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TOP OF THE WEEK / 4 NN

how best to mike the rapid transition to digital. / 4

UHF broadcasters ponder DTV power petition UHF broadccsters could ask
the FCC 10 rake another look at its rules on digital TV power. Responding s UHF con-
cemns, the FCC this month placed caps and floors on digital TV power leve s. / 6

Capitol Hill may be in Sky’s way News Corp. Chairman Rupert Murdoch may have 5
] ] ¥

DTV: A confusion of riches Stution owners determined to broadcast DTV were
faced with high costs and an array of options at NAB "97, leaving some comfused about

Among featured
programang this
fall 01 cable

will be ‘Fargo’
on TNT. /12

trouble getting the quick legislative fix he needs 1o move forward with SKy’s plans to retransmit local broadcast signals. / 7
Evergreen adds Gannett powerhouses Evergreen Media Corp. announced plans to acquire Gannett Broad-
casting stations in Chicago, Dallas and Houston for $340 million last week. / 10

Senators bach Powell over Chong FCC Commissioner Rachelle Chong’s campaign for ieappointment went
down in deteat last week. when Republican senators backed Michael Powell, a Justice Department lawyer and the son of

Colin Powell. for Chong’s seat. /12

BROADCASTING / 35

Silver King morphs in Miami 11 a1l goes uccording
to Barry Diller’s plan, Silver King’s UHF outlet in Miami
will replace the Home Shopping Network feed it now airs
with 10-12 howrs of locally produced news, entertainment
and sports programing cach day. / 35

Wayans back at Fox Kecnen Ivory Wayans, who
created Fox's 1 Living Color, is headed back to Fox—this
time in a first-run, Jate-night talk show strip distributed by
Disney’s Buena Vista Television. / 36

CABLE /53

Liberty’s dealmaker |n ihe seven vears he's been
CFQO at Liberty. Robert ““Dob” Bennett has shown that while
he may not have the high-profile media exposure ot his pre-
decessor, Peter Barton, he’s Barton's peer in making deals.
Bennett discusses Liberty’s present and
future with BROADCASTING & CABLE. / 53

TCI comes to terms with
Disney, ESPN TCi Communications
last week signedd milestone contracts with
Disnev Channel and ESPNEWS and
extended contracts with ESPN and
ESPN2, moves that may set the tone for
other network/operator negotiations. / 56

Lifetime begins sports

division Lifetime is capitalizing on
rising nterest in women’s sports by cre-
ating a new division—Liletime Sports.
The network plans to air live weekly tele
casts of WNBA games, in addition to a
variety of sports speciuls centered around
women. / 64

Broadcasting & Cable April 14 1997

1

Jerry Offsay
wasted little time
unveiling a pian
to bcost the Hag-
ging fortunes of
Showtime when
he took over as
president of pro-
graming three
years ago. / 58

| Rosieanne wraps,
| anc' raps Afier nine
| years. the executive pro-
ducer and star of Rose-
anne lelt no sentimental
speech, no drawn-out
200 -bves at the show s
final taping. But Rose-

| anne talked about her
nine seasons with the
ABC sitcom with Broap-
CASTING & CanLe. / 28
Cover photo by Tim Rue

i od

Telemm
MS/Intel/Compaq talking standards The
Microsoft/lrtel/Compag coalition plans to call on all con-

tent providers, including cable and satellite companies
regarding DTV 1echnical transmission standards. / 70

MTV revamps for Web-heads MTV revamped its
Website. and has created a significant online commercial
lietoN2K. / 71

Special Report: Digital ad insertion For compa-
nies that praduce digital advertising-insertion systems,
1996 was the best o years and the worst of years. A nr-

ket shakeow lett some with more clients than ever, while
others sank. / 72

Changing Hands.....47 Datebook ............... 22 InBrief ... Y6
Classified .............. 81 Editorials................ I8 Network Rutings ... 44
Closed Crreuit ... 14 Fues & Fortunes....94  Washingion Watch..24
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DTV for Pain and Profit

Costs, services, formats among myriad steps on road to digital TV

he FCC's timing made it
Tincviluble. By adopting rules for

digital television two weeks ago,
the agency ordained that the subject
would dominate the NAB convention
in Las Vegas last week.

While some broadeasters grumbled
aboult the cost of starting up digital sta-
tions, most seemed intrigued by the
moncy-making potential. On the
exhibit floor, in technology demonstra-
tions and in a packed panel session,
they looked for answers on how 1o pro-
ceed. Unfortunately, they found ques-
tions in greater supply.

By convention’s end, even the most
enthusiastic would-be DTV broadcast-
ers recognized that the switch to digital
would be fraught with expenses and
headaches, “It's going to be a major-
league ballbuster,” said one broadcaster.

AL its convention-eve meeting, the
FCC gave each TV station a second
channel for digital broadcasting and
considerable freedom in how to use it.
1U's up to the stations to decide what
services to provide and, within the
bounds of the DTV transmission stan-
dard adopted last December, what TV
format to employ.

Such “difficult choices™ are better left
1o the broadcasters and the marketplace,
FCC Chairman Reed Hundt said in his
Tuesday speech. “These are not deci-
sions government should be making.™

The biggest question facing digitally
conscious broadcasters is how to pay for
it. Despite the steep costs, stations
appear to have little choice but to play.
I they refuse their digital channels, they
risk being squeezed out of the business.
The government expects all stations 1o
return all the analog channels that they
are now using by 2006, although the
give-back date could be extended.

Another key decision is what kind of
TV service to offer.

Today. the principal choice 1s either a
single channel of high-definition televi-
ston or several channels of “standard™
or “enhanced” definition television
with lower picture quality. CBS is lead-
ing the HDTV camp, but ABC und Fox
are inclined toward multichannel TV.

Visitors to the Advanced Television Systems Committee's NAB booth could watch a
live broadcast of 1080-1 HDTV from KLAS-TV Las Vegas. Next door, Nippon
Television, Japanese broadcaster, showed cameras and recorders based on 720-P
and 480-P formats, which may be used for broadcasting muitichannel channels of

enhanced definitition television.

HDTYV proponents think multichan-
nel is a mistake. “There are 10 televi-
sion stations in the Raleigh market, and
I'd hate to wake up one moming and
suddenly find there were 0.7 said John
Greene, of WRAL-TV Raleigh, N.C.. one

of the seven experimental DTV sta- |

tions now on the air.

HDTV proponents have embraced
the 1080-1 format (1080 lines with
interlaced scanning and 16:9 screen
aspect ratio). And some of the multi-
channel TV proponents were zeroing
in on the 480-P tormat (480 lines with
progressive scanning and a 16:9 screen
aspect ratio).

Complicating (or at least confusing)
the service and format questions at the

convention was the appearance of three |

leading  computer  companies—
Microsoft, Intel and Compaq. At a
Monday demonstration at the Treasure
Island hotel. they urged stations to adopt
a 720-P format (720 lines with progres-
sive scanning) that would be most com-
patible with personal computers.

wwWw americanradiohistorv com

They also said broadeasters should
go beyond mere television and create
Web-like multimedia content in which
video is combined with audio, text and
animated graphics.

And what’s in it for broadcasters
who follow the computers”? What every
broadcaster wants, say computer com-
panies: viewers. “Within five years we
can have between 20 million and 40
mitlion computers out there that are
capable of showing people digital TV,
said Compaq’s Bob Stearns. “That is a
larger number by far than the consumer
electronics manufacturers, who by
their own estimates might have in the
same period of time maybe a million
sets that will sett for $3.000 to $5.000.”

Despite the promise, the computer
proposal drew mostly negative
reviews. Broadcasters said they are
better off waiting for those digital TV
sets. They may not penetrate the mar-
ket as fast as the TV-ready computers.
but they will be able to receive any of
I8 different formats inherent in the

~ April 14 1997 Broadcasting & Cable
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WVUE Television, New Orleans,
is now represented nationally by
Katz American Television.
WVUE, an SF Broadcasting station,
is one of the strongest
Fox affiliates in the country
and the leader in prime time for
Adults 18-34 and Adults 18-49

and in access for Men 18-49.

WVUE and Katz American

Television. Together, offering

national advertisers the
best opportunities in the

New Orleans DMA.

Katz. The best.
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FCC's DTV standard, includ-
ing 1080-1 HDTV and 480-P
multichannel TV.

“They 're just trying to con-
fuse broadcasters and delay
HDTV while they get their

Market

Jop of the Week—
DTV DOLLARS

LIN Television is spending $15.4 million on
DTV through 1997 [dollars in millions)

Transmitter Sindio

Tower building cameras

they will continue to suffer
inferior coverage in the digital
age (see story below). Others
believe the FCC decision 1o
pack so many DTV siations

Total below channel 60 will exacer-

bate interference among sta-
tions. *It's like pouring 10
pounds of sand inte a five-
pound sack,” said Wiley.
Despite the problems and
costs, most broadcasters were
ready to push forward with
DTV—us soon as they could

own act in order,” Robert
Graves. head of the Advanced
Television Systems Commit-
tee. said of the computer pro-
posals. “You don’t have to
choose—you can have it all.”

Washington lawyer Richard
Wiley, who headed the indus-
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try group that drafted the DTV
transmission standard, urged
broadcasters to stick with HDTV. “Duz-
zling pictures on a wide screen will be
the driving force of digital in the future.”

Most of the talk at the show involved
paying for DTV. Victor Tawil, with the
Association for Maximum Service
Television, estimated that the per-sta-
tion costs to wm on a digital station and
produce digital programing will, on
average, cost $7 million—$12 million.

For stations switching early in the
process, the costs are even higher
because much of the equipment is still
in prototype. WRAL-TV's Greene,
whose station is one of several experi-
mental DTV stations now on the air,
told of digital encoders that cost
$500,000. But such prices will drop as
manufacturers start competing for
business in the broader market, he said.

“Why is it that we get so fixated on
these costs now?" asked Stuart J. Beck.,
president. Granite Broadcasting Corp.
“The price is going to spend 18 months
going down.”

For the time being, Beck said, Gran-
ite plans to install only enough hard-
ware—mostly transmission equip-
ment—to pass through DTV program-
ing from the networks, he said.
“What's the rush if consumers don’t
have HDTYV sels?”

LIN Television Corp. has been
preparing for the digital shift for two and
a half years, said LIN President Gary
Chapman. The group has already spent
$15.4 million, he said, and will spend
another $40 million to go digital,
although half’ of that would have been
spent just to replace obsolete equipment.

One small-market broadcaster won-
dered what kind of relief the commission
might grant smaller stations, which are
expected to make the switch in five
years, The capital costs are troubling, he
said, especially considering that “my sta-
tion is only worth $3 million.”

any relief. but noted that the stations may
fulfill their DTV license obligation by
starting with a low-power signal cover-
ing only the community of license. “Pro-
tect your licenses,”™ he warned.

Other issues aboiind. Some of today s
UHF broadcasters are concerned that

decide on service. format and
a hundred other issues. Said
Pat Scott, who runs Fisher Broadcast-
ing. owner of KOMO-TV Seattle, another
experimental DTV station, “It’s painful
but fun.” .

Written by Steve McClellan. Glen
I Dickson. Liz Rathbun

UHF i)roadcasters ponder

DTV power petition

Stations worry power caps and mininums won't be enough

By Chris McConnell
WASHINGTON

U

HF broadcasters could be asking
the FCC to take another look at
its rules on digital TV power.

Responding 1o UHF concerns about |

the amount of power that stations will
have to transmit signals in the digital
age. the FCC this month placed cups
and floors on digital TV power levels.
The 50 kw minimum and | megawatt
maximum were aimed at allaying UHF
worries that existing UHF broadcasters
would not have enough transmission
power to reach customers in their cur-
rent service areas,

UHF broadcasters welcome the
FCC’s response to their concerns, bug
say they are not convinced that it will
solve all their problems.

“We are gratified...but were not satis-
fied,” Sinclair Broadcast Group's Nat
Ostroft says of the power caps and mini-
mums. Broadcasters await the commis-
sion’s channel-allotment table. he says,
adding that they plan to review the ef-
fects the power minimums and maxi-
[ mums have had on it.

“Muaybe the table has changed.”

The FCC's Saul Shapiro didn't offer | Ostroff says.

| But it large disparities still exist be-
tween the power levels assigned to
VHF and UHF stations. Ostroff says.
the UHF broadcasters will be ready to
ask regulators to reconsider the allot-
ment table.

That prospect irks some FCC offi-

cials, who thought they had settled the
issue. “The item met the needs of UHF
broadcasters,” says one official. Anoth-
er suggests that the government recon-
sider its decision to grant the industry
the digital transition channels.
[ “Maybe we should take Eddie Friuts
seriously and get government out of the
business,” the source says, citing the
address by the National Association of
Broadcasters president to last week’s
NAB convention,

FCC ofticials hope to issue their dig-
ital allotment table this week. If UHF
broadcasters challenge it, the officials
might still be able to proceed with the
DTV licensing process while reviewing
a UHF petition. Ostroff says the broad-
casters probably would ask the FCC 1o
allow increases in UHF digital power
rather than request a complete rewrite
of the table.

“We don’t want to restart the whole
| process.” he says. ]
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Jop of the Weelk

Hill limiting Murdoch’s vision of Sky

Lawmakers™ concerns likely to slow DBS's pace

By Heather Fleming
WASHINGTON

ews Corp. Chairman Rupert
N Murdoch needs a quick legisla-

tive fix to move forward with
SKky's plans to retransmit local broad-
cast signals. But he failed to convinee
lawmakers last week that his plan
should slide through Congress at the
pace he needs.

Amid growing concern over rising
cable rates and the lack of competition
in the cable industry. Murdoch pitched
Sky to lawmahkers last week as the first
real competitor to cable.

“For the first time,” he told the Sen-
ate Commerce Committee. “when con-
sumers choose between cable and DBS
offerings, the choice before them will
be between two cquivalent offerings—
choices with equivalent programing
packages. equivalent service to multi-
ple sets in the home and equivalent
sign-up costs.”

Trying to put lawmakers at ease over
“must carry” and “regulatory parity”
between Sky and its cable competitors.
Murdoch told the committee that he and
his company would “do everything we
can 1o accommodate everybody—hig
and small.™ Sky will devote more than
one-third of its capacity to local broad-
casters. with plans to carry the four
major broadeast networks, WB. UPN, at
least one major PBS station and major
independents in most markets, he said.

With a goal of reaching 25%-30% of
U.S. houscholds by the fourth quarter
of this year, Sky needs a quick change
in copyright law to allow it to retrans-
mit only those local signals within a
designated marketing arca (DMA).

The latest scenario discussed would
attach an amendment to that effect to the
FY 97 supplemental appropriations bill.

Such an amendment appears increas-
ingly unlikely. however, given the con-
cerns of congressional feaders in both
the House and the Senate. Senate
Minority Leader Thomas Daschle (D-
S.D.) told B&C that Murdoch would
“have a lot of trouble getting that done.™

And Senate Judiciary Committce
Chairman Orrin Hatch (R-Utah), whose
committee has jurisdiction over copy-
right issues. wrote Senate Appropriu-
tions Committee Chairman Ted Stevens |

(R-Alaska) to object to any resolution ol |

the issute in an appropriations measure
“without the review and decision™ of his
committee.

On the House side. a spokesperson for
House Commerce Committee Chairman
Thomas Bliley (R-Va.) said Bliley “has
long opposed the notion of legislating on
an appropriations bill.” An aide to House
Telecommunications Subcommittee
Chairman Billy Tauzin (R-La.) also
stressed the importance of not “short-cir-
cniting” the legislative process.

“We're not looking to do anything in
the dark of night.” responded Sky
exccutive Preston Padden. “"We had a

public airing here today. [and| a public |

airing is probuably going 1o be sched-
uted later this menth in the House.™

Jurisdiction and timing are the prob-
lems. Hill sources say. The judiciary
committees want to exert their primary
jurisdiction. but they probably will
wail for a report from the U.S. Copy-
right Office on the cable and satellite
compuisory systems that is due out in
August. Meanwhile, Commerce Com-
miltee members are concerned aboult
giving Sky the OK 1o retransmit local
signals without first considering the
broader policy implications,

Future competitors also are wary of

a hasty settlement.

“1 feel sorry for the poor little guy
with a TV station that would be left out
of the mix.” says Stanley Hubbard,
Chairman of United States Satellite

wwWwW americanradiohistorv com

Amos Hostetter and Rupert Murdoch
confer at last week’s Senate hearing

Broadcasting Company (USSB).

Decker Anstrom, National Cable
Television Association (NCTA) presi-
dent. says that Sk needs to put its ‘eg-
istative proposal in writing. ~'F heard
six different formulations of must
carry. | also don’t know what program
access rules News Corp. agrees or
doesn’t agree 10,7

Continental Cablevision CEOQ Amos
Hostetier cautions that allowing Skv to
proceed with its plan “must be condi-
tioned on mMust ¢irry. program ace2ss.
crossownership, axd other public inter-
est obligations. In order for there to be
fair competition, there must be regula-
tory parity.” |

No ratings change without parents say so

LAS VEGAS—Motion Picture Association of America P esident Jack
Valenti told broadcasters last week that the TV industry would not
change its ratings system unless parents say so.

“I have said publicly that we are flexible about chang ng the guide-
lines. But we are not going to make large revisions unle:ss and until real
parents with real kids tell us they want a change,” he said.

Earlier that day he told BROADCASTING & CABLE that NAE President Eddie
Fritts and NCTA President Decker Anstrom assured Sen:ite Commerce
Committee Chairman John McCain (R-Ariz.) they would tie “delighted” to
meet with children’s and parental advocacy groups and “lo try to tell them
what common sense attitude we took fin developing the ratings system].”
He also said that they told McCain they would attempt to Jetermine what
parents think of the fledgling system by conducting two nationwide polls.

If the national polls find 50% of parents say the ratingis system is help-
ful, that would be acceptable, since a similar percentag2 approved of the
movie ratings system when it first came out, Valenti said.

—F
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-Top of the Week

Evergreen adds Gannett
powerhouses in top markets

Sells two Chicago FMs to Bonneville

By Donna Petrozzello

NEW YORK

fter months of speculation
aboul which group would buy
Gannett’s remaining radio
propertics. Evergreen Media Corp.
last week announced plans to acquire
Gannett Broadcasting stations in
Chicago. Dallas and Houston for

to Arbitron’s tall 1996 ratings. WGCl-
An-Fa carned o combined 7.6 share;

| KHKS carned @ 6.1, and KKBQ-AM-FM
carned u combined 4.7 with listeners
12 and older in overall Monday
through Sunday dayparts.

Since the acquisition gives Ever-
green seven £M stations in Chicago.
the company announced the sale of
s wiee-rMm and weNT{FM), both

35340 million. Chicago. 1o Bonneville International

The stalions—wGCl-AM- Corp. The sales bring

Fv Chicugo, KHks(em) Dallas Evergreen within FCC
g CHANCELLOR

and KKBQ-wM-1n Hlouston—
will be folded into Chancel
Jor Media Corp., the merged company
ol Evergreen and Chancellor Broad-
casting Co.

Revenue from the stations was esti-
mated at $47.6 million, according to
Duncan’ s Radio Marker Guide tor
1996, The stations boost Chancellor
Media's group revenue 1o almost
$750 mitlion. according to 1996 esti- |
mates by Drrean” s and BEA Research
Inc. |

The Gannett stations are strong in
lhcir rcspcclivc markets. Accm'din"

ownership guidelines tha
limit broadcasters 1o live
stations of” a single frequency in 1op
markets. Evergreen intends to retain
wLue-Fa talk show host Jonathon
Brandmeier on another company

owned station.

Along with the Chicago pair of sta-
rions. Bonneville will acquire Kprc-
iy San Francisco from Evergreen.
Bonneville will pay $205 million tor
the three FMs. according 1o Ever-
arcen.  Bonneville also  owns
wrymx(ry) Chicago and KOIT-AM-FA
[ San Fr;mciscu Last month. Bon-

— . ers 1

News Corp./Family talks ‘on track’

WASHINGTON—News Corp.'s talks with International Family Entertain-
ment are on track, “if everything is the same as it was when | was in New
York two days ago,” Rupert Murdoch told BroapcasTing & CasLe after a
Washington Senate hearing iast week. Murdoch also said that News Corp. |
is not, in fact, interested in buying Fox Sports Net
partner Liberty Media’s 50% share. :
Murdoch is frying to buy 40% of IFE, |
with father-son team Pat and Tim Rob- |
ertson maintaining voting control and
20% ownership. The other 40% remains
up for grabs, with IFE unwilling to com-
ment on potential purchasers. Frequent
News Corp. partner Liberty Media has
been named as one suitor, but relations between l
Murdoch and John Malone, a major Liberty share-
{ holder, recently have been strained.

Murdoch, who says he wants to expand his Fox Kids Network and other
family programing, has been talking to IFE about providing its networks
with a 12-hour block of kids programing (B&C, Feb. 10).

Murdoch also offered insight into another programing rumor: The Aus- I
tralian-born media mogul does not plan to buy TC! subsidiary Liberty
Media out of its 50% interest in Fox Sports Net. "We want to remain part-
ners with them,” he said. “We don’t want to lose their carriage.” —PA

www.americanradiohistorv.com

What’s in a date’)

Apparently,
some read-
ers misun-
derstood our
Special En:
gineering
Publication
| Number Nine
(SEP 9) ab-
breviation on
last week's
April 3 NAB
Technology
Report, mistaking it for the abbrevia-
tion for September 9. We regret the
confusion.
OK, we goofed. The editors
| swear it was the computer’s fault.

neville signed an agreemient 1o pur-
chase KPIx-FM San Francisco from
CBS Radio.

According 1o Chancellor Media
CEO Scott Ginsburg, Chancellor
emerges with top-ranked market share
in Detroit, Houston, Washington and
Sun Francisco. Chancellor becomes
second in market shine in Chicago, Los
Angeles. New York and Philadelphia
as a result of acquiring Gannett's sta-
1ons.

In Chicago. a longtime Evergreen-
dominated market. Chancellor Mediu
will control WyIvP(AN). WEIM-AN-ENL
WNUA(EM), WRCX(EM), wyvaz(iEM) and
waGci-an-Fan In Dallas. Chancellor will
own KSKY () and KHRS(END). In Hous-
ton. it will own KKBQ-AN-I'\, KLOL(FM)
and RTrH(AM),

Ginsburg predicted growth for
Chancellor in Dallas and Houston. say-
ing the newly acquired stahons “repre-
sent important addinons to our existing
Dallas and Houston holdings. and pre-
sent Evergreen with further growth
opportunities in both markets.”

Bonneville President Bruce Reese
savs (he purchase of the Clhicago and
San Francisco stations “is among
Bonneville's most significant 1o date.
Our continued c¢flort 1o build holdings
in the top 10 markets took a major
leap.”

As aresult ol its most recent transac
tion. Chancellor Media will own and
operate 101 stations in 21 ol the na-
tion’s top 40 markets. say Evergreen
ollicials,

Chancellor’s latest acquisition is
eapected to close in fourth quarter
1997, subject to FCC approval. ]

April 14 1997 Broadcasting & Cable


www.americanradiohistory.com

ICE Briefl No. 72462-bd

THIS AD DOES NOT EXIST. IF IT DID
EXIST, WHICH IT DOES NOT,
IT WOULD NOT PERTAIN TO
ANYONE EITHER LIVING OR DEAD.

e’re not paranoid—just careful. We have to be. We’re 1ce™~the Information,

Communications, and Entertainment Practice of KPMG. At this very instant. al

over the world, we’re discreetly advising, fixing, re-engineering, and creating strategies

for clients in 1cE-related industries such as computer technology, software, publish-

ing, cable, and telecommunications. Whether it’s corporate strategy, enterprise

package solutions, outsourcing,
or audit and tax planning, our
“partners” can handle it. Quietly.

