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Ralph Everett’s . i . = = :
quest for the FCC cucy groups last week stalled an expected deal on TV ratings. Before they sign off on a modilied ratings

chairmanship
has picked up

Fast Track

Musical chairs TV nciworks spent lust week getting rid of the old to make way for the new. Big
changes took place in the executive suites at ABC, Fox, UPN and CBS. / 4

TClI faces sinking sub numbers, but profits are up Tele-Communications Inc.’s flurry of |
deals to hand off systems 10 other operators isn’t the only way the company is shrinking its subscriber
base. When the second quarter closes this week, the MSO will once again have suffered sharp internal
losses in basic and pay cable customers. But its cost-cutting is boosting profits. / 8

Potential partners eye PCS venture European telecommunications compa-
nies Deutsche Tetekom and France Telecom are considering buying out the three cable
partners in the Sprint PCS joint venture, a sign that a long-awaited partnership restructur-

Must Reading from

ot le

June 30, 1997

TOP OF THE WEEK / 4

Stu Bloomberg
was named chair-
man of ABC
Entertainment. / 6

No spectrum fees in budget bills Broadcasters dodged spectrum fees last week as the balanced
budget package passed in the House and the Senate. The threat is not completely dispensed, however. / 14

Ratings deal in limbo Broadcasters’ demands for legislative assurances from lawmakers and advo-

system, broadcasiers want a guarantee of a three-year moratorium on TV ratings legislation. / 14

momentum./ 16 §upnreme Court rejects CDA With the Supreme Court's decisive rejection of Congress’s
attempl to regulate Internet content, *Net critics scramble to find a way to make cyberspace safe tor kids, / 16

BROADCASTING / 48

CBS commissions sales force
In an effort at motivation, sales reps in
the CBS-owned television sales force,
who now eam abow 75% of their com-
pensation from salary, will work on
straight commission starting July 1. / 48

PolyGram wiill try ‘Totai Recall’
PolyGram Television has acquired the
U.S. distribution rights to Alliance Com-
munications” production of Taral Kecall: The Series. Poly-
Gram Television President Bob Sunitsky says the series will
rival Stur Trek and other sci-fi hits. / 48

ABC will roll out children’s radio nationally
ABC Radio Networks last week touted listenership surveys
tor Radio Disney that show audience response on a par with
two similarly targeted ABC networks. / 65

Chris Spencer will
host ‘Vibe.’/ 49
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Bua Paxson adjusts
his sights 1.owcll “Bud”
Paxson has already built the
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“ nicMall” to a different
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Thomson out at TC! Lco Hindery continues to re-

shape TCI top management. as Bob Thomson of TCI’s me-
dia relations 1eam departed last week. More are likely 1o fol-
low, obscrvers say. / 66 :

Magness will
contested Sharon
Magness, widow of TCI
tounder Bob Magness. has
filed a lawsuit contesting
her late husband’s will,

which left her $35 million. Fox'L:be'tymll bebpddrng agams!
The bulk of the estate was ESPN for sports rights. / 68

left to two sons [rom Magness’s first marriage. / 66
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KGO-TV taps Tek for news conversion xco-tv,
the ABC O&O in San Francisco, has chosen Tektronix to
replace its entire news production svsiem with a disk-based
architecture in a deal worth almost $5 mitlion. / 76

Peacock in the Web NBC will become the first
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programing this fall when it builds interactive elements
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By Lynette Rice
HOLLYWOOD

ix percent fewer

households tuned

in broadcast tele-
vision last season?

If you're a network
executive that's easy
enough to rationalize:

] distinctive programing
was out, copycat pro-
graming was in, There
wis too little strategy
and too much mudsling-
ing. And forget about
[ trying to present a uni-
fied front against cable.
One reason seldom
[ voiced is instability at the
helm. despite the fact that
executive turmnover at the net-
works has become as com-
I monplace as their reliance on
in-house production. Person-
nel changes in programing
can often mein a change in

Broa_dcasting & Cable

Churn up, shares down in L.A.

Turnover among programers cited by some as disruptive to long-term strategies

’ . " i N . avyi .
oV iEa W aall -
/ S | | . i S ‘\":&( “\._\ |

boss, issued this state-
ment last week: “Since
my first years in televi-
sion, I'd heard incredi-
ble things about Stu and
his skills as a creative
executive. so il’s a priv-
ilege to finally get 10
collaborate with him.
And selfishly. ['m also
looking forward to hav-
ing someone alongside
me in the hot seat.”

For the creative com-
munity, it was a mind-
blowing turn of events.
“I've known Stu for
about 12 years, and ['ve
spent maybe a total of 12
minutes with Jamie.”

says one producer who has
a show on the ABC schedule
next season, “Who do 1
call?”

