k .. . : : 1
continued to reign in ea,,‘i, will see digital signals from three commercial networks by Christmas 1998, under the

fringe and late night.. / 11 broadcast industry’s latest DTV plan. / 15

Playboy, Spice iose in high court Playboy plans io continue its batile against new cable scrambling rules after
a Supreme Court ruling cleared the way for the rules to take etfect. / 18

BROADCASTING / 31 CABLE / 59

Dramas fall in March Signs of weakness in the Big | NAB’s Fritts finds common ground with DBS
Four’s midseason lineup appeared again last week with Fox’s | The working relationship between broadcasters and DBS op-
cancellation, after only one airing, of Lawless, an action dra- | erators appears 1o have 1aken a leap forward at SBCA "97.
ma once billed as a potential magnet for male viewers. / 31 | NAB President Eddie Fritts told the SBCA last G

Countering boosted sweeps ratings The ools | “eek that the I“;’O aailis h'ds‘;
for combating TV ratings hypoing are already here, says great gotential. for synergy. /

Jim Beyloyianis, president of the Katz Television Group., Vogel out at EchoStar
who advises projecting demo ratings from overnights. / 32 | EchoStar Executive Vice President ‘f
Radio’s unfair share of car dollars A new Gt Vogel o hao e et e
report finds that new-car shoppers spend more time listen- | tion in the |'ndu§tr'y tor being "h? thatfing ~RECOVERY
ing to radio than reading newspapers or magazines, but guy Wh:i) "ﬁ“de el wor(li( _h"': Mgniliceni =
auto advertisers spend considerably less money on radio IESIEIEY, e TOmMp MY dUSEn e ALt & il i 4
O — p 40 ; 4 intend to replace him. / 59 carriage on cable systems,
print media. / analysts say. And there
— = are nearly 200 of them in
Baseball scores $ 315 TB’BME%@ search of an audience. / 62

miflion in rights Broan-
CASTING & CARLE's annual survey
reports that Major League Base-

PBS adds sights, sounds to local scenery
PBS Online has revamped its Website, offering a map of
Bl T i “neighborhoods™ for easy navigation, and multimedia to
ball teams will receive hundreds . ‘
A ’ sy make the stroll more nteresting. / 66
of millions from local broadeast

stations and regional cable net- TECHNOLOGY / 68

{ works for the rights to carry their
games this season. / 24 SPECIAL REPORT: BROADCAST SERVERS

! Cover by Dennis Brack/Black Star sering it up for NAB The world of video servers
moves fast, and the big players in disk-based video storage
and playback will roll out new products and praduct

Baseball comes out of a slump B.seball ap-

pears to be eme-gir g from a slump. now that the players’ enhancements at NAB '97. / 68
strike 18 pest ard interleague play lies ahead. The broad-
casters, caole networks and teams that will air thousands Changing Hands......37 Datebook .............. 90 For the Record .......87
of games cre bullish about the 1997 season. / 25 Classified ..............78 Editorials............... 98 inBrief ... 95
—— — | Closed Circuit ....... 16 Fates & Fortunes....92 Network Ratings.....36
4 March 31 1957 Broadcasting & Cable
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Hearst stocks up on Aigyles

Merged TV group with 14 stations, 11.6% coverage is valued at $1.8 billic 1

By Elizabeth A. Rathbun
WASHINGTON

t's only Hearst Corp.’s sec-
I ond TV station buy in 11

years, but it’s a doozy: In
acquiring Argyle Television
Inc. last week, Hearst doubled
its TV station holdings and cre-
ated a new TV company valued
at $1.8 billion.

Argyle’s stations themselves
are valued at about $525 million,
sources say. Hearst effectively
paid 3.9 times Argyle’s 1996
eamings. Brokers say that multi-
ple sounds high, but fair.
“They're good properties,” says
TV broker Brian Cobb. of Media
Venture Partners: “It’s a good
matchup.” But, he notes, the deal
gives “new meaning [to the term]
‘geographic diversity." "

Hearst-Argyle Television Inc. will be
based in New York and will own 14 TV
stations and three satellites. It will oper-
ate o |5th under an LMA, for atotal TV

household reach of 11.6%. The new
company’s goal is to reach 20% in 3-5
years, says Argyle Chairman Bob Mar-
but, who will be chairman/co-CEO of
the new company. That’s the percentage

What is Hearst-Argyle Television Inc.?

Hearst Corp. and Argyle Television Inc. last week announced plans to join
Hearst's TV stations with Argyle’s and name the new group Hearst-Argyle
Television Inc. The new group, comprising six Argyle stations and eight from
Hearst, plus an LMA and three satellites, would own more ABC affiliates than
ABC Inc. itself. Following are each company’s contributions, by market.

DMA ranked market
6. Boston
15. Tampa/St. Petersburg, Fla.
19. Pittsburgh
23. Baltimore
30. Cincinnati
31. Milwaukee
32. Kansas City, Mo.

Station (ch., affil.)

wcve-Tv (ch. 5, ABC)

wwwi-Tv (ch. 32, WB)

wrae-Ty (ch. 4, ABC)

weaL-Tv (ch. 11, NBC)

wLwr(tv) (ch. 5, NBC)

wisN-Tv (ch. 12, ABC)

kmee-Tv (ch. 9, ABC), {plus LMA

Coming from...
Hearst
Hearst
Hearst
Hearst
Argyle
Hearst
Hearst

with kcwe-1v [ch. 32, WB))

43. Oklahoma City
44. West Paim Beach, Fla.
47. Providence, R.I.

Koco-Tv (ch, 5, ABC)
weBr{Tv)" (ch. 25, ABC)
wnac-Tv™* (ch. 64, Fox; operated by Clear

Argyle
Hearst
Argyle

Channel Communications Inc.}

$3. Dayton, Ohio
69. Honolulu

WDTN-TV** {ch. 2, ABC)
xmv(tv} (ch. 4, ABC), plus satellites

Hearst
Argyle

knvo(Tv) Hilo and kmau(v) Wailuku

90. Jackson, Miss.

warT{Tv) (Ch. 16, ABC}
118. Fayetteville/Fort Smith, Ark. kuss(1v} (ch. 40, ABC); plus satellite

frgyle
Argyle

KHOG-Tv {ch. 29, ABC})
MNotes: "sHearst is buying ““=to be divested because of overlap

The managers of Hearst-Argyle are culied from both
groups. Bob Marbut (), who chairs Argyle, will be chair-
man/co-CEQ, while John G. Conomikes (r), currently
Hearst's VP/GM of broadcasting, will be president/co-
CEOQO. The lineup also includes David J. Barrett, current-
ly VP/deputy GM of broadcasting for Hearst, who will be
executive VP/COOQ, and Blake Byrne, president/COO of
Argyle, who will be executive VP of Hearstl-Argyle.
Argyle CFO Harry T. Hawks will keep that position in the
new company, and Argyle Executive VP/Chief Revenue
Officer Ibra Morales will be senjor slaff sales executive.

needed “to real)  be a player with
the networks, wit.a the programers.
with everybody.” he says.

To get there, Argyle and Hearst
knew they had to merge. “The bot-
tom line is both of these compa-
nies were looking for the best op-
portunities to be a consolidator,”
says Hearst Corp. President Frank
Bennack Jr. “We came to where
all broadcasters come: Do you go
up in size or do you exit?”

San Antonio—based Argyle has
been asking that question since
last August. when it said it was
looking to make its six TVs and
three satellites part of a larger
group. Hearst has been scouting
stations for years, but its only suc-
cess was in acquiring WwWwB-TV
Tampa/St. Petersburg in Novemn-
ber 1995, Before that. Hearst
hadn’t bought a TV station since 1986.

“Everyone’s trying desperately to
get bigger quickly.” says Cobb. “This
year and next we're going to see how
big ‘big"is.”

In getting its wish. Argyle gets access
to capital like it never had before: $1 bil-
lion in unused debt capucity to spend on
TV stations, Marbut says: "We have the
dry powder to launch an aggressive
acquisition program [that would make
Hearst-Argyle] one of the premier con-
solidators of the 1990s.”

Privately controlled Hearst, mean-
while, gets access to public money that
it never had before. Like Argyle. the
new company will be public, with
Hearst owning 86% of its stock and
Argyle shareholders 14%. “We thought
that in addition to our own cash flow
and debt...participating in a public cur-
rency gives us another way to grow
more rapidly.” Bennack says.

The new company will not be a sub-
sidiary of Hearst Corp.. which will
maintain its private holdings in books.

| magazines, newspapers and cable chan-

nels. Less than 10% of Hearst's revenue
comes from broadcasting, the company
says. Hearst-Argyle essentially will be a
merged Hearst Broadcasting Group plus
a renamed Argyle. The dcal requires
FCC and Justice Department approval.
Hearst-Argyle will have 11 ABC af-
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filiates. one more than owned by ABC
itself. The 11th, KHOG-Tv Fayetteville/
Fort Smith, Ark.. technically is a satellite
station, but serves a market separate
from parent KHvs(Tv) Fayetteville/Fort
Smith. Whether the FCC allows this
satellite combination to continue re-
mains to be seen.

The deal includes Hearst Broadcast-
ing Productions. but “just what will
happen ultimately with vertical produc-
tion and/or distribution™ has not been
discussed, Marbut says. “It’s not a prin-
cipal objective of the new company....
We see this as a television company.”

Albeit a smaller one, after it complies
with the FCC’s ban on owning more
than one TV station per market. Hearst
says it will spin off Argyle’s wNAC-Tv
Providence, R.I.. because of an overlap
with Hearst’s wCvB-Tv Boston. and will
divest its wpTN(TV) Dayton, Ohio, in
favor of Argyle's overlapping wLwT
(tv) Cincinnati. Hearst-Argyle then will
reach 10.5% of TV households.

Under FCC standards, which credit
UHF stations for half a market’s
homes, the new company's reach adds
up to 9.2%. That boosts Hearst-Argyle
to number 13 on BROADCASTING &
CABLE’s list of top 25 televison groups.
Previously. Hearst was |9th with 7.3%
of homes. Argyle was not on the list.

Also last Wednesday. but separate
from the merger announcement, Hearst
said it will pay $85 million for Paxson
Communications Corp.’s ABC affiliate
wPBF(Tv) Tequesta/West Palm Beach,
Fla. [t also said it plans to sell four of
its seven radio stations to SFX Broad-
casting Inc. (see box above).

The new company’s far-flung hold-
ings (see chart, page 6) don't faze Mar-
but. Hearst-Argyle will follow “a broad
U.S. diversification strategy.” he says.
[t will look for stations in the top 100
markets. ABC affiliates may be partic-
ularly attractive, he says.

The deal allows the company “lots of
access to public capital. and protection
from risk. [Hearst-Argyle] can grow ina
safe. sane way,” says investment banker
Steve Pruett, of Communications Equi-
ty Associates. Pruett adds that smaller
companies, reluctant to sell their assets,
will keep trying to get bigger. “This rep-
resents the kind of deal you're going to
see done in the next two or three years.”

Industry observers speculate that the
following companies may be ripe for a
Hearst-Argyle—type deal: Sinclair
Broadcast Group Inc.; Scripps Howard
Broadcasting Co.; Granite Broadcasting
Corp.; Meredith Corp.: Jefterson-Pilot

| million for Hearst's wrag(am)-wwTv({FM) Pittsburgh and wisn{am)-wita{Fm)

Top of the Weels

Getting out of radio

Radio stations aren't exactly the top priority for Hearst-Argyle Television
Inc. Before the formation of the new TV company was announcad last
Wednesday, Hearst Corp. said it would sell four of its seven radio stations
to SFX Broadcasting Inc. As for the remaining three stations, "we could
assume those might be used as possible trading assets for television sta-
tions," says Bob Marbut, chairman/co-CEQ of Hearst-Argyle.

Talavision is "our core business and essentially all that we did,” says
Mariut, chairman of the former Argyle. Running radio stations is not at all
simi'ar to running TVs. “You operale them a lot differently,” he says.

Subject to FCC and Justice Department approval, SFX agreed to pay $35

Milwaukea. That leaves Hearst with weaL(aM)-wivy-ru Baltimore and wisn
(am) Milwaukes. SFX, meanwhile, enters Wisconsin and adds to wove(Fm),
wxD:-FM and wall{Fm) Pittsburgh, which it is in the process of buying, —EAR

Communications Co.; Sullivan Broad-
casting Co., and LIN Television Corp.

The Hearst-Argyle deal is structured
to allow Argyle shareholders who want
to cash in to do so. Argyle shareholders
can get $26.50 per share in cash, one
share of stock in Hearst-Argyle. or a
mixture of $13.25 cash and half a share
of Heurst-Argyle. Argyle stock fell to
close at $18.75 last Thursday, after
closing at $28 last Tuesday.

Hearst Corp. will continue to own
three stations for tax purposes, but they
will be run by Hearst-Argyle. And

Hearst-Argyle eventually will have the
option to acquire them.

Hearst and Argyle first hooked up
late last summer. Although Argyle “in-
vestigated possibilities with lots of peo-
ple,” Hearst “was by far the best alterna-
tive,” Marbut says. [t’s also a friendly
deal: Marbut and Bennack have known
each other since 1970, and both main-
tain homes in San Antonio. “We’ve
been around the track for a while,” Mar-
but says. “We've very compatible.” ®
Steve McClellan contributed to this
report.

music legend Quincy Jones.

young urban audience.

Wayans, Magic enter late-night picture

Jay Leno and David Letterman can get out their
scorecards—the syndicated late-night arena this
fall is shaping up to be a three-way brawl between
NBA great Earvin “Magic” Johnson, comic auteur
Keenen Ivory Wayans and the creative vision of

Last week, Buena Vista Television signed a deal
with Wayans for a first-run talk variety hour targeted
for launch in August, while Twentieth Television
announced plans for a talk-variety hour with John-
son, targeted for a January start. All of a sudden,
syndicators are looking to recapture Arsenio Hall's

Wayans

Columbia TriStar Television Distribution’s Vibe, an hour strip hosted by
comedian Chris Spencer and patterned after Jones's music/lifestyle month-
ly magazine, is cleared in more than 90% of the country for a fall start.

Sources said the Johnson project, produced by Fox's Twentieth Televi-
sion, could still be picked up by the network for an 11 p.m. slot. Station
offers for the Wayans project were many once news of the deal was out
last week, according to Mort Marcus, president of Buena Vista Television.

Wayans is the creator and star of one of Fox's early hits, /n Living Color,
the first network sketch comedy series to feature a predominantly black
cast. Johnson spent 13 years in the NBA, helping lead the Lakers to back-
to-back championships in the mid-1980s.

Buena Vista's deal with Wayans raises questions about the future of
another first-run series Buena Vista was planning, coincidentally with
another ex-NBA star, John Salley. The Salley show had been expected to
launch as a weekly in June, but the show's fate is uncertain. —CL

L
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CBS set to open new Eye

Cable channel launches with 2 million subs, CBS News support

By Joe Schlosser
NEW YORK

BS officials estimate it will take

between five and eight years

before the broadcaster breaks even
on its new cable network, CBS Eye on
People, which is set to launch today.

The network will start with 2 mitlion
subs, CBS says, adding an additional
million each month and ending 1997
with 10 million. CBS Eye on People
initially will be available in six mar-
kets, including certain regions of Los
Angeles, Chicago. New Jersey and
Long Island, N.Y.

Network officials would not specify
how much they are spending on the ca-
ble network, but say it is in the hundreds
of millions of dollars. “We are in this for
the long run, and we understand how
long it is going 1o take to make money
off this,” says Lloyd A. Wemer, exccu-
tive vice president for sales and market-
ing at CBS Cable. “If you are starting a
cable network, it now takes five or six
years just to stop losing money.”

Billed as “real stories about real peo-
ple,” CBS Eye on People will launch
with 14 original programs, including a
live nightly talk show and a spin-off of
the broadcast network’s long-running
hit 60 Minutes. The network has begun
a multimillion-dollar advertising cam-
paign with cross-promotional ads ap-
pearing on the CBS television network.

“Virtually every major CBS News
correspondent is involved with this,”
says Andrew Heyward. CBS News
president. “We are putting our name on
the line here. We're spending millions
of dollars and we're even putting 60
Minutes. our crown jewel, into the mix,
That shows you how serious we are.”

CBS News anchors Paula Zahn,
Mark McEwen, Charles Kuralt, Dan
Rather. Charles Osgood and others will
host their own shows on the cable net-
work. But CBS Eye on People will not
be an outlet just for CBS News, Hey-
ward says: “This is not a news channel.
This is not a vehicle for crisis coverage.
We are not going to be like MSNBC or
Fox News Channel. We will never go
live with news.”

With the programing and finances |

apparently set, the question now facing

the new channel is carriage. Two |

Jop of the Weelkk

weeks ugo. the network announced it
had a carmiage deal with Time Warner
Cable Systems. Neither CBS nor Time
Warner would say how many of the
operator’s 12 million subs would even-
tually receive the network.

Werner says he is negotiating with
DBS systems and expects carriage
agreements in the coming months.
Werner says CBS Eye on People will not
pay cable operators uplront carriage
fees. but it is using retransmission con-
sent and other leverage tools to get oper-
ators” attention. “Retransmission is not a
sword, it gets me to the table with opera-
tors,” Werner says. “But we haven't yet
said 1o anybody that if you don’t do this,
this will happen to you. ["ve tried to
make [the negotiations] as friendly as
possible.”

Time Warner received retransmission
consent, as have other systems that have
signed on with CBS Eye on People.
Wemer says. The network also is offer-
ing lemporary retransmission consent to

all  operators
until June 30. At
that  point. it
operators have not
cut off negotiations
with the network and
are “showing good faith.” Werner says
the consent deadline can be extended.
Getting carriage in Baltimore.
Boston, Philadelphia, Pittsburgh and
San Francisco may be more ditficult for
the network than in other major cities.
Westinghouse. which purchased CBS
three years ago, owns CBS aftiliates in
those five cities. But before Westing-

| house owned CBS. it sold the retrans-

mission rights through 1999 10 NBC for
its cable network MSNBC. “Will we
get on in those cities? Sure we will. but
it is just a matter of time,” Wemer says.

Werner says CBS Eye on People is
likely to get carriage in New York in
the fall on Time Warner. since the
operator has said that it will add 12
channels in October. |

Tribune uppa-uppa-uppa-
uppa-ups WB stake

Invests $21 million more in The WB; netlet
serves up development plate to buyers

By Lynette Rice

ribune Broadcasting Co. has
Tinvested another $21 million in
The WB, boosting its stake in the
Time Warner netlet to nearly 22%.
Tribune, which first purchased a
12.5% interest in The WB in August

1995, has the option to increase its |

stake to 25% in 1998. Although 1996
losses totaled $98 million for The
WB—Ilargely attributed to an expanded
Kids" WB! lineup and its launch of a
third night of programing—Tribune
sees the tledging network as a “great
opportunity™ 10 increase revenue and
margins,

“We're very bullish on The WB.”
says Dennis J. FitzSimons, Tribune’s
executive vice president. “The network
programing has increased our [sta-
tions’] shares in prime time dramatical-

has built a strong Wednesday and
Monday night lineup.”

While The WB tinished the Febru-
ary sweeps with a fTat 2,7 Nielsen rat-
ing/34 share nationally. Tribune-owned
affiliates in New York, Los Angeles
and Chicago enjoyed 8 and 9 shares for
the month. Tribune is the second-
largest TV group in the nation, having

just purchased Renaissance Communi-

cations Corp. for $1.1 billion.

“In organizing our efforts o launch
the fifth network. we partnered with
the strongest studlio in television soft-
ware and the strongest unaffiliated
broadcast group for distribution,” said
Jamic Kellner, The WB's CEQ. ~“The
latest investment by Tribune is added

| proof that our plan is right on track.”

The announcement from Tribune
couldn’t have come at a better time for
the netlet. which has just successfully

ly in our biggest markets. The network | launched its series Buffv the Vampire
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Slayver and enjoyed a largelv positive
week of meetings with network TV buv-
ers about the fall development slate.

I'he WB has four dramas and eight
comedies in development for fall. To fill
the fourth night, The WB expects it may
need only an additional hour of pro-
graming to hoost the existing lineup.

Rosie & Oprah, Tim & Jerry

—Jop of the Week

Dramas include Dawson's Creek
(Columbia TriStar), a twentysome-
thing Northern Exposure, and Seaiile
Emerzency (Twentieth TV), an action
drama in the ER vein. Comedies
include a 13-episode commitment 1o
Tom Arnold, a Shelley Long preject
and shows starring Cindy Williams and

‘Seinfeld’ tops access, talkers up, inags take a dip

By Steve McClellan

osic and Opralr continued 10 nude

daytime and early fringe (respec-

tively) in the talk category during
the February sweeps. when most of the
established talk shows recorded ratings
gains. But February was crueler 1o the
mMagazings.

In the sitcom category, Sefnfeld tor the
first time stole first place m access away
from Homie [mprovement and continued
loreign inearly tringe and late night.

A Petry Television survey {on which
all the ratngs i this report are based)
shows Roste averaging a 6.5 rating in
daytime time periods, with a 23 share.,
That’s up 124% in rating compared with
programing in the same time periods
year ago {the show debuted last June).
Rosie averaged a 3.3 rating among
women I8-34 in daytime and a 5.0
among women 18-49.

Regis & Rathie Lee placed second
among daytime talkers but was down
9% in rating 10 an average 4.9/23. The
show dropped 22% among women 18-
34, to an average 1.8, and down 18%
among women 18-49, to an average 2.3.

Muarry Povich was third in the day-
time talk race. posting a 15% houschold
gain. 1o an average 3.9/15. 1t also posted
double-digit gawns in the hey women
demos.

Oprali declined 6% in carly fringe
houschold rating but was still number
one with an 8.8/25 and with demo num-
bers that round to a 6 for women 18-34
and 13-49.

For the second consecutive sweep,
Roste placed second in early fringe with
a 59718 up 55% from year-ago time
periods. The show's demos round o a 5
for women 18-34 and 18-49.

Satly Tessy Ruphael was third in carly
fringe with a 5.6/15. up 17% in rating.
The show posted gains among women
18-34 and 18-49. which in both cases
round to a 4 rating.

-
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denny Jones (3.8/12: up 153% in

Rounding out the top five carly
fringe alkers were Mawrv Povich
(5.1/19. up 6% and Montel
Williams (5.0/16. up 2%). Montel
was {ollowed by Ricki Lake (3.9/11;
up 1&% in household rating) and

household rating). Geraldo was
next, with a flat vear-to-year 3.2/10.

Though down 3% in household
ratings. Inside Ldition was again
lops among access magazines with an
average 7.2/14 edging owt Entertainment
Tonight. ET posted a 7.0/12, down 8%
from a year ago. Both shows posted dou-
ble-digit declines in the key women
demos. Ammerican Jowrnal (in just 17
access markets) was third, with a 6.6/1 3,
down 4% from year-ugo time periods.

Ltra was tourth in the access maga-
zine competition, with a 5.9/9. down
16% in household rating from year-ago
time period averages. Hard Copy
dropped 10% in houschold rating, plac-
ing fifth among access magazines with a
5.2/9. Access Hollywood was sixth. with
a 4.4/6, posting a 30% drop compared
with vear-ago time period averages in
the davpart. Real TV averaged a 4.0/7.

In early fringe. the honschold rating
results and vear-ago time comparisons
for the magazines were /nside Edition
(3.9/18. down 3%). American Jowrnal
(5417, down 2%); fHard Copv (4.3/12,
down 10%): Extra (4.0/7. down 13%):
Real TV (93.6/7. down 16%). and Access
Holl wood (2.5/4. down 34%).

Among sitcoms, Seinfeld was tops in
early fringe. with a 6.8/18, a 10% house-
hold rating gain versus February 1996,
The show was up 13% in rating among
men 18-34, but down 9% among women
n that age group. Home lmprovement
posted a 13% houschold rating gain in
carly fringe with an average 3.9/15 and
gains across all the kev demos.

The Simpsons was third among carly
fringe sitcoms, posting a 22% household
rating gain to 4 5.5/9, driven by a 55%

WwWWWwW.americanradiohistorv.com

‘ Loretta Devine (“*Waiting to Exhale™).
In the meantime. the netlet has plans

‘ to revamp its currem schedule. Savan-
| nahi may see new cast members and a
I new execulive producer if it returns in
the fall. And the Sunday comedy line-

‘ up could be broken up with a drama
next season. o

‘Seinfeld’ tops sitcoms in access.

gain among men 18-34, to an average

5.9 rating. Rounding out the top five in
| early fringe: Married.. With Children
i (4.5/6. down 8%) and Fresh Prince
(4.2/8, down 7%).

In access. Seinfeld averaged an
8.9/15, up 10% in houschold rating with
gains across key demos. HHome Improve-
ment dropped 1o second place among sit-
comst, down 5% in houschold rating to
an 8.7/10. The show also posted single-
digit drops across most of the key
demos. The Simpsony was also third in
access. with a 6.4/, down 9% in house-
hold rating. but with a strong 6.9 rating
among men 18-34 (up 5%). Martin was
fourth among access sitcoms, with 5.0/9,
up 25% versus previous-year time peri-
ods. Mad About You was fifth, with a
4.9/8. down [6%.

Among game shows, Wheel and
Jeopardv! wirned in strong but basically
flat performances versus a year ago.
Whee! did a 14.8/28, retaining its num-
ber-one strip status. while Jeopardv!,
still number two among syndicated
strips. had a 13.5/24. The strength of
both shows lies with 55-plus perfor-
mance. where Wheel averaged a 23.6
rating and Jeopardv! averaged a 19.7.

The Daring Game/Newlywed Hour
averaged a 1.7/6 in early fringe and
[.2/7 in late fringe, down sharply in
both cases compared with February
1996 time periods.

Newcomer court show Judge Judy
boosted davtime time periods 24%
with a 2.1/7. o

LA
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TV’s ‘forbidden fruit’

Study finds children drawn to higher-level MPAA ratings

By Heather Fleming

otion picture-style age-based

WASHINGTON
TV ratings attract children to

M restricted programs like “forbid-

den fruit.” a new study says.

The National Television Violence
Study’s second report concludes that
children are attracted to programs
receiving higher-level Motion Picture
Association of America (MPAA)-type
ratings. When the shows were rated
under content-based systems—includ-
ing those used by HBO and Showtime—
they did not similarly attract children.

The MPAA system. which rates pro-
grams according 1o age-appropriate-
ness, is the model tor the two-and-a-
half-month-old TV ratings system.

“Telling children your mother should

protect you from this makes them want to |

watch it alt the more.” said Dr. Joanne
Cantor of the University of Wiscon-

sin—=Mudison. “There is some aura of

‘coolness’ to seeing something meant tor

older children.” added Cantor. wha led |
| years. Rescarchers at the University of

the research team on the ratings study.

The findings were drawn from an
experiment in which 374 children were
asked to state their interest in viewing
differentlv-rated programs. Eight rat-
ings systems were tested.

HOW RATINGS AFFECT KIDS INTEREST IN PROCRAMS
s N

“Like to
see it” [

LEVEL OF INTEREST

The study. funded by the National
Cable Television Association (NCTA)
as part of a three-year effort 1o assess
violence on TV, also obscrved no
[ meaningful change in the presentation
of violence on TV over the past two

California-=Santa Barbara identified

‘ more than 18.000 violent incidents in
more than 2,000 hours of programing
from 23 cable and broadcast channels
during the 1995-96 TV scason.

The study noted that children’s car-
toon shows contain a high concentration
of violent portrayals. which. the report’s
presenters said. poses a significant risk
for younger children.
The study may increuase pres-
sure on broadcasters and cable
programers to replace the age-
| based system with a content-

based one. In a meeting with

Senator John McCain. industry

lcaders promised to meet with

children's advocacy groups
and consider a content-based
system.

Representative Edward
Markey (D-Mass.) savs the
study shows that the current
ratings system “leaves parents
in the worst of both worlds.
They are asked to accept an
age-based system that they not

‘ only don't want but [that 15|
likely to make their job of par-

= m R enting even tougher than it
Survey of 10-14 yearokds b Nathanal Tel lance Study iy i .
i ; MPAA President Jack

Valenti. head of the TV ratings imple-
mentation group. said at a Washington
Ad Club luncheon that the study has a
“certain Alice in Wonderkand quality
that I just adore—a real hall of mirrors.”

The notion that a program rated PG-
13 entices children to watch a show. but
a program rated “sex, nudity. violence™
does not. “deties all logic.”™ he said. “If
you believe [the study]. I have Texas
S&L stock that T want to sell vou that |
I know you're ready to buy.” ]

weeks ago.

approximately $600 million.

al Family as the more likely buy.

about it quite a bit beforehand.”

Liberty Media's Fox Sports share is valued at around
$1.2 billion, says Arnhold & S. Bleichroeder analyst
Richard Read. A 40% stake of International Family
Entertainment woutd cost Murdoch $28.50 per share, or

Both deals are speculative, but some see Internation-
“| wouldn't believe [the Liberty deal] to be true,” says

Rita Zanella, an analyst at Gruntal & Co. “Usually when
they are thinking of divesting or investing, you hear

Murdoch eyes more buys

WASHINGTON—Rupert Murdoch’'s spending spree
may not be over. The News Corp. chairman is said to be
trying to purchase Liberty Media's 50% share in the Fox
Sports joint venture as well as a 40% stake in Pat
Robertson’s International Famity Entertainment.

News Corp. has already pulled out its wallet to the
tune of $1 billion for its merger with EchoStar last month
and $600 million for the purchase of Heritage Media two

Zanella and other analysts agree it would not appear
to be in TCI Chairman John Malone's best interests to
sell his programing holdings. Malone is a majority
shareholder in Liberty.

Liberty Media last year sold News Corp. 50% of its
sports venture, Prime Sports. The new joint venture was
renamed Fox Sports and comprises Fox Sports News and
FX, as well as Fox Sports and all its regional franchises.

Liberty Media aiso plays a key role in the potential Inter-
national Family deat. Liberty, International Family’s largest
shareholder at 20%, is looking to join News Corp. in
upping its stake in that venture to 40%, says Fred Moran,
managing director at Furman Seiz in New York City.

The speculation, Moran says, is that News Corp. and
Liberty Media would each take 40%, with Robertson and
his son holding the remaining 20% and retaining voting
control. The Robertsons’ desire to maintain control over
the company, particularly the prime time airing of evange-
list Pat Robertson's 700 Club, is said to be a problem for |
the potential buyers.

-
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PC trio to demonstrate DTV vision

Compag. Intel, Microsoft will make case for progressive-scan TV at NAB next week

By Richard Tedesco

NEW YORK

ompag Computer, Intel Corp. and
c Microsoft Corp. will offer their

vision of the digital TV future next
week with a demonstration of interwo-
ven lext and progressive-scan video at
the National Association of Broadcasters
convention.

It will be the latest volley in the con-
tinuing skirmish between the computer
and broadcasting industries over which
picture-scanning format will dominate
digital television.

“There’s a major battle tforming
here over intertace versus progressive
scan. This is a battle that the traditional
players are going to lose and that, by
inference, we're going to win,” says
Robert Stearns. Compaq senior vice
president of technology and corporate
development. “We'd like to demon-
strate that the video formats and the

It's here now; it’s not a
myth.’

So Compagq. Intel and
Microsoft intend to pro-
vide graphic visual evi-
dence to the broadcast
industry next Monday
afternoon at the Trea-
sure Island Hotel in Las
Vegas. Beyond the de-
scription of the combi-
nation text/video de-
monstration, the three
companies aren't saying
much about it. A similar
demonstration with film

primary point of the
demo is the advocacy
of a TV receiver stan-
dard based entirely on
progressive scan tech-
nology.

The feeling in the
computer industry is
that mixing computer
information with tradi-
tional video formats
just doesn’t work, that
moving to high-resolu-
tion progressive scan
formats of 720—and

and video will take
place at a New York
broadcasting conference
this week.

Stearns claims the trio is gathering
a “growing coalition” of computer
companies for its initiative, which he
says may also include some broad-

technology we advocate [are] practical. | casting companies by next week. The

Compagq's Stearns says pro-
gressive scan will triumph
over interlace.

eventually 1,080—
lines of resolution is the
way to go.

A compromise bro-
kered by the FCC last
December called for adoption of the
Grand Alliance HDTYV standard, with-
out specification of any of the picture
standards that divided broadcasters and
computer makers. ]

Broadcasters sweeten DTV deal

Industry tells FCC it will have 22 stations on air within 18 months of license grants

By Chris McConnell

iewers in San Francisco and

WASHINGTON
Washington will see digital

v signals from three commercial

networks by Christmas 1998 under
the broadcast industry’s latest DTV
plan.

Following up on a construction
plan submitted earlier this month,
broadcasters last week told the FCC
how many stations they expect 1o
have on the air within 18 months of
recetving digital licenses. Their pro-
posal would place 22 stations in the
top 10 markets—including 1] net-
work O& Os—on the air within 18§
months. In addition, another four sta-
tions outside the top 10 markets
would be delivering DTV signals
within 18 months,

“We’'ve made enormous progress,”
FCC Commissioner Susan Ness said
of the plan. Ness said broadcasters and
the FCC “are moving in the right
direction™ bul that more stations

wud*s ON FIR_S‘I_' (WITH uw;'*

Chicago 3.2% NBC

Fhiladiiphia 2.7%

San Francisco 2.4% Chronicle NBC
CBS CBS
ABC ABC
Public PES
Hearst ABC
Imes ARG
NBC NBC
Allbritton ABC
Gannett CBS
Public  PBS
Fox Fox
EXAS LIN MEC
WUIBE™ Fox Fox
W58 Cox ABC
WXIA  Gannett NBC

SIS i thé 1op 1en markorts are parl of 3 larger | n:l;i-
" L

KPIX
KGO
WGEBH
WCVE
WWUR
WRC
WILA
WUSA
WETA
Dalkas-Fart Worth L9% KDFW

Bastor 2.2%

Washington 2.0%

Detroit 1.8%

Commige

should “step forward.”

Others at the FCC voiced disap-
pointment with the new submission.
FCC Chairman Reed Hundt has been
pushing the networks to provide a dig-
ital signal from each of their 26 O&Os
in the top 10 markets within a year of
receiving a license.

*1 think broadcasters look very
bad,” one official said of the plan.
Another criticized the plan for not pro-
viding more network signals in the top
10 markets.

Some in the TV manufacturing
industry voiced less concern. “Con-
structing a new tower is not easy,”
said Greg DePriest. a vice president at
Toshiba, “It’s sufficient to start a ser-
vice,” Thomson Consumer Electron-
ics’ Bruce Allan added of the broad-
cast plan.

Regulators last week expected to
keep talking with the industry. NAB
President Eddie Fritts met with FCC
officials past Thursday to discuss the
DTV proceeding, and regulators
were planning to keep the issue off

www americanradiohistorv com
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Coses

WASHINGTON

Give and take

he FCC may give TV stations

their long-coveted second chan-
nels for digital broadcasting this
week, but there’s still no guarantee
they will be getting those channels
free. Seeking quick cash to help bal-
ance the budget or pay for new pro-
grams, lawmakers this summer may
yet demand payment from broad-
casters for the valuable spectrum.
The amount could be based on how
much the sale of the spectrum
would have brought to the federal
treasury had the channels been put
on the auction block as Senator John
McCain and others have advocated.
Among those likely to urge spec-
trum payments will be the cable
industry. which sees broadcasters’
multiplexing option as a competitive
threat. National Cable Television
Association’s Decker Anstrom hints
that he 'l be active during this sum-
mer’s long, hot budget process:
“The fat lady doesn’t sing until
Sept. 30."

Fritts dishes it out

ddie Fritts, president of the

National Association of Broad-
casters, can be counted among the
roughly 4.6 million members of the
domestic DBS universe. During the
opening panel session of the Satellite
Broadcasting & Communications
Association convention in Las Vegas
last week. Fritts mentioned that for a
while he paid for both cable and
satellite TV service. “But then my
wife, who manages the household
budget, asked me why we were pay-
ing for both.” he said. “and today we
still have the dish, but we don’t have
cable.” Fritts is a subscriber to
DIRECTV and U.S. Satellite Broad-
casting, but the NAB steward was
quick to add that he most certainly
does not skirt the law regarding
white-area homes by receiving out-
of-market broadcast signals.

Five more for Chancellor?
he new Chancellor Media Corp.
may get even bigger. Word is

that president Scott K. Ginsburg

Cirelit

has won Gannett Co. Inc.’s five
remaining radio stations. Price
estimates hover around $300 mil-
lion. Even though Chancellor
already has to rid itself of two FMs
in Chicago to meet the FCC’s local
ownership cap. Ginsburg is said to
be eager to own Gannett’s No.
2-rated WGC1-FM there. He wants
to pair it with his No. 4 wvAz(F:M).
Both stations have urban formats.
and together. “the money would
just roll in.” as one observer puts
it. Gannett’s other radio stations
are wGCi1(aM} Chicago: KHKS(FM)
Dallas. and KKBQ(AM) and KKBQ-
FM Houston. Ginsburg dectined
comment.

Change in the weather

he ante is being upped in the

weather service competition
between The Weather Channel and
MSNBC. The latest move is a
Weather Channel Website redesign
due to debut in two weeks. The
new site is intended to be more
user-friendly, with personalized
weather features and enhanced
severe-weather warnings. The
redesign follows MSNBC"s deci-
sion to start delivering regional-
ized weather data from its MSNBC
site via the Primestar DBS service.

Roger at the mike
jacor Communications may be
talking to presidential sibling
Roger Clinton about launching a
weekday radio talk show that
could provide a counterpoint to
Jacor's recently acquired Rush
Limbaugh Show. A radio source
who has worked with Clinton on-
air describes the wannabe host as
“a liberal who has strong opinions
and knows how to give them.”
Jacor CEQ Randy Michaels would
not comment, but he confirmed
that Jacor “is having interesting
conversations with a number of
people™ and intends to “announce
other programing syndication
deals. Jacor purchased Limbaugh's
syndicator. EFM Media Manage-

ment, two weeks ago.

www americanradiohistorv com

last week's “sunshine™ agenda to per-
mit further discussions with the

[ industry.

The commissioners still hope to
issue the DTV service rules and chan-
nel assignments at their April 3 meet-
ing. Ness said the April 3 target is
achievable. but added that the FCC
chairman last week had made no com-
mitment to place the item on this
week s meeting agenda

House Telecommunications Sub-
committee Chairman Billy Tauzin (R-
Lao. in a March 27 letter to Ness.
“strongly™ urged the FCC 1o complete
the proceedings this week.

Although he endorses ““an agressive
build-out schedule.™ he wants the FCC
“to be mindful of technological reali-
lies as it comes to completion on the
schedule.”

Sources say House Commerce Com-
mittee Chairman Thomas Bliley (R-
Va.) and ranking member John Dingell
(D-Mich.) are expected to send a simi-
lar letter.

Late last week. participants in the
rulemaking effort also were expecting
Senate Commerce Committee Chair-
man John Mc¢Cain (R-Ariz.) to weigh
in on the DTV construction issuc.

“As long as broadeasters are going
to get the spectrum for free. [MeCain|
wants 1o make sure the spectrum is uti-
lized as efficiently as possible and the
transition happens as quickly as possi-
ble.” an aide said.

Much of the FCC/industry talks last
week focused on how much power sta-
tions will be permitted to use. UHF
broadcasters for weeks have insisted
the FCC’s proposal could leave them
with too little power to reach indoor
bow-tie antennas.

Last week. a collection of 27 broad-
cast organizations including Viacom.
Sinclair. PBS. Pappas Telecasting and
Sullivan Broadcasting wrote the FCC
to push their case on the power issue.
The groups urged the commission to
cap power levels at 1 megawatt and to
set & minimum power fevel of 50 kilo-
walls.

Other industry groups (including the
NAB) have opposed such measures.
maintaining that the UHF power con-
cerns are unfounded. "This is years
late.” one industry source said of the
UHF objections.

But at week’s end. FCC officials
appeared to favor placing a floor and a
cap on the DTV power fevels. "We
think we've made our case well.” said
Sinclair’s Nat Ostroff. a

|
|
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DONT MISS OUT
ON THE NEW

WaveTop Network.
The Nationwide Broadcast
Medium For The Home PG.

This Fall 99% of America will, for the first time,
be able to receive automatically a wide variety
of in-depth entertainment and information chan-
nels broadcast directty on their home PCs, They
can tune into WaveTop programming with a simple
click, just like using a TV remote control. And since
Wavelop will be broadcast nationally via data
embedded into every PBS TV signal, there'll be no
intermet bottlenecks or tying up of telephone lines.

Using WaveTop Is As Easy
As GChanging Channels
On A Remote Gontrol.

Content providers and software publishers
can establish and name their own channels on
The WaveTop Netwerk. Channels that can be
created with their own look and feel. Leading
OEMs will bundle WaveTop into their latest
hardware. And advertisers will have a variety
of ways on this new medium to reach the
potential millions of consumers receiving
WaveTop. Reaching the home PC market has

Users can choose news, sports, weather never been this easy.

kids shows, music, games, the latest software To become a partner and take advantage

of this essential and competitive ser-
vice, call 602-952-5500 and ask
for WaveTop. And don't miss the

and lots more in real time or conveniently save
it for future viewing. And the software and ser-
vice Is free to the consumer. The Yankee Group
called this new concept in home delivery, “The
Uitimate Push Technology.”

exciting demo on our website at:

www.WaveTop.net.