In addition, through our ex-
tensive worldwide contacts, we
can arrange introductions, recom-
mend alliance partners, or keep
our ears to the ground for any
interesting new opportunities.

Sorry. We must go now—we’ve
already said too much.

If you need further briefing,
you can contact our Web site at
http://www.ice.kpmg.com or
call 1-415-813-8194 and ask for
our National Managing Partner,
Steve Riggins.

We emphatically and cate-
gorically deny the existence of

this or any other communication.

gy KPML Pran Marwick 1) Fisthe Uy oembier firm ol

Our Me: Papipary

InForRMATION., COMMUNICATIONS & ENTERTAINMENT

Good advice whispered here.™
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Senators backing Powell for FCC

Support comes at expense of Chong’s bid for reappointment

By Chris McConnell

CC Commissioner Rachelle

WASHINGTON
Chong’s public campaign for

I re-appointment went down in

a public defeat last week.

Republican senators said they
are backing the Justice Depart-
ment’s Michacl Powell for
Chong’s seat, which expires June
30. Senate Majority Leader Trent
Lott (R-Miss.) in January recom-
mended House Commerce Com-
mittee Chief Economist Harold
Furchtgott-Roth for the seat vacated
last year by former FCC commissioner
Andrew Barrett.

“Mr. Furchtgott-Roth and Mr. Pow-
ell bring the expertise the FCC so badly
needs at this time,” Lott said last week.

“This package...retlects our concerns
that the best individuals serve at the
FCC.” added Senate Commerce Com-
mittce Chairman John McCain (R-
Ariz.). For months McCain has been
backing Powell—son of retired general
Colin Powell—for an FCC slot.

In February. McCain suggested
Chong move on once her term expires.
Chong responded with a statement of
her plans to seek reappointment. NAB
President Eddie Fritts and Cellular
Telecommunications Industry Associ-
ation President Tom Wheeler followed

with public endorsements of her bid for

| Harold Furchtgott-Roth (1), Michael

Powell (r) and William Kennard (top) are
lined up for three FCC slots.

reappointment,

But the support was not enough. Sev-
cral sources long have speculated that
Chong’s votes on some spectrum auc-
tion issues antagonized the pro-auction
McCain. In 1995, for instance. she voted
with Barrett and Commissioner James
Quello to process 100 pending wireless
cable license applications through lotter-
tes rather than auctions.

*I have brought the West Coast per-
spective of an Asian American and the
expericnce of a practicing communi-
cations lawyer to FCC decision-mak-
ing.,” Chong said. *I am proud of what

| have been able to accomplish in the
last three years.”

Chong added she plans to stay at
the FCC until her successor takes
otfice,

The Republicans will send their
geommendation for Powell to the
Mhitc Housce. which nominates FCC
Eommissioners and sends the nomi-
fations o the Senate for approval.
¢ Both Powell and Furchigott-Roth
arc described by friends and associ-
' -ules as conservative and deregulato-
.. Furchigott-Roth, for instance,
has co-written a book that was critical
of the 1992 Cable Act and the FCC’s
implementation of the law.

Some western-state senators may
press Furchtgott-Roth on the issue of
telephone universal service. Sources
say the House economist’s deregula-
tory principles may place him on the
opposite side of senators favoring a
more extensive regime for funding
rural access to telecommunications,

“Buased on the names 1 have seen and
my knowledge of them. | have some
serious concerns,” said Senate Com-
munications Subcommitiee Chairman
Conrad Burns {R-Mont.).

Senators also will be reviewing the
Clinton administration’s nominee for
the Democratic seat Commissioner
James Quello is vacating this year. That
nomination is expected to go to FCC
General Council William Kennard. =

Sneak peek at cable’s fall

Discovery, Turner, Lifetime announce program acquisitions

By Joe Schlosser

able offered a preview last week |

NEW YORK
of some of what next scason has |

c in store as Discovery Networks. |

Turner Broadcasting System Inc. and
Lifetime released their schedules.

Discovery

Discovery Networks Chairman John
Hendricks says his company will spend
nearly $500 million on programing that
will be divided among Discovery Chan-

Planet and various other entities run by
Discovery Networks. Spread among the
three networks. Discovery officials say,
will be more than 1,700 hours of original
programing. Officials would not say
how much programing costs will
increase from the previous year.
Discovery says the network is seen
in more than 70 million homes. while
The Learning Channel has topped 60)
million and new network Animal Plan-
et has hit 18 million subscribers. Esti-
mates have Animal Planet reaching 25
million-30 million by year’s end and

I

nel, The Learning Channel, Animal | 35 million by the end of 1998, Animal |

Planet reportedly has paid cable opera-
tors $5-$8 per sub for carriage.

The networks” upcoming programing
includes 14 original specials for both
Discovery Channel and The Learning
Channel, while Animal Planet will air a
variety of children’s and animal shows.
Animal Planct officials say the network
will offer more than 65% original pro-
graming in prime time by year's end.

WTBS and TNT

At Tumer, the networks will continue to
divvy up top-name film and off-network
series between wTBs{Tv) Atlanta and
TNT. Turner officials say wTss will get
the sitcoms and comedy films, while
TNT will air the one-hour dramas and
movies,

wtBs will add off-network sitcoms

www americanradiohistorvy com
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Couch, Roseanne and Full House 1o
its prime time lineup. wtss officials
say they are emphasizing sitcoms
and will add former NBC series The
Cosby Show and The Fresh Prince
of Bel-Air in 1999, wtgs also will
have the television premieres of
films “Dumb and Dumber,” “The
American President’” and “Mortal
Kombat™ in 1998. wins President
Bill Burke says the following year
the network will debut “Absolute
Power™ and “Michael.”

TNT will add off-network series
Lois & Clark, ER and Babylon § in
1997-98. It also will debut theatrical
releases “Fargo.” “Dolores Clai-
bome,” “Forget Paris,” “Lone Star,”
“Rumble in the Jungle™ and “Corrina,
Corrina.” Starting this spring TNT will
air 14 original films, including Hope,
starring Goldie Hawn, in October. TNT
will continue with its NBA and NFL
coverage and will air 50 hours of the
1998 winter Olympics in Nagano. Japan.

Lifetime
Lifetime is developing a handful of

Jop of the Weele

Oscar-winner_‘Fargo' will air on TNT.

series pilots from which network offi-
cials will select two 1o debut next sea-
son. Dawn Tarnotsky. Lifetime senior
vice president of programing and pro-
duction, says both of the shows will
be comedies that will air starting at
p.m. The shows will be aimed at
women to fit Lifetime’s “Television
for Women™ banner. The two original
series will be the first for the network,

TCI halts spin-offs

which launched in February
1984,

Lifetime also will debut two
magazine-style shows and a late-
night talk show. Katie Brown will
host a weekly magazine show
under her own name that will
cover such lifestyle topics as
entertaining. cooking and garden-
ing. The other magazine, a daily
half-hour project that has yet to
be named. will feature segments
on beauty, tashion and fitness,
and will air between 5 and 8 p.m.
J Both will debut in October.

As for the late-night talk show,
Tarnofsky says the network has
not decided if it will be a half-hour

or hour. She does say it will be more of
“a Charlie Rose—style talk show than a
David Letterman one”™ and that Life-
time is talking with a few host candi-
dates. all women. The network will
continue to carry 12 original films a
year and has four specials in develop-
ment. One special, to be hosted by Jane
Fonda, will air on Mother’s Day and
spotlight five mothers” lives. »

For now, it will keep Liberty, Southern Satellite,
International after unfavorable IRS ruling

By Price Colman
DENVER

ele-Communications In¢.’s deci-
T sion to put three proposed spin-

ofts on hold is, at worst, a momen-
tary cloud over the businesses that
should soon pass. analysts say.

TCI announced atter the close of
markets Wednesday that it was sus-
pending plans to spin off Liberty
Media Corp.. Southern Satetlite Sys-
tems (which includes Liberty's 9%
interest in Time Warner) and TCI's
82% ownership of Tele-Communica-
tions International Inc, TCI based its
decision on the IRS refusal to grant
tax-free status to the spin-offs.

“Clearly the market had anticipated
a favorable [IRS] ruling.” says Spencer
Grimes of Smith Barney. “In that
sense, iIL's a near-term negative. But the
value of the assets is still there.”

Liberty’s Class A shares (Nasdaq-
LBTYA), which had been showing
strength, promptly tell $1.375, to

Broadcasting & Cable April 14 1997

$19.625; TCI's Cluss A shares (Nasdug-
TCOMA) fell 37.5 cents. to $11. near a
52-weck low. Liberty’s supervoting (10
voles per share) Class B shares (LBTYB)
remained steady at $20.50. while TCI's
Class B shares (TCOMB) fell 50 cents. to
$10.75. Tele-Communications Interna-
tional (TINTA) took only a slight hit,
falling 12.5 cents. to $10.875.

At least one analyst sees a potential
silver lining in halting the spin-offs: “I
suspect that when the Time Warner
Entertainment issue is resolved with
US West. the effect is going to be that
Time Warner shares will increase sig-
nificantly in value.” says Chuck Ker-
sch of Neidiger Tucker Bruner, a Den-
ver financial services firm. “There-
fore, Liberty shares are going to
increase and TCI shares are going to
increase because it’s a major share-
holder in Liberty.™

Kersch also suggests that delaying
the spin-offs will give Liberty and TCI
the opportunity to buy back shares,
possibly from the estate ot TCI

www americanradiohistorv com

founder/chairman Bob Magness. Then
they can retire those shares and thus
increase the value of remaining shares,

TCI left the door open o reapply for
tax-free status for any or all of the spin-
offs.

The IRS refused to grant tax-free
status to the spin-offs because the
Magness eslate couldn’t assure the
agency that it would not sell shares in
TCI or any of the spun-off entities.
Any time a company seeks a tax-free

[ spin-off, the IRS requires that at least

5% of the sharcholders not represent
themselves as sellers of shares in the
originating company or the spun-off
entities. The reasons for that require-
ment are convoluted, but apparently
are based in part on the IRS’s concern
that shareholders might immediately
sell shares and pocket the proceeds
without having (0 pay taxes.

The Magness estate couldn’t provide
that assurance because it may end up
having to sell shares to pay an estimat-
ed $400 million tax bill on the estate’s
holdings.

TCI wanted the spin-offs for sever-
al reasons: to increase the value of
Liberty. TINTA and TCI shares: to
reduce debt by geuting TINTA s debt
oft TCIl's balance sheet. and also to
simplify TCI’s complex financial
structure. L
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DENVER

Showtime not seeing
Starz

orget a linkup between Encore

Media Corp.’s Starz! and Via-
com'’s Showtime, Tele-Communica-
tions Inc.’s Bob Thomson said,
“There are no such discussions
under way now, and none are con-
templated,” Thomson declared. The
possibility of such a team effort,
directed at gaining additional distri-
bution for the two premium cable
movie channels, arose at a recent
investors’ conference.

TCI clusters

CI Communications COO Marvin

Jones held discussions last week
with the managers who will head
restructured cable operations, sources
told BROADCASTING & CABLE.
Although TCI President Leo Hindery
had raised the possibility that there
would be as many as 10 or 12 region-
al or super-regional cable clusters, it
now looks as though TCIC's roughly
14 million cable subscribers will be
collected into six or seven contigu-
ous groups. Division heads are all
expected to be current TCl employes.

LAS VEGAS
ABC looking to buy

he most interesting radio deal

scenario making the rounds at
the NAB convention last week
involves ABC Radio. But this time,
ABC is said to be the buyer. It had
been reported for months that Dis-
ney was looking to part with ABC’s
radios for lack of interest. However,
some interest apparently has resur-
faced and ABC is looking to buy,
perhaps in markets where it already
owns some stations. Likely targets
are said to be spin-offs from the
combined Evergreen Media Corp./
Chanceller Broadcasting Co. No
major group buy is expected.

Close call for LMAs

SOme Justice Department officials
questioned for “a long time”
whether LMASs are legal under
antitrust law, said Joe Sims, who
represented Infinity Broadcasting

Corp. as it merged into CBS Inc.
That view eventually was eclipsed,
but not before the department “had
given notices to several companies
that they were going to be subject
to prosecution,” said NAB outside
counsel Edward P. Henneberry.
Joint sales agreements likewise
appeared illegal at first glance, said
Joet Klein, Justice’s acting assis-
tant attorney general for antitrust.
In other industries, “JSAs typically
are anticompetitive,” Klein said.
“They eliminate two direct com-
petitors for the same advertising
buck.” But in radio, Justice became
convinced that “JSAs may
have...pro-competitive benefits.”
such as helping a new station get
started. Sims told broadcasters at
NAB ’97 that Justice's ruminations
shouldn't be taken lightly: “It
ought to worry the heck out of you
that they even thought about [the
legatity of LMAs] for a long time,”
he said. Or, as Henneberry put it,
“There will be increased focus on
these practices as the government
learns more about them.”

NEW YORK

NBC IN gets_l;gs on
Sidewalk

hen NBC talked Microsoft into

creating Sidewalk urban guides
for small markets, it insured solid
affiliate support for its Interactive
Neighborhood (IN) venture. Getting
the InfoSeek search engine, Big
Yellow phone directory and Happy
Puppy gaming service certainly
helped. But Sidewalk gave NBC the
edge it needed to ward off atfiliates
from aligning with Warner TV's
CityWeb network. No word on how
many entertainment/info Sidewalks
will be created for the 215 affiliates
of IN sites, which will be an amal-
gam of local and network content on
branded station sites, NBC is intent
on trying to outclass Warner and
figured that its Microsoft connection
could do the trick. Seattle is the only
city to launch Sidewalks thus far,
and Microsoft originally intended to
do only 10-15 major markets this
year.
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'Murdoch,
Primestar
talked
transponders

By Price Colman

DENVER
Ithough Rupert Murdoch and
Primestar Partners have held talks.,

bility of buying ! transponders Primes-
tar owns at 119 degrees. not seeking a
merger of ASkyB and Primestar.

Murdoch apparently was interested
in adding the Primestar transponders to
21 transponders that ASkyB's pro-
posed partner EchoStar owns in the
same location. Primestar said.

“I’'m not saying we’re interested [in
selling the transponders].” says
Primestar spokeswoman Karen Mul-
doon Gues. "We have a high-power
business going up at 119.” She added
that there are no ongoing talks between
Murdoch and Primestar.

Published reports about talks
between Murdoch and TCl Chairman
John Malone
ASkyB/EchoStar deal might be on the
rocks. News Corp. and EchoStar swift- I
ly denied that.

Separately. Primestar officials said
that an agreement on restructuring the
partnership is less than a month away
and dismissed speculation that some
partners might be looking to sell their
stakes.

“None of the partners is going to sell
out.” said Jim Gray. chairman of the
partnership. “All are going to stay in.”

Gray also stressed that no single
partner will have a controlling interest
in the resulting company and that job
cuts are highly unlikely.

TCI Satellite Entertainment. the
compiny into which partnership inter-
ests would be collected. may change its
name to retain Primestar’s strong
branding.

Primestar Partners include TCI.
20.9%: Time Warner, 31.3% (includ-
ing the Advance/Newhouse atfilia-
tion): GE American Communications.
16.6%. and Cox, Comcast and Conti-
nental with 10.4% cach. ]

Murdoch was exploring the passi-

implied that the

- _ ]
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One Access
Comedy
Franchise
Leads

to Another: . .
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The 1 Acc

Rank _Show i e B
#1 Seinfeld .7 73 71
#2 Home Improvement 6.1 6.3 6.3
#3 The Simpsons 54 4.2 3.6
#4 Mad About You 4.1 3.8 3.7
#5 Jeopardy! 4.0 5.1 6.0
#6 Wheel Of Fortune 3.8 4.9 5.9
#7 Ent. Tonight 3.0 3.7 4.3
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COLUMBIA TRISTAR

TELEV!SION DJISTRIBLTION

TELEVISION ADVERTISER SALLS
R vy

NMEN

The Leader In Young Adult Programming.
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1he “1 Ne

Rank Show HH RTG.

#] Mad About You 5.2
#2 Martin 3.8

#3 Real TV 3.5

*4 Access Hollywood 3.1

#*5 Hangin’ With Mr. Cooper 2.1
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COLUMBLA TRISTAR

TELEVISION DISTRIBEUTION

TELEVISION ADVERTISER SALES

a SONY PICTURES ENTERTAINMENT company

The Leader In Young Adult Pregramming.

www americanradiohistorv com


www.americanradiohistory.com

1he “1CBS

o #1 CBS comedy among
adults 18-49!

o #] CBS Wednesday
night program!

o #1 Wednesday Spm.
First time period win
Jor CBS in 25 years!

I'he Next
Access Comedy

h ise/
CNisé:.
Source: NTI, FEB 97 Adults 18-49 Shr

NTI season to date (September "96-April '97), HH TP

©1997 TriStar Television, Inc. All Rights Reserved.
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Jop of the Weelks

Ratmgs critics complain to FCC

Sonie individual stations offer favorable assessment

By Chris McConnell
WASHINGTON

cdia watchdog groups and oth-
ers fast week were asking FCC
commissioners to give the TV
ratings system four thumbs-down,

In comments filed with the commis-
sion. a collection of groups including
the Center for Media Education (CME),
Children Now and the National Coali-
tion on Television Violence said the
system provides too little information
aboul program content.

“We can'ttind the violence to screen
it out.” said CME President Kathryn
Montgomery. who charged that the
age-based categories of the current sys-
tem are too broad. "TV-PG scems 1o
cover everything.”

Eighteen groups joined CME in
opposing the ratings system at the
FCC. The commission invited public
comment carlier this year as part of its
cttort to determine whether the ratings
scheme is “acceptable.”™ FCC Chair-
man Reed Hundt has said he also plans
to hold a hearing on the ratings,

.

Last week. Representative Edward |

Markey (D-Mass,) joined opponents of

the current system. maintaining it does
not satisty provisions of the 1996 Tele-
communications Act that mandate the
inclusion of program blocking technol-

ogy in TV sets. .

It fatally undermines the usefulness |
of the V-chip.” Markey said, “"The FCC
cannot give this system its seal of
approval,”

Markey sent the FCC a letter signed
by 23 lawmakers opposing the industry
system. “Parents who had expected to
be given distinet content-based block-
ing choices using the V-chip are in-
stead given essentially just one vague
rating.” the lawmakers said,

Markey suggested the industry add
=57 and "V symbols to the existing sys-
tem to denote sexual and violent content.
Motion Picture Association of America
President Juck Valenti last week coun-
tered that such a system could stick
Touched by an Angel with the same rat-
ing as "Natural Born Killers.”

“"Without advance information. how
are parents to gauge the intensity of the
V [and] S...and make judgments about
what to block and not to block?™” Valen-
1 asked at the NAB convention in Las
Vegas.

The ratings scheme received some
support at the FCC from individual sta-
tions. General managers from a group
of stations wrote the FCC 1o report
good reviews for the sysiem.

At our station, we have received very
few comments about the rating.” said
William Dunaway. general manager of

KAMR-TV Amarillo, Tex. “The comments
we have received have been positive.”

The system received additional sup-
port from the Consumer Electronics
Manufacturers Association (CEMA).
The group asked the FCC to approve “a
single consensus ratings system such as
the industry propasal.”™ CEMA also
asked the FCC not to change whatever
system it approves. “Changes in the rat-
ings format...cannot be made without
rendering obsolete the receivers already
in consumers” homes.” CEMA said.

The Writers Guild of America also
supported the industry’s ratings sys-
tem, writing that the age-based libels
“ure easily accessible to parents and are
sufficiently detaited to create the
desired caution.

“Among the proponents of a revised
ratings system are those who would con-
tinually criticize any system, because
their ultimate goal is a censorship so
effective that it would remove from
broudcast any programing which does
not meet their social views and mores,”
the guild wrote,

New York—based Morality in Media
told the FCC that a ratings systems
should not serve as a “substitute for re-
sponsibility on the part of the TV in-
dustry to curb offensive entertainment.”
The group opposed the industry’'s pro-
posal and also analvzed potential legal
detenses for an FCC-imposed system

| should the issue wind up in court. n

FTC looking into minor

Miller, Buscl claim full cooperation with liquor ad probe

By Chris McConnell
WASHINGTON

hile Reed Hundt was calling

on broadeasters to get behind

an FCC inquiry intoe alcohol
ads. the Federal Trade Commission
was collecting new data on who is
watching aleohol ads.

Niclsen Media Research last week
said it was preparing to send the FIC
data on the under-21 makeup of MTV
programs where alcohol ads have run.
And both Miller Brewing and
Anhcuser-Busch said they are supply-
ing the commission with data on their
media-buving practices.

“We sent information as requested |

and are cooperating fully,” a Miller |
spokesperson said. adding that the brew-
er received a Jan, 14 FTC request about
media buying. Anheuser-Busch said it
volunteered information on its media
buying without waiting for a request.

“We talk to the FTC reguluarly on a
ariety of matters. Knowing of their
interest in the issue of beer advertising,
we proactively contacted the agency
and volunteered to provide them infor-
mation on our overall media buying
practices.” company vice president
Stephen Lambright said in a statement,
“The FTC took us up on our offer.”

The commission has been probing
alcohol ads since late last year. The
FTC launched its investigation weeks |

www americanradiohistorvy com

corruption

after the Distilled Spirits Council of the
United States (DISCUS) decided to lift
its decades-old ban on televised hard-
liquor ads. The FTC probe initially
focused on Joseph E. Scagram & Sons
as well as Stroh Brewery Co.

Among the issues examined by the

commission has been the placement of

Stroh ads for its Schlitz Malt Liguor,
Nielsen's Juch Loftus said the compa-
ny offered the commission prelimi-
nary information on the audience
miakeup of programs where the alco-
hol ads had run. The FTC asked for a
more detailed analysis. which Nielsen
wits hoping to provide to the commis-
sion this week.

Loftus added that the company had
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to do some extra numbers crunching |
to determine the percentage of under-
21 viewers of programs in which the
alcohol ads were carried. Loftus said
the company’s demographic data nor-
mally does not include statistics on
the over-21 and under-21 viewership
of shows.

“We had to reprogram the data.”
Loftus said.

Advertisers. meanwhile. continued to
oppose FCC involvement in the issue.
“The FTC is doing its job and it"s doing
it well,” said John Kamp. senior vice
president of the American Association
of Advertising Agencies. "Reed Hundt
has no palatable jurisdiction here.”

Of the FTC probe’s potential impact
on broadcast beer and wine advertis-
ing, Kamp added, “If alcohol advertis-

Jop of the Weels«

What'’s green and red and ‘white’ all over?

LAS VEGAS—The new satellite/broadcast industry deal on satellite-deliv-
ered distant signals calls for establishing a system of green zones and red
zones to determine which customers are eligible to receive distant network
signals from satellite carriers.

Primestar Partners general counsel Marcus Evans told broadcasters at
the NAB convention that the recent “white area” deal attempts to “bring cer-
tainty into the pracess” of signing up DBS customers,

Under the agreement in principle signed by Primestar Partners, Netlink
and EchoStar, broadcasters and DBS operators will set up a system of
“green” and “red” customers for every market in the country, using topo-
graphic maps overlaid with Grade B coverage maps with ZIP codes,

Under the system, red-zoned customers would have the right to appeal.
In green areas, a satellite carrier is able to provide distant signals, but a
network affiliate has the right to challenge a subscriber's designation.