Yet the revolving door at
ABC was in motion before
last season, especially for

| strategy for prime time. not to

mention a whole new set of

¢ | %

Fox's ‘Party of Five'—which debuted in 1994 to slow growth until it

those involved in freshman
series that now sit on the

| ideas about what makes a Mt pay dirt last season—survived two network presidents, Sandy

Grushow (1) and John Matoian (c), and is into its third, Peter Roth. G Koo (ITT,

good show.
| “Never in history has there been such a
revolving door of executives,” says
[ Jamie Kellner, CEQ of The WB-—which,
unlike its network competitors. has
[ enjoyed some stability in its top slots.
“And people scratch their heads and
| wonder why the shares are going down.
There’s no stability. Nobody's there long
| enough to get their stride going.”
“[t genuinely takes two years to fig-
| ure out any business.” says Peter
Chernin, president of News Corp.,
l which owns the Fox network. “There’s
always a learning curve, which comes
with huge cost ramifications. A new
| person will want to throw out the oid
stuff, overspending to make their mark
[ onthe market.... Senior corporate man-
agement can be accused of shortsight-
| edness. But on the flip side. there’s a
time when change is appropriate.”
\ ABC would say that time came for
the number-three network last week.

e —

| when ABC President Bob lger
i announced that Entertainment President

Jamie Tarses—whom he and other Dis-
ney executives recently defended as
needing no help—was about to get a
new supervisor: Stu Bloomberg.

A 19-year veteran of the network,
Bloomberg was named chairman of
ABC Entertainment—a post vacated in
January by network veteran Ted Harben
(see box, page 6). Bloomberg also rep-
resented the ninth executive change in
prime time series development at ABC
in the past 12 months, starting with
Tarses” hire, through some early in-
house promotiens and the addition of
number-two Rob Dwek and extending
to the departure of programing execu-
tives Kim Fleary, Mike Rosenfeld and,
most recently, Greer Shepherd.

Tarses, who has indicated a willing-
ness to stick around despite having
been one of the last to learn of her new

www americanradiohistorv com

When the producers of
Relativity, for instance. were pitching
the drama to ABC, the meeting includ-
ed Harbert, Bloomberg, Shepherd. and
Steve Tao—the last two of whom were
drama executives. Since then, every
one of those executives has a new title
or new responsibilities eisewhere. Tars-

es ultimately embraced the series. l
which nevertheless died because of low
ratings and a dismal Saturday night slot.

“|Executive turnover] is moslt rele- l
vant 1o shows on the bubble. shows that
if they were embraced might have a |
chance 1o succeed but |otherwise| will
surely fail,” says one studio head.

Bloomberg isn’t buying the instabil-
ity theory or a causal connection with
what’s right or wrong with prime time
programing.

“I think all it speaks to is that this is a
tough job and ABC is just recognizing
what it takes to get this done.”
Bloomberg told BROADCASTING &

“June 30 1997 Broadcasting & Cable
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Cani L. “Iwe can tuke advamage of the
creative muscle the network has, that’s
what we're going to do.”

And some bubble shows can survive
in spite of changes at the top. Fox's
Party of Five—which debuted in 1994 10 |
slow growth until it hit pay dirt last seu-
son—managed [0 survive (wo nelwork l
presidents—Sandy Grushow and John
Muatoian—and is into its third. Peter I
Roth. In the meantime, many shows thal
were developed under Matoian's rule—
he came in with a mandate 10 improve
the network’s demographic reach—have
since been dropped from the schedule.

Nea matter how prime time eventually
tares. heavy turnover at the 1op is here (o
stay. industry sources say. "1t is so much
more competitive, because networks are
now part of big multimedia corporations
run by people who tend not to be |
patient.” says the studio head. “They
really don’t have a grasp of the ¢reative
process. and there’s so damn much
money al risk. They don’t wish 10 he
patient. They always have one eve on
the stock. And taking that into consider- |
ation, with all the cable competition and
the proliferation of broadcast networks.

i’s harder 10 fiold on to @ joh.” l |

is team sports.” says The WB's Kellner.
“While ntost of the time it"s great to have
the one right person, it’s not just that per-
son but a whole staflf of development and
creative executives who make decisions
together on a regular basis. I you change
the team. take the leader ot and half the
teamt leaves. you ve got o expect they're
not going 1o play together.” s |

“The perfect analogy 10 network TV |

Il

Networks play musical chairs

HOLLYWOOD—Throwing out the old to make way for the new applies
not only to the fali schedules but also to the executive suites of the
TV networks. Here’'s a rundown of some of the recent turnovers
affecting network programing:

ABC: Stu Bloomberg last week was upped from creative
development president to chairman of the entertainment
division, where president Jamie Tarses has presided for
only one year. Her number-two, Rob Dwek, has been on
the job only a few months. Steve Tao, an ABC drama
executive, is expected 1o be named the new vice presi-
dent of drama to replace Greer Shepherd, who left the
network June 20.