Visit us at the NAB Conventior:: Internet Pavilion, Sands Convention Center, Booth 1-4453.

Wavelop

A Service of WavePhore, Inc.

BWavePhore, Inc. (NASDAQ. wavO)
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Scrambled picture
for Playboy, Spice

Playboy will continue battling
expanded scrambling requirements

By Chris McConnell
WASHINGTON
tinue its battle

I against new cable

scrambling rules after a
Supreme Courtruling
cleared the way for the
rules 1o take effecti’

Justices last week up-
held a lower court’s decis
sion not to block entorce-
ment of the rules during a
legal chalienge by Playboy
and Spice Entertainment. The rules,
mandated by the 1996 Telecommuni-
cations Act, require cable operators to
scramble the audio and video of “sexu-
ally explicit”™ programing channels so
that non-subscribers cannot receive
them.

Operators unable to scramble both
the audio and the video are barred
from delivering the channels between
6 a.m. and 10 p.m. under the rule.

Playboy and Spice had charged that
the rule targeted them while allowing
other cable channels to occasionally
run adult programing. But last No-

layboy plans 1o con

—

Their common cause

Senators John McCain (R-Ariz.)
and Russell Feingold (O-Wis.)
Joined Common Cause. Campaign
for America and other groups in
Boston and Philadelphia last week |
to kick off a nationwide drive—Pro-
ject Independence—lo collect
1,776,000 signatures in support of
campaign finance reform. McCain
and Feingold hope te convince
congressional leaders to move for-
ward with their legislation by July
4, Their bill would give federal can-
didates who agree to limit their
campaign spending 30 minutes of
free airtime per market and 50%
discounts below the lowest unit
rate on additional advertising. —HF

judge

vember a three-
anel of
the 178, Court
of Appeals in
Delaware dis-"
agreed, saying
that adult fare
constitutes only

a fraction of the
programing on other channels.

The Delaware court denicd requests
by Spice and Playboy 1o bar the rule
from taking effect during its review.
The court said the networks™ case that
the rule violates the First Amendment
was not strong enough o warrant an
injunction.

But the court did leave the measure
on hold until the Supreme Court could
weigh in on the request for the injunc-
tion. Last week, the justices upheld the
Delaware court’s decision.

“We are extremely disappointed
with the court’s decision.” Playboy
Enterprises Chairman Christic Hefner
satid, adding that the company will con-
tinue to press its case against the rule in
the Delaware court with a request for a
permanent injunction.

Spice was still weighing its options
at midweek. “We're not happy where it
1s.” Spice General Counsel Dan Barsky
said of the rule. But he speculated that
technological improvements gradually
will make it easier for cable operators
to scramble audio.

“As we go digital. there's no differ-

www americanradiohistorvy com

ence in [audio and video) scrambling at
all.” said Steve Effros, president of the
Cable Telecommunications Associa-
tion.

For now, however, the prospect of
scrambling audio presents a problem 10
several cable operators, particularly
those with older cable systems, Effros
and others said.

Multiple system operators last week

said they were still studying the ability
of their systems 10 block audio.
Spokespersons at Time Warner Cable
and Continental Cablevision, for
instance. were unsure whether the
companics would need 10 move Play-
boy and Spice into the “safe harbor™
hours on several systems as a result of
the rules.
“We're in the process of evaluating
our technical ca-
pabilities.” a
TCI spokesper-
son said.

Barsky wor-
ried that the
prospect of
being relegated
to the 10 p.m.—6
a.m. time slot
could mean lost
subscribers for
Spice. He cited
the company’s
expericnce in
markets where
cable systems have expanded the avail-
ability of Spice channels to 24 hours.
Spice has seen the numbers of sub-
scribers jump about 30% in such cases,
he said.

Others at the company said Spice
was preparing (o deal with the rules.
“We witl be working closely with our
domestic netwerk affiliates to maxi-
mize revenue from the category in both
technically compliant and non-compli-
ant cable systems,” Spice Networks
President Steve Saril said. “In addition,
the company is continually developing
domestic and foreign revenue opportu-
nities.”

FCC officials at midweek were
unsure when the cable rules would go
into effect now that the Supreme Court
has issued its ruling. Cable lawyers,
however, predicted it could be some
threce weeks before the scrambling
rules take effect.

Several said the Supreme Court will
have to send its decision to the Dela-
ware court before the Delaware court's
stay can be lifted. That process. law-
yers say, could take about 25 days, =
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PSA slice shrinks as commercial pie grows

Public service announcements are disappearing like ‘rain in the desert] Hundr says

By Heather Fleming
WASHINGTON

romos and commercials are eating
P;nvu_\ at prime tme network pro-

eraming. but public service an-
nouncements are getting only crumbs of
the prime time pie.

Nonprogram material now accounts
for ane-tourth 1o one-third of all net-
work TN time, the American Associa-
tion of Advertising Agencies and
Association of National Advertisers
1996 Television Commercial Moniior-

g Report shows, Over the past vear. |

prime time commercial minutes
which include PSAs. promos and local
and network commercials—on (he net-
works and stations increased by an
average ol 31 seconds per hour 1o an
all-time high across all netwaorks in
November 1996,

But PSAs account ror only i fraction
of the overall commercial time in
prime time. The study reveals that in
November 1996, UPN aired no prime
time PSAs: Fox—2 seconds per prime
ume hour: CBS-—23 seconds: WB -6
seconds: ABC—Y scconds. and
NBC—11 seconds.

Mceanwhile. the networks aired
between 3:44 and 4:35 of promos per
prime tinie hour. between 8:12 and 9:03
of network commercials and between
2:12 and 2:46 of local commercials,

The lack of prime time PSAs is noth-
ing new. but o significant shift has oc-
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curred i the overall time dedicaed 10
commercials and promes in prime time.
Since November 1991 (the first year
data 18 available on promos). total com-

merctal time has increased at ABC trom |

9 minutes 10 11:26, wt CBS trom 9:10 o
10:29. e NBC from 9:57 10 10:33. and at
Fox trom 11:03 to 11:40. Promo time in-
creased at NBC trom 3:47 10 4:35. at Fox
from 3:49 10425 and at CBS from 4:17
10 421 ABC's promo time decieased
from 3:30 10 3:44.

In a speech this month, FCC Chair- |

man Reed Hundt chastised broadeasters

for selt-promoting at the expense of

PSAs. “Compelition tor advertiser rev-
enue nas led to o dramatic increase in
self-promotional ads on TV in prime

lr The famil; t—ha-t P_SIE tbg;ther.:stays together

WASHINGTON—Congressional spouses and teenage children will give
broadcasters a hand with local public service announcements.

The National Association of Broadcasters and the Congressionai Club
once again are asking congressional spouses and their teenagers to tape
| PSAs on issues of concern to their local communities.

The two groups have co-sponsored the congressional family PSAs on a
| biennial basis since 1987. NAB picks up the tab for production costs, while
the Congressional Club helps promote the project. About 100 families par-

ticipated last time.

| Topics to be addressed this year include drinking aicoholic beverages
l during pregnancy, drug abuse, underage drinking and breast cancer pre-
verition. Qutside consultants work with experts in the various fields asso-

ciated with the PSAs.

| Taping will take place in Washington May 7-22. TV spots then will be
[ sent via satellite to stations, while radio spots will be mailed.

www americanradiohistorv com

time,” sind Hundt, “This has come at the
expense ol PSAs. whick have dried up
and disappeared Tike rain in the desert.”

Hundt’s comments are particularly
signiticant us the FCC. Congress and
the White House grapple with the
issue of requiring additional public
interest responsibilities for hroadcast-
ers in exchange for their digital TV
licenses. Hundt also wants broadcast-
ers 1o set aside 3% of taeir digital TV
spectrum 1o fulfill their public interest
responsibilities.

National Association of Broadcast-
ers President Eddie Fritts pointed out to
Hundt in a March 6 letter that broad-
casters “currently donate more than $1
billion a year in community outreach

—HF
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ND NO PLAY
... HEY, DOES
A NEWSROOM?

If we did go home on time. wé'd probably just watch CNN anywav. Because that’s

what you do when you’re ahsessed with the nevs. You make it your goal io deliver the

most comprehensive news coverage possible. Sure, time«t can be a good'thing. But then

who'd send you those tonipleie news feeds thal are so easv to use? w B

Serious about news?

For more infurmation call (4043 327-4525. © 1997 Turner Breadcasting System. Inc. All Rights Reverved. B OWN NEWSOURCE SALES
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efforts and producing PSAs in the fight |
against substance abuse.” In particular,
Fritts said he takes “special pride™ in
NAB's STAR campaign (Sttions Tar-
aet Alcohol Abuse Reduction). Ninety-

five pereent of TV stations and 91% of

radio stations are airing STAR PSAs,
NAB surveys show.,

The study also shows that cable
channels run even fewer PSAs than
their broadeast counterparts. Between
9 pr.m. and 10 p.m. (the only prime time
hour monitored) in November 1996, no
cable channels aired PSAs. Looking at
all dayparts. A&E averaged 18 seconds
of PSAs per hour; Country Music Tele-
vision—6 seconds: CNBC. Comedy
Central. ESPN., Discovery, E! Enter-
tainment Television, The Family
Channel. TNT. TNN. The Weather
Channel and Headline News—none:
CNN-—24 scconds: Lifetime—6 sec-
onds; MTV—30 seconds: Nick-
cladeon—12 seconds; TBS—28 sec-
onds: USA—6 seconds, and VHI—I12
seconds,

National Cable Television Associi-
tion spokeswoman Torie Clarke said
that cable is involved in a variety of
PSA campaigns, including many at the
local level. One example is Cablevi-
sion of Boston, which opens its studios
once a month to produce PSAs for non-
profit and charitable organizations at
no charge. The PSAs are then run on
various networks, including CNN,
ESPN. MTV. BET. A&E. TNT and
Lifetime. ]

Nicer when it’s free

Attacks on political opponents

were less common in last fall's free |

airtime segments than in ads, de-
| bates or news coverage, accord-
ing to a report by the Annenberg

Public Policy Center. The center’s

study of 50 segments recorded

last fall by candidates Dole and

Clinton concludes that the free air-

time segments had “proportionate-

ly mare policy information than
comparable broadcast news re-
| ports.” The report also found the |
spots to be more accurate than
ads and debates in some cases.
| But the spots reached a small
audience, according to the study.

About 22% in a national survey

remembered seeing at least one |
| segment, and viewers “were likely

to be active information seekers,”

I |the report said. —HF

Jop of the Weelk

Tribune, FCC battle
over crossownershlp

Company loses first round over Florida propertics

By Chris McConnell
WASHINGTON

ribune Co. lost a round last week

in its battle with the FCC over

newspaper/TV crossownership
restrictions,

The U.S. Court of Appeals in Wash-
ington denied Tribune's request to pre-
serve its right to appeal an FCC deci-
sion carlier this month on newspaper/
TV crossownership. Reviewing Tri-
bune’s $1.13 billion au]umlmn of
Renaissance. commissioners denied
Tribune’s request for a permanent
waiver of the cross-ownership rule to
allow common ownership of WDZL(TV)
Miami and the Fort Lauderdule Sun-
Sentinel.

The commission instead granted Tri-
bune 12 months to spin off one of the
two media holdings.

Tribune responded with an “emer-
geney petition™ last Monday in the
Washington court. The compuny
charged the FCC with attempting 1o bar
Tribune from taking its crossownership
case to court.

Tribune cited an FCC rule stating
that companies receiving a conditional
grant cannot accept the grant and then
challenge the FCC-imposed conditions
in court. “An applicant may not accept
a conditional grant and then seek
reconsideration of its condition or chal-
lenge those conditions on judicial
review.” the FCC said.

But Tribune last week said it had no
time to go bach to the FCC for further
review of the decision. The company s
contract with Renaissance called for it
10 close the merger last Tuesday.

“The tiduciary obhgations of corpo-
rate ofticers and directors to sharehold-
ers make it impossible for any publicly
traded company to delay the consum-
mation of a transaction in order (o com-
plete a protracted administrative hear-
ing process.” the company said.

The FCC. which opposed Tribune’s
petition. agreed with the company s
interpretation of the rule. The commis-
sion, however. said Tribune can still
ask the courts to look past the proce-
dural rules if the company pursues its

www americanradiohistorv com

crossownership challenge after closing
the deal with Renaissance.

Tribune had ashed the FCC to waive
the procedural rule or issue a separate
order on the crossownership issue. The
commission denied those requests, say-
ing it saw no reason to depart from its
practice of dealing with all the relevant
issues of a transaction with one order.

Tribune said that conclusion was a
pretext to keep it from taking its case to
court. The company also said the action
created a “"Hobson's choice™ whereby
Tribune had to choose between poten-
tially waiving its right of judicial
review or breaching its agreement with
Renaissance.

“The commission’s action. it al-
lowed to stand. ignores the vital impor-
tance of judicial review in preserving
the ends of justice.” Tribune said in its
emergency petition.

The FCC countered that Tribune had
not made an adequate case for its right
to a waiver of the rule. "We are not
aware of any precedent that requires
the commission to accommodate its

[ policies to the desires of private parties

to structure deals buying and selling
television however it may suit them.”

The FCC also said Tribune’s request
was a result of contractual obligations
within the company’s control.

The court agreed. responding that
Tribune had put itself in a bind.

“Tribune’s claimed loss of its right
directly to appeal the denial of a per-
manent waiver of the crossownership
rule is of its own making. stemming
from the terms of 1ts merger contract
and the contract’s interaction with the
|[FCC s rules.” the court said.

The judges, as well as the FCC. also
said Tribune could still try to challenge
the procedural rules once the company
closes its deal. The court said its denial
“is without prejudice to Tribune's mak-
ing its argument on appeal...that [the
procedural rule] should not be applied so
as 1o prevent Tribune trom challenging
the commission’s decision denying Tri-
bune s request for it permanent wiiver.”

Tribune last week was planning to
follow up with a court appeal of the

FCC crossownership decision. ] J
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WHAT’'S YOUR PICTURE
OrF DigiTaL TV?

Digital TV. The time is now. But what is the world that high-resolution video is married to the limitless graphics

digital TV has in store tor us? There are many view points and and text of the PC and the Internet. logether, we can accel
crate the time when digital TV products are as commonplace

possibilities. But there is one certainty — televisior: and personal

computer technologies are converging at an astcnishing rate. as todav’s analog sets.
| £ gIng 4 3 2

COME

No one knows what form digital convergence will
ultimately take. The implications are great, And so are the
potential opportunities.

As a result, Comipaq, Microsolt and Intel have joined
to torm the beginning of a team that has a simole goal—to
work with the broadcasting and cable industries 1o achieve the

benehits of true digital convergence: where the richness of

COMPAQ

JoiINn Us AT THE

NAB

To accomplish this, we need vour input and support,

So we're inviting the television industrv to a special presen-
£ 5 P

tation at the Treasure Island Hotel st 5:00 p.m.on Monday,

April 7th, (Iuring the National Association of Broadcasters

Convention in | as Vegas. It will be hosted by three senior

executives: Bob Stearns (Compag), Craig Mundie (Microsott),

and Ron Whittier (Intel),

Microsoft intal.

CONVENTION APRIL 7TH.

1997 Compayg Coinputer Corporation. All rights resersed Cumpaq regretered LS Parent and Trademark Ottice dntel s a registered trademark of latel Corparatmn Micrasott s a registered trademark ol Murosalt
Corporativn Al wher brands and product cames are trademiarks or registered trademarks of therre FEApULUISE Liimpanies

www.americanradiohistorv.com
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- BASEBALL SCORES'

$315 MILLION FROM RIGHTS |

Teams earn mikions more from in-houseTV/radio aeals, gir fewer games on broadcast TV

By Harry A. Jessell and Kim: McAvoy

V andwadic are doing iheir b.t to make sure the
honme-team players ere well compensated for the
Ks. HRS and RBIL _
/ Accllv:ing 10 BROADCASTING &
7 C 18LE'Sannual survey, Major
LeagueBasgpall teams will
receivg neaily $250miilion from
local broadcast stztions and
regional cable networks for the
right to carry their games this
scasorn. .
What’s more, many teams ‘_:gf ¥
will earn millions more 2 FF
through partnerships with
lpcal TV outlets or by pro-
- ducing games and sel’ing the
ad-tige themsclves. Total
\ revenue from such ventures
should top $25(),million.
The local income _cemes in
gddition to¥he $10 milkion cach

L

team receivds from MLB'gAive-year=
nationat rights contracts With-NBC. Fox,
ESPN and th TFM %uqsll_.nbertv joint veaturd.

That deal is vahed at ($1.7 billion. !

. TFhe survey also foumgd o slm sificant drop in the numbed
\ ‘of games on broadcast =rom 1,791 last season to
W 1,557 in 1997, a decrease of 234 games. (Last years fig-
re reflects what tcams and stations said they would aif

“the beginningrof the season. noj, what they actually aired.)
Much of the difference in over-the-air games (88) iwduc

l Jand the other qmuun.n managesuinithe market, KXTX-TV,
aired 138 games. This year, they #ll wir kst 50 hl()d(lLdblbl
More modest declinesarefreporced-farihe New York
» Mets (7710 32), Pn@b.xrgh Pirates (; t¢ 10), San Dicgo,

o (he Texas Rangers. Last year, Kdas-1v Dallas—Fort Weorth2. regional cable network, Home fezm Spurt

BASEBALL'97

s
=

f
Padres (55 to 25), Detroit Tigers {56 10 40). Toromo Blue
Jays 741 to 35) end Qakland &thletics (35 10 30).
Burcking the trend wet€"the Flozida Marlins. They will .
apper on broadcast TV 60 times this season, 10 more than i
last vear.

And where did the broadcast TV- games
any. to cable. The survey found an
additional 35. games scheduled for
cable yis vear, a total of,!,745.
Most of the increase stems fro
the appearance of regional cable !

networks in the OIY five mar-
kets without such networks
last year: Kansas City, Mil-
watikee. DallasFort Worth,
Denvérand LOs Angeles. The
neophyu; nets pnckea up 180
b4 S, 4 f
t-seneral teams pokted
m;}nhcan increages in cabld, «
games:Ihe- Mets Gto l’bOf‘"“-“‘“N
" | Pirates (60 tc 85, St. Louiy Cafdi-

.. nals 40 1o ‘50% Padres (40, pﬂ),\ ;

. MinnesotaTwins (95 to 105) aw}fle\?\- (]

land Indians-(66.10 72% TTe Marlins\ 7/ |

matched their) increase {nbfoadcas games by b |

ading 10 cable games. Q LN !

. The World..Chcmpuon\om Yd?f'fees have' 16 1
had baseball 'symost lucrative locf! deal. chub dran !

of the partngrships and the do Itryﬂlrsel enbr cas‘erg
aré unknown, it§s difficult to say which team next\l
fine. [t couldsbe ?he Baltimore Orioles. Edrher this yea
*he tear agreed to Supply games for CBa Z-Tvand i
or mo

..than $29 million. w3AL(AM) Buﬁrﬁr::lso«‘ kd ainew

Ty

s 1

207

-

iR T TTEE T T

. R S

: ;"

T

g e F

three-year deal for the radlo pehts lsformnnual pay-
ments of $ 15mwll on.,

]( s surely mare lhdn CBS wanted o.pay. ul,ln. ‘el- .
- "-( g - ; I
March 31 1997 Broadcasti_g’-& able }
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DENNIS BRACK/BLACK STAR

work had to outbid Fox and Liberty, which had moved in
with the hope of displacing HTS. The result: a doubling of

the rights fee.

It another team earmns more, it’s probably the Mets, which
receive at least $16.5 million in rights fees from SportsChan-
nel New York and wraN{AM). That comes on top of the eamn-
ings from their broadcast TV partnership with wwoOR-Tv.
Revenue from that venture likely will exceed $16 million.

The Chicago Cubs and the Atlanta Braves
each generate $50 million in revenue from
the broadcast of their games over cable
superstations WGN-TV and WTBS(TV),
respectively. But much of the take is due to the
stations” national, not local, coverage. ]

Far a complete team-by-team breakdown of radio,
cable and broadcast TV rights, see pages 29-30.

GOMING OUT OF A SLUM

Broadcast, cable and MLB are scoring big with advertisers this season

By Kim McAvoy

he players’ strike is past and inter-

league play lies ahead. The broad-

casters, cable networks and teams

that will air thousands of games
are bullish about the 1997 season.

Baseball appears headed for a finan-
cial comeback.

“Our sales are ahead of last year,”
says John Feeley. sports sales manager
at KTvUu(Tv). the San Francisco Giants’
flagship station, which will carry 58
games.

“We’'re noticing a more friendly
attitude toward baseball. The last few
years people have been angry about
the labor problems. Now it's like it
used to be. People are excited about
baseball.”

“The strike is behind everybody—
people are happy to have business as
usual,” says Ron Goldberg, vice presi-
dent and director of sales for
ChicagoLand Television, which will
air 11 Chicago Cubs games on the local
cable network.

Sales are “up considerably™ says John
McGuinness, director of sports market-
ing for wpHL-TV Philadelphia, which has
a revenue-sharing partnership with the
Phillies. McGuinness says the team has
also signed three new sponsors. WPHL-
Tv will air 84 games this season,

“We're getting back to where we
were a few years ago,” says Bill Haig,
vice president of broadcast operations
for wrmi(aM) Milwaukee, which airs
the Milwaukee Brewers. “"We're
expecting a very good year.”

Sales for the Chicago White Sox
already are “20 percent ahead of last
year,” says Jim Corno, a senior vice
president for SportsChannel’s regional
networks. “We've had renewals from
every sponsor last year.” SportsChan-
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nel Chicago will carry 97 White Sox
games this season.

Corno thinks that last year's labor
agreement “helped sales” and that the
prospect of interleague play is adding
to baseball's excitement this year. For
the first time, MLB's American
League and National League teams
will play against each other.

Rivalries between such teams as
the Cubs and White Sox will be a
*shot in the arm for baseball. Those
games will draw great viewership;
those games will be an event,” says
Corno.

“Because we have crosstown rivals
{San Francisco Giants]. interleague
play is a plus for us,” says Jeff Krolik,
general manager of SportsChannel

Pacific, which will carry 55 Oakland
Athletics games.

“Interleague play is going to be dif-
ferent. It should be good sales fodder,”
says Rick Miner. of wwoRr-Tv New
York, the TV flagship for the New
York Mets that is slated to run 52
games, a drop from the more than 70 it
aired last season.

Perhaps another sign that baseball ad
sales are back on track is Madison
Square Garden Network’s purchase of
the radio rights to the New York Yan-
kees for the next five years.

The deal. sources say, is worth $35
million. MSG chose wABC(AM) 1o
broadcast the games. The radio station
has held the rights to the Yankees
games for the past 10 years. ]

Fox loads the bases

The joint veniure from Fox Sports and Liberty Media is
stepping up to the plate this season, joining ESPN, Fox
and MBC as national TV outiets for Major Leagus Base-
ball. The venture's entry represents the last piece of
baseball’s current five-year, $1.7 billion network TV deal.

In the first year of its $172 million deal, Fox/Liberty will

of'er games two nights each week of the season. Fx, Fox's national cable net-
work, will telecast a Monday night game, offering separate games for the East
and West Coasts. The eight regional Fox Sporns Maetwarks will broadcast base-
ball on Thursdays, again with different games for each half of the country.

The Fox broadcast network, meanwhile, is entering the second year of its
5575 million contract. Fox carries the Saturday Game of the Week, and has
the rights fo the 1998 and 2000 World Series, and this year's and 1999's All
S.ar games. It also has rights to carry five divisional playoff games a year and
fc split coverage with NBC on the league championships., Fox carried the
Waorld Series during its first baseball campaign last year.

NBC, which paid $475 million for its package, has the World Series this
yaar, the All Star Game in 1998 and 2000 (NBC carried last year's game) and
three divisional playoff games per year. It splits the championship series with
Fox.

ESPN paid $455 million for its coverage of Wednesday and Sunday night
gamaes, and broadcasts of between six and 12 divisional playoff games that
are not shown on Fox or NBC. —Is
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“My girlfriend says I'm superficial.

| 'NJS3 96619

She watches those documentary network series

on the origins of the universe.

I watch ESPNEWS, getting the full in-depth story

behind Jerry Rice’s seventh touchdown reception of the season.

Now, you tell me who’s superficial’

—Craig Mannion, Marcus Cable customer

E=2 ': W =@  The 24-hour sports news network from ESPN.

Northaast (860) 585-2479, Southeast (860) 585-2479, Central (312) 228-5800, Rocky Mountain (303) 740-8940,
FROM THE WORLDWIDE LEADER iN SPORTS Westem (310) 358-5300, Special Markets: CT (860) 585-2616, NY (212) 916-9200. Our websile: 85pnet.sportszone.com
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¥YER STODORY

LOCAL TU AND RADIO LINEUP

BROADCAST TV CABLE RADIO
#ofreg. #of Contract 1997 1997 est. Regional #ofreg. Contract 1997 1997 est. #of Contract 1997 1997 est.
Team Flagship season stations status rights reyenue network 563500 status rights  revenue | Flagship slations stalus rights  revenue
games innet. yr./yrs. (milliens) (millions) games  yr./yrs. (milliens) (millions) innet, yr./yrs. (millions) (milliens)

NATIONAL LEAGUE EAST

Atlanta WTBS(TV) Fox Sports WSB(AM)
Braves chay | 1251 0 [ NA | NA | 852 South | 25 | 10| $3 NA | e | 181 | 5 | 83 NA
Turmer Broadcasting System owns tean and WTBS.

. [ [ SunshineNet- | 35 | 1,1 | §18 | ‘ [ [ [
Florida | 60 [ 9 [ | na| 83 [ wonspons | = A R B L IR TR NP TE P B
Marlins (ch.33) [ l Channel Florica| 35 | 171 | $35 | 560 khz |
Team relains broadcast TV rights. Marlins' owner Wayne Huizenga is managing partner in SportsChannel Florida. WCMQAM) broadcas!s games in Spanish.
Montreal SRC(FR) | 20 34 RDS(FR) 40 claciam) | 7 Eng | 3/4

— 1712 — N 26 — | 2/4 18 NA — — A .
Expos TOS(FR) | 20 33 3 . TSNENG) | 25 $ CKACIAM) | 26 Fr | 3/4 N 2.3
Team relains broadcast TV and radpo rights.
New York  |wwoR. TVI i spots- [ 1 [ ] WEANAM) o | | e |
Mets ch9) | 52 NA 172 | NA 816 Channel | 100 {11/30 | $13+ NA 15 | 173 | 835 | NA

660 khz
l Mﬂk | i 3 - '

Team and WWOR-TV ha ve revenue-sharing partnership. WADOAM) will broadcast 81 home games in Spanish.

Philadelphia |wPHL-TV B, 42 WPHT(AM)
e ch — , 5
Phillies ch.17) 84 2 5/5 NA $18 Sggirlt:dm:::;el 2 i NA $7.6 1210 khz 18-201 5/5 83 NA
Team and WPHL- TV have revenue-shanng partnership for broadcast TV and cabie.
LEAGUE CENTRAL
Chicago WGN-TV . ChicagoLand | | WGNAM) N
Cubs (ch. 9) : 140 0 NA NA $47.9 v | 1 l NA NA | $0.6 720 khz 50_L NA | NA $12
1 i E— - | —
[ Tribune owns ream WGN AM- TVand ChfcagoLand v
WSTR-TV Sports-
5] 213 po
gn:lcmnatl ool = 1o = ma| wa | creme | so | 23 | ss | na [ e |on fsas | wa
eds h 12 30 1M Cincinnati :
SportsChannel Cincinnati pays $5 million for broadcast TV and cabie rights. It buys airtime on TV stations.
] T 1 l 1 1 T
Houston KXTH(TV) Fox Sports KILT{AM) |
Astros (ch. 201 50+ | 8-10 [10/10| S5 NA Southwest 60 |12/15] S4 i NA 610 khz 50 213 NA . 54
1 e — —  — L___ 1 1
Team retains radio rights. KXYZ(AM) broadcasts games in Spanish.
: WPGH(T)
Pittsburgh {53 5 Fox Sports KDKA(AM)
Pirates w{:l"zg,w 5 0 NA NA NA Pittsburgh 85 174 | 843 NA 1020 khz 45-50| 1/3 NA $3
Fox Sports Pittsburgh pays $4.3 million for broadcast TV and radio nights, sublicenses 10 games fo TV stations. Team retains radio nights.
: T i l
St. Louis KPLR-TV Fox Sports KMOX(AM
Gardinale ch. 11) 60 21 1/3 | 54-5 NA Midwest 50 1/5 | $2-3 ' NA 1120 khz 10 | 155 | 34 NA

Fox Sports

Colorado KWGN-TV KOAAM)
Rockies gy | B 1B ES Mgﬁﬁgm gs0knz | O
Team retains broadcast TV rights.
T 1 1
Los Angeles | KTLATV) | | Fox Sports I | KABC(AM)
Dodgers chs | 48| 0 | V5 |S1S5  NA West 2 | 40 | 1/5 | NA | NA o | 24| 55 ) S5 | A
| —— e S S S B

KTLA pays $15.5 million for broadcast TV and cable rights. It sublicenses games to Fox Spons West 2. KWK WiAM) broadcasts all games in Spanish.

San Diego KUSI-TV KFMB(AM}
Padres (Ch. 5%) 25 0 NA NA NA Channel4 | 100 | 1/5 $4 NA 790 khz

2 113 | 83+ NA

| Cox Communications’ Channel 4 pays $4 million for broadcast TV and cable rights, buys airtime on KUSI-TV and shares revenue with team.
1 l Spoﬂs | l KNBR(AM) ] [ [

san Francisco [ o [, | g [ooo |y | comer | 55 | 25 |sas | wa 124 { 35 | $45 | NA
Giants (ch. 2) Pacific | 680 khz
| S LT o (SN /S W D B | ' |
Team retains five to seven 30-second spots per game on broadcast TV, KNBR i is a limited partner in team.
28 March 31 1997 Broadcasting & Cable
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Team

Baltimore
QOrioles

WJZ-TV
{ch. 13)

BROADCAST TV
Contract 1997

#of reg.
Flagship season stations status

games

37

#of

in net,

rights

1997 est.
revenue
yr./yrs. (millions) (millions)

AMERIKCAN

Regional
network

Sports

# of reg.
$eason
games

LEAGUE

Home Team

85

GABLE

Gontract
status

110

1997
rights

$20+

1997 est.

revenue

yr./yrs, {millions) (millions)

EAST

NA

Flagship

1090 khz

WBAL(AM)

#ot Contract
stations status

rights
innet. yr./yrs. (millions) (millions}

1997 1997 est,

revenue

$3.5 NA

CBS, which owns HTS and WJZ-TV, pays more !han $20 millicn for broadcast TV and cable nghts It sublicenses games fo WNUV v and WBDC(TLO Washington.

New England

Boston WABU(TV) I | WEEIAM) I |

75 |12-13| 1/3 | 89+ 1A Sports 7% |1 5/20 56 NA €0 4/4 | 34.4 NA
Red Sox | (ch.66) ! ] | Network | 1 | B30 knz | |
Team owns part Of NESN, keeps some of its revenue.
Detroit WKBD-TV WJR(AM}
Tigers (ch. 50) 40 6 35 NA $3.5 Pass Sports | 70 5/7 |%3-%4 NA 760 khz 30 2/5 NA $3.6
Team retains broadcast TV and radio rights.

I T T
New York MSG WABC(AM)
Yankees NA NA NA NA NA NA Network 100 | 9/12 | $525 NA 770 khz 12-14 | 1/5 | g7 NA
(— S| W—— i i ) | 1

At deadiine. MSGN, which holds broadcast TV and cable rights. was negoliating broadcast TV deals with WBIS and WPIX.
Toronto CJCL(AM}
Blue Jays CBC 35 0 in $9 NA TSN 80 2/5 $6 NA 590 khz 40 5/6 | $1.6 NA

. Sports- |
Chicago WMVPIAM) | ,,
White Sox 9 | 33 | NA $15 grrliacnar;e: 97 | 14/17| $45 NA 1000 khz 30-35 [ 2/5 | 335 NA
iTeam aﬁ WGH— TV have revenue -shanng partnership. WIND( AM) airs all games in Spanish., o
Sports-
Cleveland WUAB(TV) WKNR(AM)
Indians (ch. 43) 70 3 213 $6 NA Cl’gll':gel 72 2/3 $5 NA 1220 khz | 35 1/3 NA $74
WUAB holds broadcast TV nghts, shares revenue with team wportschannel fiolds cable nghts, but team keeps nine Spots per game Team retains radio nghts.
ROWET™ | 3 T Fox Sports | [ ' | I
:a"sfs City e Ty 0 | NA | NA l NA Rocky | 38 | 153 | 45 | NA vggmm ! 106 | 33 | 18 | NA
_Oyis_ | Moe | 15 | LB Mountain | | ’ S —
Fox Sports Bocky Mountain pays $4.5 mfllron for broadcast znd cable nghts buys time on KMBC- TV Wthh controls KCWB through local marketing agreement.
Milwaukee  {wvivw SisEons WIMJAM)
Briwels (ch. 18) 68 5 11 NA NA Nser:\(r)lr(;fk 35 11 | $53 NA 620 khz 46 2/5 NA $5.9
Wfsconsm Sports Network pays $5.3 milion for broadcast TV and cable nghts, shares some revenue with team. Team relains radio rights.
| Midwest
M"P“es‘“a WCCO- W! 0 | o |55 |s75| Na Sports | 105 | 5/5 | NA l Na  |WECORMY op | 55 | NA | NA
Twins ch. 4) l Channel l { 830 khz J

RCBS, wl%havﬁs WCCO-AM-TV and Midwest Sports Channel, pays $7.5 million for all TV and radio rights.
LEAGUE

WEST

Anaheim KCAL(TV Fox Sports KMPCIANY |, - $6-57
Angels {ch. 9) West 710 khz

Disney, which owns team, retains broadcast TV rights, sharing revenue with KCAL. Disney also owns KMPC.

T Sports- | Y [

gfr:‘l'at'.'d KR?\”:"; 20 | 58 | 55 | 85 | NA Channel | 55 l 25 | $53 |  NA Kg:ag(:;]m 18 | 44 | NA | s4
| 1 Pacific j | wep = [
i Team retains rad;a rights.

SR T B I | [ I I . I B
Seattle KIRO-TV | Fox Sports KIRO(AM)

Mariners h. 7) | 59 7 | 33 Isr.s NA Nortnwest | 95 | 14 J3,4-5. NA 7ok | 35 | 55 | 837 NA

- 1 i 1 | ]
KIRG TVholds broadcast TV rights, but team keeps revenue from 501t drink spots.

KXTX-TV
Texas chag | 3B |, Fox Sports KRLD(AM)
Rangers Km)w T 2025| 25 | $7 NA Southwest | 60 | 1/4 | NA NA wosoknz | 60 | 171 | $45 NA

yN Te!ew'siqn, which owns KXAS-TV and aperates KXTX-T/, pays $7 million for all TV rights. &t subiicenses games o Fox.

NA—Not applicable or not available. Unless otherwise indicatec, the teams sell the rights to a broadcast station or cable network and the 1997 rights fee is shown. In cases
where the team relains the rights or is involved in a partnership. estimated 1997 revenue is shown instead of a righls fee. Depending on the team, contract status refers to a
fights contract, partnership contract or contract for a non-rightshoider to carry the games. in most cases. broadcast TV and radio rightshelders form regional networks—the
column shows the number of stations in those networks. Radio stations usually carry all regular-season games.
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Broadcasting & Cable Special Report H

MM

On June 9 — the day that the Academy of Television
Arts and Sciences mails voting cards — Broadcasting & Cable presents the first of two
special insider’s reports on the red-hot race for 1996 Emmy nominations.

In the first spotlight, we'll track top contenders bidding for this prestigious ATAS honor and
examine the impact of this highly coveted award on past winners. Then, on August 4th, our
second Emmy Awards issue presents the nominee list.

These two issues present an exceptional opportunity to spotlight your Emmy-calibre
programming. Your messages will reach to 35,000 influential decisionmakers in electronic

communications — including ATAS voting members. To see some winning results of your
own, contact vour advertising sales representative to reserve your space today.

Special Report: Emmy Nominations/Part 1

Special Report: Emmy Nominations/Part 2

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 011/44 171/437/0493
Website Listings & Classified Ads: 212/337/7073

www americanradiohistorv com


www.americanradiohistory.com

March 31, 1997 \___/

Dramas fall in March moves

Fox’s ‘Lawless’ joins ‘Prince Street” and ‘Spy Game' in early exit

By Lynette Rice

igns of weakness in the Big

Four’s midseason hineup were

reveadled again last week with
Fox"s cancellation of an action driuma
onee billed as a potential magnet tor
nale viewers.

After only one airing, Fox's
Lawless, starring Brian Bosworth,
was pulled atter it garnered a 4.0
Nielsen rating/7 share in house-
holds March 22. The action
drama from Columbia Tri-Star
was viewed as a potential hit in
the largely male demographic that

il

Fox attracts on Saturday.

“Lawless did not meet our expecta-
tions creatively or from a ratings per-
spective,” said Fox Entertainment
President Peter Roth.

The cancelation follows by less
than a week NBC's decision o drop
Prince Streer after the show averaged a
5.9/11 in its second outing. ABC's §py
Gaime 1s oul, 100, having averaged a
5.9/10 over its three-week run.

Despite the early departure of the
dramas, there are signs of network
bench strength. While reportedly still
trying 1o find its legs, NBC’s The
Naked Truth has averaged a comfy
17.3/27 atter nine episodes, albeit in the
exceedingly comfortable hammaock
between Seinfeld and ER. And an
altractive teenager has proved a killer

move for The WB. with Buffy the Vamr- |

pire Staver showing a 38% improve-
ment n ratings and a 25% boost in
shares, as of Murch 17, over 1s prede-
cessor. The drama has averaged a 3.3/5.

Sudden ratings grabbers—and fail-
ures—iare par for the course this time
of year. when plans tor May sweeps are
being finalized and fall development is
well under way.

“This is experiment time from
March to the end of April.” said media

‘Lawless’ la<ted one episode.

el

‘Butfy’ nas boosted The W8.

a lot of vehicles now. They Il juggle
programs into new time periods before
the May sweeps. when they Il start the
tinales of most of the shows.”

CBS may have found some promise
in Teporarily Yours, which has aver-
aged an B.0/13 after three airings and
has rztained some of the key female
deme generated by The Nanny. JAG,
after [0 telecasts. is tighting to make its
case with an 8.1/13, as is Feds after
three weeks (7.3/12).

Af-er four telecasts, CBS’s Orleans

| averaged an 8.2/14 and was temporari-

ly pulled from the lineup. It was sct 1o
return last Friday (March 28). There’s
no sign of the network’s midscason
replacement Life.. . And Stuff. a Rick
Reynolds/Pam Dawber comedy that
lies in wail. bul the news magazing
Coust 1o Coast—pulled after lackluster
ratings—will return this summer.
NBC’s Just Shoor Me has the mak-
ings of a first-string player. averaging
an 8.2/13 alter three episodes. Chicago
Sons is apparently staying put with a
7.6/12 atter 10 airings, followed by

Crisis Cenrer with a 7.0/12 after four

weeks. Still on the beneh for an April
10 rollout 18 the comedy Frred Up. star-
ring Sharon Lawrence (NYPD Blues).
Court remains in session tor ABC’s
The Pructice, which has earned a 9.6/17
after three episodes in the Tuesday
night slot usually occupied by NY7°D
Blue. The much-battvhooed Arsenio
has averaged a 9.3/15 after three weeks,

while Vital Signs could be in need of

hospitalization (6.8/11 after three
weeks), Still set to debut is Leaving
L.A., an oftbeat drama about the coro-
ner's office, and the much-anticipated
Gun. trom Robert Altman. Both dramas
will bow on April 12.

Fox’s animated King of the Hill has
netted a solid 9.6/13 after 10 weeks
enough to secure its spot on the 1997-
98 schedule. The news is not as good
tor Pauly. thought to be a hit with kids
but generating only a 5.7/9 in house-
holds after three outings. Secret Seir-
vice Guy. starring Judge Reinhold,
remains in the wings, as does the game
show Brg Deal-—although both shows
may surtiace in the summer.

UPN has held its ground with its
only midseason replacement. Social
Studies. which carned a 4.7/7 in its first
weck. The WB still has the sitcom The
Smart Guy 1o debut April 2, while the
game show fn rive Dark will likely
debut this summer.

| buyer Bill Croasdale. “They're testing ] |
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hypoing are already here

A commentary by Jim Beloyianis, President, The Katz Television Group

Television ratings are supposed to accurately measure audience
delivery. The problem is, because of a practice called hypoing, the
sweeps periods are often not a good indication of how a station
will perform the rest of the year.

Hypoing involves running promotions or airing extraordinary pro-
graming during the sweeps to boost viewer ratings and, conse-
quently, the amount that a station, network or syndicator can charge
advertisers. Hypoing not only taints audi-
ence measurement, it is scmething with
which most stations, networks and syndi-
cators would rather not be involved. How-
ever, faced with a competitor who is
hypoing, other stations, networks or syn-
dicators have been forced to participate in
the practice in order to remain competi-
tive in the ratings wars.

In the most egregious cases, hypo-
ing invelves running promotions or
contests that encourage viewers to
tune in programs they wouldn't nor-
mally watch just for a chance to win. In
its more subtle form, it involves run-
ning specials or episodes of regularly
scheduled programs designed to be far
more attractive to viewers (and often
far more expensive to produce} than
the program that would customarily air
in that time slot.