Software is being developed to help speed the “time-intensive” process
of creating the eligibility maps, Evans said. But he anticipates that new cus-
tomers who fall in green areas could be signed up by the third quarter of
this year in some areas, while existing customers who fall into red areas will

ing is a problem, then all alcohol
deserves to be examined.™ [

be disconnected in 13-14 months,

—HF

‘Passion’ leads to fines

Howard Stern drew more fines from the FCC last week.
The commission hit wezB(FM) New Orleans with a $12.000
“notice of apparent liability” for two 1996 Stern broad-
casts as well as for a series of installments of The Pussion
Show that aired in 1995 and 1996. One of the Stern broad-
casts cited by the FCC last week already had drawn a fine
last October at wvGo(FM) Richmond. Va. The June 3.
1996, broadcast involved
an on-air discussion of
vaginas. The FCC also cited
a March 7, 1996, Stern
broadcast involving a sex-
related joke. Other Passion Show broadcasts

Battle over Sky?

Senate Judiciary and Commerce Committee staffers
speaking at NAB '97 agreed that both committees should
take a look at Sky's plans to retransmit local signals, but
Judiciary Committee majority counsel Shawn Bentley said
Judiciary Committee Chairman Orrin Hatch (R-Utah)
believes his committee should continue 10 have primary
jurisdiction over copyright issues. Bentley's comments may
foreshadow a jurisdictional battle over the issue between
Hatch and Commerce Committee Chairman John McCain
(R-Ariz.), who believes DBS local retransmission is more of
a communications issue than a copyright issue.

Panel on public interest

NAB President Eddie Fritts told reporters the White House
is looking to put representatives from a network, a major
group and a small market on the panel created to examine
broadcasters’ public interest responsibilities for their digi-
tal TV channels. National Telecommunications and Infor-
mation Administration head Larry Irving earlier said at
NAB that the administration was seeking suggestions from

X/ h L TITyT
ashington
cited in last week’s FCC action included various I | collects more information on the
on-air discussion of sexual experiences. The sta- l costs of delivering telecommunica-
tion has until early May to contest the FCC action. _ &1 tions to rural areas. But the FCC still

med by Chris McConnell
and Heather Fleming

broadcasters on possible candidates.

McCain unhappy with universal service plans

Senator John McCain (R-Ariz.) last week was unhappy
with the FCC’s plans on telephone “universal
service” rules. McCain said the FCC should not
take action on some universal service issues
while delaying action on others. His state-
ment followed comments in the Wall Street
Journal by FCC Chairman
Reed Hundt that he does not
want to set final rules on
telephone “universal ser-
vice™ until the commission

y
TEeder ™

hopes to act on other universal ser-
vice issues by May 8. An FCC offi-
cial said the commission can still
vote on last year's universal service
recommendations by the Federal-State Joint Board. Those
recommendations included providing all schools with dis-
counts of up to 90% on all telecommunications service,
including Internet access. McCain said approving such
measures while delaying final action on others “would be
a dereliction of the commission’s duty under law.” An
FCC official responded that McCain’s statement “shows
that the devil is in the headlines, but God is in the details—
and the most important detail is we’'re not seeking any
postponement,”

The waiting is the hardest part

Speaking on an NAB panel regarding FCC appointments,
Mark Baker, an aide to Senate Communications Subcom-
mittee Chairmun Conrad Burns (R-Mont.) said his boss is
in "'no hurry to get up to five” until Rachelle Chong's seat
is vacant. “We want to know what the makeup of the entire
FCC will be before Burns signs oft on one slot.”
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ment. “The struggles and explosions on
the show were no secret. It was never the
smoothest running TV show. But what
matters is the work, the quality; and the
quality was amazingly consistent.”

She believes praise for her contribu-
tions to television still eludes her, but
there’s no lack of respect over at
Carsey-Werner: the comedy has made
more than $300 million in syndication
license fees alone for the production
company since 1992. In fact, reruns of
Roseanne likely will gross $500 mil-
lion by the time its second cycle in
syndication begins in 1998, according
to industry estimates. (The show also
generates $125,000-8130,000 per 30-
second spot.) On a break before head-
ing to New York, where she’ll star in a
revival of “The Wizard of Oz,”
Roseanne talked about the nine sea-
sons of her ABC sitcom with BROAD-
CASTING & CABLE’s Lynette Rice.

When is it a good idea for a show's star to also serve as
executive producer?

Roseannez: It's OK for the star of the show to also run it
when it works. And if it doesn’t, not to run it. I don’t think
people really understand what executive producer means.
You get these comics, stars or whoever takes the title of
executive producer. It's pretty much like a vanity license
plate. Then they don’t really do the work. | hear all these
other people say, “Oh well, she’ll open the doors for us all
to executive-produce our shows.” But then you see what
that star actually does. and it’s just about changing some
jokes. It kind of pisses me off because [they] don’t even
know what | do. Changing jokes [to benefit myself] is what
I don't do. I have to make everybody look good or the show
suffers. [ was writing for every character. always.

Isn't it stressful enough to be the star of your own show?

Roseame: Yes. It was stressful. But because | had such
great people | worked with, it was exciting too. We pushed
each other. It was fun. We had an excellent team the last
few years.

The movement now by networks is to seek an ownership
stake in their shows. Do you think things would have been
different if ABC had a plece of Roseanne?

Raoseansie: It wouldn’t have happened, because I wouldn’t
have stayed there. | guess that’s the wave of the future. | think |
can work with anybody; | think I've proven that. I think 1 can
make a show work in any given time period, and for any demo-
graphic.

Broadcasting & Cable April 14 1997

Show's debut:
Highest rated season:

Highest rated episode:

Number of Emmy nominations:
Number of Emmy wins:
Number of time period changes:

Nights show appeared:

Number of episodes:
1996-97 season average:

Overall, do you feel like ABC treated you well?

Eoscanne: Not at all. For years, they treated this show as if
it were a liability instead of the only show to win on the
nights they win. That’s Tuesday and Wednesday. They treat-
ed me like I was a liability. Especially this past year. They
didn’t promote it. | gave them the most easily promotable
thing on television and they just didn't care, because they
thought it was a liability. And they thought that way. I think,
since they moved it from 9 p.m. to 8. They thought that
would be the end of the show. It’s defimtely not a show that
should have been in the family hour. It should be in the 9
o’clock hour because it’s a lot more adult. [ think when they
moved it to 8, they thought it would just go awayv. But it
didn't. They were probably perturbed about that.

Did you feel like you were under constant scrutiny?

Reoscamnie: Absolutely. Because | have the most power; |
have the most numbers, and 1 have the most profitable
show, | guess. [ feel | was punished for what the guys were
rewarded for. The show was punished for the success too.
And, | think, because it had a large women’s demographic.
Because it was so successful, the show was moved so that it
would anchor a night for ABC, and it ended up anchoring
two nights. Then it moved to a place where it couldn’t pos-
sibly stay as strong as it could have stayed with some sup-
port. I never in the last few years had anything follow my
show that would have helped me. It was always the
Roseanne show, ABC’s loss leader.

What happened to the a spin-off of Roseanne that you and
Carsey-Werner were pitching to ABC for next fall?
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Roseanne: 1t broke down over money. 1 want them to give me
the $90 million severance package, but they want me to work!
And I'd be the only one at ABC that’s ever had to work to get
money. Usually, getting fired makes you really rich. Serious-
ly. we talked and 1 said, “Make me an offer | can’t refuse.”
And they didn’t. They made me an offer 1 could refuse. I'm
ready for the show to be over. I'm ready 1o move on. But like
I said, it somebody comes to me with a great amount of
money, | probably wouldn’t be able to turn it down.

You’'re now an executive producer out of work. Is there a
show you would consider taking over?

Roseanne: Homebaovs in Outer Space |UPNJ. | love that
show, but I think they canceled it. I kind of approached
them. That show is totally open for some of the greatest
stuft that’s ever been on TV. It has some great race things.
which tetevision is so terrified of. They went o this planet
called the Jack-Son Five. That™s hilarious. It’s satire and
farce. IU's one step above sitcom comedy, which is what 1
did on my show this season, satire and farce. [The TV crit-
ics| just don’t get it. They don’t get satire because they're
too damn dumb.

What was it like working for Carsey-Werner?

Roseanne: Marcy and Tom were the people who got me to
television when nobody else wanted to risk putting a woman's
story on television. 1 will always remember that. They gave
me that shot. Our relationship has been better in the last cou-
ple of years. But it was rough. In one way. it felt like they gave
me total autonomy, which was really cool. In another way 1t
felt like being thrown to the wolves. 1 had to do it all myself.
When [ got all those negative stories, they showed me some
support but they'd let me handle it all by myself.

What was the original philosophy for Roseanne and did
you feel like you stuck with it for nine seasons?

Roseanne: 1 stuck with it, definitely. It was just a show
about a working-class family with a mother in the middle
instead of just the periphery. It offered a reflection of the
times we live in. a mother’s point of view.

Why was it important for you to have creative control over
this show?

Roseanne: | was the one who had the idea. It was based on
my stand-up. I wasn’t like an actress. At the time | came in.
everybody clse was an actress. And they were all so great.
and | wasn’t because 1 was a writer. | didn’t want to star in
anyone clse’s story. It was mine and it was my family.

I was the one who

had the idea.

It was based on

my stand-up.

I wasn't like an actress.

Does it still bother you that Matt Williams, not you, is list-
ed as the creator of Roseanne?

Roseanne: No. | said what | had 10 say about it, and 1 think
it’s all evident. It doesn’t matter.

You have been picked on for the large turnover in produc-
ers and writers over the years.

Roseanne: That's just the nature of the business. There's a
big difference between not renewing someone’s contract
and firing them. All kinds of contracts were not renewed,
and they counted that as firings.

Were you actually there breaking stories, working right
alongside the other writers, staying up until 4 a.m.?

Roseanne: Yes. You really don’thave to be there until 4 in the
moming. That’s vanity too. We can turn out a script in four
hours. That's all it takes. To break a script. to do an outline, is
40 minutes. It is amazing. But when you cut a lot of the fat,
you can actually do the work. That’s how 1 did it. | cut a lot of
the fat. I don’t know why people don’t credit me for the work
[ have done. All they bitch about is how | don't credit them.
It's funny. I've always done that, and ['m probably the only
one who does. I cared about that family, and I cared about the
audience who watched it. | approve every single line in the
script, if not think of it myself. I'm the executive producer, but
I"m not the head writer. | have a head writer that [ work with
whao is also a producer. 1 oversee and delegate.

Why didn’t you take on the job of head writer?

Roseanne: Well, this year | pretty much have. This is the
first year [ really credited myself for a lot of the writing.

Did you have a favorite season?

Roseanne: This one was my favorite season, | really got 10
go to a subtext. I was always going to do this for the last
year of the show,

What was it like doing a show for the 8 p.m. time-slot this
year?

Roseanne: The way 1 thought was. it they are going to make
me change my demographic to a larger number ot under-18
viewers, then | will honestly speak to that segment of the
population. And [ did. It's a pretty minor adjustment. I just
had 1o move the edge. I cared about subtext more than words.

The storylines this year—the Conners’ winning the lottery,
Dan and Roseanne's marital problems, Darlene’s difficult
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pregnancy—were often criticized for being too serious.

Roscanae. That was everybody’s chance to take a shot at
the show, like this was a lume-duck year. They just didn't
getit. Obviously the show changed and went in a differem
direction than [the press| had ever seen before. [t was a year
of experimentation. [ lost most of my cast members, so |
had to try to reinvent the show. There's nobody ¢lse, | think,
who reinvents their show in the last. ninth season with their
cornerstone cast members and still wins the night.

Why did you take your story to controversial areas over
the years, like the famous lesbian kiss between you and
guest star Mariel Hemingway?

Roseamie: Ldidn'tthink it was about a lesbian kiss. It was
about homophobia. And it was just a good subject. I've
always tried to do good subjects.

In many ways, you set the groundwork for Ellen DeGeneres’s
character coming out on her ABC sitcom on April 30. Do you
think she made the right choice for her show?

Raoscaine: Itwill probably get really good ratings for that one
show, and after that she’ll just do what she’s always done. 1
don’t see her going on dates other than holding hands with an
occasional girl. Tthink it's just a one-show thing. and then it’s
the Eilen show again. | think it’s just a promotional ploy. but
it’s a great idea. At least she's honest in being who she is.

What do you think about the press coverage you've gener-
ated over the last nine years?

Rosea [tall became a big ol” tabloid. [ was on the cut-
ting edge of that. [ think because of me and Oprah the mag-
azines gol into the whole celebrity worship thing. Why
were they going after me? They were analyzing my every
move, and Madonna’s and Oprah’s. In the meantime. they
were never paying attention to Congress. It was a catch-22.
There’s nothing I could do. 1 got into a self-vindication
thing, and 1 think that’s why it got so strong against me.
Every time I did that. I'd open the door to get kicked in the
ass again in the press. Then when [ shut off about three
years ago it kind of stopped until this year. I've hardly said
anything at all this year.

Maybe you were under such heavy scrutiny because you
represented everywoman and no one wanted to watch
everywoman on TV,

Rosews A lot of it was also about mom. That show was
about women. h was about the audience who watched it.
The most important consumer demographic is women 18 to

S T O R Y

I think everything

that happens since my show is

total vindication.

I feel vindicated.

I feel real smart.
And I feel real lucky too.

49. And yet. what are you giving them? Before [ came
along, there were all pretty negative messages about
women. And then | turned it around. We could actually say
positive things to and about women. those who buy prod-
ucts. That was revolutionary.

You must feel good about the successful careers you've
spawned from this show—John Goodman, Laurie Metcalf,
even your ex-husband, Tom Arnold. In fact, you were quite
generous to him when he was on the sitcom. You gave
him producer credit.

H

Roscai P was really generous, 've made a lot of mil-
lionaires in this town. He's still trying to ride my back. [f he
could, he would rake over my corpse to find mites to sell.
[She laughs.] But [ mean that in a good way.

Was the last day of taping sentimental? What kind of
things did the actors say to you?

Resvamie. Nothing. [think maybe they could tell T wasn™ in
the mood. I don't like all of that emotion. I'm kind of like. "I
know. Save it.” [ just couldn’t handle it. [ don't like it when
people say nice things to me. [ don’t like it when they thank
me. The only thing I like is if people give me presents—ijust
leave them in my dressing room and go away. That way |
don’t have to open them in front of people. IU's so weird how
I'm introverted and [ do this. All of us are really shy exhibi-
tionists.

Did you give a farewell speech to your cast?

Roseame: T ried to do a speech at the wrap party and |
ended up like Don Rickles. | wanted to say something emo-
tional. but [ was too embarrassed. They know the way | am.

What would you like to tackle next?

[I'm doing the play |she’s set 1o play the Wicked
Witch in a New York production of “The Wizard of Oz
But then | don™t really know. [ have an offer to do another
show, a talk show offer. movie offers. book ofters. | kind of
want to do a fitm. Or write a film. Who knows what I'll do?
Take a long vacation. [ know ['m going to do that.

;\‘I--[ (T

On a recent segment of The Rosie 0’Donnell Show, you
reflected on how great it was that you and Rosie—two

heavy women—could be so successful in Hollywood. Do
you feel vindicated?

Rosew I think everything that happens since my show is
total vindication. 1 feel vindicated. t feel real smart. And |
feel real lucky too. a
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Peabody Awards 4 Souvenir Journal

As part of our May 12 issue, Broadcasting & Cable
is proud to officially present the Peabody Awards Souvenir Journal. This exclusive special
section will serve as the event program at the May 12 awards gala and will also run in the
May 12th issue of Broadeasting & Cable. A portion of your ad dollars will be donated to
the Peabody Awards Fund dedicated to continued excellence in broadcasting and cable.

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

Your message in this issue provides an outstanding forum to honor Peabody Award-winning
broadcasters and programming. It's also an excellent opportunity to reach 35,000 leading
decisionmakers in television, cable, radio, multimedia and new technology, along with
Peabody Award event attendees. To congratulate the winners and show vour support, call
vour sales representative to reserve your advertising space today.

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

ONE MARKETPLACE. ONE MAGAZINE,

Advertising Offices: New York 212/337/6940 los Angeles 213/549/4113 Waestern Technology/Cable 317/815/0882
Washington D.C. 202/659/2340  Asia 81/6 956/1125  United Kingdom & Europe 011/44 171/437/0493
Classified Ads: 212/337/7073
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‘Silver King remakes in Mi

Plans to serve up ‘rich palette’ of local programing
with eye toward duplicating format elsewhere

By Cynthia Littieton
or Barry Diller’s new team at Sil-

F ver King Broadcasting. the count-
down has begun.

By this time next year, it all goes
according to the business plan, Silver
King’s UHF outlet in Miami will have
replaced the Home Shopping Network
feed it now airs with 10-12 hours of
locally produced news. entertainment
and sporls programing each day.

Diller’s latest TV endeavor is char-
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strength of its New Jersey—based signal
in the New York market.

Diller. now chairman of Home Shop-
ping Network and Silver King parent
HSN Inc., assumed control of the station
group last year following a complex
merger agreement among Silver King

Broadcasting & Cable April 141997
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Communications, Savoy Pic-
lures Entertainment and Home
Shopping Network. Liberty
Media, the programing arm of
| cable giant Tele-Communica-
tions Inc.. has a stake in Silver
King’s future through its minori-
ty (37%) ownership of the pub-
licly held HSN Inc.

Ware and the rest of Silver
King's executive crew are gear-
ing up for what they hope will be
[ a groundbreaking experiment in
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mas like The X-Files?”
ctorically. "No. Are we
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15t about everything else
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sthy search. Diller and
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gence as a new hub ol activity for the
entertainment. fashion and pop music
industries, the sun-bathed environs of
the nation’s 16th-largest market are “a
rich palette to draw on,” according to
Doug Binzak. Silver King’s chief pro-

graming executive.
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to naming an “editor-in-
ze production at the sta-
run by a skeleton crew

gre’s really no existing
mrrasuuciuie al the station, we have a
great opportunity to build something
entirely new trom the ground up,” says
Binzak. “We're loeking at a new para-
digm [for running a TV station| that is
really two businesses in one. We’ll
have the station and its operations and
then an active praduction entity that
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will produce much more than
just news.”

By next year. the station is
expected to have about 200
full- and part-time staffers on
board. about halt of whom will
focus on non-news production.
The remaining [0 or so will be
divided among news. sales and
operations, according 10 Ware.

From the top job down. Sil-
ver King is looking for nontra-
ditional hires, with particular
interest in luring creative peo-
ple from the world of print
journalism. The company aiso
plans to reach out (o new grad-
uates of journalism and broadcasting
programs at the University of Miami
and other schools.

“We think that by marrying the print
sensibilities of newspaper/magazine
journalism to the picture-driven sensi-
bilities of television we can come up
with something that tells us more than
either one can by itseif.” says Bill
Knoedelseder. who joined Siiver
ng s corporite team in February as
vice president of news.

“Our news will be driven by the sto-
ries we tell on any given day—not the
static format of the typical two-anchor
newscust.” Knoedelseder says. “We
want to put together a guerrilla band of
really curious people to go out and find
great stories.”

Another way Silver King hopes to
make Channel 69 stand out from the
pack is by building a state-of-the-art
storefront studio in a heavily trafficked
area of Miami. such as South Beach or
Coconut Grove. Tapping into the fiber-
optic lines that ring the Miami Beach
arca, the station intends to canvass the
city 24 hours a day with stationary
cameras whose feeds can be enhanced
with graphics and other effects pro-
duced at the main studio.

Excluding equipment expenditures.,
Silver King intends to invest $20 mil-
lion in the station in the first year, two-
thirds of which will be devoted to pro-
graming costs and staft salaries. Anoth-
er $2 million-%3 million is budgeted for
a marketing and advertising blitz to her-
ald the launch of the new concepl.

Based on the recent performance of
sign-on independents and WB and UPN
atfiliates, Ware conservatively estimates |
that the station will snare 1%-3% of the
roughly $400 million advertising rev-
enue generated annually in the Miami— ;
Fort Lauderdale TV market.

Working from that assumption. the l

i
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station could expect to realize a profit
by its third year of operation, Ware
says, There may be a market in Latin
America for a successtul station tapped
into the pulse of Miami. And there may

be opportunities for regional syndica- | shirts. but we could make a fortune.™

Checking out the floor at NAB last week were (I-r) Howard
Bolter, senior VP, production; Andy Murphy, VP, broadcast
operations & engineering, and Bill Knoedelseder, VP, news.

tion for programs with
statewide appeal.

Ware. Binzak and the rest of
Silver King's transition
team—which includes two
more Fox veterans. senior vice
president  of production
Howard Bolter and Andy Mur-
phy. vice president. operations
and engineering—are the first
to admit that they are taking a
major gamble in today’s frag-
mented TV landscape.

“If we fail in Miami. it won’t
be because people didn’t under-
stand what we're trying to do.”
says Binzak. "Viewers may
reject our ideas. but if we do our jobs
right there won’t be any question about
what it is we're trying to build.”

Or as Barry Diller put it so succinctly
earlier this month: "We could lose our
]

Fox picks up Wayans

BVT first-run talk strip lands on 22 stations

in Fox's expanded group
By Cynthia Littleton

cenen lvory Wayans has come

full circte. The comic auteur who

created Fox's In Living Color is
headed back to Fox late-night—this
time in a first-run talk show strip dis-
tributed by Disney s Buena Vista Tele-
vision.

Wayans™ new series, tentatively ti-
tled The Keenen Ivory Wavans Show,
was picked up last week for an August
debut by all 22 outlets of the newly en-
larged Fox Television Stations group.
During the last two years of its 1990-94
run on Fox. the network programed
back-to-back reruns of /i Living Color
in the 11 p.m.—midnight slot.

The sale gives Buena Vista's ambi-
tious new late-night venture a strong
and sizable launch group covering near-
Iy 40% ol the country and [4 of the top
20 markets. The deal also underscores

just how much the new era of mega

broadeast groups has upset the tradi-
tional timetable of syndication sales.
Buena Vista confirmed plans only to
launch the ambitious new project late
last month: sales of high-profile first-
run strips generally begin nine to 12
months before their premiere date.
Chris Craft/United Television's UPN

0&Os were understood to have made a
play for the Wayans project. hoping to
pair the show with Vibe, the other new
urban-oriented late-night strip the
group has committed to for the coming
scason. As it turned out. Cotumbia Tri-
Star Television Distribution’s joint ven-
ture with producers Quincy Jones and
David Salzman will likely go head-to-
head with the Wayans hour at | p.m,
or midnight in key major markets.

What's more. NBA legend Magic
“Earvin™ Johnson is waiting in the
wings to join the late-night fray early
next year. Twentieth Television has
signed the charismatic athlete turned
entrepreneur to host a late-night watk
hour expected to air on the Fox sta-
tions. which grew by 10 last January
with the completion of News Corp.’s
$3 bitlion buyout of New World Com-
munications,

The carly August debut of the
Wayans show is aimed at generating
audience sampling, particularly among
vacationing teens and young adults, in
the weeks before the crush of new TV
series hits in mid-September. CTTD's
Vibe. hosted by newcomer Chris
Spencer. is also understood 1o be
preparing for an August launch.