CBS: Leslie Moonves, wha's preparing for his third sea-
son as entertainment president, has a new senior exec-
utive to report to, Mel Karmazin. Karmazin became the
head of radio/TV stations after Peter Lund stepped down
as CBS Inc. president.

Fox: As Entertainment President Peter Roth prepares for
his first fall schedule since taking the job late last year, he'll
oversee a department that has no number-two—Bob Greenblatt left this
month. The new senior vice president of comedy, former CAA talent agent
Cheryl Bayer, replaced the departing Theresa Edy. Danielle Claman was
promoted to senior vice president, drama.

UPN: CEO Lucie Salhany, who is not renewing her con-
tract in September but will sit on the network’s operating
board, is reportedly yearning for an in-house hire.
Here’s one possibility: her number-two, Len Grossi.
Studios: Ken Sclomon left DreamWorks syndication to
become the new head of Universal's television division,
replacing veteran Tom Thayer; Warner Bros. program-
ing executive David Janollari took the high road to start
a new film and production company with former Fox executive Bob Green-
biatt; Brillstein-Grey Senior Vice President Fernanda Carapinha left the
programing ranks for a development deal, while Peter Traugott was ele-
vated to senior vice president. —LR

Tarses

Moonves

Salhany

Stu Bl_oc;n;berg: Man with a p_)rc;g}a_mi_ng past

HOLLYWOOD—Suu Bloomberg's
appointment as chairman of ABC
Entertainment is a case of experience
following experience. Both he and the
man he replaces are ABC programing
veterans.

Like Ted Harbert. who after 20
vears with the network stepped down
as chairman tast January. Bloomberg
brings nearly two decades of experi-
ence to the post. A graduate of
Georgetown University with a mas-
ter’s in film from the University of
Southern Cahifornia. Bloomberg
joined ABC in 1978 as a program
executive overseeing comedy and variety programs. He subse-
quently ok on development responsibilities in drama as well.

By 1989, Bloomberg was overseeing all prime time comedy
and drama development under then-entertainment president Bob
Teer. Then Harbert succeeded to the top spol in the early "90s.

Bloomberg

Soon after. Bloomberg headed 10 New York 10 ke his most
recent post. president of television creative development tor all
network dayparts.

Bloomberg™s appointment was described by ABC President
lger as herulding the creation of the “strongest possible enter-
tainment team 10 revitalize our prime time lineup.” Yet
Btoomberg. who admitied 10 plaving a passive role in the 1997-
U8 schedule. savs he has no plans 1o undo the work of entertain-
ment president Tamie Tarses.

‘1 think the schedule is strong. Jamie’s done 4 good job of

putting on new series that are distinet and smart and fun. and |
really teel confident that they are going 10 become building
blocks 10 get us back on the road.” Bloomberg told BRoOAD-
CASTING & CABLE.

Whether that means Bloomberg and Tarses will show a unit-
ed front n public remains unclear. During last summer’s annu
al press gathering. Tarses and Harbert walked onstage to the
strains of “Happy Together™ by The Turtles.

“1've never chosen the spotlight. Ted was so good at it
Bloomberg savs, “But I like opening my mouth.” —LR
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“TCI faces sinking sub numbers

But Hindery cost-cutting moves are hoosting profits

By John M. Higgins
NEW YORK

T

cle-Communications Ine.'s tlurry
of deals to hand off systems to
other operators isn’t the only way

the company is shrinking its subscriber

base. When the second quarter closes
this week. the MSO will once again
have suffered sharp internal losses in
basic and pay cable customers.,
Analvsts and industry executives
familiar with TCHs operations say the
company lost as many as 80.004)-
100,000 Basic customers during the three
months ending today (June 301, while
Py units dropped S00.000-700.000.
The drop marks the fourth consecu-
tive quarter of trouble on TCI's sub-
seriber front. triggered by last sum-
mer’s sharp basic rate hikes. Excluding
the effects of sysiem sales and acquisi-
tions, TCT has lost 225000 basic sub-

Nathanson

Hindery

[ seribers in 12 months. Although

the company posted a slight uptick

QUARTER

TCI’'S SUBSCRIBER WOES

(LOSSES INDICATED IN RED)
BASIC SUB PAY SUB

[ inthe December quarter. the loss is ENDING  CHANGE {(000) CHANGE (000)
about 2% of its customer base. 9/96 70 300
Pay units have dropped steadily. 12/96 28 102
with TCI losing 2 million. or about
14% . in the past vear. The loss 3/97 83 1,040
Cstems partly from a ST orate 6/97 80-100 500-700
increase for pay. but also comes 12 MONTH
from customers offsetting basic  TOTAL 205-220 1,942-2,142

rate hikes by dropping Home Box
Office or TCEs own Starz!