It's no coincidence that during one
Sunday of the most recent sweeps, ABC
aired a movie that featured Meryl Streep
in her first television movie appearance in years, NBC aired its
highly promoted TV movie Astercid and CBS aired the popular cin-
ematic release “Dave.” It's all part of the ratings game, right?

Not surprisingly, time periods that are hypoed spawn ratings that
are not what advertisers can expect outside the sweeps period.

As a result, the agency community is now calling for continu-
ous local demographics measurement 52 weeks a year so that
media buyers will have a better idea what they're buying in terms
of a program'’s actual audience. It sounds like a great idea, of
course, until you realize that someone—the agencies, the net-
works, the stations or Nielsen itself—has to pay for this.

Many agencies believe the stations, networks and syndicators
should pay the additional cost of continuous ratings because it's
their audience that is being measured. However, this isn't fair,
since they didn't exclusively create the problem of hypoing. it's a
problem in the way audiences are measured and the way thase
measurements are used by buyers that invites tampering.

There is a better solution for eliminating hypoing than resorting
to continuous local demographic measurements, It's less expen-
sive, less disruptive and available right now.

‘So here’s the plan: Let us
(and “us” means agencies,
advertisers, stations, networks
and syndicators) start using the
overnight numbers for continu-
ous measurement and use the
latest sweep (or the ratings
survey most relevant to the
time for which the buy is being
made) to determine the
viewer-to-household rating and
apply it to the overnight
household ratings.

In 36 of the biggest markets in the country, which together
account for 58% of the TV households, Nielsen is already measuring
audiences 52 weeks a year. I'm referring to the metered overnight
ratings. As Nielsen adds metered markets, the ability of the
overnights to be used as benchmarks for viewership will only
improve,

Of course, the problem with overnight ratings is that they mea-
sure viewership by household only, not
by demo. But that's not an insurmount-
able problem, because it's relatively
easy 1o project demo ratings from
household numbers.

We're not alone in our thinking.
According to Erwin Ephron, a partner in
the media consulting firm Ephron,
Papazian & Ephron, with whom we've
been working closely on this issue,
household ratings are highly predictive
of demo ratings since the relationship
between the two stays the same.

So here’s the plan: Let us {and “us”
means agencies, advertisers, stations,
networks and syndicators) start using the
overnight numbers for continucus mea-
surement and use the latest sweep (or the
ratings survey most relevant to the time
for which the buy is being made) to deter-
mine the viewer-to-household rating ratio
and apply it to the avernight household
ratings.

This will produce continuous demo
estimates. Although overnight ratings are not available in all mar-
kets, the metered markets already account for more than 75% of
ail spot dollars (a number that will only grow as overnights
become available in additional markets) and generaily cover the
markets where, on the local level, hypoing is @ more common
practice.

By the same token, projecting demo ratings from overnights is
accurate. Probably a lot more accurate than what we're now
using, in fact, since the household numbers from which you're
projecting demos aren't affected by hypoing. And, best of all, the
methodology is relatively inexpensive, it's here and it's a fair way
to measure program audiences. Several major agencies are
working with Nielsen, Donovan and Core Media to implement a
weekly ratings posting system.

Once agencies begin to project demo ratings from overnights
to past their TV buys, hypoing will no longer have the desired
effect, and it won't make sense for stations, networks and syndi-
cators to continue the practice. Then the industry will be able to
go about its real business, which is to help advertisers sell prod-
ucts through the intelligent and effective use of television. [

§
1
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Think global,

/A

click local.

Come to the NBC affiliate meeting at NAB to find out about
NBC Interactive Neighborhood, the new local internet service
developed with NBC affiliates, for NBC affiliates.

« Surpasses other providers by keeping the focus on your brand

= Powers your website with the best of the internet, all in one
content package

« Creates revenue from local online advertising and
transactions—and it's 100% yours

« Integrates automatically into your website, hassle-free and at
no cost to your station

« Generates repeat visits with classifieds, local directories, arts
and entertainment listings, and more

« Leverages exclusive partnerships with top name retailers,
service and technology companies

Get into NBC IN. The local internet service you helped create.

Your Affiliate Relations representative will call with more
information.

N
Your hometown homepage! ———— I I |

NBCinteractive
neighborhood
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TV’s piper ups its pay

TV Music License Committee agrees to give BMI big hike

By Steve McClellan

he Television Music License
T Committee last week agreed to a

dramatic increase in the fees that
local stations will pay to BMI for music
rights over the next two years. The two
sides had been working without a con-
tract since January 1995.

The new blanket license agreement
for local TV station use of BMI's music
library is retroactive to Jan. 1, 1995,
and extends through March 31, 1999.
Total fees for the period covered by the
new agreement will be roughly $178
million.

The blanket license deal calls for
fees of $76 million for the 12-month
period beginning April I, 1997, and
$79 million for the succeeding 12
months. The exact dollar amount for
the period covered retroactively (Jan-
uary 1995 to March 1997) is still
being determined, but a TMLC staffer
estimated it would be in the $22 mil-

S YND

Brolin to ‘Pensacola’

Veteran TV leading man James
Brolin has been tapped to star in Eye-
mark Entertainment’s upcoming
drama, Pensacola: Wings of Gold.
Brolin, best known for the long-run-
ning dramas Marcus Welby, M.D

and Hotel, will play a tough Air
Force war hero who’s pulled off the
front lines after 20 years to help mold

Winning renewals and upgrades for
the veteran talker has been a prierity

I C AT

lion—-$23 million range. Thus, fees
will climb more than sixfold for the
next two years compared with the
previous (wo.

The retroactive portion of the blanket
license will be paid over three years,
including $10.5 million from April
1997 to March 1998 and $3.5 million
from April 1998 to March 1999, with
the remaining $3 million—-$4 million to
be paid over the following year.

Stations also have the option of cal-
culating their payments on a per-pro-
gram basis, instead of paying their
share of the agreed-upon blanket rate.
For the purpose of calculating per-pro-
gram fees. a base fee of $96.4 million
has been agreed to for the April
1997-March 1998 period. The blanket
license fee that stations are paying to
ASCAP for that period is also $96.4
million). The following year the base
fee for per-program calculations will
rise 3%. to $99.3 million.

The new agreement also covers

I O N

for Universal Domestic TV since the
studio bought Saily distributor Multi-
media Entertainment last fall,

The rail thing

Railrunners is the first action/adven-
ture series to come from a new co-
production pact between Harmony
Gold and Netter Digital Entertain-
ment. The drama, targeted for launch

Internet and HDTYV use at no extra
charge. Stations can use up to 30 sec-
onds of any BMI song—a total of 15
minutes of BMI material—on their
Websites. says Chuck Sennet, senior
counsel at Tribune Breadcasting and
co-chairman of the TMLC.

BMI and TMLC also agreed to a
joint study to determine how much
BMI material stations are using and
how much the usage is growing from
year to year. BMI claims that the use of
its material by stations has been grow-
ing dramatically. and has produced its
own studies to illustrate that growth.
“We thought that to have a study where
everyone possible agreed to the terms
of the study would help to make it make
it more credible and useful.” says Sen-
net.

ASCAP, the other major music
licensing organization, was also invited
(o participate in the study but declined,
according to Sennet. The survey will be
conducted by economic consultants
representing both sides.

Meanwhile, the blanket agreement
with ASCAP extends to March 31,
1998, although the two sides still have
not been able to come to terms on per-
program fee usage. |

M ARKETVPLACE

in fall 1998, revolves around a band
of rebels fighting to recapture their
homeland. The story is set in a Jules
Verne-like Industrial Age world
where steam drives all vehicles and
powers fantastic machines. The part-
ners say they plan to commit up to
$150 million to the production of five
weekly drama series for the world-
wide marketplace.

“the next generation” of heroes at the e ‘ y
| Florida naval base. Eyemark has NSS Fncf-E‘IEIE-CE Farm Report’ to

cleared its first entry in the action- .T?“.ml“m“m Hiife- Channel Earth o

hour field for fall on 140 stations bers regrasent average mdisnce'stalions™ coverage. Channel Earth Communications Inc.
covering 88% of the country. 1. Wheed of Fortune :’-‘Hﬂlﬂ has signed a four-year deal to pro- |
g y :w m“"“"” duce U.S. Farm Report for Tnbune
Sally’ renewals 4. Opeah Winfrey Show B.A/278.98 Entertainment. Tribune s agribusi-
wNBC(Tv) New York has given a 5. Saintald 22108 ness show will change from a half-
major vote of confidence to Sally :'Lm”'hhl :.m hour to an hour weekly beginning

Jessy Raphael, renewing the long- £ Journsys of Herule B 2290,98 Sept. 15. Orion Samuelson and Max

running talk show through 2002. 8. Xena: Warrior Princess 5.B/222:95 Armstrong, who recently formed

Sally just notched its strongest Hmlmw mﬂ Channel Earth to launch an agricul-
sweeps ever for the station in the ﬂhwhhm & 429890 tural news and information cable net-

competitive 4 p.m. time slot, ranking 12. Whoed of Fortune-whnd 8414073 work, will continue as the program’s |
second with a 7.9 Nielsen Media :MM m host and senior reporter. respectively. |
Research pousehold ra{ing upd 19 mmm‘ Euh' 4721195 The show, which debuted in 1975, is
share behind Oprah Winfrey's 8.9/21, cleared in more than 90% of the U.S.

Tribune will continue to own, distrib-
ute and sell ads in the program,
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Religion is
on rise in
prime time

Majoritv of depictions

are positive, study shows
By Lynette Rice

he Parents Television Council
T has seomething to say about prime
lme programing again. this time
having to do with the presence of God.

In a three-vear study ot faith in
prime time, the council found that the
total number of religious depictions
qumped fronm 287 in 1995 10 436 in
1996, Basic expressions of faith were
presented positively by almost a 1010 1
margin. while slightly more positive
depictions of the clergy were found in
the lineup.

‘T am glad 1o see religion and reli
gious people being depicted more ofien
during prime time.” said Mark Honig.
execulive director ol the Los Angeles-
based council, which publishes the
annual Fewnily Guide 1o Prime Time
Television,

But the council—which last took the
networks 1o tash for use of a TV-PG
rating toer shows the council thought
deserved TV-14s or TV-Ms—still
found only one depiction ot faith in
¢every four hours of prime time pro-
araming.

The council, a project of the Media
Rescarck Center. continues to call for
more shoews tike CBS s Towched by an
Angcel and The WIB's Seventh Heaven

“By faith-friendly. we don’t mean
series featuring angels or even clergy
men.” said the council. "Rather. we
would merely like 10 see a small-screen
depiction that indicates religion’s
importanee 1o everyday Americans.” m

Errata

Due to an editing error, Greg Mei
del was misquoted in the March 24
interview. In response to the ques-
tion on whether network license
fees are competitive, Meidel said
those fees are nor keeping up with
escalating production costs, partic-
ularly for action dramas.

B-roadcasting & Cable March 311997
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‘Five’ alive
A promotion campaign to keep Fox’s
/\ Party of Five alive not only has insured
that the drama will return for another
season but has also resulted in a significant rat-
ings boost. Ever since the much-ballyhooed
“Intervention” episode aired Feb. 19, the show
has enjoyed a 33% increase in ratings among
adults 18-49 (6.9/17 vs. the 5.2/13 it averaged
previously) and a 37% increase among its core
demo of adulis 18-34 (10.4/27 vs. 7.6/20).

| Oscar takes dip
Hest Billy Crystal's opening quip “Who are you people? ™ which referred to
the many new taces in the audience at the 69th Annual Academy Awards,
wes apparently the same question asked by viewers. The 203-minute show
avaraged a 27.4 Nielsen rating/46 share on ABC—tke second-lowest rating
for an Oscar telecast in more than 20 years. (The lowest was in 1986, when
the 1elecast averaged a 27.3/43). The show still remains the highest-rated
program so far this season, easily beating its counterparts on Monday. ABC
esurnates that roughly 70 million pecople watched some or ali of the telecast
Last year’s Oscars on ABC garnered a 30.3/50.

ABC nixes ad

ABC gave a thumbs-down to a gay discrimination ad thas the Washington-
based Human Rights Campaign wanted 1o air during the much-aaticipated
El'en episode April 30, in which Ellen DeGeneres’s character is set to come
out of the closet. Human Righis had wanted to place an ad about a woman
just tired from her job because of her sexual orientation. but ABC rejected it
be-ause of & long-stunding policy on controversial issue advertising.

New Acquisitions?
Minimize your risks

Avoid costly pitfalls « Validate financial numbers
Ensure timely closing * Speed up negotiations

Due diligence services
for the broadcast industry

Call Peter Bowman or Mark Giannini at (703) 818-2425
« SEE US AT BOOTH #1617 AT NAB +

BIA CONS
‘ 7

The leaeling provider of financial and stia:egic solittions
Jor the contmunications industries

Internet: http://www.biacompanies.com
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PEOPLE’S CHOICE

Ratings according to Nielsen

Mar. 17-23

KEY: RANKING /SHOW [PROGRAM RATING/SHARE| « TOP TEN SHOWS OF THE WEEK ARE NUMBERED IN 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 * SQURCES: NIELSEN MEDIA RESEARCH, CBS RESEARCH = GRAPHIC BY KENNETH RAY
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59130 Championships 9.2/17 68. Early Edition 6.7/12| 60.The Pretender 7.1/13| 93.Lawless 4.0/7
N 10:00 38. Walker, Texas Ranger 70 Profiler 6.6/12
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Downey plans
to resurface

LPTV deal would
have him developing
“signature” programing

By Steve McClellan
arton Downey Jr., whose syndi-
cated tatk show in the 1980s

M was frequently associated with

the term “trash TV.” is planning a
comeback.

Last week Downey’s company, Los
Angeles—based LDE Media Technigs.,
signed a letter of intent to merge with
Channel America Broadeasting, a dor-
mant lew-power TV network based in
Lakeland. Fla.

Sclect Capital Advisers Inc.. a
Miam: investment banking firm

retained by Channel America. esti- |

mates the value of the proposed trans-
action at approximately $5 million.

If the deal goes through. Downcy
would hecome chairman of the merged
company. e would also produce and
co-host at Teast one new program. a
news magazine titled Bovs Niglr O,
Since his talk show was canceled six
years ago, Downey has been producing
and advising foreign broadeasters look-
ing to enter the talk show business.

Downey said last week that he hopes
to develop and acquire “signature™
first-run programing for the network 1o
cntice cnough low-power affiliates
back 10 the fold.

For the past year the network has
been ofi the air. For several years it has
been plagued with financial troubles
and recently retained a management
specialist, an investment banker and a
debt restructuring specialist.

In 1995, the last year that financial

numbers were reported for the company. |

Channel America showed a loss of $7.9
million with revenue of just $1.6 million.
The publicly traded company has 2.4
million shares outstanding. although it
was delisted by Nasdaq late last year
because of “insulticient capital and sur-

plus.” according to Bloomberg Business |

News. Over the past year. the stock

dropped from a high of $2.50 10 7 cents, |

“II"s a pretty well-shattered network
at this time. but it has a lot of little

picces that could be put back together |

again,” Downey said. =

Broadcasting & Cable March 311997

Broadcasting

The week'’s tabulation
of station sales

KTVH(TV) Helena, Mont.

Price: $3.454 million plus stock in
buyer and assumption of liabilities
Buyer: Sunbelt Communications Co.
(formerly Sunbelt Broadcasting Co.),
Las Vegas (James E. Rogers, presi-
deny72.5% owner); owns KPVI(TV)
Pocaiello and kxTF(Tv) Twin Falls,
Idahc; kvec(Tv) Las Vegas and
KRNv(TV) Reno; is building KENv(TV)
Elko and kwny(Tv) Winnemucca, Nev.,
anc «Jwy(Tv) Jackson, Wyo.; has
aprlied to build TVsin Sun Valley,
Idao; Havre and Lewistown, Mont.;
Bis narck and Minot, N.D.; Rapid City,
S.[v; Corpus Christi, Tex., and Sheri-
dan. Wyo., and FM in Susanville, Calif.
Seller: Big Sky Broadcasting LP,
Atflarta (William H. Sanders, princi-
pal). Sanders owns 33.3% of kswT
(Tv) Yuma, Ariz. Note: kTvH earlier
was sold—along with kswT(Tv) Yuma,
Ariz /El Centro, Calif./Mexicali, Mexi-
co—for $9 milfion (“Changing Hands,”
Sep:. 16, 1996). Buyer then was listed

Proposed station trades

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

THIS WEEK:

TVs: $3,454,000 1
Combos — $47,400,000 3
FMs $19,570,000 3
AMs $365,533 11
Total: 1$70,789,533 |8
S0 FAR IN 1997:

Tvs -$1,214,633,000 26
Combos 1$3,499,609,698 - 80
| FMs 1 $654,723,680 93

. AMs . 1$50,513,101 - 66
; Total :$5,419,479,479 265
SAME PERIOD IN 1996:

TVs - $452,725,510 - 25
Combos $1,531,179,734 - 90
FMs — $505,513,150 ;91
AMs. 1 $37,326,129 59
Total  $2,526,744,523 ©1 265

Source: BROADCASTING & CABLE

as Grapevine Communications Inc.;
seller was John Radeck, then presi-
dent of Big Sky.

Facilities: Ch. 12, 105 kw visual, 10.5
kw aural, ant. 2,250 ft.

Affiliation: NBC

Consuttant: J.R. Media Inc. (buyer)

UNIVISION

has

acquired

KCSO-TV

Modesto/Sacramento, California

from

SAINTEfLIMITED
$40,000,000

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

Kalil &

3444 North Country Club Tucson, Arizona 85716 (520) 795-1050

wwWw.americanradiohistorv.com
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COMBOS

WGER(FM)-WSGW(AM) Saginaw and
WIOG(FM) Bay City/Saginaw, all Mich.,
and WROQN(FM} Bowling Green/Toledo,
WIMX[FM) Gibsonburg/Toledo and
WTOD([AM)-WKKO(FM] Toledo, all Ohio
Price: $45 million (“In Brief,” March 24)
Buyer: 62nd St. Broadcasting LLC, E.
Lansing, Mich. (R. Charles McLravy,
president/5% owner; Bain Capital Inc.,
94% owner [Adam Kirsch, managing
director/20% owner]; owns WMJA(FM)
Saginaw, wkaz(FM) Midland/Saginaw
and wmak(FM} Pinconning/Saginaw,
Mich.; is buying weTu (FM) Kendal-
Iville/Fort Wayne, Ind., and WBHR(FM)
and wuxa(FM) Jackson/ Lansing and
wwbDx(FM) St. Johns/ Lansing, Mich.
For Bain's holdings, see “Changing
Hands,” March 17.

Seller: Fritz Broadcasting Inc., Troy,
Mich. (Jock T. Fritz, president/35%
owner); is general partner in KRPQ (FM)
Rohnert Park, Calif. Fritz and wife
Marilyn J. own 20% of wkyG (am)-
wxKx{FM) Parkersburg, W.Va.
Facilities: wGER: 106.3 mhz, 2.1 kw,
ant. 381 ft.; wsaw: 790 khz, 5 kw day,
1 kw night; wioG: 102.5 mhz, 86 kw,
ant. 801 ft.; wran: 93.5 mhz, 4.1 kw,
ant. 397 ft.; wimx: 95.7 mhz, 3.5 kw,

—Broadcasting

ant. 433 ft.; wrop: 1560 khz, 5 kw;
wKKO: 99.9 mhz, 50 kw, ant. 50 ft.
Formats: wGER: soft AC; wsGw: news/
talk; wioG: AC; wraN: oldies; wiMX:
urban AC; wToD, wWKKO: country
Broker: Richard A. Foreman Associ-
ates

KATA(AM) Arcata—KFMI(FM) Eureka,
Calif.

Price: $1.4 million

Buyer: North Country Communica-

tions Inc., Lakeport, Calif. (William N.

Groody, president/53.6% owner);
owns KxBx-AM-FM Lakeport and KQPM
(FM) Ukiah, Calif. Groody owns 51%
of KGOE(AM)-KRED(FM) and KKHB(FM)
Eureka.

Seller: Merit Broadcasting Corp., Red-
ding, Calif. (Jeff Martin, president); no
other broadcast interests

Facilities: AM: 1340 khz, 1 kw; FM:
96.3 mhz, 30 kw, ant. 1,580 ft.
Formats: AM: solid gold; FM: hot AC

KSYC-AM-FM Yreka (and LMA with op-
tion to buy KMJC-AM-FM Mt. Shastal,
Calif.

Value: $1 million

Buyer: Redwood Broadcasting Inc.,
Carefree, Ariz. (John C. Power, presi-
dent/.6% owner; Redwood MicroCap
Fund Inc., 53% owner); is buying

| S—

BUY? SELL?

Let’s quietly discuss your station needs.

Our 1997 NAB headquarters in Las Vegas:
ALEXIS PARK

375 East Harmon (near Paradise)
Phone 702-796-3300
Please phone for a confidential appointiment.

EXPERIENCE INTEGRITY DISCRETION RESULTS

in every transaction handled.

Broadcast Brokerage & Financing

W%OD
COMPANY, INC.

*

e

431 Ohio Pike

TRADE?

Cincinnati. Ohio 45255

MERGE?

*

L

(513) 528-7373

wwWw americanradiohistorv com

KLXR(AM) Redding, KNNN-FM Central
Valley/Redding and kHzL-FM Shingle-
town, all Calif.; has applied to build
TVs in Pocatello, Idaho; Butte, Great
Falls and Missoula, Mont., and Mar-
quette, Mich. Redwood MicroCap (of
which Power is president/ 41% owner)
has applied to build FM in Los Moli-
nos, Calif.

Seller: Siskiyou Radio Partners Inc.
(Robert E. Darling, president); no
other broadcast interests

Facilities: AM: 1490 khz, 1 kw; FM:
103.9 mhz, 3.25 kw, ant. 2,364 ft. |
Formats: AM: C&W; FM: AC |

RADIO: FM

KQOL(FM) Boulder City/Las Vegas, Nev.
Price: $12.5 million

Buyer: Centennial Broadcasting, Win-
ston-Salem, N.C. (Allen Shaw, presi-
dent); no other broadcast interests;
Shaw was president of Crescent
Communications LP, which sold its
last stations last June ("Changing
Hands,” June 3, 1996)

Seller: American General Media, Tow-
son, Md. (co-owners/siblings Anthony
S. Brandon, L. Rogers Brandon); for
holdings, see “Changing Hands,"” Feb. |
10. Note: Lartique Multimedia Sys-
tems Inc. recently withdrew its appli-
cation to buy kaoL.

Facilities: 105.5 mhz, 3.7 kw, ant.
1,588 ft.

Format: Oldies

Broker: Broadcasting Asset Manage-
ment Corp.

KONE(FM) Lubbock and KMMX(FM)
Lamesa/Lubbock, Tex., and WPXX (FM)
Semora, N.C./Danville, Va.

Price: $7 million ($4 million for KONE,
kMmx; $3 million cash for wexx)

Buyer: Pinnacle Broadcasting Co. Inc.,
Grand Prairie, Tex. (Philip D. Marella,
chairmany; owns KLLL-AM-FM Lubbock;
wsov-am-FM Decatur, lII.; wyNG-FM
Evansville, Ind.; wCPQ(AM)-WANG-FM
Havelock, wRNS-aM-FM Kinston and
WDLX(AM)-WERO(FM) Washington, all [
N.C., and wyav(rm) Conway/Myrtle
Beach and wRNN-FM Myrtle Beach,

S.C.; is buying wyak-FMm Surfside
Beach/Myrtle Beach and wMmYB(FM) [
Socastee/Myrtle Beach, S.C.; is sell-

Errata

The selling price of KOCN(FM) l
Pacific Grove/Monterey/Salinas,
Calif., was incorrectly reported in
March 24 issue. Instead of paying
$6.3 million for the station, Lar-
tique Multimedia Systems Inc. is
paying seller C.R. Pasquier Prop-
erties Inc. $6.5 million.

|
N
J
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ing WoUuR(aM)-wrxc(FM) Durham and
wFxK(FM) Tarboro/ Durham, N.C.; has
LMASs with woz {aAM)-wDzQ-FM Decatur
and wcza-FM Monticello, Il

Sellers: m KONE, KMMX: CO-owners John
M. Dowdy, Gulfpert, Miss., and Mark
Harlan, Lubbock. Dowdy owns wGcM-
Am-FM Gulfport, 90% of wDBN (FM)
Wrightsville, Ga.; 50% of wzkx (FMm)
Bay St. Louis, wroa(am) Gulfport,
WRPM(aM) Poplarville, all Miss.;
KKTZ(FM) and kPFM{FM) Mountain
Home, Ark., and wMmcG(FM) Milan, Ga.;
45% of wazy(FM)-wMLT(aM) Dublin,
Ga.; 33.3% of waPF(FM), wakk{AM) and
waAKH(FM) McComb, weLo(am)-
wzLQ(FM) Tupelo and wWSUH (aMm)-
wwms(FM) Oxford, all Miss., and
22.5% of kcwp{Fm) Harrison and
KNwA(AM) Bellfonte, Ark.; has applied
to build FM in Lakeview, Ark.; has
33.33% interest in applications to build
FMs in Liberty and Bude, Miss. m
wrxx: Southeastern Entertainment
Corp. (Samuel F. Cooper, president);
no other broadcast interests

Facilities: kONE: 101.1 mhz, 100 kw,
ant. 750 ft.; kmmx: 104.7 mhz, 100
kw, ant. 920 ft.; wexx: 106.7 mhz, 6
kw, ant. 492 ft.

Formats: KONE: hot country; kmmx: AC;

Broadcasting

Brokers: KONE, kMMX: Star Media
Group inc.; wpxx: Snowden Associ-
ates (buyer); Whittle Agency (seller)

WVFG(FM) Uniontown, Ala.

Price: $70,000

Buyer: Charles E. Jones Jr., Demopo-
lis, Ala.

Sellers James Wilson lil, Dothan, Ala.;
owns wJJN(FM) Columbia and waGrF-
AM-FV (formerly waun[FM]) Dothan, Aia.
Note: Wilson bought station for same
price (“Changing Hands," Jan. 22,
1996

Facilities: 07.5 mhz, 6 kw, ant. 328 ft.
Format: Dark

. RADIO: AM
WFHKN(AM) Frankdin, Ky.
Price: $365,533
Buyer: A.H. Belo Corp., Dallas (Robert
W. Decherd, president/8.3% owner;
Ward L. Huey Jr., president, Broad-
cast Division); owns wHAs-TV
Lou sville, Ky. (for other holdings, see
“Changing Hands,” March 3)
Seller: Gleaner and Journal Publishing
Co. Henderson, Ky. (Walter Dear,
principal); no other broadcast interests
Facilities: 1220 khz, 250 w day, 90 w
night
Format: Country

—#Hlizabeth A. Rathbun |

Tradewinds now Affinity

Tradewinds Television, the produc- |
tion/distribution firm that launched
syndication’s Bounty Hunters, has
been renamed Affinity Television by
its new parent company, Affinity
Entertainment.

Bounty Hunters has been given
the green light for a second season
next fall. The weekly reality hour
has been renewed in 26 of the top
30 markets, with a lineup that
includes wwor-Tv New York,
KCAL(TV) Los Angeles, Kyw-Tv
Philadelphia and kTvu(Tv) San
Francisco.

The rechristened company also
is moving forward with another first-
run reality hour, Looking Beyond.
The weekly series, cleared in about
60% of the country, delves into
reports of paranormal activities.

Affinity Entertainment, which has
an international distribution arm, is
a 76%-owned subsidiary of the
publicly traded telecommunications
firm Century Technologies.

Sth

Annual

CLARION AWARDS

Continuing an 87-year tradition of honoring the achievements of out-

standing communicators, The Association for Women in Communi-
cations offers its 25th annual Clarion Awards competition to recognize

excellence in all areas of communications.

The Clarion Awards recognize outstanding achievement in more than 90 categories of professional
communications in the areas of Advertising * Audiovisual Productions * Books * Brochures and

Special Publications » Magazines * New Media  Newsletters « Newspapers ¢ Photography ¢ Public
Relations and Marketing « Radio ¢ Television.

The competition is open to women and men. Membership in The Association for Women in
Communications is not required to enter. Entry deadline is May 15, 1997. The entry fee is $50 for

members and $75 for non-members.

@

For entry forms and information contact: The Association for Women in Communications.
1244 Ritchie Highway, Suite 6, Arnold. MD 21012-1887 « Telephone: 410-544-7442
Fax: 410-544-4640 * c-mail: WOMCOM @aol.com * Web page: WOMCOM.org
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Radio’s unfair share
of car dollars

Interep study shows that while car buvers spend more
time with radio than print, ad buys don’t reflect that

|

By Donna Petrozzello |
[though new-car consumers ‘
spend more time histening 1o the |
radio than reading newspapers or |

migazines, auto advertisers spend con-

siderably Tess money in radio than in
print media. |
A new Interep Research report found
that new-car shoppers listened 1o radio
an average two hours and 34 minutes
hetween 6 aam. and midnight on week-
days. but spent an average 42 minutes
with newspapers and 28 minutes with
magazines in the same period.
Meunwhile. the automotive industry
spent 2% ($157 milliony of s $11.6
bitlion media budget on radio last year,
compared with 36% on newspapers |
and 13% on magazines. Interep found.

- WFMT(FM) debuts
overnight jazz
Classical wrnr(em) Chicago plans 1o
launch satellite distribution of main-
stream jazz programing overnight 1o
radio stations nutionwide starting
today (March 31). wrMmT's Juzz Satel-
lite Network will feature L1 hours of
music beginning at 1O pom. ET with
host Bob Partocha, o jazz aficionado
and tormer program director off
kiAaZ(ran) San Francisco. The network
is expected 1o debut on 30 stations in
the U.S. und Puerto Rico. savs David

Interep based its report on a survey by
Competitive Media Reporting i 1996,
Despite the meager share contributed by
automotive advertisers, that industry was
radio’s third-Largest national advertiser in
[996. savs Interep. Only spending by
retil categories and business/consumer
services outpaced automotive spending.

Among the nation’s top three car
makers—~General Motors Corp.. Ford
Maotor Co. and Chrysler Corp.—GM
devoted the most dollars 1o radio.
Interep found.

Last vear GM sank 2.8% of its $1.6
billion natienal advertising budget into
radio. with its Chevrolet models
accounting for the largest share, about
$450 miltion. By comparison. GM
spent 27% ot its budget on magazines
and 6% on newspapers,

Ford sunk 1.6% ot its $820 million
overall ad budget in radio lust vear,
Some 31.53% of Ford's budget went 1o

Urban radio leaders participated in a
panel discussion sponsored by the
Interep Radio Store at the annual
Marketing Opportunities through
Black Entertainment (MOBE)
conference in New Jersey earlier this
month. Pictured (I-r) are Jack Bryant,
American Urban Radio Network; Tony
Bass, Interep; Yvette Moyo, MOBE;
lawyer Johnnie Cachran Jr.; Sherman
Kizart, interep, and Kofi Moyo. MOBE.

Levin, winim’s vige president for net-
work svndication, Win's jazs net-
work joins the station’s Beethoven
Satellite Network of classical music
progranting ad its Fine Arts Nel-
work. which distributes orchestral
concert performincees.

' SportsFan’s Heinrich resigns

SportsFan Radio Network's co-founder
and chiel executive Kvle Heinrich
resigned last weck 1o pursue “other

oppartunities.” Heinrich bows out of
¥

Sportskun almost one year atter multi-
mechia sports programer and production

www.americanradiohistorv.com

|

magazines and 8.3% to newspaper ads,
Imerep tound.

Of the three manutacturers, Chrysler
devoted the luargest percentage ol s
budgel—23.1% ol 5992 4 million—to
radio ads. nwerep said, By comparison,
Chrysler spent 25.2% ol its budger on
magazines and 4.6% on newspapers.,

The disparity between buying radio
and print was most striking among car
dealers. according 10 Interep. Last year.
dealers spent 70% ol their budgets on
newspapers and 27% on spot TV, but
only 1% on radio ads. Interep said. “This
presents g nigor opportunity for radio
sules development eflorts.” says Interep
rescarch director Michele Skettino. “Spat
radio ofters exactly the same local attili-
ation that dealers require.”

Interep cited growing segments
within the auto industry that could gen-
crate more dollars for radio: consolida-
tion among dealership owners could
spawn more advertising: used car
“superstores” are eapected to become
more prevalent and collectively could
sell 1 million cars annually by 2000,

Meanwhile. U.S-based car dealers
and manufacturers aie expected to con-
tinue outselling forcign suppliers. partic-
ularly in the Light trucks category.
[nterep sand. Foreign car sales accounted
for 36% of all cars sold in the US. last
year. compared with 30% in 1987, =

company WinStar Communications
Inc. purchased 65% ot SpartsFan. I

Navarre, ValueVision |
buy into NetRadio

The Navarre Corp. and ValueVision
have acquired NetRadio Network. the
24-hour, personal radio network dis-
wributed over the Internet. Navarre’s
latest purchase follows the 50% it
hought in May 1996 and gives it 85%
of the company. Navarre is i national
distributor of music, computer soft-
wire and interactive CD-ROM prod-
ucts. ValueVision, the cable TV [
shopping channel programer. holds
the other 15% of NetRadio. NetRadio
ix among the top 1% ol Internel
access sites. say network officials,
with an average 10 million hits per
maonth. Robert Griggs. NetRadio
chiel executive, says that involving
Navarre and ValueVision with the
network “will create an Intermnet shop- |
ping network with an already estab-
lished audience.”—DP
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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 quickly
S ery l CPS 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 Jigwer 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 = ¢.2150 pp. = now just $159.95

Save an additional 10% with a standing
order and pay just $144.00

R.R.BOWKER
fax: 2-908-665-6688 ¢« http://www.bowker.com Call 1-888-BOWKER?Z2
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www.americanradiohistory.com

$1

SPECIAL

ADVERTISI NG SEGHT NN

=1 i
]

=11
L ]

Thhe

PIONEERING SPIRIT

Hubbard

On Dec. 17. 1993, an

Arianespace rocket blast-
ed off from Earth, shoot-
ing 22300 miles into
space. At exactly 101
degrees west longitude, it
deployed its cargo, a
three-ton satellite that
would orbit the carth and
six months later, give
birth to a new industry in
the U.S.

For Stanley S. Hubbard,
who would help pull the
switch on the first Ameri-
can direct broadcast satcl-
lite TV transmissions, the
rocket’s successful mission
meant more than the
launch of a new subsidiary
for the company his
father, Stanley E. Hub-
bard, had launched 70
years before. It marked
the end of a 14-year cru-
sade, in which Stanley S..
widely perceived as crazy
by his peers in the elec-
tronic media, pursued his
dream of beaming nation-
al TV signals to liny
receive dishes all over the
U.S. Some of the most
powerful companices in the
U.S. had dropped out of
the same race, frustrated
by what appeared to be
insurmountable odds...but
not Hubbard.

Stanley S.. with the help
of his two sons, who had
grown up at Hubbard
Broadcasting. had become
the father of American

All seven members of the Hubbard family sit on the
HBI board. Pictured are Stanley S. and wife, Karen,
(seated), surrounded by their children ( to r): Vir-
ginia, Robert, Staniey E. and Kathryn. Inset is daugh-
ter Julie, owner of Bound Tc Be Read bookstore in
Albuquergue. N.M.

www.americanradiohistorv.com

DBS. It was a moment
that would have made
Stanley E., a broadcast
pioneer and a man fasci-
nated by technology,
intensely proud.

It was hardly, however,
the Hubbard family’s first
major contribution to the
broadcast industry. S.E.,
as he was affectionately
known, launched the first
NBC-TV affiliate not
owned by the then-fledg-
ling network. His flagship,
KSTP-TV Minneapolis-St.
Paul, was the first station
to broadcast color full
time in the U.S.

A generation later,
Stanley S. launched the
first successful UHF sta-
tion in an all-VHF market,
WTOG-TV Tampa-St.
Petersburg. He invented
satellite news gathering
and created Conus, the
first local station SNG
cooperative. More than a
decade later, he invested
over $100 million in the
Hughes Communications
salellite that would launch
DBS in the U.S.

Even as their innova-
tions helped move the
U.S. broadcasting industry
forward, the Hubbards
continued to build on the
broadcast station founda-
tion S.E. had begun in
1923, with a 1 000-watt
AM station. Today, Hub-
bard Broadcasting Inc.
owns ten TV and two
radio outlets. all of them
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known for their strong
community tics and highly
compelilive news operi-
tions.

HBI also owns Fampa-
based F&F Productions. a
company specializing in
remote productions: Dia-
mond P Sports. a major
producer of auto racing
programs: and Hubcom. a
broker of satellite time.

On Thursday (Apr. 3).
the Broadceasters Founda-
tion will recognize the
Hubbard familv’s many
contributions to TV and
radio by presenting them
with its Golden Mike
Award. an honor
bestowed on tndividuals or
companies that have.
“over a substantial period
of time. nrade contribu-
tions to the broadeasting

“The
Hubbards
help define
what
it means
to be

legendary
in this
business.”

—{zordon Haslings,

Foundation

portions.” [t is a recogni-
ton many n the industry
feet could hardly have
been awarded to a more
deserving group of people.

“No one betier repre-
sents the term tocal
broadceasting than the
Hubbard family.” savs
Eddie Fritts, president of
the National Association
ol Broadeasters. ~In addi-
tion to that. they are also
pioneers in the DBS
enterprise.”

Gordon Hastings. presi-
dent of the Broadeasters
Foundation, adds that the
Hubbards ~have made
historic contributions to
the broadeast industry
and have been intimately
connected with the
growth and wetlare ol
Minncapaolis-St Paul.”

savs. the Hubbards stand
out as o highly successful
family business in an era
when broadeasting is
fargely controlted by big
companies. “Thevre very
unusual”™ Flastings says.
“Thev help define what it
means to be legendary in
this business.™

Frank Magid. chair-
man/CLEO of Frank N,
Magid Associates. adds
that Hubbard innovations,
like the creation of satel-
fite news gathering, stem
from their drive to excel
as local broadceasters. At
att of their stations, it's
obvious that they believe
i the community and in
supporting it.” he savs.
“Thev are the first family
ot DBS. but above all.
thev are the first family of

industry of legendary pro-

In addition. Fastings broadcasting.”™

Golden
CONTRIBUTIONS

The Golden Mike, the award Eeing presented bis week to the Hubbard family, does more than
recognize pecple who make legendany confribuions to radio and TV, It and the black-tie banguet
at which it is presented, form the certerpiece of the Broadcasters Foundation’s annual fundraising
effort.

Created In 1242 by H.V, Kaltenb.am, “he foundation started out as The 20 Years Club. a group for peo-
ple who'd been in rodio since it ecriest days. Latar, the name changed to Broadcast Pioneers, and
in the 19708 It hool: an its present meriiker.

Through the changes. the organizat on’s mission stayed the same: to raise money for broadcasters
who, through no fault of their own, hvad falen on hard times and needed financial assistance. “There
are people who built a nest egg and planned to Bve to 70, but now are well into their 80s and there
are young families that have neen i~ tne business only 10 years or so but have fallen upon tragic cir-
cumstances,” says Gordon Hastings. aresident of the Greenwich, Conn.-based foundation.

In past years, the Golden Mike has most frequently been presented to companies or stations,
including legendary radio outlet: Wi=N Chicago cnd WCOAI San Antonio, Tex.; and Fisher Broadcast-
ing’s KOMO-TV Seattle. Last year. however, the Foundation’s 30-member board moved in a different
direction and presented the award t2 an individua. Norman Knight, founder of Knight Quality Stations
and a well-known Boston pilanthrop st.

This year, it again chose individ als. rather than ¢ company. "We want to recognize great individu-
als and their contributions to the mdustry and their community, ” Hastings said.

www americanradiohistorvy com
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BROADCASTING’S SOIL GREW AN

EMPIRE THAT TAODAY REACHES INTO*SPACE ITSELF.

Congratulations to the entire Hubbard Family

for 75 years of continued excellence in broadcasting.
From your friends at Home Box Office.

Hw
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A HERITAGE

of LOCALISM

During the summer

of 1930, the U.S. Open
golf tournament came to
Minneapolis-St. Paul. The
usual crowd of onlookers
followed the lead players,
but trundling atong beside
them was an odd-looking
little group: a broadcaster
doing play-by-play and a
couple of engineers, push-
ing a portable radio trans-
mitter in a baby buggy.
Atop the antenna tower-
ing above the buggy was a
sign: KSTP.

“It was my sister’s baby
carriage.” chuckles Stan-
ley S. Hubbard. whose
father, Stanley E.. had
had a flair for things both
electrical and promotion-
al. The elder Hubbard
had gotten into radio in
its early days, putting one
of the first successful AM
stations in the Twin Cities
on the air. But while the
other AMs in town broad-
cast poetry readings or
piano sonatas. Hubbard
programmed his station
so that people would real-
ly listen. He set up his
transmitter in a small
room adjacent to a dance
hall. and broadcast the
music played by its
orchestras.

WAMD-—Where All
Minneapolis Dances—
broadcast part-time
because Hubbard had to
leave the microphone
every few hours to go
and sell advertising. He
would sign off, telling the
audience when he'd be
back, then run out on the

g

= g i

1
-
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KSTP devised a way to cover the 1930 U.S. Open

street and sell. get back
to the station, write the
commercial. turn on the
station and broadcast the
commercial. “He slept on
the piano,” recalls Stan-
ley S.