Buena Vista is offering the Wayans
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project on a straight barter basis of
seven minutes national. seven minutes
local. Wayans™ deal with Buena Vista
reportedly netted the star more than $6

Broadcasting

million upfront and a healthy profit-

participation in the show’s future.
Wayans has focused on feature films

since depurting In Living Color in

1993, Wayans initially approached
Buena Vista carlier this year as an off-
camera writer/producer, with ideas for
game shows and other TV projects. ®

‘Susan’ stays on the must-see rter_

Brooke shielded by ‘Seinfeld, ‘Friends'; '‘Pauly’ is (almost) sure to go

By Lynette Rice

wdden!y Susan will be back on

NBC but Fox's Pauldy will likely

hit the road. as preparation

begins for the May release of next
tall’s prime time schedules.

Though the networks are largely

mum about the new year. the future of

some freshman comedies and dramas
surfaced last week, One NBC sitcom
set 1o return is Suddeniy Susan, which
excelled in the prime slot beyond Sein-

feld at the start of the scason before

moving to the 8:30 p.m. time slot on
Thursdays. In the later time period, the
comedy starring Brooke Shields aver-
aged a 15.8 Nielsen rating/25 share.
Also making a comeback on NBC
will be Prafiler, one of three treshman
dramas that made up the network’s
Thrillogy franchise on Saturdays. The
drama has averaged a 7.4/14 this sea-
son. There's no word yet on The Pre-
tender or Dark Skies. though it's not
looking hopetul for the latter: the
drama uvcruged a 5.7/10 this season.

| empting Married..With Children. The

The Pretender, in comparison.
has averaged a 7.2/13.

CBS tast week announced
that it had ordered 22 more
episodes of the freshman come-
dy Evervbody Loves Revmond
for next fall. The comedy has
averaged a 9.9/ 16 since it
moved 1o Mondays—where six
episodes have already aired. The
comedy bowed on Fridays last
September.

CBS’s treshman drama EZ Streets |
won't sec a second season, The Uni-
versal TV drama—which premiered in
October, then reappeared in March—
averaged a 5.6/10 atter nine airings.

The future of Fox's Pauly looked dim
as the network yanked the midseuason
comedy from the Monday lineup. The
show’s last broadcast was April 7, al-
though the network announced it will
decide the comedy's fate in May. Fox
will temporarily fill the Monday 9-10
p.m. time slot April 14 with an encore
presentation of Pacific Palisades. pre-

Brooke is back but
Pauly may have to

; make way.
announcement about Paudy came just a
day after Fox said Murtin won't be back
for a sixth season. The one-hour finale

will air May 1. Fox has already an-
nounced the fall retumn of the freshman
shows Millenniunm and King of the Hill.

One the late-night side, NBC last
week extended the contract of Conan
O’Brien for another five years. Late
Night with Conan O’ Brien, which de-
buted in the time slot after The Tonight
Show with Jav Leno in 1993 delivered
its highest sweeps rating in February
with 1.3/10 in adults 18-49 and [.0/9 in
total viewers. ]

Bny an antenna, Hubbard advises

By Steve McClellan

hat can viewers do 1o prepare
for the digital broadcasting
age?

According to Staniey E. Hubbard,
president of the DBS service USSB,
viewers should make sure they have a
working antenna on their rooftop atter
buying their new digital TV set.

Why? Because it's the only guaran-
tee that viewers will recetve digital
broadcasts, [t's not clear that cable sys-
tems will pass along digital over-the-
air signals. and it's unlikely that DBS
services will carry all local broadcast
signals. Hubbard said at an NAB/TVB
convention panel session about new
technologics.

“The best way to get local stations is
with an antenna.” said Hubbard. “With
an antenna [to receive digital broadceast

signals] you'll get better pictures and |
better sound than any cable system is |
delivering.™

Panel moderator Jeff Greentield
(ABC News) responded. 'l wish you'd

| -
come to my place and fix my antenna,

pertect pictures.

Greenfield asked panelists whether |
VCRs and such new media as cable |
and DBS. with their array of national |
services, are gradually eroding view- ’
ers’ needs for and interests in local pro-
graming. l

|
|
|

which, he said. picks up fur less than .

That won’t happen. said Jim Molo-
shok. senior vice president, Warner
Bros. corporate marketing and adver-
tising. "Once MTV viewers grow up
and get married and start having Kids,
they're going to want to know where
the best schools are and they’ll want to
know about property taxes™ and a ‘

whole host of issues that local media
COVET.

Moloshok, who also runs Warner
Bros. Online. said the Intemnet is and
will continue to be a “complement to
broudcust stations.™

But Gary Chapman, president, LIN
Television, had a ditferent view. On-
line services are puny in comparison to
what digital technology will do for
broadcasting, he said. Digital televi-
sion. he said. "is like taking the Web
and the Internet and putting it on
steroids.™

Chapman said broadcasters will har-
ness that power and aim it at the medi-
um’s biggest local competitor—news-
papers. In the Dallas market. where LIN
has a TV station, annual TV revenue is
about $475 million. while newspapers
rake in roughly $818 million. "That’s
the target,” Chapman said. .

8
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Nearly a decade after the breakthrough launching of
a new era of reality-based television with Cops, slice-of-life programming still is a powerful
performer in cable and syndication. Often more economical than other show purchases
and offering desirable broad-based demographics, reality-based programs provide
exceptional scheduling flexibility. And real-life series and specials are a consistently potent
counterpunch against sitcoms and magazines.

On May 19, Broadcasting & Cable separates industry truth from fiction in a special Reality
Programming report. Our spotlight focuses on the genre in the syndication, network and
cable arenas. We'll report on the current climate for reality-based shows, present the newest
program offerings.

If you are grounded in reality-based programming, vou'll want to be part of this issue. Your
message will reach 35,000 leading decisionmakers in television, cable, radio, and related

multimedia and new technology. Call your advertising sales representative to reserve your
space today.

Special Report: Reality Programming
Issue Date: May 19 ¢ Ad Close: May 9

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
Website Listings & Classified Ads: 212.337.7073
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The B-list

An oft-beat movie package of horror
and sci-ti B-movie gems is the lales!
project from a TV entrepreneur who
ftrst made s mark by selling saiel-
lite-delivered, customized weather
reports to broadcast and cable outlets.
Edward St. Pe, who tounded the Jack-
son, Miss.—based National Weather
Networks in 1991, says he grew up
walching the horror and sci-ti B-
movies collected in "Enigma Theater.”
St. Pe dishes up movie trivia and Hol-
lywood anecdotes in wrap-around seg-
ments tor each 90-minute movie, dis-
tributed via satellite on a weekly basis.
The 40 public-domain titles in the
barter package range trom 1941’s
“The Invisible Ghost.” with Bela
Lugosi. to 1963's “The Terror,” featur-
ing Boris Karloff and a young Jack
Nicholson. More than a dozen sta-
tions—including wrxx(mv) Hartford.,

C A

Eugene. Ore—have signed up tor the

throwback to the miudnight-movie dayvs
ol yesteryear.

TI ON
NSS POCKETPIECE
Top ranked syndicated shows for the week ending
March 30, as reported by Nielsen Media Research. Num-
bers represent average audience/stations/% coverage.
1. Wheel of Fortune 11.6/228/99
2. Jeopardy! 9.5/222/99
3. Home Improvement 8.7/230/98
4, Qprah Winfrey Show 7.7/234/98
5. Seinfeld 7.3/223/97
6. Buenea Vista | 6.9/176/97
7. Simpsons 6.3/204/96
8. Entertainment Tonight 6.1/186/95
9. Xena: Warrior Princess 5.9/222/97
10. Hercules, Journeys of 5.7/1227/97
11. Rosie O'Donneli Show 4.9/225/99
12. Star Trek: Deep Space Nine 4.8/233/98
13. inside Edition 4.7/152/88
14. Wheel of Fortune-wknd 4.6/139/66
15. Mad About You 4.4/214/96
15. Montel Williams Show 4.4/193/95

‘Baywatch’ brainstorm

The production company behind Bev-
wdfclr is moving into new media
KADN(TV) Latavette. La.. and KROZ(TV) | through a joint venture with veteran

videogime designer Manny J. Granillo.
Bmmstmm Inlel.lcnvc will focus on
bridging the gap between Hollywood
and Silicon Valley by

pen. i

Syndicated dfaw

National broadeast buyers for |
advertising giants BRDO
Worldwide and DB Need-
ham got a tirst-hand look at the
upcoming gime show Prc-
tionary last week by facing off
m a round of the gume, de-
scribed as “charades with a
Dan Rank. executive
vice president of DDBs
mum Network Gloup cemierged
the victor of lm PI({I()H(H\ challenge and is shown drink-
ing from the victor’s cup. D1sluhulon Worldvision Enter-
prises sponsored the Manhattan event in an eftort 1o gen- |
erate early advertiser interest in Picrionary, which is

cleared for a fall start in nearly 80% of the country.

—]| developing games and
other sottware tied to
movie and TV shows.
BSB principals
Michaet Berk, Dou-
glus Schwartz and
Gregory Bonann are
credited as creators
and executive produc-
ers of All American
Television’s global
franchise. After stints
with Electromic Arts
and Mindscape. Gra-
nillo most recently
served as executive
producer and director
of development at

s Opti-

l
|

‘More Than’ 50% coverage

Raveom Sports’ More Than u Game is
ready to compete for weekend viewers
on 56 stations to dale covering more
than 50% ot the country. The first-
string lineup tor the sports weekly,
which promisces to present a “'fan’s-eye
view of the positive side of sports,”
mcludes KABC-TV Los Angeles. Kyw-
Tv Philadelphia, KRON-TV San Francis-
co and WFEAA-TV Dallas. Produced by
sports talent and marketing agency
The Marquee Group. More Than a
Gume will be hosted by CNN sports
anchor Fred Hickman.

Scga of America.
New from Sunbow

Sunbow Entertainment has started
production on two new aminuted
weeklies aimed at preschoolers and 10
be distributed by Sachs Family Enter-
twinment. Bours-a-Floar is a 26-epi-
sode series about the adventures of
six-year-old Salty the lighthouse keep-
er; The Cruvon Box is a series of 15-
minute shorts that will be packed with
Sachs™ hit Australian import, Beaitanas
in Pajumas. Sunbow, which expanded
its production capabilities Fast year in
an effort 1o attract more international
co-production partners, is best known

40
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tor producing the Fox Kids Network/
Comedy Central series The Tick.

Picking up ‘SOS’

Heading into its third season this tall,
Kelly News & Entertainment’s Save
Our Sirecis has been renewed to date in
more than 83% ot the country and 38
ot the top 40 markets. New stations on
board for the public satety show, host-
ed by actor Tim Reid. include wevg
(Tv) Boston and wNCN-TV Raleigh.
N.C. Rebecead’s Garden. Kelly's week-
ly gardening show, is also harvesting
for season two this fall with clearances
in more thun 85% of the country and
most of the 1op 40 markets.

‘Roc’ returns

Roc is returning 10 broadcast TV ilis
tall. Los Angeles—based Cambridge
Media Group is offering 72 halt-hour
episodes of the sitcom packaged as a
weekly hour sold on a straight barter
basis of 7 minutes national, 7 minutes
local. Among the first stations to pick
up the package ure Paramount-owned
UPN atfiliates in Philadetphia. Wash-

ington, Detroit. Atlanta and three other

major markets. Koc. which aired from
1991 to 1994 on Fox. was a critically
praised series focusing on the comic
trials of a blue-collar black houschold
in Baltimore. Reruns of the HBO-pro-
duced sitcom have run on the BET
cable channel, but the Cambridge
offering marks Roc’s first toray into
broadcast syndication.

|
. Arthel & Fred, Judy & Marla

All American Television is tilling out
the production crew for its upcoming
talk swip The Arthel & Fred Show
with the appointment of Judy Meyers
as co—executive producer und Marla
Kell Brown as executive consultant.
Meyers has been the executive in
charge of production for Fox's FX
cable network since 1994; Brown
worked as producer on Arsenio Hall.
All American’s senior vice presidents
of development. Paul Buccieri and
Robert Weiss, are executive producers
of the davtime strip. ¢leared for a fall
start in nearly 70% of the country.

Errata: The "B. Smith a go’ item in
the April 7 edition of svndication
marketplace inaccurately cited Proc-
ter & Gamble s the sole national
sponsor of the upcoming Hearst
Entertainment series. Kraft Foods is
also a co-sponsor. —CL
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Univision
jumps into
morning
competition

Begins Spanish-lunguage

|__.
H

Broadcasting

3

osts of Univision's new national morning show, ‘Despierta America’ (I-r): Fernando

Arau, Ana Maria Canseco, Neyda Sandoval and Rafaei Jose.

version of morning
newslinformeation program

By Cynthia Littleton

‘ trting this week, the Univision
‘ s network is launching a Spanish-
language competitor 10 the Big
Three network morning shows.
i Despierta America (Wake Up Amer- |
| ica) will be broadeast live from the Uni-
vision studios in Miami weekdays rom
7 10 915 am. ET. In most Univision
markets, the morning show will replace
network news and children’s shows. A
weekly hour-long roundup edition will
air Sundays at 8 p.m.
Despieria America is described as a
blend of news, lifestyle and entertain-

‘Despierta America’ is
described as a blend of
news, lifestyle and
’ entertainment reports

in the ‘Today’ vein.

ment reports in the Today and Good
Morning America vein. The show's
‘ four anchors are an eclectic group:
comedian Fernando Arauw., veteran Uni-
vision news correspondent Nevda San-
doval, “wild and crazy™ actor Rafael
Jose and entertainment reporter/fanchor
| Ana Maria Cunseco. |
Univision is promising to deliver a
“highly original production™ that is
“funny. informative and sometimes ‘
| oulrageous.”
Univision. the top-rated Spanish-lan-
| guage TV network. reaches 92% ot U.S.
Hispanic households through 39 broad-
cast and cable aftiliates nationwide. |
Also debuting on the Univision day-
time schedule this week 1s Maire. a 10
a.m. talk/how-1o hour hosted by Venee-
uelan TV personality Maite Delgado. m
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Fit To Print. And Some

All The News That's
That’s Debatable.

Welcome to the world’s only interactive
museum of news.
he Newseun has more news under one roof than any
T other place in the world, from Pulitzer Prize-winning
pieces to tabloid sensationalism. This interactive museum lets
you explore historical, fascinating and even electrifying
exhibits such as the New York Duilv News'coverage of

Ruth Snyder’s electrocution. You'll be challenged to

See the electric chair
that sparked an early tabloid
news controversy.

review the role of the media in society, its rights and
responsibilities. You can examine the news’ strengths and weaknesses, and its evolution
trom ancient storvtelling to today s satellite transmissions. You can also watch great

moments in history as vou've never seen them before in the area’s largest

high-definition video theater und see news as 1t
happens around the world on the 126-foot

Video News Wall. Visit the Newseun soon TR e a5

L . it happens. See the day's
where fun is a matter of fact. front pages from papers worldwide

N=WS=UM
WHERE FUN IS A MATTER OF FACT

Two blocks from Rosslyn Metro » 1101 Wilson Blvd., Arlington, VA
703/284-3544 » Toll free 888/NEWSEUM
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Hearst to debut youth channel in

Broadcastin

Latin America

Locomotion will feature all animation, not just kids cartoons

By Cynthia Littleton

earst Entertunment is digging

mnto its cartoon vault 1o launch

an all-animanon satelhite/cable
channel. Locomotion, in Latin Ameri-
ca this fall.

Locomotion’s general manager
hopes 1o succeed in an increasingly
crowded marketplace by letiing Fox.
Viacom and other established competi-
tors light for market share among
viewers 10 and vounger

Instead. Gustavo Basalo wanixs to
build Locomotion into a multinational
Spanish-language franchise by target-
ing teens and voung adults with cut-
ting-edge technology and hip comedies
in the style of Fox's The Simpsons and
MTN s Beavis & Buri-head. 11 the
franchise clicks in Latin America. the
partners hope to expand 1t to Spain.
Portugal and. eventually. the U.S.
cable market.

"We want to be the plice where

[older kids] come
after they leave
Nickelodeon and
Cartoon Network,”
says Basalo. who
heads the Miami
Beach-based joint
venture of Hearst
and the Cisneros
Group of Compa-
nies.

“We want 1o be
the world’s only
24-hour showcuse
for all forms of ani
mation. nol just
Kids cartoons.

[.ocomotion
which launched on DIRECTV s
Gulaxy Latin America satellite plat-
form last November, features car-

toons with such classic Hearst charac- |

lers as Blondie and Dagwood. Beetle
Builey. Flash Gordon and the Phan-
tom. The programs are dubbed into

New Acquisitions?
Minimize your risks

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

Due diligence services

for the broadcast industry

Cail Peter Bowman or Mark Giannini at (703) 818-2425

BIA CONSULTING

The leading provider of financial and strategic selutions
Joir the communiceations industries

Internet: http://www biacompanies.com
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Gustavo Basalo wants to
build Locomotion into a
multinational Spanish-
fanguage franchise by
targeting teens and young
adults with cutting-edge
technology and hip shows
like ‘Red Baron.

Spanish and Portuguese, although the
Gualaxy service gives viewers the
option to hear the original soundtrack
of the show

While most of HearstU's animated
properties are geuared to children.
Busalo and others are scouting anima
tion festivals and program markets
tor acquisitions and licensing deals.
At present, Locomaotion offers u six
hour programing block with titles
ranging trom Felix the Cal to the
teen-oriented Japanese production
Red Baron.

Locomotion 1s expecied 1o be added
10 numerous Latin American cable sys-
tems in November, when the channel's
one-year window of exclusivity with
Gulaxy Latin America expires. Cis-
neros Group is a partner with Hughes
Electronics and three other Latin
American media companies in the
GLA direct-to-home satellite service
which has a subsceriber base of about
100000 in ninme countries.

As Latin America’s teen and
young-adult population rises. Basalo.

[ & veteran programer and media con

sultant, thinks the region’s growing
TV marketl is ripe for Locomotion.
Basalo expects the ¢channel 1o be
available inabout 7 million homes. or
about halt of Latin America’s current
subscription TV universe. by the end
of next vear

We hope this will be the first
crossover [Spanish-language | channel
in the U.S. cable market after the con-
cept is proved in Latin America and
Europe.” Basalo savs. a
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with Barbra Streisand and
Columbia TriStar TV 1o develop
a two-hour movie based on the
| life of freshman U.S. Represen-

1ative Carolyn McCarthy for the

1997-98 scason. Thie Carolyn
M:Carthy Story will tell how the
representative’s life was torever
changed when a cruzed gunman boarded a Long Island
commuter train. killed her husband of 30-some years and
seriously injured her 26-yea:-old son. Streisund and
Columbia TriStar were responsible tor Serving in
Silence: The Margarethe Cammermeyver Siory on NBC.

Selleck on slow tr(;;.:k

Production may begin in June for Tom Selleck’s new
CRBS sitcom, which is being created by Barry Kem). but
the series will likely not make the network’'s tall sched-
ule. a source close o the show said. Rumors have sur-
faced about Selleck’s dissatistaction with the script, but
both he and Kemp are still on board with the show—
which comes with a 1 3-episode commitment from CRBS.
The comedy. which has Selleck playing a single publish-
ing house executive. could stitl debut later in the fourth
guarter, it not midseason, the source said. A March
launch would certainty be attractive, given the promao-

Tﬁwl NBC and Barbra
——" "X NBC is leaming again

tional platform offered by CBS’s hroadcast of the winter
Olympics in February.

ABC and Barbara

ABC hus ordered a pilot from Barbara Walters” produc-
tion company for a live daytime talk sirip for possible
debut in August. The show. tentatively titled The View

Jrom Here. would bring together four women of difterent

generations 1o talk about issues of interest o ali, from
sex and relationships to Hollywood life, the network
confirmed. Walters would appear at least twice o week as
moderator. The show will be executive-produced by Bill
Geddie. Walters™ partner in Barwall Productions.

Agency switch

Chiat/Day has taken over the reins of ABC's $40 million
account from Grey Advertising. the network said Fast
week. The Chiat/Day offices in Los Angeles and New
York will handle the branding, strategy and positioning
for the network.

Pudney deal
ABC Piciures has signed a two-year deal with Gary L.
Pudney to develop movies tor TV and miniseries. The

i first item on his agenda: a contemporary version of The

Pictire of Dorian Grav. Pudney was responsible tor the
recent ABC birthday tribute 10 Elizabeth Taylor. among
other ABC specials. —LR

—

Fox Iaunches
new Saturday

lineup

The Fox Kids Network's April 19 |

| debut of its new Saturday schedule ‘
will include a sneak preview of the
new series from the Power Ran-
gers franchise. |

| Spider-Man will take a two-

| week break to make way for the |
rollout of Power Rangers Turbo—

| which features the first kid Ran- ‘
ger—on April 19 and April 26. The

[ series will move to weekdays at |

| 4:30 p.m. beginning April 28. The |
new Saturday schedule also will
mark the return of The Tick and
the temporary departure of Big
Bad Beetleborgs. !

| Thelineup: 8 a.m.—C-Bear and |
Jamal; 8:30—Casper (new time '
period, preempting Big Bad Beetle-
borgs); 9—Power Rangers Turbo
(April 19 and April 26, before Spi-
der-Man returns); 9:30—X-Men
(new time period); 10—Goose-
bumps: 10:30—Eerie, Indiana; |
11—Life with Louie; 11:30—The
Tick (returning time period). | !

i nights between February 24 and May 2,
| 1997 (your nights don‘t have to be in a
row or at the same location) and you'll get:

& Guest Rewards membership;~
Guest Rewards rates, free local calls, car rental
discounts, and more.

Free Chocolates Or Roses.
A Free Night's Stay.

(Sweet Dreams!)

‘rt_;)‘ \‘)((\3\—1

Here's a sweetheart deal - stay any five (2'{.{41&%‘(\‘9) Sy
g ()

")‘))) 4’@2}(.‘;’4/ \\4:

M l"’

& Your choice of a free three-pound box of
Russell Stover Candies or a free dozen
long- stemmed roses.

including great

Stay five more nights” and you‘ll also get:

& A Free Night's Stay Certificate good at any
participating Travelodge” or Thriftlodge
location throughout North America.

All that, plus special extras' like free fresh-brewed in-room coffee, a free lobby news-
paper, free cable TV including movies, news and sports, no long distance access charges,
and free incoming fax service. Our complete “Sweet Dreams” promotion is worth over
$70% So call us for reservations today and make your

"Sweet Dreams” come true!