The good news, however, is that cost
cutting continues o boost profits. Ana-
Ivsts estimate that TCs cable system
unit will post S675 mitlion-4725 million
i cash flow for the second quarter, while
mdustry executives expect the company
to at least mateh the S701 million the
citble systems posted in the first quarter.

That would mark a 33% gain over
last vear™s $325 million. Part of the
gain stems from svstem auqumimn\

TCI taps Falcon in

system move

NEW YORK---Tele-Communications
Inc. President Leo Hindery has cut his
third system deal in a month, pushing |
systems serving 300,000 subscribers
in the Northwest into a venture with |
Faicon Holding Group LP. !
The deal is part of a series Hindery

has launched to shrink TCH's subscriber base and pare debt. in addition to
a recent $2 billion deal with Cablevision Systems Corp. and a smaller

talks with Time Warner Inc., Charter Communications Corp., Comcast

$300 million agreement with Adelphia Communications Corp., TCl is in ‘

Corp. and TCA Cable TV.

Hindery believes that TCI's management talent is stretched too thin
across too many systems, so the deals are putting clusters in hands that
might run them better and increase value. But just as important is the abil-
ity to send debt along with the systems; Hindery's goal is to shed $4.5 bil-
ion of TCI's $14 billion in debt through these transactions.

The latest deal will combine TCi cabie systems in Oregon, Washington,
Missouri, Alabama and California with nearby Faicon systems. TCI will
take a minority interest in the partnership, but Falcon, which specializes in
“classic” small-town cable systems, will manage it.

Falcon Chairman Marc Nathanson has long promoted the idea of wide-
ranging swaps and joint ventures among operators to cluster system oper-
ations, which then become much more efficient to run. Nathanson says
Falcon needed greater size and geographic concentration to stay in the
game: “Without this deal, in a year or two Falcon would have ceased to
exist. Because of TCI, we will survive.”

Hindery says: “We have the imperative of consolidating markets to the
benefit of our customers.” —JMH

wwWwW americanradiohistorv com

| with TCl.

but analvsis agree that exceeding $700
million proves that last fall’s tavoffs
and other moves to reduce overhead
are payving oft.

Still. some MSO exceutives say the
subscriber slide seems limited 1o TCL
“Were having a pretty good quinter.”
savs the CFO of one major operator.

The subscriber sag is a cloud over
the recent cable stoek rally and the re-
markable series of deals that TCI Pres-
ident Leo Hindery, drafted by chair-
man John Malone from Intermedia
Partners just four months ago, has
pulled off in recent weeks,

Hindery's decisiveness has helped
spur the multiple billion-dollar deals.
from merging Primestar Partners and
News Corpl's potentiadly potent rival
American Sky Broadeasting to securing
a 40% stake in Cablevision Systems
Corp. s regional sports operation, which
Malone has coveted for seven years.

His biggest coup may be slimming
TCI's unwieldy 14 million—subscriber
portfolio by almost a third by putting
systems serving 4 million subscribers in
the hands of eight other operators—in-
cluding Cablevision—to bring greater
management resources to bear and shed
S4.5 hillion of debt in the process.

“TCl would have screwed around
for years on this stuff.” says the CEO
of one MSO negotiating a system deal
Leo’s making it happen.”

While Wall Street is impressed
cnough 10 have boosted TCE s stock
price in recent weeks by 38% . to
S16.50 per share. Hindery ultimately
has 1o prove that he can turn TCEs
internal operations around.

Goldman Suachs & Co. media analvst
Barry Kuplan sayvs that cash-flow gains
Trom cost contral are a good sign. but the
company must revive internad growth.

“I think people are going to remain

—
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nervous about it and anxious about it
until subscribers start growing again,”
Kaplan says.

Wall Street’s enthusiasm—partly
fueled by Microsoft Corp.’s $1 billion
investment in MSO Comcast Corp.—is
beginning to wane. Last week, Morgan
Staniey & Co. analyst Richard Bilotti
and Credit Suisse First Boston analyst
Laura Martin cut their TCI ratings, as
had A.G. Edwards & Sons’ James
Jungjohann two weeks ago.

Top of the Weelk

Hindery has cautioned investors that
subscriber erosion will continue until
the management reorganization and
revival is complete. “Don’t judge me
on the second quarter,” Hindery recent-
ly told one group of money managers.
“Judge me on the third and the fourth.”