Passionate about news,
Hubbard began broad-
casting 15-minute updates
at 6 p.m. every cvening
almost as soon as WAMD
went on the air. By 1928,
he had added updates at
noon and 10 p.m.

In 1938, the radio
industry had begun to
buzz with talk about a
new technology—televi-
sion. Fascinated, Hubbard
talked RCA into selling
him its first TV camera.
He painted his call let-
ters—now KSTP—on its
side and began teaching
his staff how to usc it.

It was ten years before
KSTP-TV would go on
the air. but Hubbard
began experimenting.
When the American
Legion came to town. he
convinced them to put on
a parade. Hubbard cov-
ered the parade with his
TV camera, sending pic-
tures to six closed-circuit
TV sets stationed around
the Radisson Hotel. This
was a year before RCA
officially introduced TV
at the 1939 World’s Fair
in New York.

On April 27, 1948,
KSTP-TV signed on for
the first time. Hubbard
had had to leverage much
of what he owned to put
the statton on the air and
colleagucs, as well as peo-
ple in Minneapolis-St.
Paul told him he was

www.americanradiohistorv.com
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Live from the links: Reflecting its owner’s flair for technology and showmanship

crazy lo stake so much on
a technology that would
probably turn out to be a
fad. A ycar after KSTP
began broadcasting, how-
ever. it got its first compe-
tition, WTCN-TV, and in
less than ten years, there
were five TV stations
operating in the Twin
Cities and two in Duluth.

“He was crazy like a
fox,” chuckles Stanley S.

KSTP-TV became the
first NBC affiliate not
owned by the network. In
1955. when RCA began
marketing TV sets on a
large scale. KSTP-TV was
not only equipped to
carry NBC's color shows.
but was producing its own
local programming in
color as well.

Over the next three
decades, Hubbard and his


www.americanradiohistory.com

In an industry of innovation,
congratulations to the family that
created a revolution.

We salute the
Hubbard family

on their 75 years of
history-making

accomplishments.

Lifetime

Television for Women
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The late Stanley E.
Hubbard, founder of HBI
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son, Stanley S., who'd
grown up following his
dad around the station
and accompanving him on
business trips. continued
to expand their company.
They acquired KOB-TV
Albuquerque. N.M. and
in 1968, Stanley S. put
WTOG-TV Tampa-St.
Petersburg on the air.,

Few independent sta-
tion owners made money
at all in 1968 and none
had succeeded in making
a go of a UHF inan all-

‘A Natural Sense
for Radio’

Competing in AM radio has hardly been a picnic
since the late 1970s, when FM took over as the
band for music. Like many stations, Hubbard
Broadcasting’s KSTP(AM) Minneapolis slipped
down in the ratings and struggled for an identity.
A number of respected general managers tried
their hand at running KSTP without turning the
station around until 1990, when Hubbard Chair-
man Stanley S. Hubbard called his daughter,
Ginny Morris, and asked her to run the station.
Although Morris had never formally worked in
radio, she’d grown up spending lots of time
around KSTP-AM-FM and loved the business. She
took over the AM in 1990 and since then, the sta-
fion hos baesn on a steady rise.

Morris sharpened KSTP's focus, narowing its
pragramming from talk that tried to please
evarybody to tak for a younger, conternporary
oudience, The station now ranks second or third
among male listeners and sixth or seventh
among adults 18-49. Morris wants to see the AM
among Minneapolis” top five rmdio sfations,

KSTR's FM counterpaort, K595, broadoasts a hot
adult contempaorary formaf, featuring music
fromn the "70s, "BUs and foday. It ranks first among
womean 25-54, first or second among women 18-
49 and second or third among odults 25-54 and
18-4%,

Stanley 5. 't a kit surprised ot Mormris” success
with the AM and two yvears ago, put har in
charge of the FM as well. "She has a natural
senze for rodio,” he says. *l knew she'd do well
whien | asked her fo take over the stofion, It wos
a good move,”

VHE market. but the
vounger Llubbard had
WTOG turning a profit
within two and a halt
vears. “UHF stations in
those davs were on 300
foot towers and had lousy
programming.” he says.
He put up a 1.300 foot
tower with 1 million
waltts. bought the best
programming, he could
find. including a lot of
movies and such syndicat-
cd staples as “Wild King-
dom.” and “promoted the
heek out of it.”

In Y8L. Stanley S,
became convineed that
dircet satellite broadceast-
ing would play a big role
in the future of USS.
telecommunications and
formed United States
Satethite Broadcasting 10
pursuc his dream (see
story, page 55). As he
worked over the next two
decades to put USSB on
the air. the Hubbards
continued (o build on
their foundation in tocal
TV and radio.

Today. Hubbard
Broadcasting owns ten
TV stations in three states
(sce chart, p. S8). With
satellite stattons and
translators. it covers most
of Minnesota and New
Mexico and late last vear,
it began operating in New
York. when it traded
WTOG to Paramount
Stations in exchange for
NBC affiliates in
Rochester and Albany-
Schenectady-Troy,

The stations are known
for their highly competi-
tive news operations—
KSTP-TV was one of the
first stations in the coun-
try to use an inlrared
camera—as well as for
their commitment to pub-
tic affairs. “Our goal is 1o
be the news leader in ali
of our markets.” savs Rob
Hubbard, president and
CEO of Hubbard Tcelevi-
sion Group. “Part of that
involves working to be
number one in the rat-
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ings. but cven more
importantly, we believe in
being responsible 1o our
communities in the stories
we choose to cover and
the way we choose (0
cover them. Our coverage
has to be fair and decent.”

KSTP led the way
recently in uncovering a
scandal that involved gov-
crnment officials billing
large numbers of personal
cellular phone calls to the
state. 1t pursued the story
in spite of pressure from
state officials to drop it
and now other news orga-
nizations have begun cov-
cring it as well.

Along with their com-
mitment to news and pub-
lic affairs, the Hubbard
stations arc known for
their tendency not to shy
away from controversial
issuc advertising. KSTP
was recently the only sta-
tion in Minncapolis to
carry spots that main-
tained that gay-bashing
can have tragic repercus-
sions, particularly when
homosexual teenagers
decide to commit suicide.
The station also ran spots
from a men’'s religious
group. advertising a ther-
apy program for gavs who
arc unhappy with their
sexual orientation.

“We're not alraid to
run controversial issues
advertising,” Rob Hub-
bard savs. “We review the
spots and make sure that
thev're in good taste and
that they say something
and don’t just try to raise
trouble, but if they mect
our criteria. they go on
the air.”™

In an ¢ra when most
slation groups are man-
aged and even pro-
grammed [rom the top
down. the Hubbard sta-
tions are an anomaly.
Local station managers
decide which programs to
air, going o lep manage-
ment for review only
when the license fee is
extraordinarily high.
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*Qur station managers
have almost total autono-
my,” Hubbard says.
“There’s very little man-
agement at the group
level.”

HBI's emphasis on local
autonomy stems from the
company’s firm belief in
community service. “The
Hubbards put the public
interest first.” says Harry
Stecker, president of Petry
Television, which has rep-
resented HBI stations to
major advertisers since it
was founded in 1931,
“When the Hubbards

have a management meet-
ing, Stanley S, sits in the
back of the room. Their
stations rcflect their com-
munities.”

Ward L. Quaal. retired
president of Tribune
Broadcasting and presi-
dent of the Ward L. Quaal
Co.. agrees. "S.E. used to
say to me, "Ward. public
service is good business.”
The communitics in which
they operate come first.”™

Thomas Murphy. chair-
man/CEQ of Capital
Cities/ABC. presented
Stanley S. with the Inter-

“The
communities
in which they

operate

come first.”

=Ward L. @uadal,
president,
Ward L. Quoal Co.

national Radio and Tele-
vision Socicty’s Founda-
tion Award last June and
notcd that, even as the

U

SECTICSHN

Hubbards created satellite
news gathering and
helped launch DBS in the
U.S.. they continued to
operate their core busi-
ness, stations, successfully.
*All of the innovation and
building of new compa-
nies took place while Stan
and his children operated
HBI with enormous suc-
cess—never losing sight of
their obligations as broad-
casters—and with the high
cthical standards that you
can always expect from
anvthing associated with
Stanley Hubbard.™ H

INTO A

rning DBS
REALITY

tisn’t easy being a pioncer. Just ask Stanley S. Hub-
bard. who for 14 years listened to hundreds of industry
peers tell him he was crazy for thinking that direct
broadcast satellite TV could gain a foothold in the
U.S.. where cable had already extended its potential
reach to most TV households.

Today, Hubbard's United States Satellite Broadcast-
ing serves more than 1.2 million customers. The Direct
Satellite Systems dish that delivers USSB and
DirecTV, another program service. to households sold
1 million units its first year on the market, making it
the fastest selling new consumer clectronics device in
the history of retailing.

In a market where most cable operators offer five or
six pay services, USSB offers premium and basic pro-
gram packages that include five channels of HBO,
three channels of Showtime, Flix. Sundance Channel
and pay per view events. Total satellite TV households,
including C-band and those of DSS competitor
Echostar, have topped the 5-million mark and Rupert
Murdoch’s News Corp. hopes to enter the business by
merging his DBS subsidiary, ASkyB, with Echostar.

DBS stocks have becn pummeled by a slowdown in
the growth rate of DBS houscholds, but Hubbard and
his family remain convinced that DBS, and USSB, will
prosper, as long as they continue to give customers
what they want: lots of programming choices delivered
at a reasonable price and with the crystal clear pictures
and CD-quality sound of digital TV.

Although the rate of growth has slowed from the

Stanley S. Hubbard (center) with sons Rob (right) and

Stanley E. (left).

hectic pace of two vears ago. the number of DBS
houscholds continues to expand steadily, says USSB
president and CEO Stanley E. Hubbard.

“When we look at any business quarter and com-
parc it to the same one the yvear before, we see

www americanradiohistorv com
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“The entire
Tribune Broadcasting
family salutes the
Hubbard family
on their 75th year

in broadcasting.”

TRIBUNE

BROADCASTING

WPIX-TY, New York ¢ KTLA-TV. Los Angeles ¢ WON-TV, Chicazo
WPHL-TY, Philaddiphia ® WLVI-TV, Boston ® WGNX-TV. Adlanta
KIITV-TY, Houston  KWON-TV. Denver © WGNO-TV. New Orleans
KSWB-TV. San Dicgo * WQCD-FM, New York © WEN-AM, Chirago
KEZW-AM/KOSIE-FM/The Hawk-FM, Denver
CLTV News. Chicago © Tribune Entertzinment
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growth in DSS house-
holds.” he says. "That’s
been true of every quar-
ter since we started this
business.”

DBS stocks are suffer-
ing now in part because
companiecs and Wall
Street investors were
overly optimistic in the
industry’s early, heady
days about projecting
future growth, Stanley E.
says. “We probably didn't
pay enough attention
back then to historical
trends and the process
consumers go through in
adopting any new con-
sumer product. We're a
lot smarter now.”

Hubbard is also san-
guinc about the promise

A TRADTION
of Giving Back

Thie Hubbard fomily’'s contributions to the com-
munities where their stations operate go beyond
broodoasting to Include the Hubbard Founda-
tion, A 3%-year-old charity thaot supports commu-
nity orgonizofions from hospitals fo social health
agencies, arts groups and other projects, the
foundation controls about 520 milion in ossets,

“We fund some national couses, but primarily,
our work is in the community, ® says Kathryn Hub-
bard Rominskl, who has been the Foundation’s
executive director since 1984. Hubbard family
members and Hubbard Broadcasting division
managers decide where the Foundation will
donate its funds, says Rominski, who also relies on
Hubbard station managers to help her evaluate

ADVERTISING §5EC TN

R

instead of the one big one
they’ll get from DBS ser-
vices that feature only
one programmer. “The
average DSS family
spends about $50 per
month more than con-
sumers spend on any
other subscription TV
platform,™ he says, “but
they have their expenses
broken into two bills. If
there were a single bill,
I'm not sure that they'd
pay it. I think you'd run
into some sticker shock
issues,”

In June, USSB will
become cash flow positive
on an operating basis,
Hubbard predicts,
Although it will slip back
into red ink again during

of intensifying competi-
tion in DBS, arguing that
the debut of ASkyB will
offer a promotional boost
for the entire industry and draw new consumers to
satellite TV. “Echostar and Sky will lift the whole
industry,” he says.

In addition to being the first out there. the DSS sys-
tem has some distinct advantages over Echostar and
ASkyB, Stanley E. says. “Consumers like the fact that
with DSS. they get not one programming service. but
two, and the two compete with one another. More
than one in three DSS customers have told us that a
major reason they bought DSS was because there
were two programmers and they felt that because of
that, over the long term they'd get better service and
better pricing. As consumers, they felt they had more
leverage in the relationship.”

Movies are a key reason people buy a DBS system,
Hubbard says. DirecTV offers scores of them on pay-
per-view channels. while
USSB offers multiplexes
of HBO, Showtime and
Cinemax plus other pre-
mium and basic services.
“Consumers like the fact
that if USSB starts
charging too much for
HBO and Showtime,
they can drop us and
start using PPV on
DirecTV.” Hubbard
says. “And if DirecTV
starts charging too much
for pay per view movics.
they can switch to
USSB.”

Hubbard also sees an
advantage in the fact that
DSS consumers receive
two bills each month,

some proposals,

“Consumers
like the fact
that with
DSS,
they get
not one

programming
service but two,
and the two
compete with
one another.”

—Stanley E. Hubbord,
president ond CEQ, USSE

S11

the fall. when marketing
costs ramp up for the holi-
day scason. it will go into
the black again early next
vear, when it will be “very close™ to the point of starting
to turn a profit.

USSB will begin generaling carnings when it reaches
about 2.8 million subscribers. Hubbard says. “ At that
point, we'll be able to really begin working with our
partners, and on our own, to build new programming
opportunities that compliment our lincup.”

Hubbard anticipates a bigger emphasis on pay per
view ¢vents in the company's future. “QOur focus is on
providing premium movie channels, and we will contin-
ue building on that strength,™ he says. “You'll see us
take on things that, as the smaller provider. we can focus
on, such as boxing and other events.™

To date, USSB’s track record in PPV events has been
nothing if not promising. Hubbard says. in large part
because of USSB's ability to focus its marketing fire
power. “"Without exception, every event we've carried
has outperformed the industry in terms of buy rates.™

Close USSB observers believe the company is a
strong contender in the expanding U.S. DBS market. "It
isn’t easy getting a couple million dishes out there and
the DSS system has nearly a three-year head start on its
competitors,” comments one-time NBC president and
CEO Herbert Schlosser, who is now senior advisor for
broadcasting and entertainment at Schroder Wertheim
& Co. “DSS also has the advantage of having the major
U.S. consumer clectronics manufacturers already mak-
ing its equipment.”

S. James Coppersmith, chairman of the board of
trustees at Boston's Emerson College and retired presi-
dent of WCVB-TV Boston, also looks forward to a
bright future for USSB. **At the end of the day. [Stanley
S.] will be the most successful at DBS.™ he says. “USSB
is the second largest player right now, and knowing
Stanley S. Hubbard and believing in him the way 1 do. 1
believe my grandchildren will one day live like kings
when they inherit that stock.” H
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PIONEERS.
DREAMERS.
VISIONARIES.
BELIEVERS.
[LEADERS.
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Of all the names we coxld think of, we’re proudest to call you friends.

Congratulations to the Habbard Family on receicing the Golden Mike Award.

www.showtimaonhne.com
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Sparking a Revolution

IN NEWS

Slanlcy S. Hubbard was frus-
trated. He knew that if local sta-
tions could harness the power of
satellite transmission, they could
exchange news stories and rely less
heavily on their networks for sto-
ries of national interest. In the
carly 1980s, ABC, CBS and NBC
supplied their stations with news
footage every day, but it was
invariably leftovers, stories the
nightly newscasts had decided not
to use. Hubbard wanted the day's
top national stories for his expand-
ing evening newscasts.

Local news crews used
microwave Lo relay stories back to
their control rooms, but the tech-
nology was finicky and trucks
couldn’t travel very far before
moving out of range. “C-band
dishes were too big for newsgath-
ering. You'd have to drag them
down the highway,” Hubbard says.

Then. Hubbard's son, Stanley E..
and Hubbard Broadcasting’s chief
engineer Ray Conover, came up
with the answer. Canadian broad-
casters had been using Ku-band
satcllites for transmitting coverage
of sporting events. Why not put a
Ku dish, which was considerably
smaller than a C-band. on a news-
gathering van? Crews could travel
as far as they wanted. and send
stories back to their newsrooms in
seconds. Best of all, they could
exchange breaking stories and
avoid having to send crews to dis-
tant citics.

George Orgera. who ran F&F
Productions. a Hubbard subsidiary
specializing in remote production,
built the truck the Hubbards imag-
ined and satellite news gathering
was born. Exhibiting the truck at
the 1984 National Association of
Broadcasters convention, the Hub-
bards proposed to fellow station
owners that they launch a news
gathering cooperative. using the
trucks to both gather news and
relay stories to a central location,

$13

where they could be distributed to
members cach day.

Over the next few years, more
than 60 stations would join Conus.
the Hubbards™ newsgathering
cooperalive, and broadcast equip-
ment manufacturers began turning
out SNG trucks by the hundreds.

Armed with breaking news from
all over the U.S.. including Wash-
ington, where Conus established a
news bureau, stations beefed up
their early evening newscasts,
reporting the day's top national
storics hours before the network
evening newscasts went
on the air. Realizing
their newscasts were
about to become irrele-
vant. the networks over-
hauled their approach,
injecting more analysis
into their reports and
stepping up their cover-
age of international sto-
ries.

Today. Conus scrves
110 local TV stations
plus a number of inter-

national news organiza-
tions. “We promised our
members we wouldn’t
go above 125 stations. in order to
keep a certain amount of exclusivi-
ty to our reports and so that we
could better serve cach station,”
says Conus president Chuck
Dutcher. *A Conus regional man-
ager works with only about 10 sta-
tions. so they know which kinds of
stories work in those markets and
which fit the different styles of
members’ newscasts.”

Dutcher's 75-member staff trafl-
fics as many as 500 stories a week,
sending six or seven national feeds
per day plus eight feeds that are
targeted to different regional and
local interests. “Boston's a very
political city. while Los Angeles has
a compietely different culture.”
Dutcher says. “We try to tailor our
feeds to meet members” needs.”™

Supplementing the local stations’
reports are stories filed from

www americanradiohietorv com

Conus president Chuck Dutcher. SNG vans.

Conus’ [5-member Washington
news burcau and the 60-person
newsgathering staff it has at its
Minneapolis headquarters. In
addition to supplying news, Conus
traffics the satellite time the mem-
ber stations use when their trucks
are transmitting reports.

Conus also contributes stories 1o
All News Channel, the 24-hour-a-
dav network the Hubbards creat-
¢d. in a joint venture with Viacom
Inc., to supply stations with nation-
al newscasts and to air on DBS ser-
vice Unated States Satellite Broad-
casting (sce sidebar).

Along with Conus and ANC,
Dutcher’s team also supplies sta-
tions with sports news and high-
lights. Sports World Attack Team,
or SWAT, transmits two feeds per
day. seven days per week and is
marketed separately from Conus.
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In addition, the company supplics
what Dutcher calls “private label”
newscasts and content. It produces
“USA Updates™ for USA Network,
“American Times,” a conservative
news program that airs on more
than 60 stations and a variety of
other projects.

Satelhte news gathering and
Conus revolutionized television
news. comments Frank Magid,
chairman and CEO of Frank N.
Magid Associales. “Stations not
only get breaking news much
faster than they once did, but they
get their coverage rom a local sta-
tion that can provide the kind of
perspective and background that
an outside news argantzation com-
INg 1n to cover an event can't
have.”

“Stan Hubbard conceived of and
created satellite news gathering,”
said Thomas Murphy. chairman and
CEOQO of Capital Cities/ABC, when
he presented Stanley S, with the
[nternational Radio and Television
Society’s Foundation Award last
June. “Stan Hubbard is a pioneer, a
visionary in every sense of the word.
He 1s also perhaps the most tena-
cious human being | have ever
known. He doesn’t only have great
ideas. He has great ideas and he
makes them happen.’ H

HB

KSTP-TV Minneapolis-St. Paul

KRWE-TV Redwood Falls, Minn.

KSAX-TV Alexandria, Minn.

WDIO-TV Duluth, Minn.

WIRT-TV Hibbing, Minn.

WHEC-TV Rochester, N.Y.

WNYT-TV Albany-Schenectady-Troy, N.Y.
KOB-TV Albuquerque-Santa Fe, N.M.
KOBF-TV Farmington, N.M.

KOBR-TV Raswell, N.M.

F&F Productions
Diamond P Sports

Hubcom
USSB

Conus
All News Channel

{ ABDVERTISING SECTION Traa

QUIET
CONTENDER

in the much-publicized war among
24-hour news channels, in which
MSNBC and Fox News are plowing
millions into their efforts to challenge
Turner’'s CNN, one ali-news network
has quietly been turning a profit for
about six months now. Hubbard
Broadcasting’s All News Channel,
created to air on DBS service USSB as
well as on local stations in need of
national newscasts, is one of the
most recent manifestations of the
Hubbard family’s long-time commit-
ment to news and public affairs.
About 60 stations carry ANC,
some of them using it for overnight
All News Channel’s programming or weekend news,
Rick Pog3rs while others air it as their nightly net-
work newscast.

Because many ¢* its reports come from local stations, ANC has a
home-town feel that sets it apart from other national newscasts. "It
has the feel of Americana,” Dutcher says. “We promote it as news
from hometowns around America.”

| At a Glance

Market 13 “ ABC.ch.§ Began operationin

ABC, ch. 43.{satellite of KSTP) Began operaticn April 14, 1987)

ABC, ch. 42 (sctellte of KSTP) Began operation Sept. 15, 1987
Market 134 ABC, ch. 10 Acquired Nov. 27, 1987

ABC, ch. 13 (sateliite of WDIO) Acquired Nov. 27, 1987
Market 74 NBC, ch. 10 Acquired in 1996 from Viacom
Market 52 NBC, ch. 13 Acquired in 1996 from Viacom
Market 48 NBC, ch. 4 Acquired March 13, 1957

NBC, ch. 12 (satellite of KOB) Acquired July 27, 1983

NBC, ch. 8 (sateliite of KOB) Acquired June 19, 1985

Specializes in remote productions
Major producer of auto racing programs and coverage
Broker of satallite time

SecondHargast DBS operator in US.; specializes in premium movie services and pay per view
events, a pudlcly-iraded company in which HBI holds a controlling infrest

Sateliite news gathering cooperative
24-hour service airing on USSB and 60 local stations

Kathy Haley researchad and wrote this special advertising section

$15
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DIRECTV CONGRATULATES

THE HUBBARD FAMILY

For 75 YEaARSs OF

BROADCASTING DISTINCTION.

AND WE'RE PrROUD ToO BE

COLLEAGUES IN TURNING

THE VISION OF SATELLITE TV

INTO A REALITY.

DIRECTV

SATELLITE TV AT ITS BEST

€1997 DIRECTV, Inc. DIRECTV and “Satellte TV Al Its Best™ are official rademarcs ¢t DIRECTV, Inc., a unit of Hughes Electronics Corp
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i By Cynthia Littleton
y many accounts, last week'’s

B Satellite Broadcasting & Commu-
nications Association convention
| marked a great leap forward in the work-
ing relationship beiween broadcasters
and DBS operators.

Broadcasters “are more commitied
than we ever have been...to helping
develop synergics between our tlwo
industries.” said Eddie Fritts. president
of the National Association of Broad-
caslers, during the opening session of
SBCA '97 in Las Vegas last Tuesday.
| “We are hoping we can work 1ogether ]

to fulfill (DBS providers’| plans for hav-
[ ing local stations as part of the program-
mg mix,” Frins said. The panel discus-
sion, featuring Fritts and DBS industry
leaders, was tellingly devoted to explor-
ing “The Synergy Between Satellite and
Television Broadcast.™

While legal disputes over DBS distri- |
| bution of out-of-murket stations persist, |
Frits repeatedly stressed that both indus-
tries have more 1o gain by working
together to build a formidable subscrip-
tion TV competitor to cable. The
absence of local TV stations on national
DBS services has been the cable indus-
try’s primary anti-DBS argument 10
date.

In February, Rupert Murdoch and
satellite TV visionary Charlie Ergen
joined forces to refute that argument.
The ability 1o provide local stations to
subscribers on a market-by-market hasis
was the key to the merger of Ergen’s
EchoStar Communications and News
Corp.’s nascent American Sky Brouad-
casting.

Last week, DBS market teader
DIRECTV acknowledged it was siepping
[ up efforts 10 add local sttions 10 its pro-
graming menu.

This week, DIRECTV will begin 10
lest-market a sales strategy of including
a high-tech. oft-air TV antenna along

Broadcasting & Cable March 31 1997

with the dish at retail distribution outlets
i selected cities. The new approach will
be accompanied by an advertising cam-
paugn designed to remind consumers that
th ey don’t need cable to pick up free
over-the-air broadeast stations.

When attached to the DIRECTV

Call to arms for cable competitors

NAB's Fritts tells DBS operators that two industries have much common ground

dish. the antenna allows subscribers to
swilch between the digital service and
off-air signals with the touch of a but-
ton. DIRECTYV will absorb the $25-$50
cosl of the antenna at the outset of its
“Yes You Can” campaign. It the test
markets yield a significant increase in
dish sules, tne antenna/dish bundling
strategy could be rolled out nationally
by summer, said Eddy Hartenstein,
president of DIRECTV.

“The cable industry as a whole has
done an excellent job of convincing
consumers than you can’t get [broad-
cast] TV without cable,” Hartenstein
said. “Now thal so many |cable sub-
scribers| have taken the rabbit ears off
their roofs, our challenge 1s to re-pop-
ulate American TV households with
oft-air antennas.”

Chuck Hewitt, SBCA president and
moderator of last week’s panel, said
the SBCA is also preparing advertis-
ing and premotion materials for an
industrywide campaign to promote a

Vogel out at EchoStar

=choStar Executive Vice President Cart Vogel resigned last week. The
zompany does not intend 10 replace him.

Vogel, who was president of EchoStar before the direct broadcast satel-
ite company cut its deal with Rupert Murdoch's News Corp., “will probably
stay in the satellite televis on business,” says Rick Westerman, analyst at
UBS in New York.

Vvagel had a reputation n the industry for being ‘the guy who made it all
wor<,” says Steve Blum, president of The Carmel Group. “[EchoStar CEQ]
Cherlie [Ergen] provided the vision and leadership. and Carl...did the work
witt Wall Street. You cant launch something like EchoStar and bring it to
Ine culmination we saw last month without having someone who knows
what he's doing and doesit.”

That ability may have driven Vogel out of a jok, since the Sky merger
makes room at the top very scarce at EchoStar. *Carl should be the CEO of
a company, but since Charie isn't planning on gaing anywhere, Carl's oppor-
tunities for advancement are somewhat limited [at EchoStar],” Blum says.

\vogel leaves EchoStar with a reported $6 million in stock options. “it's not
fike he's looking at a hard anding,” Blum says.

www americanradiohistorv com
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similar “Local TV Is Free” message. |

“Our philosophy is, we want 1o work |
with the local broadcaster.” said
EchoStar’s Ergen, who represented Sky
{the new name ot the Echo/ASkvB
combine) on the panel. '

Al present, the main source of ten-
sion between broadceasters and DBS
providers is the issue of white-area
homes. In pending lawsuits. broadeast-
ers claim that DBS providers routinely
violate FCC regulations that allow
satellite TV providers to distribute out-
of-market stations only to subscribers
i so-called white areas where they
can’t receive local stations.

The NAB has been negotiating with
DBS operators to settle the lawsuils by
better defining white areas by ZIP code.
DIRECTYV, programing service Prime-
Time 24 and other companies involved
in the suits have vet to sign off on the
phan. vet Fritts indicated that an indus-
trywide accord was near, even as law-
stits proceed in the courts.

Broadcasters are encouraged by the
industry’s move toward off-air anten-
nas and Sky’s plans to protect broad-
casters’ right to exclusivity in their mar-
hets. Fritts said.

“1"'m confident that through a combi-
nation of technology. good will and
continued negotiation, we'll get the job
done.” Fritts said. “If we work together
1o resolve the local station issue. then
[DBS operators| will have the whole
package—everything you need tor total
success.”

While Sky eventually intends to
retransmit local stations on a market-
by-market basis in 75%-80% of the
country, off-air antennas are part of
Sky's solution to serving the bottom
20% ot TV households, said Ergen.

Panclist Jim Gray. chairman of
Primestar. the nation’s second-largest
DBS service, urged his colleagues not
10 fet the issue of local stations domii
nate their marketing eftorts in the vear
ahead.

“The issue ot local signals was
brought to the debate by our competi-
tors 1o put us on the detensive.” said
Gray. "The bigger message we have to
send is that [DBS is] a world-class TV
viewing system that 1s better than any-
thing clse out there.”

Primestar, a joint venture ot TCI.
Tine Warner and other cable MSOs. 1s
taking a hybrid approach 1o blending
local signals with DBS service by mar-
keting a 100-channel “Cable Plus” DBS
package as 4 complement to sub-
scribers” existing cable service. m

Following are the top 50 basic cable programs for the week of March 17-23,
ranked by rating. Cable rating is coverage area rating within each basic cable
network’s universe: U.5. rating is of 97 million TV households.

w

Spurces: Nielsen Medla Research, Tumer Research

VO~ Ccwhu_

50

Program

. NRSCAR/Winsten Cup

Ruarats

. Rugrats

. Ruarats

. Movie: "Breaking the Surface”
. Rugrats

. Hey Armnold

Doug

. Ail That
. World Champ. Wrestling
1.
12.
2.
12.
12.
12.
12.
18.
19
19,
19.
19,
23.
23.
25.
25.
25.
25.
25.
25,
3t.
31
33.
EL ]
34.
36.
36.
36.
36.
uo.
un.
yo.
uo.
yo.
ys.
us.
us.
us.
us.
ys.

Rugrats

Kenan & Kel

Rugrats

Hey Rrnold

Doug

Ooug

NBR/Supersonics @ Bulls
World Champ. Wrestling
Hey Arnold

Rugrats

Secret World of Alex Mack
Movie: “Grease”

Rugrats

Secret World of Rlex Mack
Raahhi!l Real Monsters
Mystery Files of Sheiby Woo
Boug

Tiny Toon Rdventures
Boug

Tiny Toon Adventures

Tiny Toon Adventures
Movie: “Ralders of the Lost Ark”
Boug

Clarissa Explains It Al
Biography Special
Rocko's Modern Life
Inspector Gadget

Rocko's Modern Life

Movie: "Honey | Shrunk The Kids”

My Brother and Me

Boug

Are You Afraid of the Dark?
Ting Toon Adventures

Are You Afraid of the Bark?
Kenan & Kel

Looney Tunes

Aaahhl!l Real Monsters
Tiny Toen Adventures
Blues Clues

Blues Clues

PEOPLE’S CHOICE
Top Cable Shows

Network
ESPN
NICK
NICK
NICK
USR
NICK
NICK
NICK
NICK
TNT
NICK
NICK
NICK
NICK
NICK
NICK
TNT
TNT
NICK
NICK
NICK
FAM
NICK
NICK
NICK
NICK
NICK
NICK
NICK
NICK
NICK
TBS
NICK
NICK
AEN
NICK
NICK
NICK
85
NICK
NICK
NICK
NICK
NICK
NICK
NICK
NICK
NICK
NICK
NICK

HHs. Rating (able
Time [ET) [0D0) Cabe US Shae
Sun :00p 3728 52 38 135
Mon 7:30p 3J21 45 32 73
Wed 7:30p 3048 44 31 74 ’
Thu 7:30p 2979 43 31 74
Wed B:59p 3006 Y2 31 69
Tue 7:30p 20857 Y2 31 71
Mon 800p 2725 39 28 6.0 |
Wed 7:00p 24y 38 2.7 b8
Sat 8:30p 253 37 26 66
Mon 900p 2.608 37 27 56
Sun 10:00a 2497 36 26 1M |
Sat 8:00p 247 35 25 54y
Fri 7:30p 2454 35 25 67
Wed 8:00p 2449 35 25 657
Tee 7:00p 244 35 25 61 | |
Mon 7:00p 2432 35 25 6l
Tue 7:58p 2496 35 26 656
Mon 7:55p 2367 34 24 5y
Sun I:00a 2284 33 23 10l
Sat 8:30a 233 33 24 19
Tue 8:00p 22 33 23 5l
Sun Y:30p 2241 33 23 67
Sat 730p 2.28 32 23 6.2
Thu 8:00p 2241 32 23 &I |
Sun 10:30a 2472 31 22 97
Sal 9:00p 2153 31 22 54M
Sat 7.00p 2046 31 22 6.3
Sat 900 2J45 31 22 105
Thu 7:00p 2036 31 22 658
Tue 6:30p 2132 3) 22 58
Sat 930a 216 30 22 10.2
Mon 8:0Sp 246 30 22 47| |
Fi 7:.00p 2000 28 21 657
Tue 600p 1940 28 20 657
Sun B:00p 1.823 28 20 Y4y
Sun N1:30a 1865 27 19 8l
Thu 4Y:30p 1888 27 19 74| |
Tee 5:30p 1858 27 19 58
Sun 10:35p 1946 27 2.0 85
Sun 7:30p 1788 26 18 42
Sat 8:00a 18I0 25 19 105
The S:00p 181 26 19 66
Wed 6:30p 1828 26 19 51
Tee S:00p 1822 26 19 6.3
Sun 7:00p 1759 25 18 U4y
Sun 9:00a 1745 25 18 B8
Sat 6:30p 1770 25 18 5y
Thu 6:30p 1721 25 18 50
Wed 12:30p 1742 25 18 86
Tue 12:30p 17492 25 18 87
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INTRODUCING A NEW NETWORK
DEDICATED TO REAL PEOPLE
AND THEIR STORIES.

CBS LEve On People is about
the people who shape our world. Its
a place to meet the most remarkable
people of our time. Not just the rich
and famous, but real people who
make extraordinary contributions.
Heroes, villains and evervday folks

who are thrust into the “melig})l,

'-"‘ _l

F

Ak

The primetime schedule features
Fait Forward, 60 dlmutes Alore and
48 Hours Later, original programs
hosted bv such distinguished CBS
personalities as Mike Wallace, Paula
Zahn, Iid B adley and Lesley Stahl.

Find our the real storv. Call
I"rancie Leader, Natonal Accounts
at 203-965-6427; Ken Mullane,
Midwest Region at 203-965-6423
or Lynn Wells, Western Region at
303-771-9800.

CBS EYE ON PEOPLE and design are service marks of CBS Inc. © 1997 CBS Inc. All rights -aserved.

www americanradiohistorvy com

CBSEYEONPEOPLE"

real stories -

real paople
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4 Cable’s little engines

Niche channels search for shows, bucks and eveballs

62

By Joe Schlosser

few years ago, some scoffed at ‘

the prospects lor start-up niche |

networks like the TV Food Net-
work and The History Channel. But
with the two channels boasting more |
than 20 million subs apicce. nobody is
laughing now. |

Networks that find significant
untapped niches tend to get carriage on
cable systems, analysts say. And there |
are nearly 200 netwaorks in search of
an audience, not to mention programs
and financing.

Those trying to get to the starting
gate include The Recovery Network.
The Crime Channel. Gay Entertain-
ment Television, The Ecology Chan-
nel and My Pet TV.

Many niche networks originated
before The History Channel was even
a concept. Others are still just an idea
themseclves, or a video library in
search of financing—or a pro-
gramer— 1o help get them launched.

The people in charge of most niche
networks dream of their creation
becoming a 24-hour national cable or
DBS channel. But most remain in
leased-access or low-power limbo,
waiting for the necessary financing. In
the meantime. some of them produce
programing for Discovery Channel,
Outdoor Life, Network One or other
networks. banking the money to Keep
their network or network concept
atloat and banking the programing for
the day when they will need a library.

Jeft Flathers, an analyst with Paul
Kagan Associates, says that at the end
of last year his company counted 154
networks that were trying to launch.
Now he estimates that number at about
180.

“1'd say the vast majority of them
will never mahke it. Somewhere
between 75 percent and 80 percent will |
fail.” Flathers says. “You keep getting
these niches. and what happens on
macro scale is that you keep rending |
the audience into smaller picces—
which almost guaraniees you are going
1o get a pretty low rating from an ad
revenue point of view.™

Flathers says channel capacity. not
programing. is the problem for new

REC
N E

—

| networks. Before a network even tack-

les the issue of channel capacity, how-
ever, the financing has (o be in place.

“It seems that if you don’t have the
backing of one of the big programers or
one of the top MSOs, it is very difficult
to launch,” he says. "I you have a few
wealthy backers who are willing to
stand behind the content, the product.
and are willing to see it through the ini-
tial years until you break even. then
you can make it.”

But those are the exception rather
than the rule.

“Back in the carly "90s. when 500
channels seemed like it was going to
be a reality and you had a library full
ol programing. vou wanted to exploit
it as a channel.” one programer says.

The 500-channel world remains a
possibility, but in a future not as near
as it onee seemed, The 60-70 channel
cable system is still the norm. with
new DBS perhaps doubling that chan-
nel capacity.

Many ol today’s niche networks.
such as Jones Computer Neiwork,

www.americanradiohistorv.com

that might

| were launched on the basis of a 500-
channel world.

Officials from Jones Intercable, the
operator that put Jones Computer Net-
work on the air in fall 1994, say the
computer network is being re-evaluat-
cd and may even be dropped altogeth-

| er.

“Clearly we were ahead of our
time.” says the Jones spokesperson.
“The distribution opportunities are not
there.”

The Jones Computer Network has
about 1.5 million subscribers
nationally and 16 hours per day of
programing. It was designed to
“help viewers understand their com-
puters better.” But the Jones
spokesperson says the company is
now putting its energies into a simi-
lar network, Knowledge TV:
“We're incorporating some of the
Computer Network s programing on
Knowledge.”

While channels like Jones Com-
puter Network are losing stcam. oth-
ers continue to push ahead. Despite
the lack of analog space, some net-
works believe they can get carriage,
even in a 60-70 channel world.

| The Crime Channel
If Arnic Frank is right. crime does
pay. The president of The Crime
Channel says he was sitting in his Cal-
ifornia home, gazing out the window,
when he came up with the concept for
his network.
[ 1 was thinking about what kind of
programing would be needed when
these S00 channels become reality.”
Frank says. "The highest-rated pro-
graming [is about] crime. Why not
compile all crime-related programing
and do it on a 24-hour basis?”

Frank, who is trying to do just that,
vows to make the programing politi-
cally correct and entertaining. The
Crime Channel is currently seen two
hours a weck on Network One. and
Frank hopes that it will become a 24-
hour network by the turn of the cen-
| tury.

“"We broadcast crime-related pro-
araming that is meant to improve law
enforcement’s image. assist in crime
| prevention and promote victims’

‘March 31 1997 Broadcasting & Cable
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rights,” Frank says. “We do that
through series, movies and documen-
taries with an entertainment tlair.”

Frank says The Crime Channel will
likely have ties to law enforcement
agencies around the world. Shows in
development include Prisoner 800, a
call-in format designed to help wrong-
ly imprisoned inmates collect evi-
dence of their innocence.

Frank, who has spent more than 40
years in Hollywood distributing cable
and broadcast progaming, does not
have a law enforcement background.
But since he formed the network he
has developed an interest. even taking
a l12-week crash course in law
enforcement at a Ventura, Calit.,
police academy.

The Recovery Network

The Recovery Network’s

chiet operating officer, Larry
Namer, says that he laughed

at the idea of starting a net-

work devoted to recovering alco-
holics, drug abusers and sex offend-
ers. Namer, one of the founders of E!
Entertainment Television and owner
of a consulting firm, says he was con-
tacted by officials in the recovery
industry and all but dismissed it as a
joke.

“At first 1 didn’t get it,” he says. "1
said: ‘You have to be kidding, this
must be a Saturday Night Live skit,
What are we going to do. go to Madi-
son Avenue and say we are going to
deliver every coke addict?" ™

But Namer says he changed his tune
when he realized that there are more
than 80 million Americans attlicted
with or affected by various addictions.

*I thought about it, and you know, |
couldn’t think of anyone I know who
wasn’t affected.”

Namer and CEO Bill Maoses are
now putting all of their resources into
the concept and are planning to launch
this April on leased-access channels.
Namer says The Recovery Network's
programing will start out with two
hours a day, reaching 11 million
homes to start. Within two years, he
says, the channel will be a 24-hour
network,

People in recovery “have a wonder-
ful habit of making it a daily appoint-
ment 1o meet with recovery groups.”
Namer says. The network will capi-
talize on that habit with “meeting-
style™ programing devoted to various
addictions. including alcohol, gam-
bling and sex. Namer says the net-

work has the financial backing to start
without the help of an MSO or fellow
programer.

My Pet TV

M:chael E. Marcovsky, president of
M Pet TV, says that nearly 70% of all
pe' owners buy their pets a Christmas
gift. That kind of enthusiasm, matched
with the sheer number of pet owners in
the country (one in every two Ameri-
caas owns a pet), is the reason he
founded My Pet TV.

*I"'m an animal lover,” says Marcov-
sk, who owns horses and sheepdogs.
“1 know what kind of time. energy,
devotion and money is spent on pets.
It's a way of life.”