For Reservations Call:

| 1-800-578-7878
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Boadzstfs DEOPLE'S CHOICE

KEY: RANKING/SHOW |[PROGRAM RATING/SHARE| * TOP TEN SHOWS COF THE WEEK ARE NUMBERED IN RED « TELEVISIGN UNIVERSE ESTIMATED AT 57.0 MILLION HOUSEHOLOS: ONE RATINGS POINT=970.000 TV HOMES
YELLOW TINT IS WINNER OF TIME SLOT » (NR)=NOT RANKED; RATING/SHARE ESTIMATED FOR PERIOG SHOWN * *PREMIERE * SOURCES: NIELSEN MEDIA RESEARCH. CES RESEARCH * GRAPHIC BY KENNETH RAY

)

NBC

39.Mad About You 8.7/13

ox

54. Melrose Place  7.8/12

R . I.I d
25.Cosby 9.7/16
87 Relativi 487
ks 76 Ev Loves Raymd 0.4/15
28. ABC Monday Night 1. NCAA Basketball

Mavie—The Ten
Commandments,
Part 2

9.3/15

52 Roseanne 8.0/13
26.Elten 9.4/15

Championships—
Arizona vs. Kentucky

18.9/31

48. Mysterious Man—The

Shroud of Turin 8.2/13

42. NBC Monday Night
Movie—The Piano
8.513

11.2/19
22.Mad About You 10.6/18

Ratings according to Nielsen

Mar. 31-Apr. 5

UPN

98.11 -he House 3.4/5

108.7th Heaves 2.4/4

38.Smthg So Right 8.8/14

78. Fox Tuesday Night
Movie—Hot Shots!

6. Home Imprvmt 14.1/22
14. Spin City 11.7/19

34 The Practice 8.9/16

58 Grace Undr Fire 7.5/13

31 The Nanny

60. CBS Tuesday Movie—

The Last Boy Scout

1212

9.1/18

13. Frasier 11.8/18

Part Deux

18. Caroline in/City 11.0/18

10. Dateline NBC  12.5/22

84 NewsRadio 6912

52. Beverly Hills, 90210

106 In the Fouse2.6/4

34,6
102.The S axtinel

1 98 N % Eddie 3.4/5
73.Married...w/Chldr 6.1/9|108 Soarc 2.4/41104. Bufty' Y ampire
83. Pauly 5.4/8[113. Horevoys  18/3]  Slayer 28/4

101, Sister. 351 3.1/5

m 34.Coach 8.9/15| 59.Temporarily Yrs 7.4/12| 71. The Single Guy 6.4/11 8.013 3.0/5] 96.Smart Gy 3.6/6
9:00{ 18.Drew Carey  11.0/18 61. Wings 7.1/11 ) 94.Sta- “re<: 95. Jamie koo 1.7/6
- 70. Fed 5011 3P fF 9115 ™" i
E 9:30] 54. Arsenio 7813 2 8511 100 Men Bhvg Badly 8.6/74] - 2ty of Five Voyaser  3.8/6[ o7 wayans Br 356
1823 17. PrimeTime Live 11.3/20] 90. EZ Streets 4.4/8] 20.Law & Order  10.7/19
: U - b
> 8:00 . ; 34. Diagnosis Murder 4. Friends 14.5/25| 84. Martin 5.3/9
77.High Incident  5.9/10
a 830 - 89/15| 6. Naked Truth  14.1/23] 78.Living Single 5.8/9
9:00 X . 2. Seinfeid 18.5/30| 85. New York Undercover
81. Vital Signs 5.6/9] 54. Molone 7.8/13
S a30f 0o 6 d 3.Naked Truth 15,3725 29/8
iggg 64. Turning Point  6.9/12| 50. 48 Hours 8.1/14] 4.ER 14.5/26
8:00| 45. Family Matters 8.3/16 42. Unsolved Mysteries i
50. JA 8.1/15] *« 93.Sliders 3.977
> §30[ 46 Boy Meels World 82715 0 8.5/16 .
0 9:00| 33.Sabrina/Witch 9.0/16 ]
- 73.0r1 1/11| 20. Dateline NBC  10.7/19] 83 Millennium 4.7/8
[ o:30[ 44 Stepby Step__8.4/15 b Balil b !
1328 12.20/20 12.3/23| 64.Nash Bridges  6.9/13| 73.Crisis Center  6.1/11
. 9.0 o
> 800 : 45, Dr. Quinn, Medicine 73.National Geographic | 87.Cops 4.8/9
g g:30| 72 Saturday Night at the Woman 8.3/16|  Special 6.1/12[ 85, Cops 4.9/9
B Movies—The Sandlot BT
E 9:30 6.312 34 promised Land 8.9/16| 61.The Pretender  7.1/13| ~= "' ander BUlln er§”7
Eo :
N10:00( 81. ABC World of 24. Walker, Texas Ranger .
30| Discovery 56/ 9.9/19| 83 Profiler UFOE
. " 0 0
7:00{ 80.Am Fun Hm Vid 5.7/11 3 90. World’s Funniest Kids’ 115.Brotherly L+ 1.5/3
8. ) NBA Basketbali 6.
7.30[ 68, Am Fun Am vid 6.7/12| | 60Minutes  13.3/25)(n) NBA Basketball 6.2/12) ™", oy 4.418 114 Nick Freno 1673
; 8:00] 64. PrimeTime Live 11.Touched by an Angel | 45.3rd Rock fr/Sun  8.3/14] 57.The Simpsons  7.7/13 112 Pamt "Hood 2.0/%
%8:30 Special 6.9M 12.4/21| 69. Boston Common 6.6/11| 28. The Simpsons ~ 9.3/15 110.Steve Harvev *./4
8 9:00 _ 106.Unhap Ev Al Z.€/4
an| 23. ABC Sunday Night 16.CBS Sunday Movie— | 40. NBC Sunday Night 28.The X-Files  9.3/14 : -
9:30 L ; . 111.Life w/Roge-2.¥
] Movie—When Secrets The Inheritance Movie—Blown Away
10:00f  kin 10.2/16 11.5/18 86/14
10:30
WEEK AVG 8.3/14 9.4/16 9.4/16 6.1/10 3.0/5 26/4 |
STD AVG 9.4/16 9.6/16 10.5/18 7.8/13 3.2/5 2.6/4 |
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OVER $1 BiLLION IN TRANSACTIONS IN 1996

Financings ® Mergers & Acquisitions ® Valuations ® Strategic Advisory ® Merchant Banking

The following is a partial listing of transactions completed by CEA's Broadeasting Division:

$68.000.000
SENIOR DEBT FINANCING

has been arranged for

U.S. Broadcast Group, L.L.C.

@

ACQUIRED

U.S. Broadcast Group, L.L.C.
has acquired
$97.000.,000

of television broadcast properties

@

$24,600,000

SUBORDINATED DEBT FINANCING

has been arranged for
U.S. Broadcast Group, L.L.C.

(4

$15.000.000
PREFERRED AND COMMON
Equimy CariTaL

has been arranged for

U.S. Broadcast Group, L.L.C.

€

$15.000.000
Eouity CaritaL

has been arranged for
Excl” Holdings. Inc.

€

$12.800.000

SENIOR DEBT FINANCING
has been arranged for

Grant Broadcasting
System 11, Ing.
and
Grant Media, Inc.

&

$63.000.000
SoLp
Superior Communications
Group, Inc.
WDKY-TV and KOCB-TV
to

Sinclair Broadcast Group. Inc.

€

$14.540.000

Post-Rrcapratization EQuiTy

Purchase of Chesapeake Outdoor
Enterprises. Inc. Option
has been arranged for

Outdoor East. L.P.

@

$30.000.000

SENIOR DEBT FINANCING

has been arranged for
Outdoor East, L.P.

@

$16,000,000

SENIOR DEBT FINANCING

$30.000.000

WITH ATTACHED WARRANTS

Rabio ACQUISITIONS

has been arranged for
Grant Television, Inc.

€

Represented buyer and
arranged debt and
cquity financing
*62nd Street Broadcasting

@

*Closing subject to FCC approval

$60.500.000

SoLb

Outdoor East, L.P.
o
Lamar Advertising
Company, Inc.

@

€b

COMMUNICATIONS
___EQUITY
ASSOCIATES

375 Park Avenue, Suite 3808, New York, NY 10152 212-319-1968; 212-319-4293 Fax

CEA is a member of the National Association of Securities Dealers. Inc. and its professional associates arc registered with the NASD. Member SIPC.
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Broadcasting

Learning to live with Justice

By Elizabeth A, Rathbun

adio station owners

apparently have de-

cided that when 1t
comes to the Justice De-
partment. it you can't beat
‘em, work with “em.

The conciliatory tone at
NAB 97 in Las Vegas last
week was in marked con-
trast to the outrage that
arose last full when Justice
first began investigating
radio deals for possible
antitrust violations. While
Justice still has its detrac-
tors. and station owners continue to

dispute the department’s definition of

the radio market as stand-alone, some
are working with the system.

The law fimm of Jones, Day, Reavis
& Pogue dispensed wallet-size lami-
nated cards outlining “Antitrust Do’s
and Don’ts for Broadcasters.” Among
the advice on the 10-point list: “Don’t
discuss with competitors your price.
terms ot sale or other confidential
information.”™ and “Don’t enter into
JSAS/LMAS/TBAs without prior legal
review,”

“IU's surprising how unaware people
are about the seemingly mnocent things
that can get you in trouble.” said Joe
Sims of Jones, Day. If you're at a meet-
mg where the conversation strays into
dicey territory, leave fast, and leave “in a
way everyone will remember.” Try
knocking over a water pitcher on your
way oul, Sims suggested. “It's appear-
ances that count here. not realities.”

Treat every memo as if it were a
public document and avoid such terims
as “monopoly.” “domination™ and
“market.” Sims said. And don’t use the
phrase ™ *Squish like a bug.” Ted Turn-
er can get away with it [only| because
he's Ted Turner.” he said.

The appearunce of Justice Depart-
ment antitrust chief Jocl Klein last
Monday set a jovial tone, although
Klein warned that as consolidation
continues. “we're not finished with
our work.”™ And should the FCC allow
TV duopolies. Justice will follow the
same formula it has in investigating
radio. Klein said.

As has occurred in radio, “there is no
question there are going to be pains.”

Justice's Klein says
broadcasters are making
more sensible deals.

he said. “There are always adjust- |

ments™ as Justice strikes
a balance between the
interests of the parties
involved and making
sure a deal is pro-com-
petitive.

But Justice's job is
getting easier. he said:
As broadcasters have
come to understand the
department better. radio
deals now are being
“sensibly structured”
tfrom the beginning.

Nor will broadcasters continue to
find relief in LMAs. Wiley said. ~TV
LMAs are almost certainly going to
become attributable.” he said. which
would have the sume effect as the
duopoly ban. Any grandfathering of
cxisting LMAs may last only for the
life of the agrecment. he said.

However, FCC Mass Media Burcau
Chiet Roy Stewart said that to keep free.
advertiser-supported TV flourishing. the
FCC may have to “allow some more
consolidation in the television area.” The
fact that Congress directed the FCC to
study whether to retain, modity or even
eliminate its TV duopoly ban “opens the
door to the commisston.”™ he said.

On the posi-

Klein emphasized
that Justice has inves-
tigated only 53 of the
1.200 radio deals and mergers that
have been filed under the Telecom-
munications Act of 1996, and has
forced the divestiture of just eight
stations. “Consolidation by and large
is healthy.” Klein said. “The industry
is stronger and more efficient [now|
and you are more efficient competi-
tors [against] other media. and we
applaud that.”

The FCC likewise has some
adjustments to make. said Mass
Media Bureau Chief Roy Stewart.
There is a “tension™ between the
consolidation encouraged by the Tel- |
com Act and the FCC’s “traditional
goals of diversity and competition.™
But, he said. “the commission recog-
nizes that Congress makes the law.”

Broadcasters also raised concerns
about consolidation’s effect on owner-
ship diversity. When it comes to politics.
for example. “different owners may
back ditferent people™ running for |
office. said Robert E. Branson, VP/ chief |
legal counsel. Post-Newsweek Stations
Inc. But “if all the owners look the
sume.” so will the candidates. he said.

“It may not be [a question of] the
number of voices. It may be how strong
these voices are.” said lawyer John
Feore of Dow Lohnes & Albertson.

Wiley sees little TV relief from FCC

Leading broadcasting lawyer and former
FCC chairman Richard Wiley predicts
that the FCC’s rulemaking on television l
ownership will full short of broadeasters’
hopes. =] see little relief likely™ when it
comes 1o TV duopolies, Wiley said last
Wednesday at NAB "97. FCC rules cur-
rently bar a broadcaster from owning |
more than one TV station in a market.

www.americanradiohistorv.com

Dick Wiley doesn't think
broadcatsers will get o .
duopoly relief. wrap up s
rulemaking by
June, as

tive side.
Wiley foresees
some  relax-
ation of the
Crossowner-
ship rules for
TV and radio.
and for news-

paper and
radio. but not
for TV and

newspaper.
And don’t look
for the FCC to

promised. July or later is more likely.
Wiley said.

How long can it last?

Strong stocks and high station prices
can’t last forever. broadcasters were
wamed at NAB "97. The U.S. economy
has gone longer than it ever has without
a slowdown or a recession, said Larry
Wilson. president. Citadel Communica-
tions Corp. But eventually “somebody is
going to get themselves in a bind.™ Par-
ticularly if that “somebody™ is a major
public company: “That will dry up some
of the frenzy that is going on now.”

In the meantime. portfolio managers
with media investments “continue 1o
view the sector very favorably.” said
Bill Archer, managing director, BT
Securities. And “it is a rising-tide busi-
ness” in that as markets consolidate,
radio management will only get better.

Public markets have tightened up
over the past few months and “that may
slow things down.”™ Archer said. But
whether indicators like the recent out-
flow of cash from mutual funds is a
“blip or the start of a trend™ isn't clear

I yet. he said. ]
I

l
|
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Broadcasting ,

CLOSED!

ell W. “Bud” Paxson, chairman/ I

Changing Hands

owner); for holdings, see “Changing

' Hands,” April 7

The week’s tabulation
of station sales

Proposed station trades

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

THIS WEEK.
Tvs1$153,100,000 -5
Combos - $67,496,000 ~ 6
FMs 1 $26,863,634 14
AMs($1,694,500 3
Total 1 $249,154,134 1 28
SO FAR IN 1997:

TVs $1,977,733,000 33
Combos $3,727,877,395 1 94
FMs1$764,149,617 116
AMs 852,544,414 - 71
Total - $6,522,304,426 1 314
SAME PERIOD N 1996:

TVsi 1 $479,925,510 1 29
Combos $1,656,574,734 © 107
FMs 1 $642,564,046 112
AMs 538,131,129 145
Total 1 $2,817,195,419 ~ 309

Source: BROADCASTING & CABLE

Options to acquire WNGM-TV Athens/
Atlanta, Ga., and WOAC(TV) Canton/
Cleveland, Ohio

Price: $73.5 million ($50 million for
WNGM-Tv; $23.5 million for woOac)
(B&C, April 7)

Buyer: Global Broadcasting Systems
Inc. (formerly Ramcast Corp.), New
York (Rachamim Anatian, chair-
man/92.5% owner); owns KCNS-TV

San Francisco; wnps(Tv) Derry, [

N.H./Boston, and wRAY{Tv)
Wilson/Raleigh, N.C.

Seller: Paxson Communications
Corp., West Palm Beach, Fla. (Low-
ell W. “Bud” Paxson, chairman/
owner); owns wTLK-Tv Rome/Atlan-
ta, Ga., and wakc-Tv Akron/Cleve-
land, Ohio (for other holdings, see
“Changing Hands," April 7). Note:
Paxson had options to acquire
WNGM-Tv and woac for $17.6 million, ‘

Stations are owned by Whitehead
Media Inc.

Facilities: wNGM-Tv: ch. 34, 1,258 kw
visual, 125.8 kw aural, ant. 1,351 ft,;
woOAC: ch, 67, 1,429 kw visual, 142.9 |
kw aural, ant. 290 ft.

Affiliation: Both inTV 1

WSBX-TV Anne Arbor/Detroit, Mich.
Price: $35 million (includes low- ]
power ch. 48, Detroit)

Buyer: Paxson Communications
Corp., West Palm Beach, Fla. (Low- |

Broadcasting & Cable Ab_ril 141997

Seller: Blackstar LLC, Washington
{John E. Oxendine, chairmany;
owns wesF-Tv Melbourne/Orlando,
Fla.; kesp-Tv Salem, Ore., and KEvN-
Tv Rapid City and satellite kivv-Tv
Lead/Deadwood/Rapid City, S.D.
Facilities: Ch. 31, 1,220 kw visual,
217 kw aural, ant. 1,080 ft.

Format: Home Shopping Network (to
be inTV)

WMCF-TV Montgomery, Ala.; WMPV-
TV Mobile, Ala./Pensacola, Fla.;
WBUY-TV Holly Springs, Miss/Mem-
phis, and WELF(TV) Dalton, Ga./Chat-
tanooga and WPGD{TV) Henderson-
ville/Nashville, Tenn.

Price: $30 million

Buyer: All American TV Inc., San
Dimas, Calif. (Cruz S. Arguinzoni,
president/33.3% owner); owns wTJp-
Tv Gadsden, Ala.; kaan-Tv Honolulu;
wwto-Tv LaSalle, lIl.; KTaJ-Tv St,
Joseph, Mo.; KNAT-Tv Albuquergue,
N.M., and kpor-Tv Bartlesville, Okla.
Seller: Sonlight Broadcasting Sys-
tems Inc., Mabile (Jay Sekulow,
president); no other broadcast inter-
ests

Facilities: wmCF-Tv: ch. 45, 600 kw
visual, 60 kw aural, ant. 1,010 ft.;
wmMpv-Tv: ch, 21, 4,336 kw visual,
433.6 kw aural, ant. 1,400 ft.; weuy-
Tv: ch. 40, 4,680 kw visual, 468 kw
aural, ant. 466 ft.; weLF: ch. 23, 490
kw visual, ant. 1,466 ft.; wpGD: ch.
50, 4,508 kw visual, 500 kw aural,
ant. 770 f.

| Affiliations: All Trinity Broadcasting

Network

WWAY (TV) Wilmington, N.C.

Price: $9.6 million {per May 1995
note for station)

Buyer: Kelso Investment Associates
V LP, New York (Kelso Partners V
LP, general partner [George E.
Matelich, Frank T. Nickell, Joseph
S. Schuchert, Thomas R. Wall IV,
Michael V. Goldberg, general part-
ners))

Seller: Mario Baeza, Englewood,
N.J.

Facilities: Ch. 3, 100 kw visual, 10
kw aural, ant. 1,953 ft.

Affiliation: ABC

WIXX(TV) (formerlty WYDP) Orange
Park/Jacksonville, Fla.

Price: $5 million

Buyer: Allbritton Communications
Co., Washington (through parent
Perpetual Corp.) (Robert L. Allbrit-
ton, executive VP/COOQ); owns
wCFT-Tv Tuscaloosa, Ala.; KATv(Tv)

www.americanradiohistorv.com

Raycom Media, Inc.,
John Hayes, President
has acquired Federal
Enterprises, Inc.,
Dale Rands, ChammanEO
and President, for

$166,000,000.

Brian E. Cobhb
Broker

BRIAN E. COBB
CHARLES E. GIDDENS
703.827.2727

RANDALL E. JEFFERY
RANDALL E. JEFFERY, JR.
407-295-2572

ELLIOT B. EVERS
415-391-4877

GEORGE 1. OTWELL
513-769-4477

RADIO and TELEVISION
BROKERAGE * APPRAISALS

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO = CINCINNATI
SAN FRANCISCO

a7
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Little Rock, Ark.; wiLa-Tv Washing-
] ton; ktuL(Tv) Tulsa, Okla.: WHTM-Tv

] Harrisburg-Lancaster-Lebanon-York,

Pa.; weiv-Tv Charleston, S.C.; wseT-
Tv Lynchburg-Roanoke, Va., and
NewsChannel 8 cable channel,
Washington; has LMAs with options
to buy wusu-Tv Anniston, Ala., and
wBSG-Tv Brunswick, Ga./Jack-
sonville, Fla.
Seller: WPR LP
Facilities: Ch. 25, 2,040 kw visual,
[ ant. 495 .

Affiliation: ABC

COMBOS

WEIM(AM) Chicago/WEJM-FM Lansing/

|  Chicago, lll., and WFLN-FM Philadel-

phia

Price: $64.1 million ($7.5 million for

WEJM(AM); $14.8 million for wem-FM;

| $41.8 million for wrLN-FM)
Buyers: ® weam{am): Douglas Broad-
casting. Palo Alto, Calif. (N. John

! Douglas); @ wesm-FM: Dontron Inc.;
®wFLN-FM: Greater Media Inc., E.
Brunswick, N.J.; owns WPEN{AM)-
wMGK(FM) Philadelphia and Philadel-
phia cable franchise; is buying
wMMR(FM) Philadelphia

| Seller: Evergreen Media Corp., Dal-

CENTENNIAL
BROADCASTING
NEVADA, INC.

has agreed to acquire
the stock of

KJUL-FM

Las Vegas, Nevada
from

SYNDICATED
COMMUNICATIONS

(SYNCOM)

Bob Cox
represented the seller
3714-458-4780

E'r ; ; @ g a-!
*
Media Brokers

Appraisers Consuttants
Pnuadeipnia « Denver + Tampa Bay * Kansas City * St Louss « Portland ¢ Baltimore

Broadcasting

las; Evergreen is merging into Chan-
cellor Broadcasting Co.

Facilities: AM: 950 khz, 1 kw day, 5
kw night; FM: 106.3 mhz, 2 kw, ant.

| 397 ft.: wrLN-FM: 95.7 mhz, 50 kw,

ant. 500 ft.
Formats: AM: rap; FM: hip-hop; wrLN-
Fm: classical

KTIC{AM)-KWPN-FM West Point, Neb.
Price: $1.5 million

Buyer: Nebraska Rural Radio Associ-
ation Inc., Lexington, Neb. (Otto
Geiger, president); owns KRVN-AM-FM
Lexington and KNEB-aAM-FM Scotts-
bluff, Neb.

Seller: Kelly Communications Inc.,
West Point (David M. Kelly, presi-
dent)

Facilities: AM: 840 khz, 5 kw day;
FM: 107.9 mhz, 50 kw, ant. 318 ft.
Formats: AM: polka; FM: country

KHLB-AM-FM Burnet, Tex.

Price: $900,000

Buyer: Texrock Radio Inc., Austin,
Tex. (Dain L. Schult, president/98%
owner). Schult owns 1% of wMJK({Fm)
Peachtree and wcoH(am) Newnan,

| Ga.

Seller: Kirkman Group Inc., Marble

| Falls, Tex. {William E. Kirkman,

president)

Facilities: AM: 1340 khz, 1 kw; FM:
106.9 mhz, 2 kw, ant. 367 ft.
Formats: AM: news; FM: C&W

KRX{AM)-KIMZ(FM) (formerly KIRQ)
Lawton, Okla.

Price: $486,000

Buyer: Perry Broadcasting Inc., Okla-
homa City (Russell Perry, presi-
dent/owner); owns KvsP(aM) Okla-
homa City and kJum(FMm) Tulsa, Okla.
Seller: Sovereign Broadcasting Inc.,
Dallas (Bob McGruder, president)
Facilities: AM: 1050 khz, 250 w day;
FM: 98.1 mhz, 100 kw, ant. 202 ft.
Formats: AM: gospel; FM: urban

WLBN(AM|)-WLSK(FM) Lebanon, Ky.
Price: $360,000

Buyer: Commonwealth Broadcasting
Corp., Glasgow, Ky. (Steven W. New-
berry, president/joint 34.1 owner); is
buying wrco(am)-wcka(Fm) Camp-
bellsville, Ky.; owns 42% of Newberry
Broadcasting Inc., which owns
WHHT(FM) Cave City, wcDs{aM)-
wovo(FMm) Glasgow and wWxPC{FM)
Horse Cave, Ky.

Seller: Lebanon-Springfield Broad-
casting Co. Inc., Lebanon (J.T. Whit-
lock, principal); no other broadcast
interests

Facilities: AM: 1590 khz, 1 kw day, 74
w night; FM: 100.9 mhz, 3 kw, ant.
289 ft.

Formats: AM: AC; FM: modern coun-

www.americanradiohistorv.com
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Remaining 60% of KTMI{AM]-KMXU-
FM Manti, Utah

Price: $150,000

Buyer: Douglas L. Barton, Manti:
owns 40% of KTMI-KMxU

Seller: Lee R. (50%) and Kay C.
(10%) Barton, Manti

Facilities: AM: 650 khz, 10 kw day, 1
kw night; FM: 105.1 mhz, 63 kw, ant.
2,360 ft.