TCI will not disclose its results until
mid-August, but TC1 Vice President of
Investor Relations Linda Dill generally
confirms the numbers, acknowledging
continuing subscriber losses and say-

ing she feels “comfortable with the
range” of cash-flow estimates.

Dill says that part of the subscriber
slide stems from TCI’s decision to halt
marketing from October through March,
but acknowledges that part of the losses
are from increases in basic and pay rates.

There are some benefits amid the
subscriber fallout, however. For exam-
ple, raising HBO prices by $1 may have
spurred many cancellations, but it made
the pay business far more profitable. m

Cable ops poised to exit PCS

German, French companies prepare bids expected to be $30-$40 per potential sub

By Price Colman
DENVER

eutsch Telekom and France Tele-
D com are considering buying out
the three cable partners in the
Sprint PCS joint venture, a sign that a
long-awaited partnership restructuring
is gathering steam.
Tele-Communications Inc. owns a
30% interest in the PCS joint venture,
while Comcast and Cox own 15%
each. Sprint owns the remaining 40%.
Brian Roberts, president of Comcast,
says “constructive discussions” about
restructuring the partnership are under

way, but declines to supply details.

Other sources familiar with the sit-
uation say the German and French
phone companies are in the early
stages of preparing bids, although no
agreements are likely for several
months. The cable partners are seek-
ing $30-$40 per potential subscriber
(termed POP, or point of presence),
sources say.

Sprint PCS has licenses covering
about 150.3 million POPs. At an aver-
age $35 per POP, that translates into an
asset value of $5.26 billion for the
entire business. If the joint venture’s
$1.32 billion in debt and roughly $1

TBS Superstation switch on hold

The conversion of TBS Superstation to a conventional cable network is on
hold for at least six months.

Time Warner Inc. had hoped to switch the network from superstation
status to collect more money from operators. But because the supersta-
tion feed includes Atlanta UHF station wtss’s ostensibly local carriage of
the games of Time Wamer 12ams Atlanta Braves and Atlanta Hawks, the
convarsion requires the consant of ESPN and Fox Broadcasiing, which
hold national TV rights ta Major League Baseball games.

But those consents have bean slow in coming, and industry executives
say that Time Warner has notified cable operators that the plan has baen
delayed from a target date of today (June 30) until Dec, 31 at the earliest.
TB3 Ine. would not commaent. ,

The switch was one of the few tangible efficiencies that Time Warner
laid out as pan of its takeover of Turner Broadcasting System last year. To
carry TBS, cable operators have been required 1o pay copyright fees to
Hollywood studios that sell the station programing, operators have not
been allowed to sell and insert local ads.

By converting, Time Warner expects to increase license fees and chan-
nel most of those copyright payments and iocal ad revenue into its own
pockets. The company has said the increased cash flow could total $160
million annually.

But cable operators have to make semiannual copyright payments six
months in advance, with checks due this week. “They didn’t get the
approval, so they can't convert before operators' next payment date,” says
one industry executive. —JMH

billion in construction obligations are
subtracted, the three cable companies’
total 60% interest would fetch roughly
$1.7 billion. If debt and construction
obligations are part of the deal, it could
be worth as much as $3.2 billion.

Sprint officials decline to comment
on the issue. “It falls under the catego-
ry of rumor and speculation, and we
don’t comment on that,” says Sprint
spokesman Bill White.

While Cox has voiced commitment
to its PCS business, TCI and Comcast
have signaled they’d be willing to
cash out at the right price. They, like
other cable operators, have largely
backed away from the telephone busi-
ness, both wired and wireless, because
of cost and complexity and because
their stocks have failed to reflect the
value of their investments.

Deutsche Telekom and France
Telecom each hold a 10% interest in
Sprint, and there has been persistent
speculation that the two European
firms might team to buy out the long-
distance service, which has extensive
operations overseas. Should the cable
partners agree to the bids, Deutsche
Telekom and France Telecom could
end up owning about 70% of the
Sprint PCS venture. That, in turn,
could be a stepping stone to a merger
or acquisition of Sprint.

Cox Communications could be one
sticking point in a deal. “To Cox, it’s
more strategic than it is to the other
guys.” says Rick Westerman of UBS
Securities. “You could make the argu-
ment that they might stay in.”

However, by making separate bids
to each of the cable companies,
Deutsche Telekom and France Tele-
com would not be limited to an all-or-
nothing transaction. [

10
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No spectrum fees in budget bills

But pavments for digital channels could emerge in conference

By Paige Albiniak

roadcasters artfully dodged spec-

WASHINGTON
trum fees last week as the House

B and Senate passed budget bills

without them.

But the fees could reemerge in the
House-Senate conference to reconcile
differences in the two budget bills, the
National Association of Broadcasters
warns. The conference is expected to
get under way shortly after the Fourth
of July recess.