Programing for the network includes

YPE

Lifestyles of the Rich and Furry,
Cclebrity Pets and My Horse. Some
shows spotlight particular animals or
provide obedience training and food
tips.

My Pet TV, which launched last
September. is currently being test-run
on s1x UHF stations in California. Mar-
covsky, like the other network heads,
says My Pet TV will eventually
become a 24-hour network, The net-
work 1% set to launch on DIRecTV, and
Muircovsky says cable systems are set
1o follow.

“Our theory behind My Pet TV is 1o
have it as a minipay.” he says. "Pet
owners would be willing to spend a
couple of bucks because they are going
to get a lot of value out of it.”

Marcovsky, who says that the Amer-
ican Humane Society and other animal
weltare organizations will play a big
part in the network. plans to donate a
pertion of revenue 1o animal charities.

The Ecology Channel

The Ecology Channel has found an
untzpped niche in environmental and
ecological programing. The network’s
foander and president says his concept

is different from the programing that
already airs on Discovery Channel.

“We are totally directed to the envi-
ronment,” says Eric McLamb. “We are
going to show the effects of the envi-
ronment on business, in everyday life
and in the news.”

McLamb. who left Discovery in
1993 10 start his own network, plans on
turning The Ecology Channel into a
24-hour network by the end of next
year. It currently sells four hours of
programing to Qutdoor Life each
week. McLamb says it has a library of
more than 1,200 hours of documentary
footage.

McLamb says the network has
received a fair amount of financing but
is still in the market for a major opera-

tor or programer to ““put it over

TELEVISION =«
NETWORK

Gay Entertainment
Television

| Marvin A. Schwam says that the idea
| for a network devoted entirely to the
gay community came out of a leased-
access show that he and some friends
put on in New York City during the
carly "90s and that caught on “like
wildfire.” Now Gay Entertainment
Television is poised to launch to 20
million homes, according 10 Schwam,

“We realized that there was a
tremendous void in the industry,” he
says. “Ten percent of the population is
gay, and that is a population that has
demagraphics that are extremely high-
level as far as education and [dispos-
able] income.”

Gay Entertainment was on leased-
access channels in Los Angeles, New
York, Miami. San Francisco and other
major cities, Schwam says. But the net-
work has pulled the programing off as
it gears up tor an October leased-access
launch nationwide.

“We should have a deal completed in
the next two months with a major finan-
cial backer.” he says. “Then, on "Oclo-
ber’ I, we plan on launching nationally
to 20 million households via leased
access.”

Schwam says Gay Entertainment’s
plan is to pay for a tull year on leased
access, then line up carriage with a
major MSO. On the programing front,
Gay Entertainment will probably have 6
to 10 hours of original shows at launch.
Schwam says there will be a handful of
magazine shows, plus news, entertain-
ment, travel and gardening programs,
movies and documentaries. [ ]

Broadcasting & Cable March 31 1997
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Targeted pirates

DIRECTV has filed four lawsuits in
Los Angeles Federal District Court
against nine entities suspected of ille-
gal signal piracy. The complaints
allege that the defendants distributed
counterfeit DSS access cards.
DIRECTYV plans 1o file more such
lawsuits. The company settled claims
against two of the 28 defendants in
similar lawsuilts filed last summer:
the settlement involves six-figure
payments to DIRECTV, according to
the company.

Fortunate Family

Tim and Pat Roberison’s Internation-
al Family Entertainment (IFE) grew
in all arcas in 1996 fourth quarter.
Revenue increased 13.2%, 1o
$104.184,000, from $92.033.000.
Operating cash flow rose 14.8%
($15.071,000) from $13,123.000. Net
income increased 8. 1% ($5.735.000)
from $5,306.000. For 1996. IFE’s
revenue increased 12.9%
($332.810.000) from $294.858.000.
Operating cash flow for 1996 rose
37% ($67.434.000) trom
$49,238.000. Profit jumped 29.2%
($24,119,000) from $18.664.000.
Company CEO Tim Robertson atirib-
uted the results 1o unexpected growih
of The Family Channel and the
acquisition of MTM, which develops |
original programing tor sale to the
broadcast networks. Ad revenue
increased 12.4% over the fourth
quarter last year, and subscriber fees
increased because of rate increases in
altiliation agreements, The Family
Channel alone brought in
$241,124.000 in revenue in 1996,
more than double the amount of any
other IFE unit, The Family Channel
also was the only division to praduce
positive operating income in the
fourth gquarier.

TCA dividend

TCA Cable TV’s board of directors
approved a regular gquarterly dividend
ol $.16 per share. payable on Aprtl
21. to shareholders of record April 7.
The company has 24.825.204 shares
outstanding. TCA Cuble TV has 64
cible TV systems in Arkansas,
[daho, Louisiana, Mississippi. Okla-

homa, New Mexico and Texas.

Satellite services

Integral Systems will provide
EchoStar with dual satellite control
centers for its EchoStar-111. EchoStar-
111 is EchoStar’s third direct-to-home
satellite, scheduled to be launched in
September. Integral Systems’
EPOCH 2000 product line will pro-
vide all monitoring and control func-
tions for satellite and ground equip-
ment. including real-time telemetry
and command and offline trending
and analysis. Loral Skynet. which
recently purchased AT&T s satellite
services, will hundle primary satellite
control.

Perrymason.com

Lawyers with EchoStar’s DISH ser-
vice now can hunt for clients from the
comfort of their own living rooms.
EchoStar, in conjunction with Dita
Broadeasting, will carry a profession-
al education network and an online
legal information service. Lawyers
Communication Network is being
developed by Data Broadeasting and
the American Bar Association specif-
ically for lawyers. The agreement
includes carriage ol Data Broadcast-
ing’s financial. agribusiness. sports
and business television services.
EchoStar and Data Broadcasting also
will work together on a high-speed
data delivery systen.

Song ID

DIRECTV is oftering subscribers a
hybrid of MTV and QVC: Song 1D,
which identifies selections on
DIReCTV s Music Choice channels
and gives viewers 800-numbers for
ordering CDs. The service. which
begins March 28, applies to all 31
channels in the DIRECTV music pro-
graming lineup.

Tony premiere

Bravo Network will premiere The
South Bank Show: Tony Benneti' s
New Yark April 6. The show will
relate Bennett's career, from child-
hood singing waiter to his latest hip-
hop revival. Also, Bravo's fnside the
Actors Studio will feature an hour
interview with actor Matt Dillon.
Taped at New York City’s New
School. the Dillon interview will air
on Sunday, April 20.

www americanradiohistorvy com
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| ish-language versions of HBO, Show-

Lifetime show moves

Two Lifetime shows, Our Honme and
The Main Ingredient, are getting new
hosts and new time slots. Qur Home
will air at 11 a.m.—noon with hosts
Deborah Duncan and Toni DiBuono.
The program tocuses on such issues
as careers, tfinance and relationships.
Manhattan chel Bobby Flay will host

a cooking show, The Main Ingredient,

at 12:30 p.m.—t p.m.

Vacant places in
the Heartland

The exccutive exodus continues at
Heartland Wireless. the couniry’s
largest wireless cable company. J.R.
Holland Jr., chairman of Heartland’s
board, stepped down to become direc-
1or. CS Wireless President David
Webb resigned from the board. Heart-
land will not fill the positions. accord-
ing to interim president John Fanning.
“Each board member has undertaken
various projects to expedite the
restructuring efforts,” Fanning says.
Last week. the company announced
tourth-quarter financial results that
surprised analysts with a 25% sub-
scriber drop and $9.1 million charge.

Broadband push

Time Wamer Cable in Columbus.
Ohio. is continuing its push toward
broadband network services. The sys-
terw will offer subscribers a package
of cable television, high-speed online
services and local elephone service.
The company. which is changing its
name 1o Time Warner Communica-
tions. will launch Time Warner’s
Road Runner Internet service in
August, [t also will provide Internet
service to every school in the area it
already provides cable service 10 273

| schools in 17 districts. Telephone ser-

vice will be available sometime this
year.

Spanish AlphaStar

AlphaStar Television Network has
launched a lineup of Spanish-lan-
guage programing in four differem
packages. Pricing is similar 10 Eng-
lish-lunguage packages it sells lor
$29.99-$59.99 monthly. according to
a spokesperson. Programing originat-
ing in Spanish is packaged with Span-

| time. Starz and Encore, Next,

1
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AlphaStar plans to distrihute French-
language progranting in the U.S.

Blow-by-blow coverage

For those who just can’t get enough
information about the Evander Holy-
field-Mike Tyson remaich, USSB
will air extensive pre- and post-fight
coverage. Starting April 28 and going
through the May 3 tight date, USSB's
All News Channel will air updaies on
the fighters’ preparation four times
per hour from Las Vegas. The DBS
provider will telecast Showlime
Event Television's 26-hour preview
program, which will feature the
weigh-in, breaking news, interviews
and features. The fight airs at 9 p.m.
ET May 3.

Disney pickups

The Disncy Channel has acquired
more than 50 “tamily” films from
Warner Bros. and Paramount Pay
TV. The purchases include “Lassic.”
“Andre.” “Stand and Deliver.”
“Wind and the Willows,” “Super-
man: The Movie” and “Superman
2.7 The films will begin airing in
May as part of The Disney Chan-

nel’s nightly Mugical World of Dis-
ney showcase. Terms of the deal
were not disclosed.

CNBC numbers up

CNBC’s first-quarter ratings for
1997 were up 22% from the same
period in 1996, The network aver-
aged a .5 rating with a houschold
audience of 308.000 in prime time,
compared with 252,000 one year
earlier.

WCA revenue up,

losses down
Wireless Cable of Atlanta increased
its 1996 revenue 8% . to $3.545.611
from $3.284,8106. but its carnings
before interest, taxes, depreciation
and amortization (EBITDA} stayed
in the red at -$226,248. The compa-
ny’s 1995 EBITDA was -$208.555.
Wireless Cable attributes the revenue
growth to an increasce in subscribers
10 9.000 trom 8.500). Service costs
increased 3% along with subscribers.
Wizcless Cable has a deal with Bell-
South to merge with a subsidiary of
the Southeast regionat phone company.

The merger awaits regulatory and
shareholder approval.

ESPN on the grow

ESPN Latin America grew 25% in
1996. reaching more than 8.5 million
households, according to the net-
works. The pan-regional, 24-hour
network includes three regional net-
work: ESPN Dos, ESPN Sur and
ESPN Brasil. ESPN Latin America
wis founded in 1989,

X marks spot

ESPN is promoting its X Games
competition in San Diego this sum-
mer with & live tour of extreme ath-
letic demonstrations and music. The
tour, dubbed Xperience, kicks oft in
Austin, Tex.. April 12 and stops in
New York, Boulder, Colo., and Los
Angeles. Affiliates are promoting
cvents in the two weeks before the
tour and cross-marketing with local
retaiters. ESPN also is working with
local radio stations. Sponsors for the
X Games are Keystone Light,
AT&T. Mountain Dew, Taco Bell,
Nike and Chevrolet. —JS

HGTV in Japan

Home & Garden Television signed an
agreement with Japanese company
Dentsu for distribution of 260 hours ol
original programing on Japan's Home
Channel. The two-hour block will air three
times a day. HGTV programs to air
include Awesome Interiors, CityScares,
Coliectible Treasures, Company of Ani-
mals, Dream House, A Gardener's Diary,
The Good Life, Interiors by Design, Kitchen
Design, Penelope Hobhouse: The Art & Prac-

tice of Gardening, Room for Change, What's Your Hobby
and Willard Scott's Home & Garden A'marac.

Sky Mexico plots debt raising

8 Galaxy signs Argentina’s Clarin
Hughes-backed digital DTH purveyor
Galaxy Latin America (GLA) has signed
Argentina’'s Clarin Group, owner of
broadcaster Artear and MSO Multi-
canal, as its local distribution partner.
Rival Sky Entertainment Services,
owned by News Corp., TCI, Globo and
Televisa, had discussed a possible dis-
tribution pact with Clarin over the past
year, but Televisa and Globo's previous
partnerships with Clarin may have given it the
edge. GLA also launched in Chile March 18, with

telco/cable operator VTR as its distributor.

CME revenue up by a third

Sky Entertainment Service's Mexican digitel DTH operat-
ing group, Innova, is on the verge of laurching a $375
million, 10-year senior note issue. The issue has already
been placed in the U.S., with notes bang <old in private-
ly negotiated transactions. Investment bank Morgan
Stanley confirmed it was the lead adviser on the debt
raising. Sky's Mexican partner, Telavisa, has a 60%
stake in Innova; News Corp. and TC Internationai own
30% and 10%, respectively. Sky’s Brez lian platform,
NetSat, also raised $200 million in public debt last

Nasdag-listed media investment group Central European
Media Enterprises posted 1996 revenue of $136 million,
up 37.5% on 1995 figures and slightly ahead of analysts’
estimates. Station cash flow grew 8.5%, to $41.4 million,
with Pro TV in Romania and Pop TV in Slovenia achiev-
ing positive cash flow within a year of faunch. CME's
Markiza TV in Slovakia reported positive station cash
flow after less than six months of operation. CME's
Czech cash-cow Nova TV saw its station cash flow fall
5.9%, to $53.1 million, mainly because of higher pro-

August.

graming costs.

—~Nicole McCormick & Lloyd Shepherd
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PBS develops nelghbo[hoods online

Multimedia adds sights, sounds to local scenery
By Riclard Tedesce

BS Online (www.pbs.
com) is giving visitors 1o

its revamped site a map
of neighborhoods for casy
navigation, and it’s adding
multimedia to make the stroll
more interesting.

The neighborhoods define
audience interests by subject,
in the case of PBS Interface
(about PCs and the Net), PBS
Science and Public Eye (public

PBS Interface will con-
tain streamed video drawn
from 13 half-hours of PBS’s
Life on the Internet series.
Hour documentaries could
be next, as PBS explores
other streaming opportuni-
ties. “As modem speeds in-
crease, we'll probably be
experimenting with longer-
form shows,” Hollar says.

Multimedia will also fig-
ure in a Nova/PBS Online

-..._-_-_.-E .........................
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mountains of Peru. The idea
here is to extend current users'
visits 1o the site and to increase
traffic from the present level of
800,000 per month, “The goal
of PBS Online is to extend our
viewers' experience by using
our new technologies,” says
Cindy Johanson, PBS manag-
ing editor. PBS Online.

The PBS Kids area will
include Sesame Street con-
tent, a Kids Karaoke for sing-
alongs and Babble On, an e-
mail/feedback forum.

onling
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player for video streaming,

affairs), or by age group (six
years and older), in the case of
PBS Kids. Areas about history,
arts and culture are in develop-
ment for introduction in six to

Electronic Field Trips series.
First in the series is Alive on
Everest, which draws on
recent attempted ascents of the
world’s tallest mountain in a

along with audio streaming.
Among other topics, PC users
learn about effects of high alti-
tudes on the human body.

The next adventure is based

The site will offer some
500 PBS video titles for sale,
with streamed video eventu-
ally enabling brief previews.
And the site extends an on-

eight months, according to
John Hollar, executive vice
president of PBS Learning
Ventures.

progressive monthlong
sequence with online postings
during the climb. It may
employ Apple’s QuickTime

NBC moves to Interactive Neighborhood

NBC hopes to extend (in cyberspace) its brand recognition for affiliates
through a localized service called NBC Interactive Neighborhood.

The idea is to apply the power of the network brand nare to a local
affiliate’s site, adding attractive content and providing ready links to
related Websites. The stations, some of them owned by NBC, will provide
local content and will reap financial benefits from on-site advertising,
says Marty Yudkovitz, president of NBC Interactive, who reports that the
project has been shepherded by the affiliates as well as by the networks.

NBC is enlisting content providers to create material exclusively for
particular sites, Yudkovitz says, adding that the network is not yet sure
how many sites—or whose—it would offer in links. The network also
has no premiere date set for the first sites and no firm deals with any
of its affiliate stations.

“The idea here is to create an umbrella brand and to tie it in with the
brand, the promotional power and the obvious resources a local TV sta-
tion has,” Yudkovitz says.

The venture is being positioned as its own profit center, (2 standard
NBC model for its new media ventures) and as a community resource.
The project is similar to CityWeb, announced by Wamer Bros. Televi-
sion earlier this year.

NBC already had its own model in house with MSNBC, which has
established localized ties to NBC stations in some markets.—RT

on a Nova documentary about
an archaeological expedition
that discovered a 500-year-old iation with the online Dou-
Incan mummy in the Andes bleClick Network. ™.

ESPNet will stream
baseball highlights

E SPNet SportsZone is approaching opening day with plans

air PBS trend. displaying
banner ads from a PBS aftil-

to stream video of Major League Baseball game highlights
nightly online.

Althcugh ESPN was awaiting final word from MLB officials
late last week, it seems likely that SportsZone will stream high-
lights this season. PC users also will be able to get immediate
one-click game updates, including graphics of game situations,
box scores each half-inning and possibly game clips.

Those are the new features intended to make SportsZone’s
MLB coverage even more responsive to enthusiastic fans. “We're
trying to make this as interactive as possible,” says Eric Schoen-
feld, senior coordinating producer for ESPNet SportsZone.

Among several features added late last season, Barer vs.
Pitcher returns with stats showing individual hitter-pitcher
match ups and hitters” histories in each ballpark. Graphics that
show where each batter hit every fair ball throughout the season
also are available.
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On-site interactive
coverage of the MLRB
All-Star Game, with
a cyber reporter set-
ting the scene and
responding o user
questions online, is
also part of this
year’s programing
plan. And weekly
columns by com-
mentaters Harold
Reynolds and Karl
Ravech will be
added.

ESPN's new com-
mercial addition is a

that shows the nearest Holiday Inn.

Set-1op boxes

8 SPORTSIONE

L Dk aalien et b Bemiew |

ESFN plans to _-Hr

TV/online ad deal with Holiday Inn. It will give PC users infor-
mation about scheduling and tickets at any MLB park, and a map

I

L 4

Continental, Gisco to syncopate ’Net services
Continental Cablevision struck a deal with Cisco Systems to test

e Cisco's advanced Internet technologies. The technologies will include
Cisco applications for high-capacity streaming video and interactive
games, as well as telephony via the Internet. Initial deployment of the
Cisco advanced router technologies to drive the applications at giga-
byte speeds is expected to start this year. Continental plans to make
both cable modem and digital subscriber line (DSL) access technolo-
gies available to subscribers for delivery of the services. The MSO will
also help Cisco market to small and midsize businesses.

Warner Cable Columbus goes full service

Time Wamer Cable’s Columbus, Chio, division becomes an all-purpose
service provider this year, adding local phone service. Now dubbed Time
Wamer Communications, the division will be the first TW Cable unit to offer
cable TV, high-speed Intemet access and local phone service as a pack-
age. After Road Runner, TW's Intemet service, launches in August, Time
Wamer will donate it to all schools in its service area. TW will offer local
residential and commercial phone service in central Ohio during 1997.

IBM makes move into
designer set-top biz

Kits, boards will converge with Network PCs

ig Blue slipped into the digital TV set-top

B scramble last week as a designer and
bozrd maker—but not a box broker.

IBM’s idea is to capitalize on its expertise by

providing Kkits with schematic boards and refer-

ence designs. The reference design is free, but

IBM expects to make something—it hasn't said
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how much—on each board it sells. The price
will be set by June, when the boards will be
available, says John Sixsmith, IBM set-top box
platform marketing manager. Sixsmith sought
to define the company’s mission narrowly.
“We're not getting into the set-top business.
We're in the silicon business, and we’re just
trying to provide [the technology],” Sixsmith
says. IBM will demonstrate MPEG video clips
decoded using the design at the National Asso-

ciation of Broadcasters show in Las Vegas

next week.

The driver for the initiative is the PowerPC
embedded controls architecture, which IBM
co-designed with Apple Computer and

Motorola. The RISC-based scalable architec-
ture works nicely for digital TV applications, :

according to Bob Boskin, IBM worldwide seg-
ment manager for the consumer market.

The reference design, developed by IBM
Microelectronics, includes an IBM PowerPC

embedded controller, a serial port for infrared

remote and a smart card interface with 4MB
DRAM of video and an MPEG-2 transport
chip.

It’s one tactic in a grand strategy for Big
Blue to get big in the advanced consumer elec-
tronics biz with a technology that can converge
with the network computer designs it’s devel-
oping. A Web browser could also be built into
that picture to provide a box that could offer
digital TV along with Web surfing. ™.
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Calerdan

May 1-2—42nd annual Direct
Marketing Association of Wash-
ington conference and expo.
Washington Hilton Hotel, Wash-
ington. Contact: (703) 821-3629.

May 6-9—Multimedia '97
exposition and forum presented
by Multimedia Trade Shows Inc.
Metropolitan Toronto Conven-
tion Centre, Toronto. Contact:
Susan Blair, (905) 660-2491.

May 13-15—National Online
Meeting and Integrated Online
Library Systems '97, presented
by Information Today Inc. New
York Hilton, New York City. Con-
tact: Carol Nixon, (609) 654-
6266.

June 19-21—FE3/Atlanta, in-
teractive content industry trade
show presented by the Interac-
tive Digital Software Associa-
tion. Georgia World Congress
Center & Georgia Dome, Atlanta.
Contact: (800) 315-1133.

July 27-30—Interactive Ser-
vices Association Summit '97,
12th annual leadership and
opportunities conference and
alliance exposition. Sheraton
Washington Hotel, Washington.
Contact: Patti McKnight, {301)
495-4955.

Sept. 8-14-Telecom Interac-
tive '97, presented by the Inter-
national Telecommunications
Union. Palexpo, Geneva. Con-
tact: (800) 456-1273.
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Special Report: Broadcast Servers

One recurring theme in BroaocastinG & CasLE's recent Seller’s Guides was the growing acceptance of video servers
for broadcast playback. As stations evolve into the digital environment, the operational efficiencies of replacing
high-maintenance tape with disks are starting to win over engineers—as long as reliability and storage keep going
up and prices keep coming down. This special report examines the latest servernews heading into NAB '97.

By Glen Dickson

he world of video
T servers moves fast, and

atl the big players in
disk-based video storage and
playback will be rolling out
new products and enhance-
ments at NAB '97.

Tektronix

Tektronix already has intro-
duced its second-generation
Protile digital disk recorder.
the PDR200 video file serv-
er. The new Profile has a 30-
megabyte-per-second inter-
nal bandwidth. a Fibre Chan-
nel networking interface and
a base storage of six JPEG-compressed
hours. The price starts at $49.000 and
goes to $100,000 for a fully loaded sys-
ten.

The PDR200 will begin shipping
before the end of April, says Hugh
Dyar. Tektronix vice president of mar-
Keting: “We've got lots of customers
nailed down. We're trying to fulfill
demand for our largest customers. so

we've increased our build plan tor |

those first critical months.”

Those big customers include
NBC—which will be installing the
new Profiles at its 30 Rock headquar-
ters in New York as part of its GEne-
sis digital overhaul projeci—and Fox,
which wiltl be using the disk-based
units at its operations in Los Angeles
and Miami.

Hewlett-Packard

Hewlett-Packard has developed an
MPEG-2 digital disk recorder to com-
plement its popular MediaStream
Series Broadcast Video Server. The HP
MediaStream disk recorder which
incorporates the redundant RAID stor-
age architecture in a Betacam SP VTR-
sized unit, should provide some com-
petition to the Protile. The disk

recorder has a base price ot $65.000 for |

five hours of storage and two channels
and can be scaled up to a $115.000
configuration with nine hours ot stor-
age, five channels and a Fibre Channel
intertace.

One of HP's reasons for building a
disk recorder is to provide additional
storage and outputs for existing

Broadcast Video Server customers. A |

A HP’s MediaStream disk recorder will target the
entry-level market in addition to offering additional
storage and outputs to HP Broadcast Video Servers.

4 Tektronix’s Profile PDR200 shouid be shipping
by the end of April.

| good exampie is Pappas Telecasting.
which has ordered two units to work
with its HP server installations at
KPTM(TV) Omaha and KMPH(TV)
Visalia/Fresno. Calit.

“We have the older Broadcast Video
Server models, which currently have
four outputs.” says Dale Kelly. Pappas
director of engineering. “We’re
upgrading to the new MediaStream
servers, and we have a requirement for
six outputs. So we'll get two inputs and
four outputs with the new servers, and
then we’'ll be adding the disk recorders
on a Fibre Channel network to cache
from the main server. That will make it
a six-output system.”

Philips BTS
Media Pool servers, the XL Series. to

combat such lower-cost competitors as
Tektronix and ASC Audio Video.

www americanradiohistorvy com
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ASC’s VR300™ Broadcast Video Server is more flexible,
morz scalable, and more reliable. With 1,066 Mb/sec
available bondwidth, it provides up to 24 simultaneous
channels and 94 hours of online digital storoge.

VE300's building-block approoch riakes it easy to
expand channel copacity without purchasing unneeded
storoge. ASC’s open systems design encures compatibility

FibreDrive incorporates high-bandwidth Fibre Channel
RAID storage tc eliminate bandwidth restrictions, SCSI
bottlenecks, and single points of failure. Direct access to
digital storage means last minute changes can always be
made easily and instantly.

with l2acing outomation and newsroom systems.

VE300 features hardwaore reduncanzy,
software RAID technology, and Fibrelriva*
| ASC's exclusive Fibre Channel architectu-e.

i

s

775

The FibreDrive Difference” “The

LT

With no tanes to transport and no data K \&"ﬁ
files to transfer, VR300 takes integrated digital ""—“\?
operations to new heights. TS

For more information, call
818-843-7004 tfor a free white paper,
FibreDrive Difference.”

©1997 ASC Audio Videc Corporation. Al rights reserved. The FiberDsive Dilference, FioteDrive and VRI00 are Wademarks of ASC Audio Video Corporatiort.
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According to Michael Wolschon,
Philips BTS marketing manager for
storage and retrieval products, a two-
channel XL model with RAID-3 stor-
age and 54 gigabytes of JPEG-com-
pressed storage is now available for
less than $70,000.

*Our big push for NAB is the low-
cost, entry-level marketplace,” Wol-
schon says, adding that the XL Series
will offer “applications similar to our
competition,” such as VTR-type func-
tionality via remote control and
caching capability with cart machines.
“The advantage will be the scalability
in both the time of storage and the
bandwidth,” he says.

Philips BTS also will unveil Version
2.6 of its Media Pool software and will
demonstrate a 12-channel Media Pool
using a common database of media
files with 12 simultaneous users, such
as the one just installed at wupA{TV)
Atlanta (see story, page 72). “There's
no networking—it's all one Media
Pool.” Wolschon says.

ASC Audio Video

ASC Audio Video will be featuring its
new VR300 video server, which uses
the company's patent-pending
FibreDrive architecture. According to
Hilton Creve, ASC director of engineer-
ing, the VR300 is distinct from other
Fibre Channel-supporting servers in
that it uses Fibre Channel both as a net-
working protocol and as an ultra high-
bandwidth storage interface.

“The way we run the [Fibre Chan-
nel] topology is different,” Creve says.
“Other manufacturers are using tradi-
tional SCSI drives, then routing signals
between storage clusters on a Fibre
Channel network. We're running Fibre
Channel between the mainframes and
drives themselves.”

Creve says that tests have demon-
strated FibreDrive supporting a sus-
tained data rate of 720 megabits per
second. **The limitation is the number
of Fibre Channel devices—each VR
mainframe counts as a device, and so
do the drives. The limit right now is
127 devices.”

A common VR300 system may be
six VR mainframes with 12 channels of
video and 30 drives. Creve says ASC
can build a VR300 system that can sup-
port 24 streams of video at 24 megabits
per second, with a maximum of 100
drives. With that kind of capability,
ASC is targeting the VR300 for full-

—

Philips BTS's most recent Media
Pool sale is to wers-Tv Miami,
which shouid be up and running
with server playback in June.

SGI's Origin server is
designed to work
with third-party
applications.

server implementation of on-
air operation. That would be
a new market segment for
the company, whose VR30
disk recorder has established
itself as a commercial inser-
tion cache for
robotic tape
systems.
The VR-
300 is beta-
testing now
and should
start ship-
ping “right
after NAB,”
says Creve.
A two-chan-
nel system
with 3.2
hours of RAID storage and a
Fibre Channel networking interface will
sell for $65,500.

Sony

Sony has developed AirTraC, a cus-
tom-tailored software application for
its Sony VideoStore MPEG-2 server
designed for commercial ad insertion.
The object-oriented software uses
IBM’s OS/2 operating system to allow
the addition of custom modules for full
transmission automation.

AirTraC features a real-time control
function and scheduling engine on a
dedicated real-time QNX controller
PC, and lets single or multiple worksta-

tions operate simultaneously with fuil
access to all VideoStore functions,
including system status, channel play-
out, encoding and traffic import. All
information for playlists and as-run
logs is stored to hard-disk drives for
redundancy.

Quantel

Quantel had a high-profile year for its
high-end Clipbox video server in 1996,
with large installations at the cable
start-up networks CNN/SI, CNN en
Espaiiol and MSNBC. One of its sell-
ing points was its “triage™ function,
which allows feed recording operators
to make rough edits at the same time
they log in teeds.

“Triage makes Clip-
box a phenomenal
input logging and raw
editing device,” says
Jonathan Pannaman,
Quantel vice president
of engineering. “It’s
feed management in a
method or degree
that's never been seen
before. The other end
of that, for episodic
television, is where it
takes a standard EDL
and allows
for an in-
stant auto-
conform on
the server for
nonlinear
editing on
Editbox.™

While Pan-
naman is quiet
about Clipbox
deals in the works, he says that Quantel
is talking about a “very traditional
sports application” with one of the net-
works.

The only area where customers are
still pushing Clipbox development.
says Pannaman, is archiving data. For
example, CNN/SI and CNN en
Espariol both use Betacam SX hybrid
tape/disk recorders to archive footage
at faster than real time.

“The best way to archive is on
video tape,” Pannaman says. “We're
looking very seriously at going native
compression and using the same com-
pression technology as a tape format
to allow an easy archive to a video
tape medium.”

The Clipbox currently offers uncom-
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THE MORBE HYPE THER
THE LESS LIKELY ANY(

L. IS IN BROADCASTING,
)NE IS TO BELIEVE IT.

There hav= been plenty of wild claims flving arcund out there about digital video. So

when we mroduced a vid2o disk recorder with integrated RAID for about the price of

a broadcast digital VTR well, let's just scy peop.e found it hard to swallow.

The Hewlett-Packard MediaStream Disk Recorder is the newest member of our

MediaStrean family. It werks perfectly vwell 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 need to get started is just $656,000 ar d a little space in a standard rack.

The HP MediaStream Disk Recorder cann make the leap to digital a lot less of a leap.
Call 1-800-FOR-HPTYV. Better yet, see i for yourself at NAB. We'll be in Hall 5 South
booth 8071, at the Las Vegas Conventior Center and booth S-2200 at the Sands

Convention Center.

We'll show you digital video you can beheve in.

*U S, list price
21997 llewletr Packanl Co, TMVID708BC

The $65,000% HP MediaStream
Disk Recorder: Digital
video comes down lo earth.

HEWLETT
PACKARD

D
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pressed storage or 5:1 Grid compression,
Quantel’s interpretation of the JPEG

algorithm. Pannaman says that adopting |

a nonproprietary compression algorithm
to complement tape archiving is proba-
bly far in the future.

The real news for Clipbox and other
Quantel nonlinear products at NAB
will be the company’s recent discovery
that it can run Java applets as applica-
tion software on all of its machines,
allowing users to create custom soft-
ware at a reasonable cost.

“We can write Java applets into a
Quantel machine and control the hard-
ware with these applets,” Pannaman
says. “You'll see some very exciling
open integration developments at our
NAB booth.”

Silicon Graphics

Silicon Graphics Inc. will be showing
its new Origin video-server platform,
which also offers uncompressed or
compressed storage, at NAB. SGl's
Greg Estes says that SGI wants to
claim market share in the broadcast
play-to-air market by acting as a back-
end asset storage/management system
to third-party applications from manu-
facturers such as Avid, Tektronix and
Panasonic. SGI also will be demon-
strating the transport of HDTYV files on
its servers at the show.

SeaChange

A new player in the broadcast-server
arena may be SeaChange Internation- |

| al, which already has the lion’s share |

WUPA hops into the Pool

Atlanta station is using Philips BTS server to go tapeless

By Glen Dickson _};;,

UPA(TV), the

WAllanta.

UPN O&O in

15

now on the air with a

large-scale Philips

BTS Media Pool

video-server system

worth more than $2
million.

The station started
playing back all its
programing and inter-
stitials from 10 p.m. to
6 a.m. from the Media
Pool on March 17, and chief engineer
Gary Kelly says the station should be
playing everything off the server by
April 14. wupa previously used a Sony
LLMS tape system for all playback.

“Qur intention is to be tapeless.”
Kelly says. “Our reliance on videotape
will be minimal.”

The station’s 12-channel Media
Pool is the first of its kind. with 70
hours of video storage at 6:1 com-
pression. Playback is controlled with
Philips BTS"s DiskCart software.
“Diskcart runs a continuous playlist
with the exception of our network
prime time stuff,” Kelly says.

For archiving, the server links to a
Storagetek Powderhorn 9310 digitai
linear tape library with 1.8 petabytes of
storage. “Between the Pool and the

wura's Media Pool has 70 hours of online video storage at |
6:1 compression.

Powderhorn, we cun store about
22,000 hours at 6 to | compression,”™
says Kelly. "The Powderhorn holds
6,000 of these data tape cartridges, and
we ‘re putting seven half-hour syndicat-
ed programs on one cartridge.”

wuPA is dubbing all of its archive
analog tapes into the Pool and transfer-
ring them to the Powderhorn. All new
incoming tapes will be handled the
same way, and incoming satellite fecds
already are being recorded directly
onto the server. “There’s so much to
archive—we’re doing it a shift at a
time,” Kelly says.

All of the Media Pool’s 12 channels
have access to the same material simul-
taneously. wupa is using Philips BTS’s
Beta CP control software on each chan-
nel, which “lets each channel be emu- |

- (1.000 installed servers) of the cable

digital ad insertion market. The com-
pany has just released an MPEG-2
movie system for NVOD applications
with clustered storage and high fault
tolerance, qualities that Ed McGrath,
SeaChange vice president of engi-
neering. thinks will appeal to broad-
caslers.

McGrath predicts that SeaChange
will sell its Video Server 100 systems
to TV stations this year. At NAB the
company will be demonstrating Louth
automation software controlling play-
to-air off SeaChange servers along
with traditional cart machines. “"We'll
be selling the small TV station there
with play-to-air off tape and off the
server.” says McGrath. ]
lated like VTRs.™ Kelly says.

“Our Avids and Grass Valley cdi-
tors can control a channel: it’s turned
our Grass Valley 351 editor into a
nonlinear editor,” he says. “That gave

| S I CIHEn advantage. We can

work one channel from the Pool to
our 601 [edit] room. and then route it
back to the Pool. We can stay at 601

[ and be nonlinear.”

Kelly says that wUPA's success with
Avid nonlinear editors is what initiaily
prompted him to look for a server: “We
have three Avid Media Composer
4000s, and we had hopes of putting
their storage in a server. But Avid
didn’t have the long-form storage—
they couldn’t store the mass quantities
we needed. BTS beat them (o the draw
and had it working.” |

Avid, Intel to
make editors

Avid and Intel have formed a
strategic alliance in which Awvid
will create nonlinear video and
audio editors for the Intel arche-
tacture. Avid. a longtime Macin-
tash proponent, will develop “dig-

ital content creation products” for
Intel-driven PCs, As part of the
deal, Intel is purchasing
1,552 632 newly issued shares of
Avid common stock for $14.75
million. The stock buy was made
at $9.50 per share, Avid's closing
price on March 21, and gives Intel
roughly 6. » OF Avid.

www americanradiohistorvy com
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a strong

2* foundation.

That means a broadcast opera-
ticn that’s flexible, netwoarkable,
compatible with any number of
manufacturers, and easy t upgrade.
In short a system based on Profile”,
digital storage solutions.

The new, four-charnel, modu-
lar, and scalabie PDR200 Video File

Server can store up to 96 hours of

¥ RAID protected video. It has the

ability to serve high quality video
ard audic over a Fibre Channel
network at faster than real time
speeds, jn all industry siandard
formats.

But this just scratches the sur-
face. To learn more about the
entire Przfile line of videc digital
storage sclutions and the Fibre
Channel network, call anc order
our free white paper. “Building
the Fibr¢ Channel Network.”

1 -888-‘835-8433 de'pt. 705
www.tek.com/VND

-3 Ty
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Eye on People has its eye on Profile

By Glen Dickson

he new cable network CBS Eye on
People launches today (March 31)

with an all-digital plant that uses
Tektronix Profile digital disk recorders
1o play back spots and promos.

Eye on People. which is originating
from Group W Network Services
(GWNS) in Stamford. Conn.. is using
two mirrored Profiles as a disk cache
for an Odetics TCS90 cart machine
stocked with Digital Betacam tape.
While all long-form programing and
interstitials are stored on the TCS90.
interstitials will play to air directly off
the Profiles under the control of Group
W's proprietary software. says Altan
Stalker. GWNS senior vice presi-
dent/GM. Each Profile is storing five
hours of video. with one serving as a
backup unit to the other.

Stalker says that video servers were a
natural choice after GWNS decided on
an all-digital operation for Eye On Peo-
ple with digital playback. switching and
transport to the Glenbrook earth station.
and compressed satellite delivery using
Scientific-Atlanta PowerVu compres-

LA a7
j_ nliid

CBS Eye on People’s playback room uses
Tektronix Profiles to cache and play back
interstitials.
sion, video servers were a natural choice.
“The basic reasen to go with disk
servers is a cost efficiency issue.”
Stalker says. “Digital tape stock is
very expensive relative to analog tape
stock, the head life on the digital trans-
port mechanisms is considerably less
than analog and the price of digital
heads is greater. By using a disk cache,
we see a significant improvement in
the operational costs of playback. even !
though the Profiles are relatively

expensive to buy up front.”

Stalker estimates  that
GWNS uses 18 Profiles
between its Stamford operation
and its Asia Broadcast Centre
in Singapore. GWNS generally
uses the Profiles in cache con-
figurations to play back inter-
stitials for the various cable
networks it originates, but it
also uses them to play back
movies. When Viewer's
Choice went from 6 to 11
channels of pay-per-view last
year. for example. the 5 new
channels were launched off
Profiles.

GWNS is now scarching for a larger
server for movie playback. Paul Swed-
burg. GWNS senior director of opera-
tions and engineering, says he'll be
looking at products from Hewlett-
Packard. Tektronix. SGI. IBM, Digital
Equipment Corp., SeaChange and ASC
Audio Video for that application:
“There are so many choices. [t's rare to
have this level of choice in our indus-
try—most products usually have only
two or three vendors.™ ]

ment. it should be com-
pleted in December.

are available withup to 2.5
MEs (mix/effects) and 5

By Glen Dickson

Harris Corp. has been
awarded two large sys-
tems integration contracts
worth nearly $30 million,
The first deal, worth $16
million, is to provide a
complete digital radio and
TV operation for Georgia
Public Broadcasting in
Atlanta, including a pro-
duction center; three stu-
dios; six interactive studios
for distance learning; four
all-digital radio studios;
video and audio editing,
eftects and graphics
suites, and a complete
satellite uplink/downlink
system. The GPB facility

Cutting Edge

should be compieted in
August. The second deal,
worth $13.9 million, calls
for Harris to build a digital
transmission center for
Discovery Communica-

. tions’ Latin America Televi-

sion Center in Miami. The
50,000-square-
foot center will
have several
master control
rooms, video and
audio post facili-
ties, editing
suites, playback
and voiceover
rooms and net-
work arigination
and satellite
uplink equip-

ECHOlab has infroduced
its 5000 series of digital
video switchers that run on
the Windows NT operating
platform. The ECHOlab
5000 switchers, which run
10-bit CCIR-601 compo-
nent digital, have up to 34
video and key inputs and
17 outputs, Three pro-
gramvpreset control panels

ECHOIab'’s 5000 series digital video switchers
run on the Windows NT platform.

keyers.

KCTS-Tv, the PBS station in
Seattle, has chosen Pana-
sonic’s AJ-HDP500 digital
high-definition VTR
processor and AJ-D580 D-
5 component digital VTR
to continue its production
of HDTV programing. The
AJ-D580, which functions
as a digital HD recorder
when used with the
AJ-HDP500 HD
processor, is
replacing the sta-
tion’s UNIHI analog
VTR. kcTs has also
purchased two
Panasonic AJ-D640
DVCPRO recorder/
players and two
AG-EZ1U DV-for-
mat recorders for
NTSC production.
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Only one video server will put your

brgagcast facility on the road into the future.

Media Pool .,

Don't get caught going down the wrong rcad Some video
servers will work for you today, but not in the future. Television
technology 15 changing -ap dly, with new

compression standards increased stor-
age needs, additional mu Iti-channel feeds,
new distritution technologies that
impact your facility. Wkich video server
will take you into the futura? Media Pool
video server from Plilips Broadcast
Television Systems Com >any.

The Media Pool’s flexisle aad modular
approach was designed to meet your

Philips
Broadcast Television
Systems Company

N

growing needs today and in the future. Additional channels,
more storage capacity, additional interfaces, and compression
can all be added to the system so you can manage your capital
cost and stay competitive.