Formats: AM: country; FM: easy lis-
tening

Minneapolis/St. Paul-area stations
WREV-FM Cambridge, KCFE(FM)*
Eden Prairie and KREVIFM) Lakeville,
Minn. *Seller is in process of buy-
ing
Price: $17.675 million (BaC. March
17)
Buyer: Walt Disney Co./ABC Inc.,
New York (Michael D. Eisner, chair-
man; Robert Callahan, president.
ABC Radio); owns kpiz(am) (formerly
KQRS)- Kars-FM Golden Valley/Min-
neapolis/St. Paul and keGe-FM Min-
neapolis; KFSN-Tv Fresno, KaBC-Tv-
[ am, KTZN{AM) and kLOS(FM) Los Ange-
les and kGO-Tv-aM and ksFo(am) San
Francisco; wMAL{aAM)-WRQX(FM)
Washington; wvay{Fm) Atlanta and
wKHx{AM) Atlanta-wkHx-FM Marietta/
Atlanta, Ga.; wLs-Tv-am and WKxK(FM)
(formerly wis) Chicago; wJR(AM)-
WHYT-FM Detroit and wJRT-Tv Flint,
Mich.; waBc-Tv-aM and wrLJ-Fm New
York; wrvp{Tv} Durham/ Raleigh,
N.C.; wtvg(Tv) Toledo, Ohio; wpvi-Tv
Philadelphia, and wBAP{AM)-KSCS-FM
Fort Worth/Dallas and KTRK-Tv Hous-
ton
Seller: James R. Cargill Il and Susan
M. Cargill, St. Paul; own kLBB(AM) St.
| Paul and wioL{am} Brooklyn Park,
Minn.
Facilities: wrev-FM: 105.3 mhz, 25
kw, ant. 298 fi.; kcFe: 105.7 mhz, 3
| kw. ant. 328 f1.; krev: 105.1 mhz, 2.6
kw, ant. 499 ft.
Formats: All to be active rock (simul-
cast)

WHKIA-FM Belhaven and WKOO-FM

Jacksonville, N.C.

Price: $4 million cash

Buyer: Pinnacle Broadcasting Co.

| Inc., Grand Prairie, Tex. (Philip D.

{ Marella, chairman); owns wcrPQ{AM)-

| WANG-FM Havelock, wRNs-AM-FM Kin-

ston and woLx(Am)-wERO(FM) Wash-

ington, all N.C.; is buying wrxx(Fm)

| Semora, N.C./Danville, va. (for other

| holdings, see “Changing Hands,”
March 31)

| Seller: Nautical Broadcasting Inc.,

|
|
|

|
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@ The Focal Press Broadcasting and Gable Series r’

Broadcast Indecency
by Jeremy Lipschultz, Ph.D.

Discussing such controversial issues as
"shock jock" Howard Stern, this book
treats broadcast indecency as more than
a simple regulatory problem in American
Law. The author's approach cuts across
legal, social and economic concerns,
taking the view that media law and
regulation cannot be seen within a
vacuum that ignores cultural realities.
240pp + pa * 0-240-80208-X + 529.95

The Remaking of Radio
by Vincent M. Ditingo

Provides a comprehensive overview of

the dramatic regulatory changes and
important programming shifts that have
occurred in commercial radio in the 1980s
and 1990s. Puts the direction of modern-
day radio broadcasting into perspective for
business and media professionals, as well
as for those considering careers in the
radio industry.

160pp » pa * 0-240-80174-1 » S$27.95

Merchandise Licensing

in the TV Industry

by Karen Raugust

This book provides members of the tele-
vision industry with concrete, how-to
information on launching a merchandise
licensing program. It discusses historical
context, current and future trends, key
players in television-based licensing, and
how to evaluate and implement a licensing
program. Includes case studies.

112pp « pa -« 0-240-80210-1 » $29.95

Practical Radio

Promotions
by Ted E. F. Roberts

Details the techniques. methods, goals
and ethics of successful radic promotions
and explains the components of an
effective promotions team.

92pp+ pa+ 0-240-80090-7 + $19.95
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Available at bsek stores

VISIT THE FOCAL PRESS
WEB SITE
Visit the Focal Press home page to stay
current on the latest titles and to find out
about other on-line services available to
Focal Press customers

http://www.bh.com/fp

or direct from Focal Press

To place an order

Call 1-800-366-2665

International Television
Co-Production
From Access to Success

by Carla Brooks Johnston

This book explains the legal, political,
economic and technological challenges of
developing programming in the global TV
Marketplace of the '90s and beyond.
108pp e pae 0-240-80110-5 * 519.95

Radio Programming
by Eric G. Norberg

Radio Programming is a handbook for
programming directors that focuses on
how to program a radio station in today's
compelitive environment. This book will
be helpful for neophytes in programming,
experienced programmers seeking further
growth, air talents who want to develop
their skills, and general managers trying
lo understand programming and effectively
manage their program directors without
stifling creativity.

216pp * pa ¢ 0-240-80234-9 + $26.95

Global Television
How to Create Effective
Television for the 1990s
by Tony Verna

This book examines and explains how
evolving technologies such as fiber optics.
high definition television, digital transmis-
sion and computerization, as well as the
demands of the marketplace, are driving
television into becoming truly global.
336pp = hc + 0-240-80134-2 + $44.95

Winning the Global TV
News Game

by Carla Brooks Johnston

Ctters the first full global perspective of
the dramatic changes in television news
coverage caused by the entrance of "live
news" onto its own lane of the information
superhighway, and the resulting dynamic
between industry professionals and con-
sumers. Contains interviews with leading
news professionals.

240pp = hc « 0-240-80211-X  §44.95

30 Day Satisfaction Guarantee
Mail your order to: Focal Press

225 Wildwood Ave., Woburm, MA 01801

FAX 1-800-446-6520
QOutside the US and Canada:

Call 1-617-928-2500/FAX 1-617-933-6333
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(Roger R. Ingram, president); owns
WCMG-FM Marion, S.C.

Facilities: wkJA-FM: 101.1 mhz, 31 kw,
ant. 613 ft.; wkoo-FM: 98.7 mhz, 100
kw, ant. 1,015 {t.

Formats: Both oldies

Broker: Snowden Associates

KKIG(FM) San Luis Obispo, Calif.
Price: $1.5 million

Buyer: American General Media,
Towson, Md. (co-owners/siblings
Anthony S. Brandon, L. Rogers
Brandon); owns kKzoz-FM San Luis
Obispo and kkaL{am} Arroyo Granda,
Calif.; wyDe(am) Birmingham-wRax-
FM Trussville, Ala.; and KKcL-FM Lo-
renzo/Lubbock and kwrs-Fm Wichita
Falls, Tex.; is buying KWBR(FM)
Pismo Beach/Arroyo Grande, Calif.;
is selling kooL(FMm} Boulder City/Las
Vegas, Nev., and KTMN{FM) LoS
Alamos/Albuquerque and KNYN(FM)
Santa Fe/Albuquerque, N.M. Bran-
dons aiso own KGEO{AM}-KGFM-FM
Bakersfield and kobe-Fm Paso Rob-
les, Calif.; 50% of kcip-Fm Caldwell/
Boise, Idaho. Anthony Brandon
owns 67% of KERN-aAM-FM Bakers-
field; wwwa(am) Rochester, N.Y .,
and Kwrs(am) Wichita Falls, Tex.;
has interest in wwLG(AM) Baltimore
and wasa{am} Havre de Grace, Md.
Seller: Westcoast Broadcasting, San
Luis Obispo {Larry Woods, princi-
pal}; owns KJUG-AM-FM Tulare, Calif.;
is buying kzzc-Fm Tipton, Calif.
Facilities: 98.1 mhz, 3.6 kw, ant.
1,624 ft.

Format: Country

WDXD(FM) Holly Hill/Daytona Beach,
Fla.

Price: $1.1 million cash

Buyer: Black Cow Broadcasting Inc.,
Seller: Terzynski Radio LLC
Facilities: 103.3 mhz, 3 kw, ant. 328
ft.

Format: Country

Broker: Media Services Group Inc.

WLRZ(FM) Peru and WAIV(FM) Spring
Valley, Il

Price: $700,000

Buyer: Mendota Broadcasting Inc.,
Mendota, Ill. (Cole C. Studstill, presi-
dent/33.3% owner}; owns WGLC-AM-
FM Mendota. Studstill owns 33.3% pf
wxKO-FM Pana, IIl.; 23.2% of wxRs-
AM-FM Swainsboro, Ga.

Seller: Valley Plus Broadcasting Inc.,
Peru (Rudolph J. Lewis, Paul M.
Dunn, Richard J. Parker, owners);
no other broadcast interests
Facilities: wLRz: 100.9 mhz, 1.15 kw,
ant. 518 ft.; waiv: 103.3 mhz, 2.5 kw,
ant. 118 ft.

Formats: wLRz: classic rock; waiv: talk

KBJ)(FM} Marshall, Minn.

Price: $450,000 cash

Buyer: Minnesota Valley Broadcasting
Co., Mankato, Minn. {Donald Linder,
president/46.1% owner}; owns
KMHL(AM)-KKCK(FM) Marshall, KTOE(AM)
Mankato, kboG(Fm) North Mankato,
Kxax(FM) and Kxac{Fm) St. James,
KARL(FM} Tracy and KITN(FM) Worthing-
ton, all Minn. Linder has interests in
KksI{Fm) Eddyville and KRKN{aM)
Eldon, lowa, and karr(FMm} Glencoe
and kwom(am) Watertown, Minn.
Seller: Paradis Broadcasting of Mar-
shall Inc., Marshalil (Melvin Paradis,
president/owner). Mel Paradis owns
60% of kxrA-AM-FM Alexandria,
Minn.; is president of Community Air-
waves Corp. [see KHNR(AM) and
KGU{AM} Honolulu item below]
Facilities: 107.5 mhz, 25 kw, ant.
213 ft.

Format: AC

Broker: Johnson Communication
Properties

15.7% of KQMB(FM) Midvale, Utah
Price: $330,400

Buyer: Thomas F. and William R.
Crismon and Steven Tollstrup, Salt
Lake City

Seller: Walter P. Faber Jr., Spring-
dale, Utah (before sale, 56% owner;
after sale, 40.3% owner)

Facilities: 102.7 mhz, 44 kw, ant.
2,765 ft.

Format: Hot AC

WDLJ{FM) Indianola, Miss.

Price: $325,000

Buyer: TeleSouth Communications
Inc., Jackson, Miss. {Stephen C.
Davenport, president/50% owner);
owns WKXG{aM}-wymx(Fm) Green-
wood, Miss. Davenport is acquiring
interest in and option to buy wWxFJ(Fm)
Flora, Miss.

Seller: Son Rise Broadcasting Inc.,
Indianola {(Andy Arant, president}; no
other broadcast interests

Facilities: 96.9 mhz, 12.5 kw, ant.
469 ft.

Format: Christian country

WLVG(FM) Center Moriches, N.Y.
Price: $200,000

Buyer: Suffolk Radio Partners LLC,
Pound Ridge, N.Y. (Gary J. Starr,
80% managing member). Starr is
selling wasm(Fm} Huntington,
wMJIC({FM} Smithtown and wRHD(AM)-
wRCN-FM Riverhead/Westhampton
Beach, N.Y.; has applied to build FM
in Calverton-Roanoke, N.Y.

Seller: Radio Center Mariches LP,
Englewood, N.J. (Marc M. Weiss-
man, general partner}; no other
broadcast interests
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Facilities: 96.1 mhz

HSJY(FM) Lafayette, La.

Price: $175,000

Buyer: American Family Association
Inc., Tupelo, Miss. (Donald E. Wild-
mon, president/8.3% owner)

Seller: Lafayette Educational Broad-
casting Foundation Inc., Broussard,
La. (Francis Martin, president); no
other broadcast interests

Facilities: 90.9 mhz, 6 kw, ant. 476 ft.
Format: Religion

KIKIT(FM) Joshua Tree, Calif.

Price: $106,234

Buyer: Three D Radio Inc., Twenty-
nine Palms, Calif. (J. Duane Hoover,
president/owner); owns KQYN(AM)-
KDHI{FM) Twentynine Palms

Seller: Desert Willow Broadcasters,

| Joshua Tree (Gene Headley, Greg
Carpenter, principals); no other
broadcast interests

Facilities: 92.1 mhz, 6 kw, ant. 328 ft.
Format: AC

Broker: Larissa Alexandria

HCDL-FM Cordell, Okla.

Price: $102,000

Buyer: George Chambers, Tulsa,
Okla.; has interest in KHIM(FM)
Taft/Muskogee, Ckla.

Seller: Donald and Sonja Wrights-
man, no other broadcast interests
Facilities: 99.3 mhz, 3 kw, ant. 200 ft,
Format: Country

Broker: R.E. Meador & Associates

Remaining 55% of KZXR{FM) Prosser,
Wash.

Price: $100,000

Buyer: Michael N. Funk, Prosser
Seller: O. Eldon Bogart, Prosser
Facilities: 101.7 mhz, 3.5 kw, ant.
865 ft.

Format: AC

HKOL(FM) Hampton, Ark.
Price: $100,000
| Buyer: PS Broadcasting, Freeport, Ill.
(Carl C. Plaster, Jim Seamans, each
| partner/35% owner)
| Seller: Southern Arkansas Radio Co.,
| El Dorado, Ark. (Wayne and Kathy
Brewies, tenants}); no other broad-
cast interests
Facilities: 107.1 mhz, 3 kw, ant. 298 ft.
Format: Religion

HHNR(AM) and KGU(AM) Honolulu
Price: $1.47 million ($895,000 for
KHNR; $575,000 for KGU)

Buyer: Chagal Hawaii LLC, El Segun-
do, Calif. (Jack L. Siegal, manag-
er/4S% owner}; is buying KULA{AM)
Honolulu. Siegal owns 40% of Cha-

continues on page 89
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‘Broadcasting & Cable Special Report E

VYV hile the Internet is a prime news and information
source, the Web has now emerged 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, Broadceasting & 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 targeted to expand the Web's entertainment scene, and we'll report on
the efforts to move the Web from the computer screen to the TV screen.

If vou're looking to ride the crest of this entertainment webtide, you'll want to be part of this
issue. With bonus distribution at Promax in Chicago, this issue gives your message access
to 35,000 key plavers in television, cable, radio and multimedia and new technology — and
event attendees. To ke a big splash on the industry scene, call vour sales representative
1o reserve vour ad space today.

o .. 1 D v ew ot e d4% 422 o b 4 -~

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
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Jacor buys Premiere networks

Acquisition of Premiere, along with deal for EFM, makes it proeraming heavyweleht
. 1 . 4 lg - 1y

By Donna Petrozzello

ess than three weeks after

announcing its $50 milthon pur-

chase ol EFM Media Manage
ment. Jacor Communications agreed to
purchase Premiere Radio Networks for
$185 million.

Terms of the deal call for Jacor to
pay $18 per share of Premiere stock,
in a cash and stock transaction. In
return, Jacor assumes some $20 mit-
lion in working capital and cash from
Premiere. making Jacor’s net cost
3165 million. say Premiere officials.

Premiere controls one of the indus-
try’s largest porttolios of svndicated
radio programing and station ser-
vices. Founded 10 years ago in Los
Angeles. the company distributes 52
radio programs and service packages

in a variety of formats to 6,300 aftili-
ales nationwide. Its long-form pro-
graming includes talk shows hosted
by Leeza Gibbons, Michael Reagan
and Jim Rome.,

The company
distributes 52 radio
programs and service
packages in a variety
of formats to
6,300 affiliates.

In recent months. Premiere pur-
chased Cutler Productions. a svndica-
tuon group tocused on comedy fea-
tures, and After Midnight, a country
radio programing syndicator. Pre-

micre also owns Mediabuse, a
research company that tracks station
playlists, and Broadcast Results
Group. a production music library
campany.

In a deal forged last tall, Premiere
acquired 5% of AudioNel stock and

| represents its national advertising

sules. Premiere also owns Philadelphia
Music Works. icradio jingle production
compiny.

Jacor CEO Randy Michaels savs,
“The acquisition of EFM along with
Premiere propels Jacor to the forefront
of programing content.” With the pur-
chase of EFM, Jacor controls the syn-
dication of Rush Limbaugh’s and Dr.
Dean Edell’s shows,

Premiere President/CEO Sicve
Lehman and existing Premiere man-
agement will continue their roles as
Premiere is tolded into a division of
Jacor. The deal is expected 1o close this
sumimer. ]

Spanish
. spoken here

San Francisco
based sports talk
radio broadcaster
Sports Byline last
week launched
Depories Byline
Americas. 4 national
radio sports show
entirely in Spanish.

| Depories will

Metro expands Capitol
coverage

Metro Networks has acquired
the Washington News Net-
work. an independent TV
news operation based on
Capitol Hill in Washington.
WNN provides customized
video news feeds, primarily
covering news trom the Hill
and the White House, 10 85
TV affiliates.

| feature interviews

| with Spanish-

| speaking sports
personalities. including Jose
Canseco. Oscar De La Hoya and
Chi Chi Rodriguez. The program,
airing Monday through Friday, 10

| p-m.te L an ET. is hosted by
leading sports broadcasiers Danny
Gonzalez and Orlando Alzugaray
Ir.

Gonzalez delivers play-by-play

| coverage of the lHouston Rockets and
e Houston Astros in Spanish. Alzu-

’ garay hosis a local sports program in

Spanish for winz{am) Miami.

Danny Gonzalez

Metro will offer WNN's
services. which will include
customized stories. 10 exisl-
ing Metro TV aftiliates. Combined
with WNN alTiliates. the Metro TV
networks comprise more than 150
stations in 50 markets. WNN wil|
also offer Metro’s radio news divi-
sion with customized actualitics.
soundbites and full interviews from
Washingion.

NAB gives Crystals

Ten stations were recognized for
their efforts 1o improve the quality of
life in their commumities with
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National Association of Broadcast-

ers’ Crystal Awards in Las Vegas

last week. The winners: KBHP(FA)
Bemidji, Minn.: KKBT(Fv) Los Ange- |
les: KMAS(AM) Shelton, Wash.;
KABZ{An) Kansas City. Kan |
Kwoa(AM) Worthingion, Minn;
wiILS-FM Beckley. W Vi, WKLX(FM)
Rochester. N.Y.: WLTE(FM) Min-
neapolis; wMasx(FAy1) Dayton, Ohio;

and wsyi(AM) Nashville.

Radio mergers total '

$13.4 billion

A report by Veronis Suller & Associ- |

ates hinds that $13.4 billion changed ‘

hands in radio mergers in 1996, up

from $1.5 billion in 1995. The aver-

age value of transactions between |

publicly traded radio groups lust year

wis $97 million, Veronis reported. r
Some 143 radio mergers or acqui-

sitions took place last year. compared

with 75 similar deals in 1995 and

only six such deals in {991. By con- |

trast, 48 mergers or acquisitions 100k |

place among TV groups in 1996,

Veronis reported.—DP
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What's your vision for
Liberty?

My vision essentially is
o continue the things
we ve heen doimng. Lib-
crty’s objective has
alwayvs been to muaxi-
mize the value of our
stock. 1 wouldn™
expect any dramatic
changes. Obviously.
Peter and I have ditter-
ent stvles.

There's been a good
deal said about dis-
cussions hetween Lib-
erty and Fox Sports,
Liberty's interest in
Fox Sports perhaps
going back to News
Corp. Can you discuss
the status of those
discussions?

No. | would character
1ze them as discus-
sions as distinet from
negotiations. There
have been discussions
and there may be more
discussions. Peopte
have asked why we

LIBERTY'S

Deal

April 14, 1997

obert “Dob” Bennett, 39,
R may not have the high-

profile media exposure of
his predecessor, Liberty Media
Corp. President/CEQ Peter Bar-
ton, but he’s widely acknowl-
edged as Parton’s peer in the
deal-making arena.

In the seven years he's been
at Liberty as CFO and Barton's
sidekick, Bennett has proved his
business acumen. With Barton's
recent departure and Bennett’s
elevation to president/CEO of
Liberty, one of the cable indus-
try’s biggest and most active
programing entities, Bennelt will
be in the spotlight.

Among the key issues that
had been facing Liberty were its
own spin-off from TCI and the
spin-off of its 9% interest in Time
Warner. Those issues were
made moot [ast week, at least
temporarily. in the light of a like-
ly unfavorable ruling from the
IRS, TCI decided to hoid on to
those interests, at least for now.

In the following interview with
BroapcasTinG & CABLE's Denver
bureau chief Price Colman, Ben-
nett discusses Liberty’s present

Bul we ure not walk
img around with a For-
sale sign on our sports
businesses.

There has also been
some discussion
about the sale of
International Famity
Entertainment.

[ can’t say very much
about it. It has been
speculated and [ think
reported that 1FE is
interested in associat
g iselt with a strate-
gic partier that can
provide some of the
things it feels it needs.
namely access 1o con
tent. There have been
conversations with
News Corp. and oth-
ers about some sort of
relationship.

There are programers
who have said in
essence that a digital
tier is a purgatory for
programing. How
does that work for
Liberty?

would want to [sell]
and it comes back 1o
our basic philosophy.
which s that everv day we come in

here and look at our collection of |

assets and sav. s there something we
can be doing to either make them more
valuable or convert them mio some
other sort of asset?” If somehodyv
comes 10 us and is interesled in paying
what we think is a full price retlective
of the value ol our assets. we have to
orve consideration (o that.

If Liberty sold the sports programing
interests to News Corp. and spun off
Time Warner assets, Liberty would
become a smaller company. Is that in
Liberty’s future?

I reject your initial premise. The only |

way we gel smaller is 1f we sell an
asset for cash and distribute the cash o
our shareholders. That is fur and away

the least likely outcome in any conver- |

Broadcasting &7Cable Abril 14 719977

Maker

ation with anyone. A more likely out- |

and future.

come 18 that we would trade one asscl
for a different asset. 11 we sold some-
thing tor cash. which is highty unlike-
v, we’d reinvest the cash in some-
thing—invest in another business,
acquire another business or huy back
our stock. I we sold something for
cash and bought back some of our
stock, we would be smaller—but 1
think our shareholders would be
wealthier. which is our overriding
objective.

{Sports] is important programing (o
have. and it has been a wonderful
mvestment for us. F'm not saving it's
not going 10 continue to be a wonder-
ful investment. But it we see an oppor-
ity 1o realize the future value of that
mvestment and convert it o something
else. it's something we have to look at.

www americanradiohistorv com

Where you stand
depends on where you
sit. I vou are a fullv distributed cable
network, distributed to 60 million or
70 million homes. and a cable operator
savs, “Look. what I'd really like to do
is lake you oul of 94 percent penetral-
ed and put vou imo this |digital tier]
that we hope will he 25 percent 10 30
percent penetraied across our svslems
m a couple of vears™ that’s a prety
short conversation. But 1o look at it
solely as a negative is not right. If vou
have a small service. a young service,
it may be your only hope for disiribu-
tion. Likewise, if vou're a compan;
like Discovery or Encore thal says
“here's an opportunity lor me. without
jeopardizing my core business. 1o offer
five new services to the market with
very low incremental cost.” iU's a
tremendous economic oppeoriunity.
The tlip side is that it's something of

53
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“Would | watch a 24-hour sports ne\vs network from ESPN?
Yes.