“We will not become less vigilant in
any way,” says NAB chief lobbyist Jim
May. "I anything. we will become
more vigilant.”

The Budget Committee chairmen in
the House and Senate joined with the
administration in pushing for fees on
spectrum not purchased through auction.
That would include the second channel
each TV station is to receive for the tran-
sition to digital broadeasting.

The proponents wanted the fees o
help oftset a projected $6 billion bud-
get shortfall from the sale of spectrum.
Congress’s budgeteers need $26 billion
from the auction of broadcast and non-
broadcast spectrum. but the Congres-
sional Budget Office estimates such

WASHINGTON—Broadcasters’ demands for legislative assurances
| from lawmakers and advocacy groups last week stalled an expected deal

on TV ratings.

| Before they sign off on a modified ratings system, broadcasters want |
House and Senate leadership to guarantee a three-year moratorium on TV

| ratings legislation, and they want the advocacy groups to agree not to agi-
tate for such legislation for three years. But the advocacy groups say three

| years is too long. They are offering no more than 18 months.

| Although Hill Republicans are willing to agree to the three years,
Democrats are baking. Senator Ernest Hollings (D-S.C.) is refusing to |

‘ ofter assurances. In fact, he says that even if a deal is reached, he will still
try to move legislation that would restrict violent programing to late-night |

hours in the absence of content ratings.
In the House, V-chip champion Edward Markey (D-Mass.) is waiting to '

| see the terms of the deal.

Behind the squabbling is a basic agreement on moditying the ratings sys- | |

| tem by adding content warnings. Only NBC is still threatening not to go along.
The age-based markers—Y, Y-7, G, PG, 14, and M—will stay. Attached to l
| these will be letters: S for sex, V for violence, L for objectionable language
and D for suggestive dialogue. An additional designation, FV for fantasy vio- | |
lence, will accompany the Y-7 for programs such as action cartoons.

auctions would yield just $20 billion. |

With the support of the NAB. Senate
Commerce Commitice Chairman John
McCain (R-Ariz.) and House Telecom-
munications Subcommittee Chairman |
Billy Tauzin (R-La.) led the fight to
stave off the fees. They view such fees
as another tax on consumers.

After the budget package is settled in
conference. the bill goes back to the
House and Senate for final votes and
then to the White House for the Presi- |
dent’s signature.

The budget bills also contain lan- i
guage that will give broadeasters wig- |
gle room on when they must give up I

i
|

their anulog channels. The FCC and the
administration hope to recapture the
spectrum no later than 2006.

The House tanguage gives the FCC
the authority to permit broadcasters to
hold on to their analog channels
beyond 2006 if more than 5% of house-
holds in a market cannot receive local
digital broadcast signals.

The Senate’s bill would require the
FCC 1o grant broadcasters waivers if
more than 3% of houscholds in a mar-
ket do not have access to local digital |
broadcast signals cither off the air or
through digital cable or digital broad- |
cast satellite. ] l

— 1

—PA

THE BILLS AT A GLANCE | |

Both the House and the Senate passed
budget bills last week that would mod-

ify the FCC digital TV rules. Under the
rules, the FCC would give each full-
power TV station a second channel so |
that it could begin digital broadcasts
while maintaining for a number of |
years its existing analog service.
Broadcasters are expected to convert
to digital and return their analog chan-
nels. The FCC has targeted 2006 for I
the return. The differences between
the bills will be reconciled in House-
Senate conference committee.

Auction of channels 60-69
HOWUSE—Requires the FCC to: real-
locate four channels between TV chan-
nels 60 and 69 for public safety uses;
auction the six other channels in the
band for undetermined “commercial
purposes”; make its best efforts to do
what it can to find new channels for
low-power television.

SENATE-Same as House version. ]

Return of analog channels
HOUSE—Empowers the FCC to
allow broadcasters to keep their ana-
log channels past 2006 if more than
95% of households in a market area
cannot receive over-the-air digital
broadcasts. The original House Com-
merce Committee language would (
have permitted broadcasters to keep
the analog spectrum until the 95%
market-penetration threshold was
reached.

SENATE—Requires broadcasters to
give back their analog spectrum by
Dec. 31, 2008, but instructs the FCC to
put off the give-back date until 95% of
households have access to local digital |
broadcast signals by digital cable or
DBS or by other means. [

Auction of analog channels '
HOUSE—Requires the FCC to auc- |
tion channels no later than Sept. 30,
2002,

SENATE—Requires FCC to start
auctioning off returned analog spec-
trum by July 1, 20071. |

l
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“Is 1-chip next for the Internet?