For more information or a free demonstration,
call: |-800-962-4287.

Leté wake things better
PHILIPS

© 1996 Philips Electronics North America Corporation
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Announcing the T-190 Uplink Vehicle
Now available for lease or purchase, see the new
T-190 uplink vehicle at the NAB Taurus Booth.

(Las Vegas Convention Center Qutside Booth #LAT02)

* Rapid Delivery, Affordable Price

¢ INTRAC Satellite Control System by SPL
- Acquires Satellites Automatically
- Tracks Inclined Orbit Satellites

Taurus: For All Your Telecommunications Needs
{Also see us at the Sands Expo Center, Booth #2860)

* Complete Project Mgt. *Remote Television

* (/Ku-Band Transportables Production Facilities
& Flyaway Units +Satellite Transponders

* Digital Compression Full Time / AD Hoc

* Encryption * Microwave Services

4 Taurus Communications.Inc.
Framingham, MA 01701 U.5.A 800-782-8787
VNl Tel: 508-877-2210/ Fax: 508 877-1760

See The New T-190 at LVCC Outside Booth #LA102

To be featured at NAB ‘97 ...

[EXIH Light Equalizer]

marg than an algorithm

QVIS Light Equalizer™ solves lighting and resolution problems.
Real-time video processing eliminates shadows, haze, and
glare. Used at the Summer Olympics, the ‘96 U.S. Tennis Open
and by Fox Sports. 'r"ﬁ‘

U

NAB BOOTH #S1841

Football broadcast in regular Football broadcast with the
daylight. QVIS Light Equatizer™.

For information contact: Chris Menge! + QVIS Corporation ¢
* Tel: (562)696-1046 + Fax: (562)693-9135 +
* www.qvis.com ¢ qviscorp@eol.com «

Enjoy the impact

o
and effectiveness ngdpaSt’ng
of 1/4 page 4 color &cab’e

advertising!

Place an ad in the Technology Marketplace section
of Broadcasting & Cable for an affordable price!

For More Information Contact:

Sandra Frey at (212) 337-6941 or Antoinette Fasulo at (212) 337-7073
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T he digitization of interconnects offers breakthroughs on cable systems. We'll g
rich possibilities for progrimmers also look at the latest in digital ad 7]
and advertisers. New technology in insertion equipment. o)
automatic insertion equipment alows _ _ o a-
national cable advertisers the abilit If you manufacture digital file servers ~
to run local or regional-themed or billing software, you'll want to be <,
spots. And digital interconnects are SRS part of this special report. Your g
launching a plethora of new and Lk ] |.|-'I. © message will reach leading decision- &> ai-
expanded cable services. Ao '3 mukers in the television industry. And Q 5'
.‘ -'. % Eﬂ with bonus distribution at the CAB E Q
On April 14, FEATUR Conterence, your ad also will be read N
examines commercial automation by event attendees. If you're looking for g g
technology. Our special report will the ideal spot, call your siles representative o =
explore the impact of these techinological to reserve vour ad space today., © —— o g
—_— — : o
| Issue Date: Apnl 14 Ad Close: April 4 |-= _:ﬁ o+
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0
* 3
OME MARKETPLACE. ONE MAGAZINE. 3‘
Advertising Offices: Rob Foody/New York 212/337/7026 Chuck Boikcom/Western Technology/Cable 317/815/0882 ;

Asia 81/6 956/1125 United Kingdom & Europe 011/44 171/437/0493

For Technology Marketplace/Classified Advertising, please call
212/337/7073
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See lust puge of clussifieds for rates and other information

RADIO

HELP WANTED MANAGEMENT

Station Manager in LaGrange, TX for combo
station. Must have sales and management expe-
rience. Excellent salary and incentives. Women
and minorities are encouraged to apply. Call Paris
Schindler, 713-871-0995.

Sales Manager Barnstable Broadcasting's
WHLI/WKJY-FM., Long Isiand seeks an
enthusiastic. high-energy LSM. Strong in new
business development, training and local street
selling. Five year radio sales success experience.
Only stars should apply. Resume to Ron de-
Castro, GSM, WHLI'WKJY-FM, 1055 Franklin
Avenue, #306, Garden City, NY 11530. Fax: 516-
746-0025. EOE.

HELP WANTED SALES

Sales Manager: Heavy sales. AM-FM covering
the Yellowstone National Park. Call Gary 406-
646-7361.

General Sales Manager. WLRO and WLTO is
looking for a dynamical GSM. If you are a leader
with strong ftraining skills and understand new
business development this is your Opportunity.
Send resume to: General Manager, 651
Perimeter Drive, #102, Lexington. KY 40517,

Aftiliate Relations, LA/NY. Successful pro-
gramming supply company based in New York
has an opportunity for two energetic self-starters
with proven track records in media or entertain-
ment sales to sell national radio programs and
features. LA position requires heavy travel 1o lop
50 markets on the west coast. Must have a min-
imum of 5 years related sales experience. NY
position will emphasize telephone sales with 10%
travel. Requires a minimum of 2 years related
experience. Send resume with cover letter staling
salary history and requirement to: Dept. HR/SLS.
MJI Broadcasting. 1290 Avenue of the Americas.
New York, NY 10104. Fax: 212-586-1024. No
phone calls, please! EOE.

ANNOUNCEMENT!!!

PLEASE NOTE : There will
be a mid-week
APRIL ¢

Broadeasting & Cable.

issue of

The elosing date for all
-
elassified material is

March 31. 1997

 HELP WANTED NEWS

Director ot News and Intormation. WNYC (AM
820) New York City. New York City's only full
service NPR news service and information sta-
tion seeks an experienced broadcast journalist to
manage its newsrcom and lo act as assistant
program director. WNYC has recently assumed
ownership of the broadcast license formerly held
by the city government. This is a rare opportunity
to help position the station for the future. The
person we seek is a leader with the vision to
bring compelling. cutting edge programming to
public radic news and talk shows:. facilitate the
growth of local news coverage in the nation's #1
market, supervise our award winning news team
and highly successful talk shows. You will need a
minimum of 6 years professional broadcast news
experience including at least 3 years each of
newsroom management and public radio experi-
ence; a BA in broadcasting, journalism or the
equivalent; must be a conceplual thinker with ex-
cellent writing and editing skills: exceptional peo-
ple skills: solid understanding of audience re-
search; experience in large urban markets pre-
ferred and familiarity with NYC and regional
issues. Respond in confidence Stating salary his-
tory/requirements and providing demo/audition
tape to: WNYC Broadcasting Foundation. Box
SR 77. One Centre Street. 26 Floor, NY. NY
10007. Only those under consideration will be con-
tacted. Sorry no phone calls. EOE. M/F/H/V.

_ HELP WANTED PROGRAMMING

Program Director: Program Director/Morning
Show Co-Host. Oversees all on air operations
and music. Contact KGNC-FM, 3505 Olsen,
Amarillo, TX 79109. EOE.

_SITUATIONS WANTED MANAGEMENT

Experienced broadcaster seeks GM/GSM posi-
tion in small market, Experienced. Top biller. Top
references. Teddy 212-421-7699 or 212-888-
7347.

TELEVISION
HELP WANTED TECHNICAL

/¢~ WE PLACE ENGINEERS
USA & WORLDWIDE
KEYSTONE INT'L., INC.
16 Laflin Road, Suite 300

@ Piuston, PA 18640, USA

Fax (717) 654-5765 * Phone (717) 655-7143
E-mail: keyjobs @ keystone.microserve_com

| Studio Maintenance Engineer: Beautiful facility.

state-of-the-art equipment. Respectable salary.
Nice Weather. Hands-on broadcast/video tape
experience required. WCBI-TV, Jemell Kautz,
C.E.. Box 271, Columbus. MS 39701. Email:
jkautz@wcbi.com Fax: 601-329-1004.

Transmitter Supervisor: Tribune Broadcasting
has an immediale opening for a self-starter with a
strong technical background in UHF transmitters
and microwave systems 1o maintain a full-power
UHF in a Top-10 market. EOE. Send resume with
cover letter and salary history to: KHTV-WB39,
Personnel 9707. PO Box 630129. Houston, TX
77263-0129.

Television Transmitter Supervisor. WASV-TV
in Asheville, NC has an opening for a transmitter
supervisor/chief operator to oversee construction
and operation of our new 5.000.000 watt state-of-
the-art transmilter site in beautiful Western North
Carolina. This is an excellent opportunity for a
self starter with a strong technical background in
the maintenance of UHF transmitters and
microwave Systems to be involved *from the
ground up.” Formal electronics education. FCC
General Radiotelephone License and/or senior
SBE certification are preferred. Excellent com-
pensation and benefits. Send resume. cover let-
ter (with references) and salary history to: Bone
& Associates. Attn: WASV Project. 6 Blackstone
Valley Place. Suite 109, Lincoln, RI 02865 or fax
to 401-334-0261. Pappas Telecasting Com-
panies is an EEQ and encourages female and
minority applications.

TV Maintenance Technician for decks and
studio equipment for Chicago station. Master con-
trol and production duties as well. $30.000 plus
benefits. Fax resume to (708)633-0382.

Manager, Broadcast Operations. Burbank
based broadcast facility has the need for an ex-
perienced Manager of Network Operations. Re-
sponsibilities will include the daily operation of a
large 24 hour per day facility. as well as the
supervision of the Master Control and Traffic/
Scheduling Departments (staff of approx.35). The
qualified applicant should have an in depth un-
derstanding of the “on-air" environment. to in-
clude the process associated with delivering pro-
gramming via satellite. Must have 7-10 years ex-
perience. Please fax resume - including salary re-
quirements 10: 818-840-7389.

| Maintenance Engineer. Full-time position for in-

dividual with experience in broadcast television in-
cluding trouble-shooting and repair of studio
audio/video equipment. transmitters and com-
puter systems. FCC license/SBE certification pre-
ferred. Resumes to: Chief Engineer, UPN20;
WDCA. P.O. Box 9662, Washington. DC 20016.
Equal Cpportunity Employer.

Engineer. Roscor Corporation. a world leader in
communication systems engineering and integra-
tion. has unique opportunities for engineers with
a solid background in television systems,
transmission Systems and satellite communica-
tions systems design. Opportunities require appli-
cants 1o travel and/or live abroad. A minimum of
5 years experience and engineering degree are
required. Send resume to Roscor Corp.. 1601
Feehanville Drive, Mt. Prospect. IL 60056. of fax
them to 847-803-8089. to the attention of V.
Schwantje.

78
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ENG Personnel. ENG field operations with
camera (and microwave) experience, Videotape
Editors, and ENG Maintenance. Employment for
West Coast. Would commence spring/summer
1997. Out-of-town applicants accepted for these
positions will be reimbursed for airfare. hotel. and
per diem expenses. Send resumes to: 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 Strik-
ing personnel. This is not an ad for permanent
employment. An Equal Opportunity Employer.

Director, Engineering: Four Media Company
Asia, a major production. post production. and
nelwork origination service provider, is seeking
an experienced Director of Engineering to be
based in Singapore. This individual will be re-
sponsible for defining timelines. costs. and re-
quired resources for project execution. Will
manage project schedules and budgets. Will
liase with equipment vendors and contractors for
projects; uplink providers and clients for day-to-
day operations. Projects may include network
launches, new production and post production
facilities, and technology assessment. Fax or
send your cover letter and resume 1o0: Dennis
Ang, Manager Operations. Four Media Company
Asia Ple Ltd., 30 Choon Guan Street #04-00.
Singapore 079809. Fax 65-4202732.

Chief Engineer. California Broadcasting Inc. is
seeking a self motivated, hands on individual with
management skills as Chief Engineer for KRCR-
TV. Redding, CA and KAEF-TV, Eureka, CA. The
applicant must hold an FCC General Class li-
cense or Society of Broadcast Engineers cenrtifi-
cation. The Chief Engineer will also be required
to manage Engineering staff. oversee Master Con-
trol staffing and operation, design, recommend
and install new broadcast system and equipment.
and work as a team member with other station
department heads. This indwvidual will be re-
sponsible for maintenance and operation of VHF
transmitters, UHF transmitters. 19 translators and
microwave equipment at nine locations. Submit
resume to: Bob Wise. General Manager, KRCR-
TV. 755 Auditorium Drive, Redding. CA 96001.
EOQE.

Can you shoot and edit multiple stories a day
using betacam equipment? We are looking for
several highly motivated shooter/editors to join
our growing staff of professionals based in Wash-
ington, D.C. Each day you will shoot and edit
stories of international interest. Send resume and
reel to Mobile Vide, 1620 Eye Street. NW. Suile
100. Washington. DC 20006.

Broadcast Maintenance Engineer. Must have 3
years of broadcast maintenance experience with
strong elect. background. Component level trou-
ble shooting a must. Hands on UHF TV Transmit-
ters and computer exp. pref'd. Send resume and
cover letter to WDZL, Attn: Steve Ellis, 2055 Lee
Street. Hollywood, FL 33020. No phone calls
please. EOE.

HELP WANTED MANAGEMENT

PAXSON COMMUNICATIONS CORP.

We continue to expand our television group and are in search of experienced. sales
orientated General Managers. If you know how to produce results and crave a new
challenge. we want to talk 10 you. Immediate openings available. Broadcast TV or
Radio sales/management experience required. Send or fax your resume to:

Dean Goodman
President Paxson Television
601 Clearwater Park Road
West Palm Beach, Florida 33401.
Fax (561) 659-4035 or E-Mail to: Dean@Paxson.Com

3eneral Manager wanted for group owned,
Jominant VHF network affiliate in smaller market.
2osition requires experience as television gener-
Al manager with a sales background preferred.
Zxperience in FCC and EEOC requirements
1eeded. Translator and satellite station knowl-
wdge is helpful. Station is part of strong, stable
yroadcast group. Closing date for application is
/25/97. Send resume, salary requirements to
Search Committee, c/o Richard Rodin, Esq..
4ogan & Hartson, Columbia Square, 555 Thir-
eenth Street NW, Washington, DC 20004-1109
An Equal Opportunity Employer.

Field Representative (Membership Manager):
Plans. implements, evaluates WSIU/WUSI-TV/
FM annual individual giving program. including
on-air fundraising activities, direct mail cam-
paigns. telemarketing activities. Oversees mem-
bership staff including management of computer
database. Appears on-air during radio, tv
fundraising campaigns, as needed. Minimum re-
quirements: Baccalaureate degree required (com-
munications related major preferred); five years
experience in fundraising, preferably in public
broadcasting; one year Supervisory experience;
vald drivers license. Must project pleasant.
mature, persuasive personality in all relationships
with the public, including on-sir radio. tv. Com-
puter literacy essential. Deadline extended to:
April 25, 1997 (or until filled). Send letter of
application, resume and 3 letters of professional
references to: Robert C. Gerig, General Man-
ager, WSIU/WUSI-TV, SIUC. Carbondale, lllinois
62901-6602. SIUC is AA/EOE. Please indicate
source of position notice.

General Manager. Gulfport/Biloxi FOX affiliate.
Heavy FOX experience required. Current GM or
GSM ready to move up. Send resume to: Person-
nel Department. KARK TV, 201 West 3rd Street,
Little Rock, AR 72201. EOE.

HELP WANTED MARKETING

High growth of stations in Texas looking for
Director of Marketing for its FOX, UPN and cable
news channel. Potential candidates should have
a degree in marketing. demonstrated ability to con-
ceptualize opportunities, develop solutions and ex-
ecute preferably with hands on experience. You
should possess knowledge, and practical applica-
lion, or all media and its impact of driving
viewership to each of our television products. We
have all of the tools in order to accomplish our
mission of being the area’s premiere information
and entertainment choice. The successful candi-
date will work for a company that is truly
employee centered. If you are a second in com-
mand and ready to take the reins or in a smaller
market ready to move up then rush a resume and
examples of your work to: Mark McKay. VP&GM,
FOX51/FOX30/UPN 22/48 and FOX4News 701
N Access Road, Longview, TX 75602: or
E-Mail-FOX51@JUNC.COM No calls pls.. EOE/
M/F/ADA. WWW.FOX51.COM

HELP WANTED NEWS

Weekend Co-Anchor/Reporter. Top 10
firebreathing CBS atfiliate locking for weekend
co-anchor/reporter to join a great news team.
Candidates must have strong reporting back-
ground. Readers won't do. Minimum or 2 years
experience required. Bachelor's degree in broad-
cast journalism degree preferred. Send tapes
and resumes to: Christina Medina. Human Re-
sources Coordinator, 5233 Bridge Street. Fort
Worth, TX 76103. No phone calls please. We are
an Equal Opportunity Employer.

—
|

To Place An Ad In Broadcasting & Cable’s
Classified Secrion, Call Antoinerie Fasulo |
Phone 212-337-707%  Fax 212-206-8327
OR Sandra Frey
Phone 212-337-6941  Fax 212-337-6957
- |
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WRDW-TV, the #1 station sign-on to sign-off, has
opening for reporter/co-anchor for 5:00pm
newscast Monday through Friday. Previous tele-
vision news reporting and anchor experience a
must. Tape and resumes to Human Resource Of-
ficer. WRDW-TV. P.Q. Box 1212. Augusta. GA
30903-1212. EOE.

Reporter: Award winning ABC affiliate serving
Southern Minnesota and North lowa seeks hard
news fanatic capable of handling the lead story.
Must possess strong writing skills and be a good
storyteller. Send VHS or 3/4" tape and resume to
Dean Adams, KAAL-TV, 1701 10th Place NE,
Austin, MN 59912. EOE.

News Reporter/Anchor - Richmond's No.1
News Operation is looking for a reporter/anchor.
Successful candidate will have superior reporting
and anchor skills. 2 years experience minimum.
Send resume and non-returnable BETA or VHS
audition tape to News Director, PO Box 12,
Richmond. VA 23218. No phone calls. EQE
MFD.

News Photographer. Shoots video for news
events, occasionally with full responsibility for com-
pleted story. Operates and oversees main-
tenance on cameras. recorders, microphones,
live remote. editing and radioc communications
equipment associated with duties. Editing skills
and ability to work well with co-workers and the
public a must. A related degree from a four-year
accredited college andsor demonstrated
equivalent experience at a commercial TV station
news department. Tapes and resumes to: Dan
Steele. WPSD-TV. P.O. Box 1197. Paducah.
Kentucky 42002-1197. M/F. EQE. ADA.

News Editor: Edit videotape for broadcast; re-
cord incoming local and national feeds.
microwave feeds. maintain videotape archives,
operate tape playback for newscasts. Two years
editing for commercial news operation, college
degree in related field preferred. Resume, cover
letter and non-returnable tape: Michael Kinney,
KOAT-TV. 3801 Carlisle Boulevard, NE. Albu-
querque. NM 87107. Drug free workplace.
KOAT-TV is an Equal Opportunity Employer.

News Director. Small market NBC affiliate at the
New Jersey shore looking for dynamic hands-on
leader. Prior news management experience pre-
ferred. Will also anchor 6 p.m. newscast. Send re-
sume, tape and news philosophy to: Jane Stark.
WMGM-TV, 1601 New Road. Linwood. NJ
08221. EQE.

Looking for that morning Line Praducer who
wants to produce radio with pictures. The individ-
val must have 3-5 years experience producing
and writing news. If you work well under pre-
ssure, can freshen night side stories with new ele-
ments and new production techniques, + cover
breaking news with speed and accuracy, then we
want to hear from you. We're looking for appli-
cants familiar with Basys who have a journalism
degree. For consideration. send your resume and
tape to Mary Talley. VP/Human Resources.
WFLD-TW/FOX 32. 205 North Michigan Avenue,
Chicago. IL 60601. No phone calls. no faxes.,
please. EOE/M/F/D/V.

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 1o be number one, with proven abilities in
leadership and excellent interpersonal skills.
Candidate must 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. EQOE.

News Anchor. WTVM is looking for an ag-
gressive, seasoned news anchor to join the
Number One News Team in Columbus. Georgia.
This is your opportunity to streich your talents in
one of the Southeast's fastest growing television
markets. College degree and 3-5 years previous
experience in television reporting and anchoring
preferred. Send your resume. tape and writing
samples 10: Mark McGee. News Director. WTVM-
TV, P.O. Box 1848, Columbus, GA 31902-1848.
WTVM is an Equal Opportunity Employer.

Morning Co-Anchor/Reporter. News 4 San An-
tonio is looking for @ morning co-anchor reporter
to compliment our male anchor. 2-4 years of reg-
ular anchoring and reporting experience are re-
quired. We want someone with 50lid news judge-
ment who is also willing to have some fun in the
morning. Send resume and anchoring/reporting
tapes to: KMOL-TV4, Tim G. Gardner, News
Director. PO Box 2641. San Antonio. Texas
78299.

Dominant midwest market news leader needs
an energetic anchor-reporter. We have a great
team and want to add a solid journalist and com-
municator to our ranks. Candidates should have
a minimum two years anchor/reporting experi-
ence and should have a degree in journalism or
related field. Solid work ethic a must. Send beta
or 3/4 inch tape to News Director, KWCH-TV,
P.C. Box 12, Wichita. KS 67201. No phone calls.
Women and minorities encouraged to apply.
KWCH-TV is a drug free workplace and an EQE.

Local New Show!: WESH-TV. Pulitzer Broad-
casting’s NBC station located in Orlando. Florida
(22nd Market) is looking for the brightest Pro-
ducers. Reporters and Photographer/Editors for a
daily program that's live. local and fun. We are
searching for producers who are organized and
creative, possess strong writing skills. and have
at least two years experience with live television.
We need reporters who Iove doing remotes and
have an outstanding reel of attention grabbing
stories. We are looking for photographer/editors
who can do it all...shoot and edit interesting local
stories. then get a live shot on the air. Great op-
portunily to get in on the ground floor of a new
program for and about Central Florida. Experi-
ence in and/ior knowledge of the Orlando area
preferred. Send resume and non-returnable tape
right away to Kelley Lesperance. Executive Pro-
ducer, c/o WESH-TV, P.O. Box 547697, Orlando.
FL 32854. No phone calls, please! An Equal Op-
portunity Employer.

Anchor/Reporter. Immediate opening at top
rated small market station. Prefer degree in jour-
nalism or telecommunications along with at least
one year experience. Send resume, non-
returnable tape. references and salary require-
ments to Dave Walker. KCBD-TV. 5600 Avenue
A, Lubbock. TX 79404. ECE.

KFMB-TV in San Diego has an immediate open-
ing for a News Director. We are looking for a
seasoned pro to direct all of our news operations
and lead our staff to new heights of excellence.
Candidates with five (5) years of increasing re-
sponsibility. the most recent as a News Director
in a major market, are encouraged to apply. Ex-
perience in reporting. writing. producing and edit-
ing or supervising same is a definite plus. Budget-
ing and the ability to work with depariment heads
and talent is also required. Qualified candidates
should submit a resume with references to Ed
Trimble, President and General Manager, KFMB-
TV. 7677 Engineer Road. San Diego. CA 92111,
No phone calls please.

Executive Producer. News Four San Antonio is
looking for an Executive Producer. The E.P. is re-
sponsible for the execution of our overall news
plan and how that plan manifests itself in the dai-
ly execution of all of our newscasts. We need a
strong. motivational leader with excellent people
skills. Creativity, energy, along with excellent
journalistic and production skills are necessary.
The E.P. will have the authority, responsibility
and accountability to make Sure our newscasts
meet their goals and objectives. The E.P. will
also play a key role in the development of future
news and information preduct. Resumes, written
news philosophy and tapes: Tim G. Gardner.
News Director. News Four San Antonio/KMOL-
TV. P.O. Box 1031 Navarro. San Antonio. Texas
78205. Also. E-mail at tgardner@kmol.com EOQE.
M/F.

News Director: WHOI-TV Peoria. the ABC af-
filiate in the Heart of lllinois is looking for a solid.
aggressive leader to take our news to the next
level. Successiul candidate must have excellent
motivational and management skills and have
five years previous experience in news manage-
ment. Send resume and tape to Sheryl Jonsson,
General Manager, WHOI-TV, 500 North Stewart
Street. Creve Coeur, IL 61610. ECE.
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HELP WANTE,) SALES
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VP SALES ADMINISTRATION
& TRAFFIC

Fox Sports Net is seeking a seasonei V ce President to oversee alt Sales
Administration and Traffic for the regicnal and national advertising sales.
Position is New York based. Respensiailities will include controlling sales
policies, reviewing current traffic systems procedures and inventory
management across several regional sports networks. In addition, you will
work with senior sales staff to design aind develop a fully integrated sales

To quality, you must have a good workir.g knowledge of sales administration
and traffic, preferably in both a cable znd national sales environment, and a
minimum of 5 years at a Traffic Director leve! that inciudes managing and
training staff. Solid understanding of cperations, on-air programming, and
sports programming is highly desired.

We offer challenging career opportunitizs, competitive
salaries and excellent benefits. For im neiate consider-
ation, please submit your resume and salary history to:
Fox Sports Net, Attn: Human Reso irces-VP SAT,
1440 Sepulveda Blvd., Ste. 118, Los Angeles, CA
90025 OR fax to (310)231-0466. NO PHCNE CALLS

Television Account Executive for one of the na-
tions top rated FOX affiliates -- FOX 36 WUPW, a
Raycom media station, is looking for an experi-
enced account executive. Agency and new busi-
ness success track record a must. TVScan, Coi-
umbine and Windows knowledge important.
Great opportunity for the right person to be a part
of a winning team. Send resume to LSM, WUPW,
Four SeaGate, Toledo, OH 43604. No phone
calls please. Raycom Media is an ECE.

Local Account Executive. WHNS-TV FOX 21,
First Media Television, FOX affiliate in the 35th
market, is currently accepting applications for a
broadcast media sales person. Broadcast sales
experierce is not required; however it is pre-
ferred. Some outside sales experience is re-
quired with focus on developing new business.
Applicant should have more than working know!-
edge of computers and will be expected 1o de-
velop complete sales knowledge of sales tools
available. Applicants should be energetic with a
positive attitude, strong work ethic and desire to
succeed in a competitive, growing market. Send
resume 1o: WHNS-TV, Attn: Personnel-Sales, 21
Interstate Court. Greenville, SC 29615. ECE. M/
F/H.

KFDA TV Amarillo, Texas, a Southwest CBS af-
filiate is jooking for a General Sales Manager
who will ensure the achievement of company
goals and objectives. A minimum of three years
television sales experience required, and agency
and local sales experience is desirable. Send re-
sume tc Vice President of Broadcast, Drewry
Broadcasting, c/o KSWO-TV, P.O. Box 708,
Lawton, Oklahoma 73502. Equal Opportunity
Employer.

Regional Sales Agent: Immediate opening,
broadcasting's oldest promotion company. TV/
Radio sales management experience required -
full-time travet (Monday/Friday). Draw against
generous commission. Six figure potential. Inde-
penden: contractor, no relocation required. Re-
sume and recent picture to: Office Manager,
CCA, PO Box 151, Westport, CT 06881.

llational Sales Manager: KPRC, the Post-
lewsweek Station in Houston, Texas seeks
energetic, enthusiastic, aggressive individual with
a minimum of 3-5 years national TV sales experi-
ence. Candidate for NSM at the hottest station in
MHouston, should have strong presentation skills,
negotiating skills, motivational skills, leadership
Abiliy and computer knowledge. Extensive travel
required. Send resume to Kathleen Keefe, Gen-
«ral Sales Manager, KPRC-TV, P.O. Box 2222,
Houston, Texas 77252.

Syrdication Sales: Leading first-run syndication
company is loocking for a highly motivated
salesperson. Previous or current syndication sta-
tion sales experience or local television ad sales
axper ence a definite plus. This entry level posi-
tfion requires a motivated self-starter who is will-
ng to travel. Position is jocated in Chicago. Reply
to Eox 01102 EOE.

Te.evision Account Executive for one of the na-
tions top rated FOX affiliates -- FOX 36 WUPW, a
Raycom media station, is I0oking for an experi-
enced account executive. Agency and new busi-
ness success track record a must. TVScan, Col-
umbine and Windows knowledge impornant.
Gr3at opportunity for the right person fo be a part
of a winning team. Send resume to LSM, WUPW,
Four SeaGate, Toledo, OH 43604. No phone
cals please. Raycom Media is an EQCE.

Wanted - Accounting Experience: Do you feel
yoJ have reached the peak of your accounting
carear? Doyou enjoy broadcastingbutfeel you've
reached a dead end? The good news is there is
lite after the business offica! Use your
broadcasting knowledge to launch an exciting
careerinthe broadcasting - software industry. Co
you like working with people? Training?
Trzveling? We are a leading international supplier
of broadcasling software and we are looking for
detail-oriented, motivated, and independent
people like you to join our team of Customer
Service Reps. who are responsible for installing
ard training our software. Tralfic experience a
plus Extensive travel & relocation to Colorado
Springs, CO are a must. Competitive salary &
ccmpensation package. Fax resume, references
& salary history to 719-548-1818, attn: Human
Resources.

HELP WANTED PRODUCTION

Broadcast Personnel. Technical Directors (GVG
300 Switcher with Kaleidoscope), Audio (mixing
for live studio and news broadcasts), Studio
Camerapersons (studio productions and rews
broadcasts), Chyron Operators (Infinit), Still Store
Operators, Tape Operafors (Beta), Mainienance
(plant systems experience - distribution and
patching). Lighting Director Engineer. Employ-
ment would commence spring/summer 1997, Out
of town applicanis accepted for these positions
will be reimbursed for airfare, hotel, and per diem
expenses. Send resumes to: MMS, Suite 345,
847A Second Avenue, New York, NY 10017 or
fax 212-338-0360. This employment would cccur
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 employmeni. An
Equal Opportunity Employer.

WSB-TV Atlanta needs a Local Programming
Producer/Writer. This is a great opportunity for so-
meone who wants to tell compelling stories in
long form documentaries and specials. If you
have a head for local news, are willing to work
hard and have produced and written issue-
oriented pieces or documentaries longer than 5-
minutes for local commercial TV, we want to see
your tape. By April 8, send resume and tape iwith
only pieces or docs longer than 5 minutes), VHS
preferred, to Mark Engel, Director of Local Pro-
gramming, WSB-TV, 1601 West Peachtree
Street, Atlanta, GA 30309. EQE. No calls plezse.

Writer/Producer: KCRG-TV @ has an opening
for a writer/producer. Successiul candidate will con-
ceptualize, writé and produce commercials, and
video presentations. Excellent communication
and organizational skills required. 2-3 years prior
broadcast studio experience and college degree
course work in television production helpful.
Send tape of your latest work or writing samples
to: Lee Ulirich, Production Manager, KCRG-TV,
Second Avenue. at 5th Street, S.E., Cedar
Rapids, lowa 52401. ECE.

Wanted: Commercial log editor for ABC affiliate
in Washington, DC. JDS or Enterprise experi-
ence preferred. Will be responsible for building
the station’s daily official log from format and
programming information received from various
sources. Include daylime and evening phone
number with resume and send to: Rhonda
Reives, Sales Operations Manager, WJLA-TV,
3007 Tilden Street, NW, Washington, DC 20008.

Newscast Director. WVUE FOX 8, New Or-
leans, has an immediate opening for an ag-
gressive, energetic newscast director who thrives
on live coverage and a fast pace. Five yeais ex-
perience directing multi-anchor newscasts re-
quired. Send resume and non-returnable VHS
tape to: Newscast Director, 1025 South Jetferson
Davis Parkway, New Orleans, LA 70125. WVUE
is an Equal Opportunity Employer.

Post Production Editor. Seeking an experi-
enced, creative Editor. Minimum 3 years in
analog and digitat editing required. Come work in
the Great Pacific Northwest. Send resume and
demo tape to: KOMO Television, Attn: Opera-
tions Manager, 100 4th Avenue North, Seattle,
WA 98019. EOE.
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ENG Personnel For A Major Broadcast Facility
in NYC. ENG field operations with camera (and
microwave} experience, video tape editors, and
ENG maintenance, employment would com-
mence spring/summer 1997. Qut-of-town appli-
cants accepted for these positions will be reim-
bursed for airfare, hotel and per diem expenses.
Send resumes to: Media Management Services,
Suite 345, B47A Second Avenue, New York, NY
10017 or fax o0 212-338-0360. This employment
would occur in the event of a work stoppage, and
would be of a temporary nature to replace strik-
ing personnel. This is not an ad for permanent
employment. An Equal Opportunity Employer.

Broadcast Personnel Needed. ENG Field Op-
erations with Camera and Microwave experience.
Videotape Editors, Studio Operators, and Main-
tenance. For the Midwest. Would commence Spr-
ing/Summer 1997. Out-of-town applicants ac-
cepted for these positions will be reimbursed for
airfare, hotel, and per diem expenses. Send re-
sumes to: MMS, Suite 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.

_ HELP WANTED PROMOTION

Promotion Producer. WAFF TV, an NBC station
in the progressive city of Huntsville, Alabama, is
searching for a talented writer/producer who can
deliver top-notch station image promotion. We
value quality and team spirit! At least two years
experience in broadcast TV and a college degree
required. Calls about the position are welcome.
Send tape and resume to: Marketing Manager,
WAFF TV, P.O. Box 2116, Huntsville, AL 35804,

Promotion Producer needed at Midwest station,
College degree preferred. AVID experience
helpful. Send tape and resume 10 Box 01101
EOE.

Promotion Producer/Shooter. Do you write hot
copy? Do you make great pictures? We want
you! 4 Utah, the ABC affiliate in Sait Lake City,
needs to fill the missing fink in our creative ser-
vices department. You must be creative, or-
ganized, responsible and be able to adapt to
rapid change. You must excel at producing your
own projects, as well as fighting, shooting and
editing in collaboration with a cutting edge
creative team on group projects -- and have fun
doing it. Rush your resume and reel to Gary Led-
better, c/o 4 Utah Television, 1760 Fremont
Drive, Salt Lake City, Utah 84104. No phone
calls please! 4 Utah is an Equal Opportunity
Employer.

WANT TO RESPOND TO A
BROADCASTING & CABLE
BLIND BOX ?

send resume/tape to:

Box 3
245 West 17th St.,
New York, New York 10011

-Classifieds

HELP WANTED MISCELLANEOUS

Local Sales Account Executive:

" Lotus.

Human Resources Dept
WBDC-TV
2121 Wisconsin Ave, NW
Suite 350
Washington D.C. 20007
Fax #202-965-7304

Research Director:

Promotion Assistant:

Fast growing, SE, FOX News Affiliate is seek-
ing experienced, self motivated broadcast em-
ployees: Account Executive, Maintenance
Engineer, News Producer/Director. Excellent
benefits including medical and a 401k. Women
and minorities are encouraged to apply. Equal
Opportunity Employer. Fax resumes to: Lynne
Carter at $12-435-0485.

HELP WANTED
_ FINANCIAL & ACCOUNTING

KGUN 9, Tucson, AZ is recniiting for a Business
Manager. This individual will be responsible for
accounting, financial and human resources func-
tions of the station. 3 years experience in accoun-
ting management. CPA or degree in accounting
or business. Finance management, Human Re-
sources knowledge and Broadcast experience
preferred. Send resume and salary history to:
KGUN 8, Human Resources, 7280 East
Broadway, Tucson, AZ 85710. EOE.

HELP WANTED RESEARCH

Research/Analyst. WTOL-TV is the #1 station in
the market, We are seeking a Research/Analyst
in our Sales Department. This individual will do
market research and be instrumental in the
growth of our database marketing initiative. Suc-
cessful candidate will be highly organized and
possess excellent presentation skills. Computer
literate and knowledge of quanttative and
qualitative tools (Nielsen, BMP, Marshall Mktg.)
essential. Respond with resume to Personnel Ad-
ministrator-70, WTOL-TV, P.O. Box 1111,
Toledo, Ohio 43699-1111. No phone calls.
WTOL is an Equal Opportunity Employer.

www.americanradiohistorv.com

| SITUATIONS WANTED NEWS

T.V. Sports or General Assignment Reporter.
Will go anywhere. 1 year editing sports highlights
for Washington. DC, area cable station. Hands-
on education and internships. Broadcast journal-
ism graduate. This catch-22 thing is getting old.
One shot is all | need! Tape. resume. and re-
ferences available. Contact: Peter M. Adeson,
7620 Willow Paint Drive, Falls Church, VA 22042,
703-698-1196.

YOUR AD
COULDBE |
HERE! |

' Toplace an ad in Broadcasting & Cable’s
Classified section, call '
Antoinette Fasulo
TEL: 212-337-7073
FAX: 212-206-8327

or Sandra Frey
| TEL: 212-337-6941 l
‘ FAX: 212-206-8327

AFASULO@BA&C.CAHNERS.COM
| S.FREY@B&C.CAHNERS.COM  § ’
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PROGRAMMING SERVICES

ENIGMA THEATER
Frngma Theator 52 cool fihns via satellin:
A hosted senes of v steny <a-fi horeor aud
suspense il via harter and disteibied
wechly vin satelline m sprong ol 07

Call for details
1-800-353-9177.

TV RESUME TAPES

Career Videos prepares your personalized
demo. Unique format, excellent rates. coaching.
job search assistance. free stock. Great track re-
cord. 847-272-2917.

Classifieds—
TV SALES TRAINING ‘|

LEARN TO SELL |
TV TIME

program works, Former studenis
10w s&ll for NBC, ABC, ESPH, MTY,
£atz, Turner, Patry, and dozens of TV
Stafions across the country.

Chver 25 years in the TV industry)

Th

Call for free information packet

ANTONELLI MEDIA
TRAINING CENTER
(212) 206-8063

CABLE

~ HELP WANTED TECHNICAL

our Los Angeles headyirarters:

salary history 1n:

ENTERTAMMENT
TELEVISION.
—

E! Entertaimuent Telesision, an internation i cable network, has the following opportunities avaikable in

DIRECTOR. ENGINEERING
Individual will oversee the day-to-day operan:ms «of the Ingineering Department incheding manzging systenis
design, installation. trouble-shooting and tesining. slininmm 5 years broadeasteable relaed management
experience required, Familiarity with oserall stem igvout of a network including Master Control, Studio, and
Post Production. Experience with Video [4isk Servers, CCIR 601 digital format and digital eqguipment
required. Bachelor degree in Engineering or equivabent desiredl. SBE certification preferred.

Individual will facilitate program produeton: assist with system design. installion, trouble-shooting
and operating training, maintin and repair all on-line and operational equipment: and perform
emergeney trouble-shooting and repairs. Mirinrum 3-5 vears of hroadeast/cable reluted evperience
required. Must have experience with coaste iction, wiring and component level trouble-shoating,
Experience with Video Disk Servers, CGIE 601 digital format and digita? equipment desired. Bachelor
degree in Engineering or equivalent preferred

Excellent health henefits package, flexible spending and 40T(k) Savings Plan. Please send resime with

E! Entertainment Television
Atin: Engineering, 367 0 Walshire Blvdl., Los Angeles. €A 00036
E-mati : e antertainment.com
(please send all cocnments in MS Word for Mac SO0
Eeuiz | O portininy Emplover

EMGINFEER

Technical Director: Wanted: Full Time Technical
Director for two-hour live national cable show in Los
Angeles. Talk showandsports experience preferred.
1700/week. Call Lee 818- 505-5645.

: Ca\\ |
- 4ra frey H".,
251608 |
(2\2)_15 I
S\t

CABLE
ADVERTISERS!

SPECIAL
RATES!!
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 HELP WANTED PRODUCTION

Talent/Production Coordinator: Encore Media
Corporation. the Nation’s largest provider of ca- I
ble and satellite delivered television channels, is
in search of an experienced Talenl/Production |
Coordinator. We deliver more than a dozen pre-
miurr movie channels, and we're not Stopping
there. We need a results oriented individual with
1-2 years experience booking high profile talent
for television programming to coordinate all
celebrity talent for our channels. You will manage
travel and hotel arrangements. production shoots
and appearances. We also need you to establish
and maintain positive working relationships with
studios and agencies to secure celebrity talent. If
yo1 have superior interpersonal. verbal. written
and presentation skills, Encore may be just the
company you're looking for. We prefer candi-
dates with experience writing and producing tele-
vigio1 host segments and interstitial elements. A
Bzchelor's degree would help too. If you're
qualified and want 1o live in the shadow of the
Rocky Mountains. send your resume and salary
history to: Talent/Production Coordinator #271,
PO Box 4917, Englewood. CO 80111. Suc- |
cesstul applicant will be subject to a drug test.
EOE

www americanradiohistorv com

 HELP WANTED SALES

Manager, Sales Resources Development

The Family Channel, the leader in family entertainment,
has a position avdilable 1n the ad sales research
department based in New York. Wll work closely with

the sales department in developing, wiiting, presen.ing

advertiser sales pitches. Some travel required. Will ulso
be responsible for analyzing audience trends for
positioning the cable network favorably in the
marketplace. Candidate must have minimum of 5 y=ars
experience in telewision research or ad agency
planning/research, strong analytical and communications
skills as well as working knowledge of Microsoh Word,
Excel and PowerPoint. Must be familiar with all Niesen
software products and MRI. The Family Channel offers

a competitive salary and excellent benelfits package.