Would | like getting scores and highl ghts all the time?

Yes.

Would | call my cable operator to get ESPNEWS!

Yes.

Would | dance the Macarena to get :SPNEWS !

Never.”

-Tom Miller, C-TEC Cable Customer

==l'l l= ": The 24-hour sports news network from ESPN.
| s Twsnw |

Visit our website at espnet.sportszone.com
FROM THE WORLDWIDE LEADER IN SPORTS

www.americanradiohistorv.com
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an ¢conomic imperative.  you're one
of the fully distributed networks and
your advertising businegss model is
based on a certain share of eyeballs and
you have a sudden proliferation of chan-
nels. it's reasonable to assume your
share of those eyeballs will be reduced.
ICs really just the grocery store model.
As shell space expands, people who
occupy the shelves need to quickly ere-
ate more products to absorb their pro-
portional share of the shell space.

Here's a sudden opportunity for lots of

incremental revenue for little incremen-
tal cost. To program pretty much any-
thing costs $20 million to $25 million a
year. You've got to have at least 20 mil-
lion subs to support a traditional pro-
graming service. Digital is not going 1o
have 20 million subs, So you'd better
come up with a model that works at |
million or 2 million subs, because other-
wise you'll go broke.

Sports has been a real strength of DBS
providers. That has to have been good
for those who have held the rights to
that programing. If Liberty does some
sort of deal with News Corp. for the
Fox Sports stuff, it appears there is the
potential to lose a pretty significant
revenue stream as a result.

DBS in terms of its importance to the
business is not necessarily any more
important to the regional sports business

TCI comes to

Deal may set tone for other network-operator negotiations

By Price Colman

Cl Communications consummiat-

cd crucial carriage deals last

week, signing multivear contracts
with Disncy Channel and ESPNEWS
and extending contracts with ESPN and
ESPN2,

Although the participants declined o
disclose terms of the deals. all acknowl-
edged that the agreements permit TCI to
determine how the nets are ticred. As a
result. system operators witl have a cer-
tain autonomy in determining on which
tier a net is placed. New TCI president
Leo Hindery has stressed putting local

programing decisions in the hands of

local system managers. For TCI that's a
departure from years past. when not
only carriage contracts but also tier
placements were typically negotiated at
the corporate level.

Cable

than it is 1o any of the other businesses.
To the satellite business, having the

regional sports is important. s critical. |

In addition to discussions about Liberty
and Fox Sports, there has been talk of
Liberty doing something with Cablevi-
sion. With NBC's investment in Rain-
bow, is there still an opportunity there

| for Liberty?

|

We are partners with Cablevision in
Chicago. San Francisco and Philadel-
phia as well as in Prime Network and
NewSport. and we have long worked
diligently with our counterparts at
Cablevision to try to find a way 1o ratio-
nalize our respective regional sports
businesses. So fur we have not been suc-
cesstul, but it°s an effort that continues.

In this case, what T mean is possibly |

putting them under a common manage-
mient team. The three that | mentioned
are managed by Cablevision, and the
rest are managed by Fox Sports. Short

of that, having a formal affiliation rela- |

tionship with these businesses at the
Fox Sports level, providing their nation-
al programing to those entitics. would
be a worthy objective. Also in New
York. with their MSG business.

Where would you like Liberty to be a
year from now?

F would like 1o think that all of our busi-

terms with D

=211

SR

N
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nesses have successfully accomplished
what they set out to accomplish this
vear: Discovery's successtul launch of
Animal Planet as well as development
of some of their international business-
c¢s. Continued growth at Encore. Wider
distribution outside of TCI for Starz.
Completion of the turnaround for HSN,
Beginning of the implementation of
various strategies for the Silver King
stations, greatly assisted by the recent
must-carry ruling. The regional sports
businesses—we converted to the Fox
Sports brand late last year—sort of
reinforce and establish themselves in
the market. particularly the advertising
market, which means establishing
them with the consumers: developing
their national programing concept with
the Fox Sports News, national network
programing that we're providing to our
regionals and others.

At the operating level. those are
some of the highlights of what each of
the businesses is doing. If they all
achicve those objectives, Liberty will
have grown tremendously in value. In
addition, we are sitting on $300 million
cash. and we have access 1o quite a bit
more. Hopetully, we will have been
successful in finding lucrative places to
invest that money. and the company
will be much more valuable than it is
today. a

isnéy, ESPN

Although Hearst Corp. owns 209% of
ESPN. the Walt Disney Co. is essential-
ly the corporate parent of all the nets,
either directly—The Disney Channel—
or through tts ownership of ABC for the
ESPN services. TCI also negotiated car-
riage deals for an unspecified number of
ABC and Hearst O&0O broadcast sta-
tions,

The deals mark a milestone for TCL
ESPN is widely perceived as one of the
MOost expensive programing services,
and negotiating an equitable carriage
agreement was o major hurdle for TCL

While networks and operators alike
keep a tight lid on carriage fees. sources
said ESPN was looking at hiking its
existing fee—reportedly about 60 cents
per month per subscriber—to about 90
cents. By working out what to all
appearances is a4 mutually beneficial
agreement, TCIC and Disney may have
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Watching a sit-com won’t make you funny.

Your customers are getting the message:
watching sports won't improve their coordination.

And watch ng a soap won't make them babe magnets.

But watching Knowledge TV - that can change their lives!
Because eversthing they watch today, they'll use tomorrow.

Sure, other networks offer nice-to-know information.
But, only Knowledge TV focuses on need-to know subjects covering computers
and technology, global cultures, business and careers, and healthcare.

Plus, over 600 half hours of criginal programming in 1997 that they won't see anywhere else.

No wonder Knowledge TV is ranked 4th in mid-sized networks,
fo- interest among cable customers.”

So unchzin your brain about programming as usual,
and give your customers something fresh, meaningful and unduplicated.

Knowledge TV will give them - and you - plenty to smile about!

*Beta research, November ‘96 @

\‘nﬂWledge
(4

UNCHAIN YOUR BRAIN"

B Affiliate Sales: Jim Honiotes < Ad Sales: Stan Welil - 1-800-727-5663
See tr e Knowledge TV Booth at CAB April 15 - 15
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set the tone for negotiations with other
parties. Still to come for TCI: carriage
agreements with numerous Time
Warner. Viacom. Fox and NBC cable |
nets.

“It's a good. strong starting point,”
said Chuck Kersch of Neidiger Tucker
Bruncr. a Denver financial services
firm.

Likewise, it's an important step for
The Disney Channel. which typically
has been offered as a premium service
on TCI systems. With the increased
flexibility 1o offer the channel on an
expanded basic tier. which it has done
recently in some systems, TCl may be
able 1o quell some of the eriticism over
rate increases. For The Disney Chan-

Showtime fighi‘s for

Cable—

nel, greater exposure can translate into
more viewers. which is attractive 1o
advertisers.

“This agreement with TCIC will fur-
ther increase our exposure to a far larg-
cr potential audience.” said Anne
Sweeney, president. The Disney Chan-
nel and executive vice president, Dis-
ney/ABC Cable Networks.

All parties characterized the deals as
a plus.

“We are extremely happy with these
agreements, and our customers should
be too.” said Hindery, who's also pres-
ident of TCIC,

“We're thritled that we were able to

[ get a major distribution commitment |

[for ESPNEWS].” said Ronni Faust,

screen time

HBO rematins dominant, but rival is moving in right direction |

By Joe Schlosser

hree years ago. when Jerry Offsay |

ook over as president of program- |

mg at Showtime Networks, he
wasted little time unveiling a plan 1o
boost the tlagging fortunes of the premi-
um channel.

At the time of Offsay’s arrival, HBO
was all but crushing Showtime in the
premium market with its mix of original
pictures. award-winning series and a
handful of sports programs. Today
HBO still dominates, but with a slew of
original films and series of its own,
Showtime has begun to nibbble into
HBO's pie.

Showtime's market share rose from
27.9% tn 1995 1o 28.4% in 1996,
according to data compiled by Paul
Kagan and Associates. In the meantime.
HBQO lost ground. dropping from 72.1%
to 71.6%. Analysts at Kagan say it may
dip below 70% by vear’s end,

Showtime's overall revenue and cash
flow were up last year as well. Revenue
increased 12.5%., 10 $699.7 million. up
from $622.1 mitlion in 1995, Cash flow
improved 18.9%. from $75.8 mitlion to
$90.1 million.

HBO currently has 21.9 million pre-
mium subs, while Showtime counts 9.5
million, says Kagan. Both networks
have spawned sister premium channels.
HBO has Cinemax. HBO2 and HBO3:
Showtime has The Movie Channel and
Flix under its umbrella Showtime
Networks Inc. |

The cast rehearses for Showtime’s ‘12
Angry Men,” scheduled to debut in
December. The original production will
star Jack Lemmon, George C. Scolt,
Tony Danza, Edward James Olmos and
Ossie Davis.

“What we saw was that the ratings of

our theatrical movies were declining

every year,” Offsay says. "We were get- |

ting customer feedback saying we were
running the same thing over and over
again, that we needed some variety.

“And. most important, we were being
told by our consumers that there was
nothing available on our channels that
they couldn’t see some other place
first.”

Offsay says Showtime™s problems

www.americanradiohistorv.com

spokeswoman for ESPN,

TCIC's plans for an aggressive roll-
out of its ALL TV digital cable service
and ESPN’s desire to gain carriage for
its start-up ESPNEWS may well have
given TCIC greater leverage than it's
had in the past.

“TCL [ think. is sclling them on the
fact that they ‘re going to roll out digital

widely. rapidly.” said Mark Ricly of

Media Group Research. “Therefore. a
commitment to roll out (ESPNEWS|
on digital is not a hollow promise.”
Hindery has said he intends to offer
ALL TV to as many as 10 million
TCIC homes by the end of this year and
to as many as 20 mitlion or more by tatl
1998, [ |

HBO's original production “In the
Gloaming,’ stars Glenn Close and
Robert Sean Leonard, both pictured, as
well as Whooppi Goldberg, Bridget
Fonda and David Strathairn. It debuted
Sunday, April 12. The production
marked the directorial debut
Christopher Reeve.

stemmed from a combination of over-
played movies, competition from HBO
and the entry of pay-per-view networks
tnto the market. HBO had alrecady
showed the way in original productions
and series: an occasional top theatrical
release was no longer good ¢nowgh to
keep subsceribers content.

Offsay realized it was time for Show-
time to prove its value to the consumer.

“The aim is to do something different
in the marketplace.” he savs. “But if you
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see someone else who is doing good
work and HBO is doing very good
work, yvou can’t help but admire it.
“We want our prograniing to he bet-
ter and more diversitied than [HBO's|.

We want to learn from what they have |

been doing and go one step further.”

Oftsay says such a realization |

became elear after Showtime premicred

Cable

[ the hit fulm “Four Weddings and a
Funeral™ shortly after his arrival. The
film received a “thimbleful of ink.” he
savs. But when Showtime introduced an
original special a few months later. it
wol 4 lot of coverage.

“It showed up evervwhere. People
| wrote about it. others talked about it.” he
I savs. “The network got free promotion.

‘Starz! hopéé to pick up f

‘what others leave off

Rejected scripts will get another chance at growing network

By Joe Schlosser

[ While most of the
| attention in the pre-

mium cable chan-
| nel business goes
to HBO and Show-
time, lesser known
Starz! is getting into
the act, literally.

Starz! now
claims more than 5
million premium
subscribers and
has movie release
arrangements with
Universal Pictures,
Hollywood and Touchstone, Disney
and Miramax. Several hit films,
| including “The Nutty Professor,”
“Phencmenon,” “The Rock” and
“The English Patient,” are heading
to Starz!, not HBO or Showtime.
| Now Starz! is set fo roll out an
original film every three months and
is discussing plans to produce a few
original series. Encore Entertain-
| ment President Steve Bell says five-
year-old Starz! is going after unusu-
al and rejected scripts, not the more
traditional ones HBO and Showtime
are producing.

“We are competing against estab-
lished giants like HBO and Show-
time who have been around for 20
years,” Bell says. “We are tooking
for an opportunity with original pic-
tures to gain recognition and critical
acceptance. We want people to
know us better.”

Bell says the two films now in pro-
duction are prime examples of the
network's direction. A Call to

‘Escape from Atlantis’

Remember starring Joe Montegna, | |

and The Ripper were both scripts |
that were rejected by the farger net- |
works and film studios.

“We want material that is unusu-
al,” Bell says. “If a script has been
kicked around, we'll take a look at it
just for that reason alone.”

Bell says Starz! began producing
original films nearly two years ago
and plans to increase production to
eight original films a year by 1999.
The network has already produced
two suspense films, a family picture
and a handful of science-fiction
films.

“We've decided to chart our own
course into areas where others
might find the content a little special- |
ized, a little soft or maybe not the
kinds of things they need to to do get
| the ratings,” he says.

New network BET Starz! is slated
to produce four original fiims and
four original documentaries this

| year, Bell says. [ |

www.americanradiohistorv.com

It was incredible.”

Showtime will have 20 original films
i 1997, Some of those will come from
a recently announced slate of nearly 30
pictures featuring some top Hollvwood
talent which will air during the next 18
months. The cast and production tcams
for Showtime originals include Barbra
Streisand. Sela Ward. Elizabeth Perkins,
Gregory Hines. F. Murray Abraham.
Peter Falk. Juck Lemmon and George
C. Scott. The network will have a total
of seven ariginal series. 22 episodes
cach. starting this fall. Co-owned net-
work The Movie Channel will have |2
original motion pictures.

Jett Flathers, an analvst with Paul
Kagan and Associates. savs Showtime
has showed it is willing o “pay 10
play.”

“If Showtime is willing to continue
to open its pocketbook like it has
already, it is going to start paying off
in the fong run.” Flathers says. "What
you may see is the continual erosion
of HBO s revenue share.™

Oftsay savs Showtime is not spend-
mg “Hollvwood™ rates to attract the
big names. though.

“We are absolutely awed by the
willingness of the talent to syueeze in
a movie tor us between their high-
paving features.”™ he says. “Actors are
willing to work for us for 10 cents on
the dollar—or less—of what they
would normally get for doing a film.”

Offsay savs many actors and first-
rate producers are working for Show-
time tor $100.000 or less. As Holly-
wood continues to produce such films
as "Twister™ and “Dumb and Dumb-
er.” he sayvs. top actors are searching
for high-quality scripts. no matter the
location.

But the competition—and some
analvsts—think that Showtime is get-
ting more involved with original pic-
tures and series for another reason.
Showtime. which is owned by Via-
com. has exclusive theatrical movie
contracts with MGAL Phoenix. Para-
mount. TriStar, Castle Rock and Poly-
eram. But compared with the deals
HBO has with Time Warner. Show-
time could be geiting the short end of
the stick when it comes to top box-
office films.

“HBO has Time Warner behind it—
one of the top two media empires in
the world.”™ Flathers says. "HBO gets
pictures from Castle Rock, New Line

| and Warner Brothers funneled 1o it It

gives HBO areal advantage.
“Don’t get me wrong. Viacom has a
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whole host of movies behind it as well, |
In terms of size, though, they just can’t |
keep up with Tune Warner.” |

HBO U.S. Networks President lohn |
Billock savs Showtime has been pract
cally forced into its present positon. ¢it-
ing the network’s loss of its liceusing
agreement with Disnev studios. In the |
fall Disney will enter into a release
agreement with Starz!

“With the loss of Disnev. they are
down 1o just a few studio deals.” savs
Biltock. “With what thev have left.
going in the original picture direction |
seems like the right thing 1o de.”

Annually. HBO produces about hali |
the number of original pictures that
Showtime does. HBO officials say they
are now making nine original piclures
vear and plan to make amaximum of 135
per vear sooi.

THBO wrears s made-tors [orgimal
pictures| like the studios treat thew the-
atricals.” savas Chris Albrecht. HBO's
president ol original programing.
“There s a campaign designed 1 pro-
maote everv one of them, In all cases
HBO likes to think of their originals as
theatricals.”

Network olficials would not com-
ment on how much the network spends |
on marketing and promotion. But Bil- |
lock sayvs HBO's advertising and mar- |
heting budgetis larger than Showtime’s
entire programing budget. '

"I would say they make very linde |
impact with their original programing,”
Albrecht says. “Fdon 't quite understand
whal their movie philosophy is. They
mahe an enormous number of ongingd
movies with very little money.”

OffTsay would not say how much
Showtime spends on promotion or pro-
graming per vear, but admits that the
network spends far less than HBO in
promotion. ‘

“I0s all o question of financial goals |
and hinancial resources,” he savs, “We
have chosen 1o put our nkmey into the |
programing. The commercials and
advertising are verv nice. but I'd rather |
have three origmal movies a month.”

Ax tor orginal series. HBO clearly |
dominates the categorv, with anywhere
from cight to 14 airing ina given month, |
It has created an animated series divi
sion, which will produce two shows in
the fall: it has award-winning weekl
senes like The Larry Sanders Show . and |
it has regular special events like stand-
up comedy and concerts. HBO olTicials
say budgets for the various scries are
equal to i not bigger than those ol the
major broadeast networks., a

62

Cable

50

PEOPLE’S CHOICE
Top Cable Shows

Following are the top 50 basic cable programs for the week of March 3i-April 6,
ranked by rating. Cable rating is coverage area rating within each basic cable

network’s universe; U.S. rating is of 97 million TV households.

(Tn]

10.
10.
10.
13.
13.
13.
13.
13.
18.
19.
19.
19.
19.
19.
19.
25.
25.
25.
25!
25.
25.
N
3.
3.
31
3.
3.
31
38.
38.
38.
38.
38.
38
uy.
uy,
uy.
yy.
uy.
Uy,
uy.

NN LS Cwu -

Program Network
. Rugrats NICK
. Rugrats NICK
. Ruarats NICK
. Rugrats NICK
Rugrats NICK
. Hey Arnold NICK
. Rugrats NICK
. Movie: "City Slickers lI” 78S
. WCW Wrestling TNT
Rugrats NICK
Blues Clues NICK
WCW Wrestling TNT
Tiny Toon Rdventures NICK
Hey Arnold NICK
Doug NICK
Doug NICK
MLBfYankees @ Mariners ESPN
Kenan & Kel NICK
Doug NICK
Secret World of Rlex Mack NICK
M. Sendaks Little Bear NICK
Blues Clues NICK
Movie: "Deadly Matrimony, Part 2 LIFE
Movie: “In the Shadow of Evil” LIFE
All That NICK
Kabtam NICK
Secret World of Alex Mack NICK
Ooug NICK
Doug NICK
Rugrats NICK
Hey Arnold NICK
Doug NICK
Tiny Toon Adventures NICK
Rupert NICK
Busy World of Richard Scarry NICK
Happy Days NICK
Tiny Toon Rdventures NICK
Rugrats NICK
Rugrats NICK
Gullah Gullah Island NICK
Muppet Babies NICK
Busy World of Richard Scarry NICK
Rugrats NICK
WWF Wrestling USA
Hey Arnold NICK
Clarissa Explains It All NICK
Rockeo's Modern Life NICK
M. Sendaks Little Bear NICK
Rupert NICK
Movie: "Deadly Matrimony, Part 1" LIFE

Time {ET)

Tue
Mon
Fri
Sat
Thu
Mon
Wed
Sun
Mon
Sat
Tue
Mon
Sat
Wed
Tue
Mon
Tue
Sat
Fri
Tue
Tue
Mon
Sun
Mon
Sat
Fri
Thu
Thu
Wed
Tue
Sun
Sat
Sat
Tue
Tue
Mon
Man
Sun
Fri
Tue
Tue
Mon
Mon
Mon
Sun
Mon
Maon
Mon
Mon
Sun

Sources: Nielsen Media Research. Turner Research

7:30p
7:30p
7:30p
7:30p
7:30p
8:00p
7:30p
S:00p
5:00p
8:30a
12:30p
7:55p
9:00a
8:00p
7:00p
7:00p
8:00p
8:00p
7:.00p
8:00p
12:00p
12:30p
6:00p
9:00p
8:30p
8:00p
8:00p
7:00p
7:00p
9:00a
11:00a
7:00p
9:30a
10:00a
9:30a
8:30p
6:30p
10:002
9:00a
11:30a
10:30a
9:30a
9:00a
7'57p
10:30a
6:00p
5:30p
12:00p
10:00a
Y:00p

HHs.
(000)
2.921
2.882
2.687
2.607
2.60Y
2.600
2.527
2.595
2.478
2.3
2.372
2.36b
2.287
2.28¢2
2.296
2.331
2.324
2.244
2.198
2.170
2.179
2.169
2.135
2.098
2.079
2.18
2.079
2.088
2.070
2.073
2.027
2.058
2.023
2.032
2.047
2.020
1,992
1.965
1,935
1,964
1,924
1.958
1,971
1,91
1.805
1,907
1,822
1.857
1.906
1.858

Rating Cable
Cabe US Shae
42 30 b9
ylr 30 b5
38 28 73
3.7 27 1.2
37 27 bM
37 27 5y
36 2B B2
36 27 658
35 2B 651
34 24 122
34 24 10M
34 24 5]
33 24
33 24 52
33 24 658
33 2U 56
33 24 6&.2
32 23 59
3.1 23 bu
31 22 us8
3.1 2.2 10.0
31 22 9.2
3.1 22 6.9
31 22 U6
30 21 63
30 2.2 55
30 21 47
30 22 655
30 21 &5
30 21 108
29 21 9.0
29 21 6.0
29 21 97
29 2t 10
29 21 1.2
29 21 ul
28 21 5l
¢B8 20 88
28 20 1l
¢8 20 98
28 20 103
28 2.0 101
28 20 105
g7 20 38
27 20 B85
27 2.0 65l
27 20 58
2.7 19 82
27 <20 98
27 19 63
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Lifetime jumps into the game

Rising tnterest in women's sports prompis new division

By Joe Schiosser

ifetime wanis to capitalize on the

increasing interest in women's

sports by creating a new divi-
sion—Liletime Sports.

The network, which bills itselt” as
“Television for Women.” plans to air
live weekly telecasts of WNBA games
in addition to a variety of sports spe-
cials centered around women. Life-
nume officials say they intend 1o add
other women’s sports. both profes-
stonal and amateur. including soccer
and Olvmpic sports.

“Not only are we capitalizing on the
interest in women's sporis. but { think
it s somewhat of a self-tultilling
propheey.” says Lifetime President
Doug McCormick. “This was the nat-
ural progression. We are TV tor
women. and we're here 1o blaze some
new trails.”

McCormick says Lifetime’s regular
viewers may be turned oft at first. but
he believes that, over time, the pro-
graming will catch on.

“Our viewers are going to have 1o |

choose whether o watch our sports pro-
graming or change the channel,” he
says. “To be frunk. we might have to
sutter some short-term hits in ratings.”
Then agan. McCormick savs Lite-
time 18 not geared toward ratings. but
to “tilling the gap™ in women's pro-

Abby Terkuhle back at MTV

MTV has tapped one of its veteran cre-
ative executives to head the network'’s
new animation division.

| additional cover-
[ age during the

| time joins NBC

graming.

On June 27
the network will
begin  airing
cames from the
newly created
women’s profes-
sional basketball

league. the
WNBA. 1t will
carry a game
euach Friday

night during the
regular season
and provide

{ = i

plav-otfs. Life-

and ESPN in
broadeasting the
WNBA. which is a venture of the
National Basketbuall Association,
MceCormick thinks the higher num- [
bers for last month’s NCAA Women's
Basketball Tournament demonstrate |
erowing inlerest in the sport.