After Supreme Court rejection of indecency rules. new approuches to protect kids arise

By Dan Trigoboff

he determination to regulate the

WASHINGTON
Internet to protect children from

I tndecent material has survived an

adverse Supreme Court decision—
cven it the regulations didn t—and
critics of the "Net's prurient postings
have been feft looking for ieyvberspace
version of television™s V-chip.

Those—including the President—
who find the World Wide Web a dan-
gerous place for children™s minds
appear undeterred by the Supreme
Court’s rejection of Congress’s attempt
to regulate the nternet through crimi-
nal penalties prescribed in the 1990
Communications Deceney Act. Viola-
tors could have taced five vears in
prison il S230.000 in fines.

Backers of the defeated law. such as
Morality 1 Media counsel Paul .
MeGeady, would like to draft new leg-
istation, but McGeady concedes that
the court didn’t offer much guidance

on how 1o write Internet regulations |

that would pass constitutional muster.
Opponents of the CDA sav that's
because the court determined in Reno

v ACLE that there’s Little Congress
can do in this area without vielating
free speech rights. Even the law’s

sponsors, like Indiana Republican Sen- |

ator Dan Coats, who accused the high
court of “undermin|ing| religious liber-
tv and influence™ and “defend]ing|
immediate unrestricted aceess of chil-
dren to pornography.” did not discuss i
legislative alternative after the ruling.
The White House apparently antici-
pated that the Taw would go down in
defeat. and carlier this month was
preparing a new pohey that would call
for technology and self-policing as solu-
tions 1o parents” concerns, “We can and
must develop a solution for the Internet
that is as powerlul for the computer as

Affiliates seek exclusivity contracts

the V-chip will be for television,” Presi-
dent Clinton said tollowing the decision.

Technological sotutions ¢an take the
form of filtering software. Net Nanny
and Cyvber Patrol, for example. purpont
10 block out oftending Web pages based
on content. Another technotogy | the
PICS platform. would block offensive
sites based on assigned ratings.

Civil liberties advocates find tech-
nulogy solutions preferable to regulu-
tion. but cach presents problems,

Technocrats also will debate where
o impose the technology, Morality in
Media savs the onus should be on the
online companies, and would advocaie
that future legislation mandite online
provider responsibility for content, 1§
they insist that the parent has to pro-
vide the Tiltering.” MeGeady savs,
“were againsg

But Law professor Larry Lessig sivs
that any mandate to impose ratings
within a "Net architecture would run
into constitutional problems.

Andrew Schwartzman of the Media
Access Project sees PICS as “a neatral
technology that encourages labeling and
is wmenable to any numiber of private rat-
ings groups.” ]

NEW YORK—While CBS's stated guidelines on pro-
gram exclusivity are for the most part well received by
affiliates, some station managers question whether
they're worth the paper they're printed on, because they
are not legally binding. CBS TV President Jim Warner
confirmed last week the network won't make a legal
commitment on exclusivity. And it's not clear whether
any of the Big Three will put their stated commitments
about program exclusivity in contractual form.

Meanwhile, ABC has agreed to supply several soap
operas and some prime time programing to Discovery
Communications’ Your Choice TV, which debuts in late
July on three newly upgraded digital TCI systems (in the
San Francisco, Chicago and Hartford-New Haven, Conn.,
markets). The network also has agreed to share revenue it
receives from Your Choice with affected affiliates, accord-
ing to David Barrett, second-in-command at Hearst Broad-
casting and chairman of the ABC affiliates advisory board.

CBS, which briefed affiliates on exclusivity guidelines
at their annual meeting in May, followed up with a letter
two weeks ago. Affiliates were generally happy to hear
CBS grant 12 months’ exclusivity for most general enter-
tainment programs and news magazines.

legal agreements. The networks aren't enthusiastic about
legal commitments because they want to be able to take
advantage of unforeseen revenue opportunities that
might require changing their commitments to exclusivity.

So far, CBS has done more on the exclusivity issue than
NBC and ABC. It's the only network to have a stated poli-
cy, although even CBS says its policy will “evolve over
time.” NBC will meet with major affiliate groups on July 22
to discuss the issue. ABC has not yet set a meeting.

And some CBS affiliates aren't uncomfortable with the
CBS policy. “Their word is good and | feel confident they're
going to try to live up to this as best they can,” says Dino
Corbin, general manager of kHsL-Tv Chico, Calif.

ABC has agreed to supply One Life to Live, General
Hospital, All My Children, Port Charles. Eflen and 20/20to
Your Choice. The network and its affiliates have agreed to
a “financial participation model” for Your Choice, says Bar-
rett. Meanwhile, Your Choice says it's talking to CBS and
NBC. But CBS says that no deal is imminent.