Send resumes 1o
The Family Channel
Manager, Human Resources
1133 Avenue of the Americas, 37th Floor
New York, NY 10036

ALLIED FIELDS

HELP WANTED INSTRUCTION

Assistant Professor, Electronic media produc-
tion and media theory, tenure track. Teach both
audio and video production, electronic medie writ-
ing. and at least one of the following: media ef-
fects. TV criticism. international media. Candidate
also should have deskiop video/digital audio
skills. Ph.D. and professional experience pre-
ferred; ABD considered. Scholarly research and/
or significant professional productivity expected.
Send letter of application. resume and names/
addresses/telephone numbers of three pro-
fessional references by April 21 to: Dr. Lynn
Spangler. Affirmative Action Office, HAB 501,
SUNY New Paltz, 75 S. Manheim Blvd., New
Paltz. NY 12561. SUNY New Paltz is an AA/
EOE/ADA employer.

EMPLOYMENT SERVICES

PROFESSIONAL JOBS

WITH ENTERTAINMENT COMPANIES

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

Entry to senior level jobs nationwide in ALL Tields
(news, sales, production, management, eic.).
Published biweekly. For subscription information:
(800) 335-4335
In CA, (818) 901-6330.
Entertainment Employment Journal™

3
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Classifieds

Your best job
hunting source
now online!

Hedbalve.

job leads, low-cost video tapes,
Talent Shop—and more!

www. medialine.com

email:
8

ialine.com

237-8073

Since 1966

TV Reporters, Anchors and Producers!!! You
deserve the best chance to achieve your career
goals. Call Tony Windsor at NEWSDirections
(423)843-0547 or leave toll-free voice mail at
(800)639-7347.

Just For Starters: Entry-level jobs and “hands-
on” internships in TV and radic news. National
listings. For a sample lead sheet call: 800-680-
7513.

FINANCIAL SERVICES

Loans By Phone: Lease/finance new or used
broadcasting equipment. Flexible payment plans.
Flexible credit criteria. Call Jeff Wetter at Flex
Lease. Inc. B0O0-699-FLEX.

~ EDUCATIONAL SERVICES

Should You Go into TV Reporting? Workshop
April 12. Call Julie Eckhert, ESP 914-937-1719,

WANTED TO BUY EQUIPMENT

Used videotape: Cash for 3/4° SP. M2-90's, |

Betacam SP's. Call Carpel Video 301-694-3500.

~ FOR SALE EQUIPMENT

i i S e A S S S

SMART
TAPES.

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

teed. To order call:
(800)238-4300 CARPEL

............................................ = v i0F O

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. Jeftries
512-847-2449. $15.000.

1
Lowest prices on videotape! Since 1979 we |
have been beating the high cost of videotape.
Call Carpel tor a catalog. 800-238-4300. |

Acrodyne Tru/30 KV TV Transmitter. 2 years l
old currently at channel 45 complete with factory
power supply and heat exchange system.
Transter switch. electrical disconnects and other
associated equipment included. H.C. Jeffries
512-847-2449. $180.000. |

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.

520’ 6 1/8" 75 OHM Rigid Transmission Line. 2
years old with spring hangers. 19.75" long each.
SWR k-line. Like new condition. H.C. Jeftries
512-847-2449. $29.000.

2-Rohn SSV series self supporting towers.
Sections 11-N thru 3 WN 180" tal! each. $7.500
each. H.C. Jeffries 512-847-2449.

1100° 6 1/8" Andrew Ridgid Transmission
Line. 20" sections 75 OHM new watch bands and
teflons. $800.00 per stick. H.C. Jettries 512-847-
2449,

FOR SALESTATIONS
B Buying or selling a station? !
Call a lawyer who's been there.,

Barry Skidelsky, Esq.

15 years’ experience
programming, sales & management.

655 Madison Avenue, 19th floor \
New Yok, NY 10021 '

(212) 832-4800

At NAB/LOs Vegas.
Call for appointment

| or contact qT_Los Ve_gos ﬂfon. |

N. FLA CLASS A+ FM '
Excellent Facility and Potential ’
Prime Real Estate Included
Full Price $360K but Cash Talks |
P} Box 39
Lake City, FL 32056 |

AM FL “Boom” Market - Terms
AM/FM gulf Coast w/upside . .. ..... $395K ‘
FM Class C 50 kw Coast Resort ... .$1.3 M

AM/FM E. Coast Resort {Jax.mkt.} . . .$1.7M

HADDEN & ASSOC.

PH 407-365-7832 FAX 407-366-8801

lowa. Southern lowa class A F.M. Can be up-
graded to class C2. Mail: PO Box 228, Pella.
lowa. 50219. Fax: 515-628-8534.

Hawaii Calls! 2 FM CPs on prettiest island. Dial
Exline at 415-479-3484. NAB Address: Suite
969, Las Veqgas Hilton.

www.americanradiohistorv.com

C2 Suburban NE Dallas
FM Myrtle Beach [will upgrade to C3
AMERICAN MEDIA SERVICES
Phone: 803-669-8788
Fax: 803-661.0888
www.americanmediaservices.com

email:oms@pdn.net
S |

Florida Keys FM, opportunity for top sales pro-
fessional; Central Florida. suburban AM; Central
Texas, attractive combo. Mayo Communications
Inc., 813-971-2061.

Boston Area AM - Good daytime coverage.
Price reduced for immediate sale 500K. Broker.
Michael J. Bergner 407-338-5220.

AM-FM Station in fast growing resort area. Con-
tidential - Call Gary 406-646-7361.

AM-FM Combo. Owner/operator retiring. Very
reasonably priced at 198K. Positive cash flow.
Small market in four-season family town in east-
ern Arizona. Leverage and growth possibilities.
Reply to Box 81100.

~ WANTED TO BUY STATIONS

Investor seeks purchase of small market AM
or FM station with real estate. Total price up 1o
250k or GM position with buyout. Teddy 212-421-
7699 or 212-888-7347.

 INVESTORS WANTED

4-Station LPTV Network. Seeking investor to
fund local all news operation. Towers up. run-
ning. management in place. 800K regional
market. Dick Hutter 219-769-1515.

ANNOUNCEMENT!!!
PLEASE NOTE : There
r will he a mid-week

APRIL 9 issue of
Broadcasting & Cable.
The closing date for all

classified material is

March 31, 1997.

E«ﬁ1 1997 Broadcasting & Cable
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Classifieds

lishirg date.
Category:

Ad Copy:

Linead 7

f\ -
YAK) s S pe
o o =]
,’}Jk?,\. A S AIANEZ
[

Order Blank {Fax or Mail)

CLASSIFIELC RATES

Display rate: Display ads are $187 par column inch. Greater frequency
rates are available in units of 1 inch or lerger.
Non-Display rates: Non-Display classified rates (straights) are $2.10 per
word with a minimum charge of $42 pe - advertisement. Situations Wanted
rates are $1.15 per word with a minimur charge of $23 per advertisement.

Blind Boxes: Add $30.00 per advertisement
Deadlines: Copy must be in typewritten form by the Monday prior to pub-

Display 7

Date(s) of insertion:

Amcunt enclosed:

Name:
Company: _
Address:
City-

Authorized Signature:.

Zip

Check T Visa 71

CreditCard #:

Name on Card: _

Exp. Date:. Phone:

Paym:ant:
MasterCard 7

Amex 1

Clip and Fax or Mail this form to:
B&C
245 W. 17 Street a NYC 10011 - Attention: Antoinette Fasulo or Sandra Frey

FAX NUMBER: 212-206-8327

I

HOAC i"EiE‘ﬁng

D e S P PR R P |

BROADCASTING & CABLE'S CLASSIFIED RATES

All orders 1o 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 infor-
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 is 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 tan-
cellations must be submitted in 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 appropriate category according to the
copy. NO make goods will run if all information is not
included. No personal ads.

The publisher is not responsible for errors in print-
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 classified copy to conform with the provisions
of Title VIl of the Civil Rights Act of 1964, as amend-
ed. Publisher reserves the right to abbreviate, alter or
reject any copy.

Rates: Classified listings {non-display). Per issue:
Help Wanted: $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 classifications: $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 efc.. 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 blind box
service applies to advertisers running listings 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 10: Box {number). ¢/0
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 2 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 31 1997
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BroaDcAST EDucATION AssocIATION Convention Agenda

The Broadcast Education 42nd Annual Convention & Exhibit will be held April 4-7 at the Las Vegas Convention Center. This year's theme is “Reinventing Electronic Media: Multimedia In the New
Milennium?” BEA is a nonprofit organization for academics and industry professionals involved I the teaching and research related to radlo, televislon and electronic mecia ecucation.

FRIDAY, APRIL 4

G
~ Registralion Open
BEA Exhibition Half Open

Las Vegas
Friday Afternoon Coffee Break, Co-sponsored by lowa State University
and Maione College

rsés, Curricula, & Admin. Competitive Papers

Gender 1ssues Comp. Papers

J Management & Sales—Mega-Mergers and the Future of Media
Conglomerates

international—Out of the Studio. into Cyberspace: New Resources for
Media Education and Training

History—Learning from the Inventing: What Early Television Tells Us
About the Future

Production—Teaching with Noniinear Editing Systems

‘The Ad and the Ego: A Video from California Newsree!

Mutticultural Division Competitive Papers

Law & Policy—The Telecommunications Act of 1996: An Evaluation of
the Act's Impact After the First Year

Research—Captive Audience: Television and the Prison inmate

1 Courses, Curnicula & Admin.—New Courses, New Challenges:
Preparing Students for the Muftimedia World

Student Production Showcase: Student News on the Net

Intemational Diision Competitive Papers

Student Media Advisers Competitive Papers

Gender Issues—From Prostitutes to Nuns: Has Cable Programming
Advanced the Diversification of Women's Roles?

Management & Sales—Reinventing the Audience

History and Law & Policy—Seventy Years of Electronlc Media
Regulation: Grand Themes and Smatl Ideas

Showcase: Spinning the Web: Showcasing Student Web Designs

Law & Policy Compelitive Papers

Research Division Competitive Papers

Commaunication Technology; Courses, Curricula & Admin. and
Production—My Favorite Multimedia Teaching Exercise

Student Media Advisers Poster Session

Multicuitural—African-Ames(can Involvement in Telecommunications

and Technology

News—How Much Broadcast, How Much Journalism?

Facutty Production Competition

pmimunication Technology Compelilive Papers

News Division Competilive Papers

Cotirses, Curricula & Admin.; Production and Writing—Designing
Courses and Course Content for IMM

Student Medla Advisers and Management & Sales—Greasing the
Wheel: Using Campus Radio as an Income Stream for New
and 0ld Technoiogy

n Gender Issues and Multicultural—The Role of Muitimedia in the
Protessionalization of Women's Sports

Research—Multimedia Research

Facufty Production Competition

BEA Opening Cocltail Reception, Co-sponsored by CNN
Newsource in the Classroom and the Museum of Broadcast

Communications
SATURDAY, APRIL 5
Conventidn Features
8:00am—i:00pm Hegistration Open
8:00am—i:00pm BEA Exhibition Open
9:00am~4:00pm BEA Placement Center Open
10:00am Saturday Morning Coffee Break, Sponsored by CNN Newsource
in the Classroom
Sessions
8:00am—4:T5am NATPE-Sponsored Plenary: “Coffee With. (TBA}"
9:30am-" 0:45am Management & Sales Competitive Papers
Production Division Competitive Papers
Getting Published $o You Don't Perish
News—Interactive Technology in Broadcast Skilis Courses
Courses, Curvicufa, Admin.—Program Convergence in the Broadcast
Curriculum
Writing—National Student Scriptwriting Competition
Multicultural—Consolidation Within the Radio Industry:
One year After the Telecommunications Bill
Media 100QX Demo
11:00am-12:15pm “History Division Compaetitive Papers
Two Year/Small Colleges Division Competitive Papers
Courses, Curncula & Admin. and Law & Policy—Using Multimedia
Materials in Teaching Without Infingement
86

Opening Continental Breaktast. Spansored by the University of Nevada,

Management & Sales and News—Teetering on the Cutting Edge: Our
Role in Professional Development for Today's Joumalists

Production—Faculty Internships—D0o You Need to Do One?

International—The Emergence of Regional Culture and
Language Defined Markets and Audiences for Broadcasting

Adobe Premler Workshop

Management & Sales Business Meeting

Student Media Advisers Business Meeting

Intemational Graduate Student Forum

Production and Writing—Academy and Industry Working Together: The
San Francisco State Unfversity—KTVU production experience

Histary—The Roots of Distance Education and Media Leaming

Gender Issues and Multicultural—The Place of Gays and
Lesbians in the Muitimedia Environment of the Next Millennium

Adobe Premiere Workshop, continuea

Law & Policy Business Meeting

International Business Meeting

Commiunication Technologies—The Future of Over-the-Air Broadcasting
in the Age of Multimedia

Management & Sales—TV Sales and the World Wide Web

Writing—Who's Afraid 0f interactive Writing? How Do You Teach It?

Gender and Multicultural-—A New Niche for a New Age:
Children’s Programing and Contemporary Trends in American
Mass Media

Roland Audio Demonstration

History Division Bustness Meeting

Research Division Business Meeting

Production—Using Professional Resources to Teach Real-World
Experiences

Communication Technology; Management & Sales and News—
Telecommunication: Bridging the Multimedia Gap

International and Multicultural—New Transnational
Communication: Cross-Border Issues in the 21st Century

Courses, Curricula & Admin.—When do Multimedia Distract from
Learning and When Do They Enhance It?

Macromedia Director Demonstration (pending)

Courses, Curricula & Admin. Business Meeting

Two Year/Small Colieges Business Meeting

ResearCh—New Findings in the National Television Violence Study

Communication Technology and Production—The Higher Education
Market—How to Make the Relationship Between Vendor and Buyers
More Beneficial for Both Parties

\News-—News and the New Media

SUNDAY, APRIL 6

12:30pm-1.45n

2:00pm-300pT

3:30pm-<443pn

5:00pm-5:15pn

Conventien Fectures

8:00am-" (:0Car " Fegistration Cpen
8:00am—1Z:(0mm Placement Center Open
9:00am-5:0( prm NAB/BEA Career Fair
7:45am Early Bird Coffee Break, Sponsored by the Chronicle of
Higher Education
Sessicns
8:00am-¢:1Eamw ‘News Business Meeting
aender issues Business Meeting
Sesearch—Schotarly Publishing In the Age of the Internet: Are
Academic Journals Obsolete?
-aw & Policy, Production—New Media: New Law, New Ethics
Sourses, Curricula & Admin.—Fund-ralsing for Broadcast Education:
What You Should Know if You are Asked to Raise Money
Jternational—Global Village or New-Found Nationalism: The Effect of
- - Technological Convergence Internationally.
9:30am-10rd5am roduction Business Meeting

sulticultural Business Meeting Courses. Curricula and Admin.. News;
Research—Swaords In Both Hands, Fighting for Theory and Practice
in Broadcast Journallsm

.aw & Policy—The Principles Upon Which Competition Rests

“wo Year/Small Colleges—Beyond the Broadcast Boundaries:

~ Muitimedia integration into College Programs

“emmunication Technology Division Business Meeting

~rung Division Business Meetlng

Law & Policy—Current Issues in Law and Policy

nternational and News —Broadcasting and Cable Take Up the
Multimedia Challenge

Courses. Curmicwia & Admin.—Teaching and Learning: Creatlvity In the
Classroom

Student Media AdvisErs—Crossing the Bridge from the Campus to the

Professional World Ill: Mulhmedia Opportunities in a Muftimedia World

11:00am—12:15an

Special Event

12:30pm-3:00pr1 "BEA Luncheon and Awards Reception Featuring Keynote Speaker
Larry King

Sessions

3:00pm-400pm [dstrict Meetings

4:15pm-545pm Fost-convention Meeting

Broadcasting & Cable March 31 1997
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Eorth2Recoris

http: /www.broadcastingcable.com

“For the Record” compiles applications filed
with and actions taken by the FCC. Applica-
tions and actions are listed by state; the date
the application was filed or the action was
taken, when available, appears in italic.

| Abbreviations: AOL—assignment of license: ant.— |

antenna: ch.—channel: CP—construction permit:
D.I.P.—debtor in possession: ERP—effective radiated
power: khz—kilohertz: km—Kkilometers: kw —Kkilowatts:
m.—meters; mhz—megahenz, mi—miles; TL—trans-
mitter location. w—watts. One meter equals 3.28 feer.

OWNERSHIP CHANGES

Dismissed

Sioux City, lowa (BPCT-951106K0O)—
Steven Soldinger d/b/a Siouxland for TV at
ch. 44. Feb. 25

Pendleton, Ore. (BPCT-941020KG)—
Uhimann/Latshaw Broadcasting LLC for TV
atch. 1. Feb. 26

Pendleton, Ore. (BPCT-941021KV)—KM
Communications Inc. for TV at ch. 11. Feb. 26

Accepted for filing

Clinton, IlIl. (BTC-970317AB, BTCH-
970310GM)—Cornbelt Broadcasting Co. for
WHOW-AM-FM: involuntary transfer of control
from estate of J.R. Livesay and estate of Lef-
fel E. Livesay to James R. Livesay |l and
Shirley L. Herrington. March 21, 20

Mattoon, Ill. (BTC-970310GJ, BTCH-
970310GK)—Mattoon Broadcasting Co. for
WLBH-AM-FM: involuntary transfer of control
from estate ot J.R. Livesay (deceased) to
James R. Livesay Il and Shirley L. Herring-
ton. March 21, 20

NEW STATIONS

Returned

Rogers Heights, Mich. (BPED-960812-
MA)—Great Lakes Broadcast Academy
Inc. for noncommercial FM at 91.7 mhz.
March 18

(iranted

La Junta, Colo. (BPH-960402MB)—Mead-
cwlark Group Inc. for FM at 106.5 mhz.
Marzh 17

Woodward, Okla. (BPH-960801MC)—
Shaffer Communications Group for FM at
¢5.€ mhz. March 19

Allentown, Pa. (BP-961105AD)—Holt
CGoro. of Penn Inc. for wrkz(am): change
power, TL, ant. March 19

 FACILITIES CHANGES

(iranted

Tallahassee, Fla. (BPH-961029IF)—Cata-
rount-l Communications Inc. for WAIB(FM):
chaage ant., ERP. March 19

Hudson, lowa (BMPH-961004|C)—Fife
Communication Co. LC for kzme(FM): change
ant. TL. March 18

(ireenwood, Miss. (BMPH-9607291D)—
Clay Ewing V for wGrM-FM: change ant., TL,
IZRP. March 18

Portland, Ore. (BPH-961206IE, H)—Ameri-
can Radio Systems Corp. for KUFO(FM):
change ant.; build auxiliary station. March 19
Appomattox, Va. (BPH-9609181G)—CLL
Inc. for wiTx-FM: change ant. March 19
Filed/Accepted for filing

'Nyoming, Mich. (970310MB)}—Grand
Rapids Cable Access Center Inc. for wyce
‘FM): change ERP, ant., class. March 21
Nalchez, Miss. (970311MD}—American
camily Association for FM at 91.1 mhz:
change ERP. March 21

‘Newoka, Okla. (970303MA)—Jean Bell
3pencer for kwsH-FM: change ERP, ant., TL.
Varch 21

2ortland, Ore. (970307MA)—Reed Insti-

ute for KRRC(FM): change ant., frequency.
March 21

canyon, Tex. (970304MC)—West Texas

BY THE NUMBERS
B
BROADCAST STATIONS %n’m Total

Service Total Commercial VHF TV 559
Commercial AM 4.906 | | Commercial UHF TV 622
Commercial FM 5,285 | | Equcational VHF TV 123
Educational FM 1,810 Elucational UHE TV _W
Total Radio 12,001 | (Tctal TV 1,544
VHF LPTV 561 | ==
UHF LPTV 1,211 S CABLE PRy
JSMILLEY A TZt:I :z:se::i:ers 62,231 ,730
FM translators & boosters 2,453 —
VHF translators 2,263 Homes passed. 91,750,000

Cacle penetration® 65.3%
UHF translators 2’562 *Bas21 on TV household universe of 95.9 million I
Total Transiators BTG | oo s e Lo s

Broadcasting & Cable March 31 1997

A&M University for kwts(Fm): change ERP,
ant., TL. March 21

CALL-SIGN ACTIONS

Requested

Pagosa Springs, Colo. (BAL-970219EF,
G)—Stubbs Broadcasting Co. Inc. for
KPAG(AM)-KRQS-FM: change t0 KWUF-AM-FM.
March 21

Port Charlotte, Fla. (BALPH-970103GI)—
Clear Channel Communications Inc. for
WFSN(FM): change to wxrm. March 21

Lansing, lli. (BALH-970220GP)—Dontron
Inc. for weusm-FM: change to WYBA-=M.
March 21

Alexandria, La. (BTC-970214EB)—TC:
Champion Broadcasting Corp. for KDBS(aM):
change to kicr. March 21

Rochester, N.Y. (BAL-970220EA)—Kim-
tron Inc. for wemr(am): change to wocz.
March 21

Brevard, N.C. (BAL-970128EA)—A and L
Broadcasting for wraQ{am): change to wsaL.
March 21

Assigned

Opelika, Ala.—Fuller Broadcasting Co. Inc.
for wzmG(am): change to wtum. March 21

Pepperell, Ala.—Fuller Broadcasting Co.
Inc. for wiLm(am): change to wzma. March 21

Fairbanks, Alaska (BPED-940617MA)—
University of Alaska for new FM: change to
KUAB{FM). March 21

Arizona City, Ariz.—Brentlinger Broadcast-
ing Inc. for konz{FM): change to KBZR{Fm).
March 17

Lake Havasu City, Ariz.—Meridian Com-
munications Co. for KAUE(TV): change to
kMcc(Tv). March 10

Nogales, Ariz. (BPH-950203MJ)—Felix
Corp. for new FM: change to KAUH{=M).
March 10

Tolleson, Ariz.—Interstate Broadcasting
Systems of Arizona Inc. for KRDS(AM):
change to kmvL. March 21

Wickenburg, Ariz.—Interstate Broadcast-
ing Systems of Arizona Inc. for KRDS-FM:
change to kmy-em. March 21

Grass Valley, Calif.—Educational Media
Foundation for kJFa{FM): change to KLvS(FMm).
March 17

Salinas, Calif. (BPH-8609180L)—KCTY
| AM & KRAY FM Inc. for new FM: change to

KLXM(FM). March 21

Atlantic Beach, Fla.—New Covenant Min-

istries Inc. for wNCm(am): change to waor.

March 21

Hilo, Hawaii (BPED-960411MA)—Hilo

Christian Broadcasting for new FM: change

to KCIF(FM). March 17

Peoria, Ill.—Midwest Television Inc. for

wMXP(FM): change to wPBG(FM) . March 17

Marengo, Ind. (BPED-960426ME)—Good
! Shepherd Radio Inc. for new FM: change to

www.americanradiohistorv.com
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PROFESSIONAL CARDS

A subsiary ol A 1) Rung. PA

du Treil, Lundin & Rackley, Inc.

240 North Washington Blvd.
Suite 700
Sarasota. Flonda 34236
(941) 3662611 1
s YIEMBER AFCCF, on—

Technical Broadcast
Consultants, Inc,
Transmission Specialists
TV (NTSC & DTV)/ STL Microwave / FM
P.0. Box 97262 - Raleigh, NC 27624
Tel/Fax (919) 846-2976
e-mail: tbc @ vnet.net

CONSUL TING ENGINEERS

Box 280068
San Francisco, California 94128 |

HE 707/996-5200

202/396-5200

e mall engr@h « com

CONSULTING ENGINEERS
AMEM Ty Engreer ng Corsu danty
Cort ete Toaer and Higg rq Servces
“Sercing the Browdrasd Industry:
for veer 56 Yeurs”

Box 807 Bath Chio 44210
(216) 659-4440

==CARLT, JONES= LOHNES AND CULVER COHEN, DIPPELL AND
———— CORPORATION CONSULTING RADIO ENGINEERS EVERIST, P.C.
CONSULTING ENGINEERS 8309 Cherry Lane CONSULTING ENGINEERS
7901 YARNWOOD COURT Laurei, MD 207074830 .
301) 776-4488 1300 “L* STREET, N.W. SUITE 1100
SPRINGI:%IEI;,%V;J} .glgu 2153 LexC we) WASHINGTON, D.C. 20005
MEMBEX APCCE Suee Jvds Member AFCCE 120' |2’ Ia.?a;gz:g’
' HAMMETT & EDISON, INC. CARL E. SMITH Denny & Associates. Pt

| Member AFCCE

Consulting Engineers

pH 202 452 5630
Fx 202 452 5620
eM info@denny.com

E. Harold Munn, Jr.,
& Associates, Inc.

Broadcast Engineenng Consultants
Box 220
Coidwater, Michigan 490356
Phone: 517—278-7339

Mullaney Engineering, Inc.
Consutting Telecommunications Engineers

9049 Shady Grove Court
Gaithersburg. MD 20877
301-921.0115

Member AFCCE

HATFIELD & DAWSON
CONSULTING ENGINEERS
G500 GRrEESWOOD Av. N
SEAfITT . WasHING TON 98103
T2061 TR GISL, Facamile 12060 TRY 9K W

MEMBER abCct

F.W. HANNEL & ASSOCIATES
Registered Professional Engineers
911 Edward Street
Henny. lllinons 61537

1304) 364.3903
Fax 1308) 363.1778

-

=
Gu MUNICATIONS TECHNOLOGIES INC.
BROADUAST ENGINEERING CONSULTANTS

Clarence M. Beverage
Laura M. Mizrah

PO Box #1130, Martion. NJ 08053
(609) 985-0077 - FAX: (609) 985-8124

JOHN F X BROWNE § ASSOCIATES

BLOOMFIELD HILLS | Broadcast - Catie
810-642-6226 : Wireiess

WASHINGTON

202-291.2020 Memper AFCCE |

RATES

13 weeks - $100/week
26 weeks — $85/week
52 weeks — $70/week

Cavell, Mertz & Perryman, Inc.
Engineering, Technology
& Management Solutions

10300 Eaton Place. Suite 200
Fairfax, VA 22030

George Jacobs
& Associates, Inc.
Consulting Broadcost Engineers

Domestic & Internattonal
Member AFCCE

8701 Georgia Ave.

Radio/Tv Engineering
Company

“Serviag Brasdcarters aver 35 vaary”

E

.

Tiner Communications Service

* RF & Structurol studies to include
DTV on existing towers

* Factory authorized DIELECTRIC
Ross Shefion, Western Region (916) 477-9401

Washington, D.C. 20036
for availabilities
Phone: (202) 659-2340

800-368-3754 FAX: 301-656-5341
e-mail: info@dataworld com

Broadcast databases
WWW: http: //dataworld.com

(703) 5910110 (202) 3320110 Suite 410 S LA res pgetl e iy
FAX (703) 531-0115 (301) 587-8800 S Sp(;lgn‘% Lo r:'(%oga I::zs Sose :r:.a(ugs)csz:llggg Bob Piono, Fostern R=mon  (954) 771-7095
> n
: Gontact dataworld * DATAXPERT™software | (225 CORS: Wideo Systems
BROADCASTING & CaABLE MAGAZINE The Global Information Source™ ® Custom mapping 3 Mars Court
1705 DeSales St., N.W. for the Communications Industry ®  Current year demographics Boonton, N.J 07005
25 Years of Service : 5 year projections 201.402.0104

Fax: 201.402.0208
WWW.@CVS.Com

LURTY in time |

Shoolbred Engmeers. Inc.

s raml 0 negliar s

Towers and Antenna Structures
Robert A. Shoulbred. PE

1049 Morrison Drive
Charleston, SC 29403 ¢ (803) 5774681

@ CONNUMICATIONS, I

RF DESIGN & INSTALLATION SPECIALISTS
LARCAN/LARCAN-TTC TRANSMITTERS
ALAN DICK ANTENNAS & COMBINERS
LEBLANC TOWER SYSTEMS

650 South Taylor Avenue. Lowisville, CO 80027

| TEL: 303-565-B000 FAX: 303-673-9900 |

/@A Phone 916-383-1177
tasiE® Fax  916.383-1182
WM r_n

Y [
*Antennas UNF/VHF/FM  “Rigid line
*“Combiners FAM & UNF "Haveguide

COMPLETE SYSTEM SOLUTIONS

ANTENNAS/RF SYSTEMS

le-rail jampro@ns net hitp://www jampro.corm|

@ shinlcss, inc.

New Towers, Antenna Structures
Enginsering Séudlu. Iodmalﬂolm
Inspections, Erection, aisals
North Wales, PA 19454
215 6994871 FAX 698-9597

TOWER NETWORK SERVICES
st S NATIONWIDE TOWER COMPANY NEW!!
TNS {817) 561-0992 EMECTIONS - DIMANTLES - ATENNA - RELANS B SRR . o
TRASOUND - STRUCTURAL AMAL . + Remo omerg ams
A ? (770)A§|ggl3991 R recreaa e o BE e e e - Vansmitet and Sl Istotation 6 Week Rate
i L | - Microwave ond Solelite
) P.0. BOX 130 POOLE, KY 424440130 Enginw=ss271:1and Instakiation $1 15.00/week
Serving Yo Fort Lauderdale PHONE (302) $30-6000 5330084 wlds Faw Orive
5;,,;:%959" (954) 7%1 -;180 24 HOUR g:’maacr SENVICE AVARABLE 985611144 B oo, W ORATS

www.americanradiohistorv.com



www.americanradiohistory.com

WARL(FM). March 10

Sioux City, lowa (BPCT-950805KG)—Pap-
pas Telecasting Cos. for new TV: change to
KPTH(TV). March 17

Mayfield, Ky.—West Kentucky Broadcast-
ing Co. Inc. for wxip(FM): change to wBLN
(FMm). March 17

Murray, Ky.—WRUS Inc. for wBLN-FM:
change to wrGE(FM). March 17

Boston—Trustees of Boston University for
WBUR(FM): change to wBur-FMm. March 10

Middleboro, Mass.—Steven J. Callahan for
WCEG(AM): change to wvBr. March 21

Nantucket Island, Mass.-—Cape and
Islands Community Public Radio Inc. for
new FM: change to wNan{FM). March 17

West Yarmouth, Mass.—Executive Com-
mittee, Board of Trustees of Boston Univer-
sity for wuok{am): change to weugr. March 10
St. Charles, Minn.—Richard R. Radke for
KANP(FM): change to KLCx(FM). March 10
Two Harbors, Minn.—Eclectic Enterpris-
es Inc. for wrsR(Fm): change to KZIO(FM).
March 21

Natchez, Miss. (BPED-960304MA)—Amer-
ican Family Association for new FM: change
to wasM({FMm). March 17

St. Louis—EZ Communications Inc. for kso-
AM-FM: change to KTRS(AM)-KkSD(FM). March
10, 17

Sparks, Nev.—Americom Las Vegas LP for
KONV(FM}: change to KLCA(FM). March 10

Atlantic City (BPH-870826MF)—Radio-Vi-

for the Record

s on Communications |l LP for new FM:
ciarge to wzzrp(Fm). March 17

Jal, N.M. (BPH-950404MA)—John H. Wig-
gings for new FM: change to kKxJw(Fm).
March 17

Clens Falls, N.Y. (BPED-950810MC)—
Sound of Life Inc. for new FM: change to
WARD{FM). March 21

horwich, N.Y. (BPH-931124MD)—Cooney
Conmmunications Corp. for new FM: change
to wekT{FM). March 10

Fou jhkeepsie, N.Y.—Wicrae Equities Ltd.
for wNxs(FM): change to wTND(Fm). March 21

Charlotte, N.C.—Jefferson-Pilot Communi-
cations Co. for wwsN(FM): change to
VLNE(FM). March 15

Grove City, Pa.—Zapis Communications
Corp. for wicT-Fm: change to WICT(FM).
Marzh 14

hlcConnelisburg, Pa.—Cary H. Simpson
¢/b/a Allegheny Mountain Network: change
viIYC(FM) to weeo(Fm). March 21
Mayaguez, P.R. (BPED-950215MN)——
University of Puerto Rico for new FM:
change to wruo(rm). March 10

Colonial Heights, Tenn.—Murray Commu-
rications for wwsa{Fm): change to WRzk(FM).
HMarzh 21

Maynardville, Tenn. (BPED-960327MC)—
Foothills Broadcasting Inc. for new FM:
change to wasJ(Fm). March 10

hbilene, Tex.—Dynamic Broadcasting Co.
for kBBA(AM): change to kKmPC. March 17

Breckenridge, Tex.—Big Country Radio

ol

Inc. for KBIL{AM)-KROO-FM: change tlo
KROO(AM)-KLXK(FM). March 10

Olney, Tex. (BPH-960201MB)—Texas
Grace Communications for new FM: change
to KRZB(FM). March 17

Rosenberg-Richmond, Tex.—Tichenor
License Corp. for kmpa(am): change to KRTX.
March 21

Winnie, Tex.——Tichenor License Corp. for
KRTX(FM): change to kRTx-Fm. March 21
West Valley, Utah—Group Communica-
tions Inc. for krRGQ(amM): change to KRGO.
March 10

Colonial Heights, Va.—Fletcher Communi-

cations Inc. for wsTk(am}: change to wzop.
March 17

Saltville, Va. (BPH-890214MG)—106.1 Inc.
for new FM: change to wasa(Fm). March 21

Pasco, Wash. (BPH-960111MU)—Gospel
Music Broadcasting Corp. for new FM:
change to kGsG(Fm). March 17

Princeton, W.Va.—New Adventure Com-
munications Inc. for wkMmy(FM): change to
WKOY-FM. March 17

Caspar, Wyo.—Hart Mountain Media Inc.
for KTRS(FM): change to kTRs-FM. March 10

Orchard Valley, Wyo.—Magic City Media
for kmMRZ{AM): change to kGAB. March 21

_ CABLE SERVICES BUREAU

New stations, granted

Phillipsburg, Kan. (CAR-46729-01 WLY-
582)—Classic Cable Inc. March 14

PBS non-duplication
EDITOR: Some are speculating that
the Supreme Count will soon rule
that must carry is unconstitutional. A
March 17 article in BROADCASTING &
CaBLE, “Life after must carry: Last
shall be last,” stated that there was
general agreement that if must carry
is struck down, cable operators will
first focus on dropping “duplicate
PBS stations.”

The comments regarding “dupli-
cate” stations are simply wrong. The
reality is, where a market is served
by more than one public television
station, the stations deliberately work
to differentiate their programing.
Thus, the second public television
station in a market generally offers a
different type of programing from
the first, often in-school instructional
programing or programs aimed at
minority audiences.

Should the Supreme Court find must
carry unconstitutional, APTS will be
carefully monitoring public television
drops from cable systems. We will be

1@o2nlVike

http: /www.broadcastingcable.com

prepared to call any bluffs by cable
operators who offer “duplication™ as
an excuse for such drops—Marilyn
Maohrman-Gillis, vice president, policy
and legal affairs, America’s Public
Te'evision Stations, Washington

A sacred trust

Eritor: [ just read your Feb. 24 is-
sue’s nice recognition of a real talent:
Martha Williamson. Two weeks ago
she was awarded high honors at the
Producers Guild Laurel Awards, and
one of her comments really touched
me. She said she viewed working on
a "'V series as a “sacred trust.”

Ever hear that trom a network
exzcutive?

Your editorial in that same issue—
“CGauntlet thrown™-—seemed to run
counter to TV as a “sacred trust.”

Yes, the industry was mobilized by
the White House to develop a “volun-
tary system’ to guide parents. Did it

ever occur to you that the meeting

would never have taken place if net-
work program standards and prac-
tices departments really did their
work as a “sacred trust”? Excessive
violence, sexual exploitation and
street language would have vanished
if that had been their guide rather
than the prevailing mood-—so evident
on the air night after night—of any-
thing goes, provided it gets ratings.

Jack Valenti may speak for the TV
industry, but he does not speak for the
entire creative community. For one
thing, he does not speak for the Cau-
cus for Producers, Writers & Direc-
tors. We are on record for a content
system, not just an age system. Is “V.
Occasional” difficult to understand?
“S-Frequent”? "*L.-Widespread™?

The point is that parents want use-
ful information—cable seems more
receptive. The networks will find it in
their own interests to stop aping the
MPAA’s meaningless symbols and
deal with parents and reality on a vol-
untary basis—David Levy, presideni,
Wilshire Productions Inc., Beverly
Hills, Calif.
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April 1—"The Business of Entertainment: The
Big Picture,” 7th annual conference on the media
and entertainment industry presented by Variely
and Schroder Wertheim & Co. The Pierre Hotel,
New York City. Contact: Margaret Finnegan, (212)
492-6082.

April 1—Hollywood Radio & Television Soci-
ely newsmaker luncheon, featuring stars of politi-
cal comedy. Regency Beverly Wilshire Hotel, Bev-
erly Hills, Calif. Contact: (818) 789-1182.

April 1—"Managing Your Professional ‘Health’ and
Building Your Future,” breakfast discussion present-
ed by the Rocky Mountain chapter of Women in
Cable & Telecommunications. TCl Bldg., Denver.
Contact: Jody Haas, (303) 3298-3621.

April 3—Broadcasters’ Foundation Golden
Mike Award Dinner. Plaza Hotel, New York City.
Contact: (203) 862-8577.

April 3-4—Cable Television Law 1897: Imple-
menting the 1996 Telecommunications Act,” con-
ference presented by Practising Law Institute.
San Francisco Hilton & Towers, San Francisco.
Contact: (800} 260-4754.

April 3-6-SkiTAM '97, cable industry annual
fund-raiser o benefit the U.S. Disabled Ski Team
organized by CTAM. Sonnenalp Resont of Vail,
Vail, Colo. Contact: (303) 797-6756.

April 4-5—Texas Associaled Press Broad-
casters annual convention and awards program.
Doubletree Hotel, Austin, Tex. Contact: Diana
Heidgerd, {872} 991-2100.

April 4-6—"Mexico and the United States,” con-
taerence for professional journalisis presented by
the Foundation for American Communications.
Airport Hilton, Phoenix. Contact: Chris Gardner,
{213} 851-7372.

April 4-7—Broadcast Education Association
42nd annvual convention. Las Vegas Convention
Center, Las Vegas. Contact: (202) 429-5354.
April 5-7—24th annual CAN PRO Festlival. cele-
brating excellence in Canadian television produc-
tion and promotion. Westin Harbor Castle Hotel,
Toronto. Contact: David Hamilton, (416) 446-5338.
April 6—Broadcasters’ Foundalion invitational
golf tournament. Las Vegas Hillon 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 Broadcas!-
ers annual convention. Las Vegas Convention
Center, Las Vegas. Contact: (202) 429-5300.
April B—Association for Maximum Service Tele-
vision annual engineering breakfast. Las Vegas
Hilton, Las Vegas. Contact: (202) 861-0344.
April 9-12—National Broadcasling Society-
Alpha Epsiton Rho annual convention. Palmer
House Hilton, Chicago. Contact: Richard Gainey,
(419) 772-2469.

April 12—Associaled Press/Radio-Television
News Direclors 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 15-16—Pennsylvania Cable Academy,
presented by the Pennsyivania Cable and
Telecommunications Association. Penn State
Scanticon Conference Center Hotel, State Col-
lege, Pa. Contact: Beth Boyer, (717) 234-2190.
April 16— Federal Communications Bar Associa-
tion Foundation Public Policy Forum fealuring
keynote speaker Senator John McCain. Capital
Hilton Hotel, Washington. Contact: Paula Fried-
man, {202) 736-8640.

D] (201010,

April 17-18—"Cable 101,” management educa-
tion series course presented by the Rocky Moun
tain chapter of Women in Cable & Telecommuni-
cations. TCI Bidg.. Englewood, Colo. Contact:
Kirsten Gee, (312) 634-2535.

April 18—National Press Club luncheon with fea-
tured speaker Barry Diller. National Press Build-
ing, Washington. Contact: (202) 662-7500.

April 1B-20—Associaled 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. Earls Cour 2, London.
Contact: Andrea Johnston, +44 (181) 910 7866.
April 23—18th annual Sports Emmy Awards,
presented by the National Academy of Television
Arts and Sciences. Marriott Marquis Hotel, New
York City. Contact: David Beld, (212) 586-8424.
April 27-30—Cable Television Public Affairs
Association Forum. Renaissance Mayflower,
Washington. Contact: {(202) 775-1081.

April 28—Fourth annual T, Howard Foundation
fundraising 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 Institute for Inlernational
Research. One Whitehall Place, London. Contact:
+44 171 915 5055.

April 29—-SkyFORUM VII, DTH conference pre-
sented by Satellite Broadcasling 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, Wrilers &
Directors general membership meeting. Jimmy's
Restaurant, Los Angeles. Contact: David Levy,
(818) 843-7572.

April 30— Federal Communications 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, Scolisdale, Ariz. Contact; Kyle Ruffin,
(609) 424-6800.

May 4-7—Clarilas Inc. 7th annual Precision Mar-
keting Conference. Disney Yacht and Beach Club,
Orlando, Fla. Contact: (703) 812-2700.

May 9-11—Federal Communicalions Bar Associa-
tion annual seminar. Kingsmill Resort, Williamsburg,
Va. Contact: Paula Friedman, (202) 736-8640.
May 11-14—Canadian Cable Television Associ-
ation annual convention and Cablexpo. Metro
Toronto Convention Center, Toronto. Contact:
(613) 232-2631.

May 12-—-56th annual Peabody Awards lun-
cheon. Waldorf-Astoria, New York City. Contact:
Barry Sherman, (706) 542-3787.

May 15—Deadline for call for papers for the
IEEE Broadcas! Technology Sociely 47th annual
Broadcast Symposium. Contact: Dr. Gerald
Berman, (301) 881-4310.

May 17— Geller Media international 3rd annual
Producer's Workshop. Radisson Empire Hotel.
New York City. Contact: (212) 580-3385.