The June 27 game will be Lite- ‘
time’s first live sporting event. Lite-
time is currentty in discussions with
some of basketball’s top temale
announcers and former plavers for is
broadcast crews. }

McCormick sayvs programing costs
are keeping Litetime from profession-

As president of MTV Animation,
Abby Terkuhle will oversee develop-
ment and production of animated

series for the network, in addition to his
regular duties as MTV’s executive vice
president and creative director. Terkuh-

le has been a top executive with MTV since 1986.

MTV parent Viacom signaled its intent to invest heavily in adult-orient-
ed animated series last September with a pledge to spend $420 million on
animation production over the next few years. Terkuhle is credited with
shepherding the music video channel's expansion into the animation field

with such offbeat series as Beavis & Butt-head and Aeon Flux.

wwWwW americanradiohistorv com
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Launching Lifetime Sports were: Linda Lindquist, publisher of
‘Yachting' magazine; Lynette Woodard, WNBA Cleveland
Rockers player; Val Ackerman, president of the Women's
National Basketball Association; Doug McCormick, president
and CEO of Lifetime Television; Indy Car driver Lyn St. James,
and drag car racer Shirley Muldowney.

al tennis and golf. but officials from
both sports have approuched the net-
work regarding early-round tourna-
ment coverage.

“It's a livde out of our league for
now,” McCorniich savs. “We are not
here to compele with eaisting sporis
venues: we are really here to shine new
light on new sports or sports that have
not traditionally been covered.”

McCormick also savs o weekly hall-
hour show devoted 10 women's sporis,
similar to that of ESPN's SporisCentrer,
may be in the works, I Litetime can
find the right venue and advertisers for
such a show. he says, it will happen.
“Again, that is something that is not
available out there.” McCormichk savs.
“So we are looking intoit.”

In addition 10 i1s WNBA coverage,

Lifetime is producing four Breaking

Through specials to be hosted by
actress and “A League ol Their Own”
star Geena Davis. The first installment,
Breaking Through: Women Behind the
Wieel, will air May 22—the night
betore the Indianapolis S00—uand will
¢xplore the obstacles faced by temale
drivers.

Asked it Lifetime could ever
become entirely devoted to women's
sports or spin off a sports network
McCormick savs: “In the next few
vears. if we were to gel stronger and
stronger. that could happen. 1 never say
ne to anvthing,”

"
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PacBell Digital TV on track |
Pacific Bell's wireless cuble service |
in Southern California is set for a
spring launch. according to Susan
Petoletti. PucBell spokeswoman.
Speculation that the rollout of
Pacific Bell Digital TV service
would be delaved several months
was prompted by news of the disso-
lution of Tele-TV. originally i
formed as the programing arm of |
PacBell and other Baby Bells with
wireless cahle plans. PacBell has
yet to announce a launch date or
details about programing and pric-
ing, but Petoletti savs the rollout
schedule has not been atfected by
the demise of Tele-TV's partnership
of PacBell. Nynex and Bell
Atlantic.

Tune-in time

The cable television industry last
week featured “Tune in 1o Kids and |
Family Week.” which emphasized |
children’s and tamily programing
and included participation by 80
cable nets. The effort. which ended |
Aprit [3. inctuded yesterdayv’s air-
ing on 20 channels of The American

Familv and Television: A National
Town Hall Meering, hosted by jour- |
nahist Linda Ellerbee and featuring
Ted Turner, Time Warner vice
chairman; Leslic Moonves. presi-
dent of entertainment, CBS Enter-
tuimment: FCC Chairman Reed
Hundt, and Marcy Carsey, principal
of Carsey-Werner Co. The April 5
1V Guide featured a 24-page special
section that included highlights of
prime time family programing on
cable for the week. editorial fea-
tures and a section on critical view-
ing and Cable in the Classroom.

Box booster
Digital cable will allow cable opera- |
tors to compete well with DBS and
other competitors, General [nstru-
ment CEO Richard Friedland said at
a Washingten Metro Cable Club
luncheon last week. General Insiru-
ment setls digital cable equipment
and cable modems to the cable
industry. “Consumers have an insa-
liable appetite for content,” he said.
Friediand, whose company this
summer will split into three compa-

| D.C. PREMIERE |

| USA Networks Chairman Kay Koplovitz and actress Kathy Baker were in
| Washington last week for a reception and screening of USA's original
production, ‘Not in this Town’, about a woman (played by Baker) who fights

back against the hate groups in her Montana town. The production is part of

with Koplovitz are (i-r) Representative Rick Hill (R-Mont.), Senator Max
Baucus (D-Mont.) and Senator Conrad Burns (R-Mont.) who, according to the
network, have agreed to sponsor a bill declaring April 30 Erase the Hate Day.

‘ the cable network’s Erase the Hate public service campaign. Shown above

| —

nies, said 300 channels is no pipe
dream and that even 1.000 channels
is possible because ol new comypres-
sion technology. “Whatever capaci-
ty 18 available, someone will fill it ]
with something people want.”
More than any other factor, cus-
tomers’ willingness 1o pay tor ser-
vices will determine the speed of
digital rollout, Friediand savs.

Basic increase

Busic cable network households |
mereased 8.4% in first quarter 1997, |
growing to 19.08 million from 17.6
million during the same yuarter last
year. according 1o the Cabletelevi-
sion Advertising Bureau. That gives
cable an average 19.7% rating in all
U.S. television homes, up from
[8.4% during the same period lasi
year, Basic cable’s share was up
9.8%. 10 32.6%, in tourth quarier
1996 trom 29.7% last year.

y
Surf’s up

The cable Internet service @Home |
will use General Instrument’s Surf- |
board modems. Comecast will be the
first @Home investor (o roll out the

www.americanradiohistorv.com

service. in Philadetphia. Comcast
initially ordered 5.000 Surthoard
modems and plans to order us many
as 50,000

Speaking their language
Inernationat Channel. a joint venture
of Liberty Media and JIS Communi-
cations (John Sie. principal), has
reached a long-term affiliation agree-
ment with the National Cabie Televi-
sion Cooperative (NCTC) 10 ofler
multiple-language programing to
independent cabie television firms.
NCTC represents independent cable
operators with more than 7.5 mitlion
subscribers in the U.S.

FX lineup

Former Minnesota Vikings wide
receiver Cris Carter and former
Detroit Lions head coach Wavne
Fontes will announce World League
toothall games for FX this year, FN
has also added o its lineup former
New York Giants and Jets punter
Dave Jennings. former Buftalo Bills
and Indianapolis Colis linebacker Ray
Bentlev and former NFL guarterback
Matt Robinson, who also is the radio
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voice of the Jacksonville Jaguars.
World League Weekend kicked off
April 12 at | p.m. ET.

Down under in Borneo

Outdoor Life Network explores the
caves of Borneo in Adventure Quest:
Borneo—Subterranean Explorers. The
program will air May 14 at 8 p.m.
ET/PT. The show was produced by
five members of the National Geo-
graphic Society who are photograph-
ing the expedition for the magazine.

Spicing up infomercials
Spice Entertainment is teaming with
Williams Worldwide Television to
create infomercials tor Spice. Two
subsidiaries, Spice Direct and
Williams Infomercial Network, will
deliver infomercial programing via
Telstar 4 satellite.

Tyson fight delayed

Showtime will have to wait awhile for
its next big Tyson payday. The much
ballyhooed heavyweight champi-
onship rematch between Evander
Holyfield and Mike Tyson was post-

poned last week because of a cut over
Tyson’s left eye, which Tyson's plas-
tic surgeon feared would become
severe after many blows to face. The
fight was rescheduled for Saturday,
June 28, but will remain at the MGM
Grand in Las Vegas. Pay-per-view
profits should not be affected by the
postponement, a Showtime
spokesperson said. MGM Grand
spokesman Bill Doak says reschedul-
ing arena space was no problem and
that the costs incurred are “not mater-
1al.” Tyson sustained the injury after
being head-butted while sparring one
month ago.

Chatting at MSNBC

MSNBC's Web site has launched
News Bulletin Board, a place for read-
ers to discuss top news stories of the
day. Subject categories include poli-
tics, international affairs, business,
technology, opinion, commerce and
Sports.

HBO's add

HBO has added tennis professional Zina
Garrison Jackson to its team of broad-

Bluegrass Cable Partners, L.P.

Cincinnati, Ohio

has sold

Telesat Cable TV

cable television systems serving Northern Kentucky

to

FrontierVision Operating Partners, L.P.
Denver, Colorado

The undersigned represented the seller in this transaction.

o ——
| CRISLER))

Media Brokerage & [nvestment Banking
The Crisler Company « 441 Vine Street, Suite 3900 » Cincinnati, Ohio 45202
Telephone {513) 381-7775 ¢ Facsimile {513) 381-8808
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casters for the upcoming Wimbledon
coverage. Garrison Jackson will inter-
view players before and after matches.

Rogers, Shaw @Home

in Canada

Canadian cable companies Rogers
Cablesystems and Shaw Communica-
tions have invested in @Home Nei-
work to create the WAVE@Home
Internet service in Canada. WAVE is
Rogers’ existing Internet service and
@Home is a joint effort of MSOs
TCI, Comcast and Cox. The compa-
nies will focus on customized, local
content. The service will reach
approximately 5 million households.
which is more than half the Canadian
cable TV market.

UK broadcasters on studio
spending spree

UK terrestrial broadcaster Channel 5
has clinched a studio output deal with
Warner Bros. for U.S.-released fea-
ture films in 1997 and 1998. Sources
say Channel 5 paid an estimated $140
million for the deal, which includes
190 titles from Warner's library,
including “Batman.” *Driving Miss
Daisy™ and “Lethal Weapon 2.” Rival
ITV, which also bid for the Warner
films, has reached a similar deal for
the rights to Universal’s first-run the-
atrical movies released in 1996-97.
The multimillion-pound deal covers
32 titles and a back catalogue of
films. In attaining the rights [TV
unseated the BBC, which had had a
similar deal with Universal for the
past eight years.

Dutch treat for Universal

Dutch cable operator A2000 says a
pay-per-view output deal with U.S.
studio Universal is “almost ready.”
A2000, owned 50% by US West,
launched its PPV service, Movie-
House, last month and has PPV deals
with Warner Bros.. MGM and 20th
Century Fox. MovieHouse. made up
of six channels, shows 30 movies a
month for an average Df17.95 ($4.20)
per film.
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Golf has made lots of people wealthy.
Tour pros, club designers, swing gurus.
Oh, and cable operators.

Short of dedicating your life to shooting par or inventing a new swing trainer, here’s how
to make money from golf. First, put The Golf Channel on basic. Stand by as droves of
upscale, free-spending golf fans discover the one network that speaks directly to them.
Entice local advertisers with your new audience. Generate incremental revenue with two
minutes of local avails every hour and a half hour every day.

But hey, don’t take our word for it. Just listen to Jack Taylor of Time Warner Cable in
St. Petersburg/Clearwater: “After selling nine annual prelaunch packages, The Golf Channel
continues to generate extra sales. It a perfect fit for our demographics, and local avails have
rated a strong buy.” Call your regional Golf Channel rep today. After all, golfers spend
billions every year. Some of that might as well come your way.

G

THE GOLF CHANNEL

Northeast Southeast Central Western
Christopher Swan Chuck Pumphrey Jeff Ronningen Peter Clifford
(617} 547-1882 {407) 363-4653 (606) 292-2535 (310) 648-6686

http://www.thegolfchannel.com
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THE INTERACTIVE WORLD OF VIDEQ, VOICE AND DATA

T , Broadcasting & Cable’s N
Jecbnology

MS/Intel/Compaq looking
for digital ‘receivers’

Triumvirate plans to engage all content providers on DTV standards

By Rickard Tedesco

he Microsoft/Intel/Com-
Tpaq DTV show is ready to

make the rounds of satel-
lite broadcasters and cable net-
works.

That was the word from
Craig Mundie. senior vice
president of Microsoft’s con-
sumer platforms division. He
indicated that if broadcasters
are unresponsive to the trio’s
call o discuss DTV technical
transmission standards, the
three PC companies will sim-
ply carry the message further.

Having dropped the ball in
the broadcasters” court. the
three won't wait fong for a
return volley. “It’s not at all
clear 10 us that if the terrestrial
broadcasters decide they don’t
like this [discussion]. satellite
broadcasters and cable people

won’'t be interested.”
Mundie says.

“It’s going to be
interesting 1o see how
people move. People
are already beginning
to move today. even
without digital source
material. into these
advanced services.
And we think that
there’s going to be
impetus for all broad-
casters 10 do this.”

The Big Three PC team
expects to start taking its mes-
sage to DBS and cable pro-
gramers this week, according
to Mundie. “It’s not like this
is somehow reserved for ter-
restrial broadcast.” he says.

“In fact, you can see a lot of

the principles here really are
designed to...allow extension

“ongoing.”

Microsoft is launching a
satellite-delivered Internet
service with DIRECTV this
summer. And it already has
software developed for the
“intelligent™ electronic pro-

gram guide that Mundie

Microsoft, Compaq and Intel demonstrated
their DTV approach at NAB.

beyond what may be reason-
able with the U.S. broadcast-
ing environment.”

Major broadcast networks
were briefed in advance on the
Microsoft/Intel/Compaq pre-
sentation at NAB. An execu-
tive from NBC. Microsoft's
MSNBC partner, would say
only that discussions about the
progressive scan proposal were

year's end.

carry the signals.

Datacast drives toward launch
Datacast is set to start field trials of its data broadcast
service by early fall, in preparation for a launch at

The service has been up and running on KNTV(TV)
San Jose, Calif., a Granite Broadcasting station, and
may stay up on kLas-Tv Las Vegas, one of two sta-
tions used for a demonstration there during NAB. By
August or September, Datacast expects to have
1,000 receivers for deployment in field tests in sev-
eral markets, according to John Abel, Datacast pres-
ident. Stations owned by all three broadcast partners
in the venture will probably participate. Along with
Granite's San Jose station, Chris Craft's Los Angeles
station, kcoe-1v, and either LIN's Dallas station, kxas-
v, or a LIN or Granite station in Austin, Tex., will

cost $100.

Alimited launch late this year is intended to
become a broad rollout next year, with as many as
15 stations providing service by the second quarter,
says Abel, who has been pleased with the technical
tests. “It's working great. It's more reliable than
NTSC. It's very rugged,” he says.

The demo at NAB displayed a Web page-type
page frame with a central window for stored materi-
al, video or text. One upper corner showed material
from the local station, while a banner ran across the
top. Datacast transmits material in the vestigial side-
band in the broadcast signal at 500 kbps for down-
load to PCs during downtime. Stand-alone receiving
boxes will sell for $150. Receiver cards for PCs will

Granite, Chris Craft and LIN represent 38 stations.
Datacast needs 100 stations to get under way.—RT

70

promoted at NAB. That
software will be incorpo-
rated into Memphis. the
latest iteration of Win-
dows due this year.

The Microsoft/Intel/
Compaq proposal calls
for phasing in DTV in
three stages. starting with
a configuration of 480
vertical lines by 704 hori-
zontal lines. aspect ratios
of 4:3 or 16:9 and picture
rate of 60P. That would
graduate to 720 lines by 1280
lines. with 16:9 and 24P, by
2000. The final phase would be
1920 lines by 1080 lines.

Picture quality wasn’t the
primary consideration of the
proposal. Mundie suggested
that one interactive aspect of
DTV might be to offer view-
ers alternative camera angles
for sports events, produced at
low bit rates and less than
optimum resolution.

That low-bit-rate stralegy
indicates an obvious applica-
tion for Internet connectivity.
which fits into the overall pic-
ture, Mundie says. He empha-
sizes that the initiative will
proceed. “We're just going to
continue with the implemen-
tation of this plan. We expect
this world is ultimately going
to be very competitive.”

If the DTV standard s
endorsed at Comdex this year,
Intel estimates that 20 mil-
lion-40 million PCs could be
equipped to accommodate the
standard by 2003. ™.
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NetShow, VDOLive gain clients

By Rickand Tederce
icrosoft’s NetShow and
VDOnet's VDOLive ure both
drawing significuant support
for their online streaming technolo-
gies in an increasingly crowded field.

National Public Radio will use
Microsoft’s NetShow server to create
Radio Expeditions, a series of illus-
trated audio excursions online, with
National Geographic providing visu-
als. VDOnet's VDOLive will bring
comic and pop icon Judy Tenuta to
the Internet in June in a nightly talk
show produced by the Alternate
Entertainment Network,

Both developments exemplify the
momentum in entertainment on the "Net
spurred by streaming, VDOnet has also
signed a distribution deal with Compagq
Computer, which will offer VDOLive
with its own high-end servers to clients
interested in creating online content,

Microsoft is plunning a spring events
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VDOnet has CBS, PBS and MTV
among eurrent clients,

starting with Jean-Michel Cousteau:
Live in Fiji over MSN on April 22, as
well as a series about UFQs called Pro-

Jecr: Wildfire. "We're using the events

to let users know there are cool things
going on on the Web, as well as build-
ing awareness for NetShow.” says

NetShow.

AudioNet, which is currently
putting C-SPAN coverage online
using the NetShow 2.0 beta software,
will also do some live events with it
in the next few months. JazzFM,
London NewsDirect and WebCast
Lid.. "Net services originating in
the UK. also use Netshow software.

NetShow needs the exposure 10
play catch-up with Progressive Net-
works, Vivo and VDOnet, all of
which have well-established stream-
ing products,

VDOnet counts PBS., MTV and
CBS in its current client group.
Taggeschau, a daily hour-long
newscast from Germany. also uses
VDOLive. VDOnet’s next offering will
be two-way video capability to enable
game shows and other interactive vehi-
cles online.

Both VDOLive and NetShow boast
an optimum rate ol 30 frames per sec-

series online to promote NetShow,

Websites

MTV revamps for Webheads

Riclard Tederco
Ey TV got into the inter-
cast act last week. just
as it has created a sig-
ntficant online commercial tie
10 N2K.

Music video viewers can
now catch two hours of MTV
each day on weckends via PC.
along with 24 hours of MTV?2
daily, PC content accompany-
ing the video on the screen
will provide background
information about groups as
their music videos are shown
and will enable users to buy
CDs. “For us, it"s the first step
in convergence.” says Matt
Farber, senior vice president
of programing and business.
MTV, who says the content
should appeal to M27s slightly
older demographic group,

MTYV follows NBC and
CNN in launching content for
Intercast. which last week

added Lifetime TV. The
Weather Channel and Home
& Garden TV tothe list of TV
programers participating.
Interested programers can get
content development tools
from Intel Corp.. which plans
to solicit MSOs for the Inter-
casl venture,

PC users must purchase
$125 video cards for their
machines to receive the Inter-
cast signals, which come
through the vertical blanking
interval of the TV signal,

MTV hax constructed an
MTV CD Lounge with links
10 N2K’s Music Boulevard
sules site, where rock and
pop music are marketed
under the MTV and VHI
brands. MTV offers editorial
content, while N2K handles
the business end.

MTV Online’s recently
rebuilt Website has expanded

Broadcasting & Cable April 14 1997

Shannon Perdue, product manager for

ond,

content and features hourly
news updates. The redesign
reorganizes the site into five
“channels™ for ready access o
music. news, MTV on-air
information. chat sessions and
localized music information,
A detachuble promotion bar
on MTV's home page allows
users 10 “float” on screen to
track fresh content while
reading other pages.

The site’s “"Where's the
Beat?” section offers informa-
tion about specific music mar-
kets. PC users can get the run-
down on concerts and clubs in
a given geographic area. as
well as  local station
playlists—connections long
sought by MTV,

The new MTYV site also
features an interactive music
magazine. McertaMusic.
which includes stories and
artist databases. The site’s

www americanradiohistorvy com
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Biorhythms section will
soon become a distinct area
with expanded background
about individual artists and
links to their sites. Beavis
and Butt-head games also
appear.

But music remains the
focus. “Our mission is 10 be
interactive entertainment
around music,” says Matt Far-
ber.

Video clips from MTV
Unplugged and the top 20
countdown are still available.
Live concerts eventually will
be on tap as well, when
modems and improved online
streaming are in place.
Although MTV has used
Macromedia’s Shockwave
technology. it isn’t commit-
ting to any technology just yet.
“We're in discussions right
now. There isn’t a clear win-
ner yel.” Farber says. ™.
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| Special Report: Digital Ad Insertion

CABLE'S TRUMP CARD

Digital Ad Insertion

Technology, which allows customized ads by zones, gives cable leg up over TV stations |

By Joan Van Tassel,
special correspondent

or companies that produce
digital advertising-insertion
| systems, 1996 was the best
of years and the worst of years.
A market shakeout el the
client-rich leaders with more
clients than ever: it sank compa-
nies that were unable or unwill-
ing 10 outtit cable operators with
complex integrated packages in
the face of high development
costs and intense competition for
a fimte market.
! The business has been hot
[ since 1994, when the cable
industry began lighting up inter-
connects in major markets,

Channelmatic/LIMT digital ad insertion process flow
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driven by the gap berween
cable viewership and cuble
advertising revenue. Cahle
companies saw that they
were losing out on a rich
revenue stream because
they couldn’t provide fast,
high-quality service Lo local
advertisers.

To meet the demand,
leader SeaChange main-
tained a sizzling pace. cor-
nering a solid 60%-70% of

overall sales. The company has 150 |

svstems in operation around the
world. In January, ScaChange signed
up the Interconnect of the Twin Cities,
serving nearly 450,000 Minneapo-
lis/St. Paul metropolitan cable house-
holds.

Now that so many major markets
have installed the systems, the compa-
ny is building on its expertise. looking

72

o expand inte such new markets as
satellite-based digital ad msertion and
larger-scale video-server appheations
for video-on-demand and near-video-
on-demand systems.

Ed Delanev. SeaChange vice prei-
dent for sales and marketing, attribut-
es the company’s commanding posi-
lion o two factors. “Most of our com-
petitors thought that satellite delivery

www americanradiohistorv com
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would be the primary means of dis-
tributing commercials. but we cor-
rectly anticipated that terrestrial:
hased networks would prevail. Sec-
ond, our background was in digital
technology. and we looked at the
problem from a different perspeclive
than the analog TV people. It meant
that our products worked well from
the beginning.”

The second largest vendor of digital
ad-msertion svstems is Channelmatic,
recently sold by IndeNet Inc. to LIMT
AB of Sweden. Its chients include the
Detroit intercennect: Time Warner
Cable in the Milwaukee interconnect;
Cablevision (svstems owned by Bill
Daniels in northern San Dicgo County
and Palm Springs. Calif.); TCI
(Greenville/Spartanburg, S.C.): Booth
Communications  (Birmingham,
Mich.)y: Century Cable (Owensbhoro,
Kv.); C-TEC Cuble (Somerville. N.J.),
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You ask, what is our aim? | an answer

inone word: It isvictory video.”

Your aim is Need a short lead time?

getting video Vyvx it. International rout-

to just about anywhere. ing. Fail-safe connectivity

So is ours. Because Vyvx for a major event. Direct

means video — by what- fiber service to hundreds

ever route: Fiber or satel- of teleproduction firms. Or

lite. Land, sea, or air. national distribution of TV

spots. Vyvx it. Vyvx it.

Ih' teasnsREing -Tideo, NEWS, SPORIS, SPECAL EVENTS Vyvx it.

there is no single solu-

flan dor swery iloation. ADVERIISING DISTRIBUTION Wivategrar ha BitEtichy

. don’t concern yourself
So count on Vyvx to find

JELEPRODUCTION

with sched