May 17—24th annual Daytime Emmy Awards in
creative arts categories, presented by the Nation-
al Academy of Television Aris and Sciences. Con-
tact: Harry Eggan, (212) 586-8426.

May 20— International Radio & Television Society
Foundation awards luncheon. Waldori-Astoria, New
York City. Contact: Marilyn Ellis, (212) 867-6650.
May 21—24th annual Daytime Emmy Awards,
presented by the Nalional Academy of Television
Arts and Sciences. Radio City Music Hall, New

York City. Contact: Harry Eggart. (212) 586-8426.
May 21-24—37th annual Broadcast Cable
Financial Management Association conference.
Hyatt Regency Embarcadero, San Francisco.
| Contact: Mary Teister. (847) 296-0200.
May 22— Federal Communicalions Bar Associa-
tion luncheon featuring Supreme Court Justice
Antonin Scalia. Capital Hilton Hotel, Washington.
Contact: Paula Friedman, {202) 736-8640.
May 22-28Brasil Link '97, pay-TV conference
and exposition. Rio Center, Rio de Janeiro. Con-
tact: Paula Friedman, (281) 342-9826.
May 29— Foundation for Accounting Education of
the New York Stale Society of CPAs 1997 Entertain-
ment and Sports Conference. Holiday Inn Crowne
Plaza, New York City. Contact: (800) 537-3635.

Jun. 2-5—Eleclronic induslries Associalion/
Consumer Electronics Manufaclurers Assaciation
internationat spring consumer electronics show.
Georgia World Congress Center. Atlanta. Contact:
Cynthia Upson. (703) 907-7674.

June 4-7—15th annual National Association of
Hispanic Journalists convention. Westin Hotel,
Seattle. Contact: (202) 662-7145.

June 4-7—Cable-Tec Expo '97, presented by
the Saciely of Cable Telecommunications Engi-
neers. Orange County Convention Center, Orlan-
do, Fla. Contact: (610) 363-6888.

June 4-7—Promax and BDA '97 conference and
exposition, presented by Promax Inlernalional and
BDA inlernalional. Navy Pier Convention Center.
Chicago. Contact: (310) 788-7600.

June 4-7—Reunion of current and former employ-
es and interns of WHTM-TV WTPA-TV.WCMB-TV Harris-
burg, Pa. Contact: Dan Rapak, (201) 267-2215.
June 5—National Academy of Television Arts
and Sciences Trustees' Award presentation. New
York Sheraton Hotel and Towers. New York City.
Contact: Trudy Wilson. (212) 586-8424.

June B-10—"Electronic Retailing: The Global
Marketplace,” NIMA international European Con-
ference. Hotel Loews Monte-Carlo, Monaco. Con-
tact: (202) 289-6462.

June B8-14-—18th annual Banff Television Fesli-
val. Bantf Springs Hotel, Banff, Alberia, Canada.
Contact: (403) 678-9260.

June 10-12—Fourth annual Global DBS Sum-
mil, presented by Link Events/Globex and DBS
Digest. Hyatt Regency Tech Center, Denver. Con-
tact: (713) 342-9826.

June 11—Radio Mercury Awards, presented by
the Radio Crealive Fund. Waldorf-Astoria, New
York City. Contact: (212) 681-7207.

June 12-17—20th Monlreux Inlernational Tele-
vision Symposium and Technical Exhibition,
Montreux Palace, Montreux, Switzerland. Contact:
+44 21 963 32 20.

June 13—Hollywood Radio & Television
Society/IBA newsmaker luncheon, featuring Ted
Turner. Beverly Hilton Hotel. Beverly Hills, Calif.
Contact: (818) 789-1182.

June 13—The Museum of Broadcast Communi-
cations 10th Anniversary Salute to Television.
Chicago Cultural Center, Chicago. Contact: (312)
629-6005.

June 17-19—Taipei Satellite & Cable "97. confer-
ence and exhibition presented by Cable & Saleliite
Magazine. Taipei International Convention Center,
Taipei, Taiwan. Contact: +886-2-778-2442.

June 18-22—Talk Radio "97, educational con-
ference, convention and exhibition presented by
The National Association of Radio Talk Show
Hosts. Century Plaza Hotel. Los Angeles. Con-
tact: (617) 437-9757.

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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In it for the Iong run

is an apt metaphor for Rick Feldman's
tenure at Chris Craft/United Televi-
sion's KCOP(TV) Los Angeles,

Like a successful marathon runner,
Feldman focuses more on stamina and pac-
ing than on the hour-by-hour sprints repre-
sented by overnight ratings reports. In
addition to its metaphoric value, the
marathon has become a Los Angeles
broadcasting tradition launched by kKcop
{now marketed as UPN 13), which has
covered the event live since its inception,

Colleagues and business associates
describe Feldman as an honest straight
shooter who never hesitates to speak his
mind, His opinion of cable as an “overval-
ued” medium tor advertising is well known
throughout the industry.

At four years and counting, Feldman has
spent more time in the general manager’s
hot seat than any of his current peers in the
nation’s second-largest market. The Bronx
native moved cross-country to join KCOP as
general sales manager in 1983,

“One of the great things about this sta-
tion 1s that we have a lot of people whe
have been with the station and with me for
a long time,” says Feldman. Most of UPN
13’s senior staffers have been with the sta-
tion for eight or more years.

“In that time we’ve developed continuity
goals, vision, stick-to-it-iveness and a rea
appreciation for each other,” he says
“Everything is a collaborative process here.”

In recognition of his longtime leadership
role, Feldman last month became the only
GM in the Chris Craft/United group to be
promoted from vice president to president

“In addition to being a skilled manager,
Rick is also a talented marketer,” says Bill
Frank, senior executive vice president,
Chris Cratt Television Division.

Before the dawn of UPN in January
1995, Feldman spearheaded an aggressive
campaign to brand the station as Los Ange-
les's “Very Independent” outlet for news
and entertainment. The station, which
signed on in 1948, was bought by Chris
Craft Industries for $5 million in 1960.

Now that kcop is the flagship of Chris
Craft/Viacom's UPN network, Feldman's
mission is to tind the right balance between
network and local branding. Although th:
station is investing more than ever in its
news operations, news isn‘t the only way
to put local color on the screen.

Over the past few years, UPN 13 has cov-

T he 12-year-old Los Angeles Marathon

| _— — e
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“Since I don’t
have the largest
news operation and
1 don’t do local
sports, our live spe-
cials are a way we
can establish our-
selves as unique.”

Rick Feldman

President/GM, kcor(1v) Los
Angeles; b, May 6, 1948, New
Yorl; BFA, New York University
School of Arts, 1970;
promotion director, wiz-1v
Baltimore, 1971-72;
Metromedia TV Sales, New
York: account executive, 1974-
75; general sales manager,
1975; VP/sales manager,
1976-82; xcor: general sales
manager, 1983-85; VP/station
manager, 1985-93; VP/GM,
1993-97; current position
since March 1997; m. Susan
Horowitz, 1983; daughter:
Sascha, 8.

ered the Los Angeles premieres of such
stage shows as “Miss Saigon,” “Tommy,”
*Sunset Boulevard,” “Carousel” and “Show
Boat.” On the schedule tor 1997 are the
local premieres of “Grease” and “Ragtime.”

“Since | don’t have the largest news
operation and I don’t do local sports, our
live specials are a way we can establish
ourselves as unique and talk directly to the
local viewer,” says Feldman,

Feldman has been way ahead of the curve
on the hot-button issue of free TV time for
political candidates. But in his experience,
candidates won’t accept free time for any-
thing other than prepackaged ads.

“We have offered free time to mayoral
and senatorial candidates on various occa-
sions, and they would never do it if it
meant sitting with our people and answer-
ing questions,” he says,

Feldman knew he was headed for a
career in television by the time he got to
high school.

In the late 1960s, he attended the film and
TV school at New York University, where
one of his instructors was Martin Scorsese.
For a final exam project, Feldman enlisted
NYU classmate Billy Crystal to host a mock
episode of The Tonight Show.

After graduation, Feldman served as pro-
motion director for wiz-Tv Baltimore from
1971 t0 1972; 1973 was a year spent travel-
ing the world and “*having a good time,”

When Feldman returned to New York in
1974, he joined John Kluge’s Metromedia
group as an account executive with its
national rep firm, Metromedia TV Sales.
By the time he left for KCoP, he had
clocked six years as Metromedia's vice
president and sales manager.

In his third decade in broadcasting,
Feldman has waitched the growth ot cable
with some dismay.

“It just disgusts me when you go to
advertisers who basically used to throw
stuff at you when you tried to sell them
reruns of Dick Vun Dyke, Beverly Hillbil-
lies and Bewirched...and now all of a sud-
den it's the greatest thing since sliced
bread because [the cable network] puts on
nice interstitial information.”

In his own medium, “opinions are
solicited from everywhere,” Feldman says.
“I call viewers back, I fax them back, 1
write them back. As a broadcaster, you
have to answer those calls. You learn a lot
that way. You've got to listen to what peo-
ple are telling you.” —CL
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Sacramento. Calif., joins WESH(TV)
Daytona Beach/Orlando, Fla., as
VP/GM.

Jim Gallagher, local/national sales man-
ager, weAU(TV) Philadelphia. joins
KYW-TV there as director, sales.

BROADCAST TV

Donald Gadsden, VP, business aftairs,
NBC Entertainment. Los Angeles,
named senior VP.

I Byron Pitts, reporter, WSB-Tv Atlanta,
and Jonathan Freed, reporter, Global
Television Network, Toronto. join CBS
Newspitth as correspondents in Wash-

| ington and Los Angeles, respectively.

Appointments at Audience Research &
Development, Dallas: Kard Zedell, senior
account executive, named VP/GM:
Alan Mason, ncws director, wlL.OS(TV)
Asheville, N.C., joins as senior consul-
tant.

Gregg Brussel, .ind John Yang, rescarch
managers, Seltel Inc.. und Terrence
Olcott, senior rescarch analyst, Petry
Inc.. join NBC Television Stations
Sales & Muarketing, New York, as
research analysts,

Christopher Pike, GM, WGNT(TV)
Portsmouth and wTkr(Tv) Nortolk,
both Virginia, joins WHIw-1v Harris-
burg. Pa.. as VP/GM,

Levin

Harvey Levin, investigative reporter/
lawyer, KCBS-TV Los Angeles and
wCRBS-TV New York, and Carol Martin,
host, Alive aind Wellness, America’s
Talking, and host. Women's Health
Dav, WNET(TV) Newark, N.J. join The
People’s Court. Burbank. Calif.. as
co—executive producer/on-air legal
anchor and anchor. respectively. Levin
served as legal consultant on the origi-
nal series.

Laureen Ong, scnior VP/GM, PRISM/
SportsChannel, Rainbow Programming
Service. Philadelphia, joins KSAZ-TV
Phoenix as VP/GM.,

Appointments at
CBS Television
Stations: Alfred
Bova, VP/GM,
wvIT(TV) New
Britain, Conn..
joins KYW-Tv
Philadelphia in
same capacity:

Shirley Green, director. business aftairs,
KocB(TV) Oklahoma City, joins Nexstar
Broadcasting Group Inc.. Scranton, Pa.,

as corporate controller. Jerry Eaton,
Alan Cartwright, Bova VP_/QM. KYW-TV
GM. WCSH-TV Philadelphia.

joins KPIX-Tv San Francisco in same
capacity: Harry Fuller, VP/GM. Kpix-
Tv. named VP/GM. Interactive Media,
| Appointments at KRDO-TV Colorado

Springs: Dana Tyler, meteorologist.
WakeUp News, witi-Tv Milwaukee.
joins as chiet meteorologist: David
Brody, producer, weekday 5:00 p.m.
newscast. KUSA-TV Denver, joins as
news director,

Portland. Me..
named VP/GM.

Appointments at
Maryland Public
Television, Balii-
more: Larry Unger, |
president, Quan-
tum Marketing '
Group. named I
senior VP, admin- |
istration and tinance; Marty Jacobs,
director, finance, named VP, finance
and accounting: Gladys Kaplan, director, |
human resources, named VP: Ann Engel-
man, progriam schedule and acquisitions
director, named VP, programing/broad- |
I

-
Cartwright

Jim Howell, weekend sports anchor/
reporter. KYMA(TY) Yuma, Ariz.,
named sports director.

Appointments al WIAR(TV) Providence,
R.L.: Chalonda Reberts, reporter. WMGM-
TV Wildwood/Atlantic City, NJ., joins
as consumer reporter: Dan Jaehnig,
investigative reporter/fill-in anchor,
wwLP(TV) Springfield. Mass.. joins as
reporter: Keith Russell, sports anchor/

cast services: Everett Marshbum, direc-
tor, regional productions. named VP,
broadcast production.

William Bauman, news director, KCRA-TV
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| reporter, witv(Tv) Juckson, Miss., jeins
in same cupacity.

____ PROGRAMING

Lorin Salob, producer. Born Free-A
New Adventnie, ABC Television,
joins All American Television Produc-
tion, Santa Monica, Calif., as VP, pro-
duction.

Appointments al Warner Bros. Interna-
tional Television Distribution, Bur-
bunk. Calit.: Faye Beland, VP, interna-

[ tional theatrical/video distribution, ITC
Entertainment Group. joins as VP, pay-
TV contract administration: Claire
Daven, director, international TV
administration and distribution ser-
vices, MGM, joins as director. pay-TV
contracts.

Appointments al
TEAM Entertain-
ment Group,
Santa Monica,
Calif.: Paul
Yamameoto, exccu-
tive VP. Larry A.
Thompson Orga-
nization, joins in
same capacity:
Meredith Metz,
director, develop-
| ment, Larry A. Thompson Organiza-
tion, joins as VP, drama development:
[ Rob Morhaim, producer. Sightings. Los
Angeles. joins as director, development
and production; Lisa Veatch, manager.
international operations, named direc-
tor, international sales.

I Yamamoto

Andy Butler, communications systems
engineer. Public Broadcasting Service.
Alexandria, Va.. named director, engi-
neering.

' _RADIO

Charley Connolly, morning show host,
wKJIY(FM) Hempstead, N Y., named
| program director.

Appointments at KQUE(FM) and
KKRW(Fz) Houston: Dan Balla, program
director, KRXO(FM) Oklahoma City,
Joins KKRW in same capacity: Gary Hoff-
[ man, air personality, KQUE, named

operations manager: Paul Berin contin-
| ues as program director, KQUE.

Adrienne Austen, morning show writer,
WBCN(FM) Boston, joins the trimulcast
| stations WRGX(FM) Westchester Coun-

1
l
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ty. N.Y./wzvu(FM) Long Branch, N.J./
wwHB(FM) Long Island. N.Y .. as
morning show personality.

Clint Hasse, local sales manager,
KMoX(AM) St. Louis, named general
sales manager.

I Bob Snyder,
VP/GM.

| WTEM(AM)

| Bethesda, Md.,

[ joins Paxson

| Sports. Miami, as
| president.

Valarie D’Elia,

| anchor/producer.
Time Inc. New
Media. joins
WOR Radio Net-
work. New York. as host. Fodor's
Travel Show.

Bob Woodward, GM, wxyv(Fv)/
wCAO(AM) Baltimore, joins Connois-
seur Communications, Westport,
Conn.. as GM. Flint. Mich.. proper-
ties.

Snyder

Penny Mitchell, music director/midday
air personality, Jones Sateltite Net-
works™ U.S. Country format. adds
assistant operations manager to her
responsibilities.

Appointments at WwMX{FM) Balti-
more: Greg Carpenter, atternoon drive
personality. adds music director to his
responsibilities: Mac Watson moves
from part-time on-air host to full-time
weekday evening program.

Castello

Voelzke

Appointments at United Stations Talk
Radio Network, New York: Michael
Castello, director. aftiliate relations.
named managing director: Kathleen
Voelzke, manager. aftiliate relations,
Western region, named director.

Bob McCurdy, president. Sentry Radio.
New York, named president. Amcast
Radio Sales (Katz's dedicated rep firm
tor ABC Radio) there: Mitch Kline,
VP/general sales manager, Banner
Radio. Detroit. named VP/GM.
Amcast Radio Sales. New York: Bill

Frtenbaugh, president, Christal Radio,
New York. named president. Sentry

K adio. there; Steve Shaw, VP/general
sales manager. Christal Radio. named
president: Tucker Flood, VP, stations,
Eastern division. Christal Radio,
named VP/general sales manager.
Chuck Fee, VP/GM. WMMR(FM)
Fhiladelphia. joins wpHT(AM) there in
same capacity.

CABLE

Appointments at Fox Sports West, Los
angeles: Dennis Johnson, publicity coor-
cinator. named publicist: Renee Hawkins,
cirector, public relations. Great West-
ern Forum. joins as publicist.

Jenrifer 0°Connell, supervisor, program-
ing. The Family Channel. Los Angeles.
named manager, programing.

Robert DeBitetto,
senior VP, Turmer
Pictures Group,
named exccutive
VP, TNT Origi-
nals, Los Ange-
les.

Appointments at
Cox Communica-
tions. Atlanta:
Randy Frantz, man-
ager, telephone
wid data services, Jones Communica-
ions, Alexandria. Va.. and Stan Gafner,
lircetor. strategic planning, Com-
strzam Corp.. San Diego, named direc-
ors. broadband services. commercial
narkets: David Livengood, director. mar-
<eting. broadbund services. named
director. marketing. voice and data ser-
vices,

JeBietto

Dianne Wildman, deputy assistant. U.S.
Trade Representative for Public
Affairs. joins Cablevision. Norwalk.
Conn.. as editorial manager, Connecti-
cut.

Appointments at Time Warmer's Excal-
ibur Group, Stamford. Conn.: Kendra
Egge Wilde, director, business develop-
meni. named VP: Sandy Colony, consul-
tant, joins as VP, public relations: Lor-
raine DiSanto, financial analyst. Time
W arner Cable. named manager. finan-
cial Jevelopment. new business devel-
opment division: Jason Martin, assistant
GM Time Warner Cable national divi-
sion, Hampton, Va.. named project
manager. new business development.

Asuncion Marin, VP marketing. Discov-
erv Channel Latin America. joins
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GEMS Television, Miami, as COO.

James Kelso, director. engineering oper-
ations, Cox Communications, May-
nard. Mass.. named product segment
manager. cable video systems.

Apppointments at ESPN: Cristina
Seckinger, regional director, Legacy
Tour "94, joins ESPN International.
New York, as senior publicist; Lou
Koskovolis, account executive. ESPN,
named VP, advertising sales, Eastern

division.

Jack Donovan, account executive, Group
W, joins Fox Sports Midwest. St.
Louis. as GM.

David Karp, senior counsel, Discovery
Communications, Bethesda. Md..
named VP, legal and business affairs.

Paul DeBenedittis, director. programing
acquisitions, scheduling and planning,
Lifetime Television. joins USA Net-
work, New York. as director, program
acquisitions.

~ MULTIMEDIA

Matthew Hutchings, formerly with Orbit
Satellite Television and Radio Net-
work. Rome, ltaly. joins Suncreek
Media Inc.. as president/COO.

| Bill Isaacs, VP,
Nashville opera-
tions. Malaco

[ Records and

[ Music Group,
joins K-tel Inter-
| national. Min-

[ neapolis, as VP,
A&R.
Appointments at
The Harvey
Entertainment
Co.. Los Angeles: Stefanie Tier Friedman,
account executive, retail, Marvel Char-
acters Inc., joins as director. domestic
licensing. consumer products: Sean Gor-
man, assistant to the VP, creative
aftairs. named associate director. cre-
ative aftairs.

Isaacs

Devon Harvey, consultant. joins WETA-
FM-Tv Washington, as director, news
and public affairs publicity.

Gordon Bawden, director. finance, plan-
ning. and administration. Disney Studio
Operations, Burbank, Calif., named
VP. finance and planning. studios and
facilities operations, The Walt Disney
Co.

Appointments at Scholastic Produc-
tions Inc.. New York: Mary Sadeghy,
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|

Lopez Davila

Emilio Azcarraga Jean, execu-
tive VP/COO, named presi-
dent/CEQ; Guillermo Caiiedo

to his responsibilities.

Appointments at Grupo Televisa, Mexico City

White and Jean

White, executive VP/CFO, named chairman of the board/chiet corporate offi- |
cer; Miguel Aleman Velasco, head DTH projects, adds vice chairman of the
board to his responsibilities; Jaime Davila, chairman, Univisa Inc., joins as
COO; Raiil Lopez, VP/chief accounting officer, adds chief, financial planning,

director, marketing, named executive
director. marketing: Sarah Fuhrman,
marketing assistant. named marketing
coordinator: Julie Chei, product devclop-
ment assistant, named product develop-
ment coordinator.

Appointments at The Eagle Group:
Thomas McClendon, VP/dircctor.
research. Cox Broadcasting Inc..
Atlanta. adds president. The Eagle
Group. 10 his responsibilities: Gregg Lin-
dahl, president/GM. wkxK{FM) Chica-
go. joins as president. Eagle Rescarch.
Carol O’Connor, senior VP, Communica-
tions Equity Associates. Munich. Ger-
many. named director. Communica-
tions Equity Associates International
Ltd.. London.

ADVERTISING/MARKETING
PUBLIC RELATIONS |

Malcolm Reeve, consultant. joins Dennis
Davidson Associates. Los Angeles. as
COO.

Drew Niven, regional account exccutive.
Cable AdNet. Raleigh/Greenshoro.
N.C.. named local sales manager.

Bernie Dolan, treasurer. Bates USA.
New York. named CFQ. Bates North
America.

Nathan Nazarie, VP. East Coast publici-
ty. Gramercy Pictures. joins Rachel
McCallister & Associates. New York.
as director.

Elizabeth McCormick, manager. human
resources. ASI Entertainment. Los
Angeles, named GM,

Sheila Band, VP/associate media group
head. Wells, Rich. Greene, joins
Pedone & Partners. New York. as

| senior VP/media director.

Greg Jones, VP. public affairs and com-
munications. A&E Television Net-
works. joins Medialink Worldwide
Inc.. New York. as VP, marketing
communications.

Jack Klues, director. worldwide media
services. and Robert Brennan, dircctor.
U.S. media services. Leo Burnett Co..
Chicago. named executive VPs: Jean-
nie Euch, director. international media
services. named senior VP,

Marshall Jacobowitz, munager, media
research. Zenith Media Services.
named VP.

T SATELLITE/WIRELESS

Appointments at AlphaStar Television
Networks Inc.. Stamtord. Conn.: Car
Schulz, VP, retail dealer sales. Show-
time Satellite Networks Inc.. New [
York, joins as director. sales and distri-
bution: Robert Felerbach, director, inter- |
national sales. Tee-Comm Electronics
{parent), joins as director. sales and dis- |
tribution. speciat markets.

Jose Pajon, director. international |
accounts. Latin America. Americatel
Corp.. joins Scientific-Atlanta Inc.,
Atlanta. as sales account manager.
broadband equipment. Venezuela,
Colombia. Ecuador, Peru. the Domini- |
can Republic and the Caribbean,

Laurence Atlas, associate chicf. Common
Carrier Bureau. FCC. Washington,
joins Loral Spice & Communications
Lud. there as VP. government rela-
tions—telecommunications.

Frank Taommina, president/CEQ. Hughes
Space and Communications Interna- |
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tional [nc.. joins Hughes Communica-
tions Inc., Washington. as executive
VP.

Jeremy Seligman, director, information
technotogy transformation and regional
long-distance operations, Frontier
Corp.. Rochester. N.Y.. named VP/
chict information officer/president.
Frontier Information Technologies.

ASSOCIATIONS/LAW FIRMS

Amy Kozlowski, marketing manager,
A.T. Kearney. joins The Consumer
Electronics Manufacturers Associa-
tion, Arlington. Va.. as staff director.
communications.

TELEMEDIA

Jeremy Verba, VP, entertainment ven-
tures. CNET: The Computer Network,

joins E! Online. Los Angeles, as presi-

dent.

Dan Desmet, senior VP, advertising
sales. Interactive Imaginations. joins
Prodigy Services Corp., White Plains,
N.Y.. as VP, advertising sales.

Edward Lamoureaux, managing partner/
GM., On the Scene Productions. joins
Cybernautics Inc.. Sausalito. Calif.. as
GM. Eastern U.S.,

Gayla Kalp, consultant, Gayla Associates
Inc.. joins Internet Ventures Inc.. Los
Angeles. as head. communications
group.

Lisa Crane, VP. specialty licensing. Uni-
versal Studios Consumer Products
Group. numed VP. marketing. new
media group.

DEATH

Granville Klink Jr., 87. broadcast engi-
neer. died of cancer March 18 at Holy
Cross Hospital in Silver Spring. Md.
Klink began his radio career in 1930 at
wiBG(AM) Elkins Park. Pa. He moved to
Washington in 1937 und began work-
ing as a tield technician for wsvi(am)
[now wtoP(aM}]. Klink worked on pro-
grams such as Singing Sum the Barbi-
sol Man and The 864 Question. He
became chief engineer at WTOP-AM-FM-
TV and was a full-time consultant until
his death. Klink contributed to the
design and maintenance of wTop's
Wheaton. Md.. transmitter site. He is
survived by his wife, Marian. three
sons. a brother. and four grandchildren.

—Compiled by Denise Smith
e-mail: d.smith@b&c.cahners.com
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While the Internet is a prime news and information
source, the Web has now vmerged as an entirely new entertainment medium. Already, the
\et is loaded with websites highlighting movies, sports, music videos, animation and fun and
games for kids.

On June 2, Broadcasting ¢- Cable looks into Entertainment on the Internet. Our report will
spotlight top showbusiness and leisure sites and examine related profit potential. We'll look
at new technologies targetid ‘o expand the Web's entertainment scene, and we’ll report on
the efforts to move the Wel) from the computer screen to the TV screen.

If vou're looking to ride th:> crest of this entertainment webtide, you'll want to be part of this
issue. With bonus distribution at Promax in Chicago, this issue gives vour message access
to 35,000 key players in television, cable, radio and multimedia and new technology — and
event attendees. To make a big splash on the industry scene, call your sales representative
to reserve your ad space today.

Special Report: Entertainment On The Web
Issue Dzte: June 2 e Ad Close: May 23

Additional Web Specials:
Issue Date. August 11 e Ad Close: August 1

Issue Date: November 17 » Ad Close: November 7

ONE MARKETPLACE. ONE MAGAZINE.

Advertising Offices: New York 212/337,/6940 Llos Angeles 213/549/4113 Western Technology/Cable 317/815/0882
Washington D.C. 202/659/2340  Asia 81/6 956/1125  United Kingdom & Europe 011/44 171/437/0493
Website lListings & Classified Ads: 212/337/7073
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The FCC has granted a
yellow light, rather than
a green one, for NewCi-
ty Communications Inc.
to merge into Cox Radio
Inc. Instead of granting a
permanent waiver of its
one-to-a-market rule for
Cox to own a TV and seven
radio stations in Orlando,
Fla., the commission grant-
ed a temporary waiver
pending the outcome of its
TV ownership proceeding.
The waiver is good, even
though Cox has cable and
newspaper interests in the
area and an LMA with an
unbuilt TV station. The FCC
notes, however, that Cox's
47.5% ownership of the
nearby Daytona Beach
News-Journal “could pre-
sent cross-interest con-
cerns.” The FCC also grant-
ed a temporary waiver for
Cox toown a TV station, a
newspaper and a second
FMin Atlanta, though it
scoffed at Cox’s contention

that consolidating its radio
stations there would save
nearly $2.3 million annually.
The $250 million Cox/New-
City deal was announced
last May.

House Telecommunications
Subcommittee Chairman
Billy Tauzin (R-La.)in a
March 25 letter to FCC
Chairman Reed Hundt
expressed concern
about the potential
impact of the commis-
sion’'s digital TV rule-
making on low-power
television. Tauzin's prima-
ry concern is that the com-
mission complete its rule-
makings by April 3. Howev-
er, the “fundamental engi-
neering exercise the FCC is
using to distribute digital
channels ignores LPTV sta-
tions,” he wrote. “The
prospect of losing 50 to 60
percent of the LPTV broad-
cast service and more than
10 percent of the translator
stations is neither good

IinlBrief

Friedman returns to ‘World News’

More changes at ABC News last week. Executive VP
Paul Friedman will move back to executive producer
of ABC World News Tonight with Peler Jennings, a
post he held in 1988-93. He’'ll retain his executive VP
titte as well. Friedman, who was passed over for the
news division presidency when David Westin was
given the post earlier this month, replaces Kathryn
Christensen, who shifts to managing editor of the
broadcast.

Reached last week, Friedman said he opted to
return to Worid News “because they asked me and
before they asked me | had come to the realization
that | would like to get back into the business of jour-
nalism on a daily basis. It's what | love and what | care
about. The happy alternative, at least within ABC, was
to continue to work as part of management.” There
were some outside job opportunities, he said, “but this
is about the best place there is to work.”

As to regaining the program’s once-dominant ratings
lead, Friedman said: “From this day forward | am never
going to talk about ratings, I'm only going 1o talk about the
quality of the program. Our job is to just do the most seri-
ous, responsible and interesting evening newscast there
is. The program many nights is that, and we just have to
be more consistent and more adventurous about it and
more committed to it than ever before because the com-
petition is better than ever before.” —SM

public policy nor an accept-
able result.”

ABC faces a midnight
strike deadline tonight
(March 31) by 2,700
NABET employes. Negotia-
tions between union and
network officials were to
have gone on throughout
the past weekend in an
effort to come to terms
before tonight's deadline.
The union said the two
were far apart on issues
including job security and
work rules. A network
spokesperson said ABC's
NABET contract was the
“most restrictive, most cost-
ly and least flexible contract
of the major networks.” The
network would not com-
ment on contingency plans
in the event of a strike.

Bohbot Entertainment is
expanding its weekly
firstrun slate from
seven to 12 hours of ani-
mated programing begin-
ning this fall. Programs in
the Bohbot Kids Network
have been cleared for a fall
start on 104 stations cover-
ing 75% of the country. The
distributor says its goal by
2001 is to expand to 19
hours of programing per
week airing on a single sta-
tion in each market. To feed
that pipeline, Bohbot has a
deal with DIC Entertain-
ment to produce five ani-
mated series over the next
three years. The first series
will replace the workhorse
Sonic the Hedgehog in April
1998. As part of the expan-
sion, the Bohbot Kids Net-
work has been made a sep-
arate division from the dis-
tribution and ad sales com-
pany. Bohbot officials say a
BKN president will be
named soon.

Charlie Ergen, founder
and chairman of EchoStar
Communications, was
named this year's recipient
of the SBCA's Arthur C.
Clarke Award for advancing

the field of satellite commu-
nications. In accepting the
trophy, Ergen said it was
particularly gratifying to
receive an award named for
the reclusive author of
“2001: A Space Odyssey”
and other sci-fi classics.
Years ago, an EchoStar
employe traveled to
Clarke's home in Sri Lanka
to install a high-tech TV
antenna, Ergen noted.

The Small Cable Busi-
ness Association last
week said it plans to
oppose the EchoStar/
ASkyB merger at the
FCC. The group said the
merger will create vertical
integration of programing
sources and distribution
outlets. The SCBA also
said it will press the FCC to
set the same public interest
obligations for DBS as it
does for cable. “The merger
of EchoStar with ASkyB
should not be approved by
the FCC until it decides on
what [DBS public service
obligations) should be,” said
SCBA Chairman David Kin-
ley.

Scientific-Atlanta won a
$25.4 million judgment
against a Santa Monica,
Calif., cable TV pirate in
U.S. District Court in Atlanta
last week. S-A expects to
collect only a nominal sum
from that judgment, which
awarded monetary penal-
ties and damages 1o the
company from Jeff Fenley.
As National Electronic
Wholesalers, Fenley altered
and sold set-top boxes. The
judgment followed a ruling
that use of disclaimers in
ads for altered set-top ter-
minals was not a viable
defense.

Combined national and
local radio ad revenue
increased 12% on aver-
age in February (compared
with the same month last
year} according to a survey
of 100 radic markets by the
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® Dual-feed satellite dishes were on the march at last
week’s Satellite Broadcasting & Communications Asso-
ciation’s annual convention in Las Veges. EchoStar Com-
munications was showing prototypes of the dual-feed
dishes that subscribers wilt need next year to receive
programing from up to eight satellites in the Sky DTV
constellation. Thomson Consumer Electronics said it is
making progress on a DSS system dist that can accept
a satellite feed as well as local broadcast signals. TCE
will have “new developments to reveal in the near
future” on the combo dishes, said TCE Vice President
David L. Spomer.

to subscribers’ set-top boxes via an internal wiring sys-
tem. The initiative is designed to overcome building
owners’ objections to tenants installing their own dishes
and is expected to focus on buildings with fewer than
100 units

® Disney Channel Home Satellite Services introduced a low-
cost programing package for the C-band satellite TV mar-
ket. For $30 per month, the new Disney Satellite Deluxe
package offers up to 48 major channels {in addition to
The Disney Channel) such as CNN, USA Network and
superstations waN-Tv Chicago and wpix(Tv) New York.
| Disney has offered a C-band programing package with
| non-Disney channels for several years, but last week's
announcement marks the first major expansion of the
service. Today, the large-dish C-band market represents
about 2 million potential subscribers, compared with
about 4.5 million in the high-power, small-dish DBS uni-
verse. Disney would not comment on the number of sub-
scribers to its C-band service. —CL

® As of press time last week, DirecTv and USSB were
expected to make a joint announcement of a break-
through in their efforts to bring dishes to apartment
buildings and other multiple dwelling units. Details were
sketchy, but the DSS partners were expected to unveil
a plan to provide service to multiple units in a building
from a single dish, with the programing feeds delivered

| tragedy last July.

Can theateirs and ulti-
l mately the Oscars be a

Radio Advertising Bureau.
Separately, national rev-
enue was up by an average
28% for February, the RAB
reported, led by stations in
the East and Southwest.
Local revenue increased an |
average 9% across all mar-
kets, with stations in the [
East reporting the steepest

new destination for
failed television
pilots? That's what some
TV writers were asking last
week after David Frankel
and Barry Jossen won an

Buchman (Helen Hunt) has
her baby. Willis, who is
scheduled to begin taping
on the hour episode next
week, has long been on the
show'’s wish list of potential
guest stars. Willis reported-
ly is a friend of series star
Paul Reiser.

| Sidewalk is the first of the

10-15 all-purpose city
entertainment/information
guides it plans to publish
online this year. New York,
San Francisco and Boston
are next on the list ot
guides, which focus on
cultural events and restau-
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on April 1, when the New Neuwirth, which wasn't
York Yankees play the | picked up by ABC for the |

current season. The 23-
minute piece was shown
at a Los Angeles area the-
ater fast November. The
episode was rumored to

Seattle Mariners in Seattle.
Game of the Week cover-
age starts April 5; CBS
debuts Inside Pitch, its \
weekly Sunday night base-

ball show, on April 6. CBS’s | have cost about $1.5 mil- ‘
baseball coverage extends | lion to produce—likely a

through August. much bigger budget than l

All-news wess(am) New its compe iitors in the |
York won the 1996 Oscar catagory.

Scripps Howard Founda- | Bruce Willis is expected

tion National Journalism | to appear in the May 20

Award for excellence with | finale of NEIC's Mad
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

Washington on a roll

Recently, the President called for free airtime for candi-

dates, suggesting it should be one of the prices of the digital |

spectrum. He also called for creating o commiliee (o
explore that and other quid pro quos. Elsewhere. a powertul
senator was mecting with the heads of the cable and broad-
cast assaciations because their ratings system does not pass
government muster. The price of tailure there will be a
government ratings oversight committee. Not a week Luer.
four senators unveiled a bitl that would pave the way lor
exhumation of the old NAB code.

Then there came that nonregulatory bult still powerfut
force Jesse Jackson. saying that there should be aratings
system for minority participation in the media. A ratings
system. Wonder where he got that idea?

On the tree-time issue. Clinton cited the rising cost of TV
time as the biggest factor in increased campaign spending.
And that spending pressure. of course, has been blamed for
the abuses that have been so much in the news of fate. Blam-
ing such abuses on the cost of campaigning is like blaming
the thett of a Lexus on the high cost of luxury cars.

But forget the Lexus: Washington has tound the keys to
the steamroller and is piloting it toward that copy of the
Constitution under glass at the National Archives.

Try forcing newspapers into rating their columns and giv-
ing away pages to local politicians and the banner of John
Peter Zenger will be raised on every street comer. as it
should be. This is broadeasting. however, where the price of
spectrum is the First Amendment. Talk about overpaying.

Eye on the future

Today (March 31) marks something of o historic day in the
relationship of broadeasting and cable. With the planned
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Peggy Conlon, vice president/group publisher
Donald V. West, editor/senior vice president

launch of CBS Eye on People. cach of the major broadcast
networks will also have at least one signature cable network.

Now alt of the Big Four owners are walking thay
tightrope between two traditional competitors. trying o
convince each that they are complementary services that
will benefit trom cross-promotion and cross-pollination
rather than two rivals married at the business end of a shot-
wun wiclded by their corporate parents. [t will take some
getting used to on both sides.

ABC and its atfiliates are still negotiating over exclusivi-
ty of network programing. which one attiliate executive
called the stations” “lifeblood.” NBC station group heads.
who miet with network brass over repurposing two wecks
ago and got a guarantee of at feast a year's exelusivity on
entertainment fare (B&C March 24). called it the biggest
issue affitiates have had to deal with in the past 30 years.
Given such issues as must carry and affitiate compensation,
that's saying something. CBS said last week that it will
have to move carefully as it tries to capitalize on synergies
between its broadeasting and cable operations.

That synergy includes featuring every major CBS News
personality on the cable channel. cross-promoting it on the
network and even “throwing our erown jewel., 60 Minutes.
into the mix.” as CBS News President Andrew Heyward
put it last week. And just o show it is a two-way sireet.
CBS says it will make some of its Eye on People material
available o stations.

Broadcasting and cabte are bound by chains of mutual
dependence (some would liken it w the refationship
between Tony Curtis and Sidney Poitier in "The Defiant
Ones™). Those bonds extend from cross-promotion and
repurpusing on the network level to local sales cooperatives
and joint news ventures on the tocal level. They are bonds
that will make most broadcasters a “must carry™ in actuality
even it they are no longer so in law. The CBS eye has
opened on a new age. The era of broadcasting aad cable is
truly here.
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Video Compression /
Encoding Technology That's Leadin
the Way to Higher performance.

It unmatzhed perfcrmance in video
compession cading is what you seek
look no further than Dki's YS3000 series
of MPEG2 encode-s. The YS3100
multichannel enccder cen handle a
maxirum cf 55 channels and is capasle
of ATM multiplexing over
STM4(622Mbps) interface. Its highly
efficient transport of MFEG2 and MPEG1
streams makes it ideal for use in a digital
CATV broadcasting system. Users
searching for a system at a corporate
level, the compact YS3200 is the logical
choice. Occupying a space no larger
than a home VCR, the YS3200 is proving
itself to be a powerful tool in configuring

For more informaticn,Contact :

Oki Electric Industry Co., Ltd.

Overseas Marketing & Sales Division
4-10-3 Shibaura, Minato-ku, Tokyo 108 Japan
Tel: +81-3-5445-6353 Fax:+81-3-5445-6336

hup: /Iwww . cki.co.jp

—
-

such systems as TV conferencing and
multimedia servers.

Whether your plans include transmission
vic satellite or the WebTV, Oki's YS3000
series promises to offer a versatile and
flexible solution to your video
compression needs.

The YS3000 series from Oki : It's a good
reason why your image is looking better
all the time.

Oki Network Technologies

785 North Mary Avenue Sunnyvale, CA 84086-2909

Tel:408-737-6383 Fax:408-720-1139
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MPEG 2
Multichannel
encod

YS3100 |-

Ideal solution for various
digital broadcasting
systems,

MPEG2 CODEC §ummn

Y$3200 =

A powerful but compact tool for TV
conferencing and multimedia
servers.
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People to People Technology
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1967 Matsustila Electrc Corporation of AMei ) e

When the Quincy Group decided to convert to nonlinear fo- their five midwest broadcast stations, they turned
to Panasonic’s POSTBOX.
“The system is well-constructed, well thought-out,” says Quincy’s Director of Capital Projects, Brad Dreasler.
“Everyone likes the Windows® operating system, which contributes to the system’s overall ease-of-use.” Dreasler
says that they had confidence in Panasonic as a broadcast campany, “...not a computer outfit. In Panasonic, we
have a partner of considerable size and longevity—both important considerations.” ~
Now the Quincy stations are using POSTBOX for on-air prcmos, as well as commercials, PSAs, and industrial
and training videos. WGEM Production/Promotions Manager, Jim Lawrence says in the first month, the POSTBOX
doubled their production capability. “It's a myth that you have to spend $100,000 to get the right equipment. 7‘
POSTBOX does everything we need at 40% of that cost.”
Around the stations they say that productivity is up. And, “with POSTBOX, we don’t need a Iot of time—we're .‘
doing better spots in less time!” ) s
4
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| “In the first month, POSTBOX u
doubled our production capability.” [

JIM LAWRENCE, PRODUCTION/PROMOTIONS MANAGER, WGEM, QUINCY, IL
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FFor more information call 1-800-528-8601 (upan request enter product code 5), Panasonlc 4
or visit us on the Web @ hitp://www.panasonic.CofBys Broadcast & Digital Systems Company
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