Some affiliates aren't happy about network participation
in Your Choice. “I would not like it," says Pulitzer Broad-
casting President Ken Elkins, because it gives the viewer
an opportunity to watch network shows somewhere other
than the local station. —SM

Affiliates at ABC, CBS and NBC say they will press for
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Everett gets
Senate support

By Chris McConnell
WASHINGTON

alph Everett’s
quest for the
FCC chairman-

ship has picked up
some momentum.
Ten Senate Democ-
rats signed a June 19
letter t0 the White House endorsing the
Washington lawyer and former Senate
Commerce Commitiee chief counsel.

While Ernest Hollings (S.C.) for
weeks has been backing Everett as the
next chairman, Everett now has the
buacking of Robert Kerrey (Neb.). John
Breaux (La.), John Kerry (Mass.), Carol
Moseley-Braun (Ill.), Wendell Ford
(Ky.), Christopher Dodd (Conn.), Bar-
bara Boxer (Calif.). Daniel Inouye
(Hawaii) and Richard Bryan (Nev.).

“Having known Ralph for many
years, we feel strongly that he is the
right person for this position and would
be confirmed cisily,” the senators said.
“He would be an outstanding asset to
this administration and to the FCC.”

Several Senate Democrats have been
pushing for rural-state representation on
the FCC. In past weeks they have main-
tained that other potential White House
choices for the job would leave the FCC
without a rural voice. Sources also
expect FCC nominee Harold Furchtgott-
Roth to encounter tough questioning on
rural-related issues when the economist
comes before senators for confirmation
as 4 CoMmissioner.

Although some Senate Democrats
back Everett, the short list of likely
White House picks for FCC chairman
includes White House adviser Kathleen
Wallman, FCC General Counsel and
nominee William Kennard and FCC
Commissioner Susan Ness.

Last week, Denver lawyer Tom
Strickland emerged as a possible can-
didate, although Washington observers
say he might land in another Clinton
administration post.

Strickland, 45, ran for Senate last
November but lost to Republican
Wayne Allard. Strickland is a lawyer
with Brownstein Hyatt Farber & Stick-
er, a law firm whose clients include
Tele-Communications Inc. [

Everett

-Jop of the Weelk

CosedlCirehils

NEW YORK
Sweet deal

ust how sweet a sweetheart deal

were the Robertsons hoping to get
in selling International Fumily Enter-
tainment? A new SEC filing shows
that chairman Pat Robertson and
president Tim Robertson wanted
News Corp. to pay $70 for the su-
pervoting shares they controlled—
nearly triple the $24 that public
shareholders might have had to settle
for. Even [FE’s board balked at that,
so the Robertsons cut their demand
10 $40. Thank the press if you're an
outside shareholder. The filing
showed that after word of the sweet-
heart deal leaked, the Robertsons
decided “they would prefer that all
stockholders receive the same per-
share value,” which tumed out to be
$35 per share or $1.9 billion. The
Robertsons have had to settle for
half the $461 million they wanted.
Of course, they put up only
$300,000 of their own cash to buy
The Family Channel from Pat Rob-
ertson’s ministry. That’s less than
the $400,000 he gets in the tirst year
of a News Corp. consulting deal.

DTV set projections

hilips Electronics first digital TV

sets (in 1998) will be attention-
grabbing widescreen projection mod-
els. According to Philips’ Reid Wen-
der, broadcasters, set manufacturers
and retailers should promote wide-
screen. high-quality picture features
instead of confusing consumers by
discussing interactive applications or
multiple channels. Philips will market
medium-size direct-view sets by
1999. Only Philips’ mid-size and
smaller sets will have progressive dis-
plays, because the high power level
required for progressive requires
huge transistors and super-thick glass
in a large-screen set, Wender says.

LOS ANGELES

L.A. moves?

A s contract talks continue between
news/talk KABC(aM) Los Angeles

and veteran talk show host Michael

Jackson. word is that Jackson may be

moved from his weekday 9 a.m. slot

to noon. It is unclear whether Jack-
son will remain with KABC if he loses
his time slot. Some sources think that
if KABC does replace Jackson's mid-
morning show, it may bring in talk
host Ronn Owens trom ABC-owned
KGO{AM) San Francisco. It kasC
switches to Owens, look for a move
in mid-July.

WASHINGTON

Custom-tailored response
CC officials this week hope to
respond to network concerns

about scheduling children’s educa-

tional programs. ABC, NBC and

CBS are worried that their educa-

ttonal lineups won’t count toward

the FCC’s three-hour standard once
stations start preempting shows for
weekend sports. An original draft of
the children’s programing rules
specified that a show could not
quality as “regularly scheduled™ if

stations preempted more than 10%

of a4 13-weck run. Although the

clause was struck tfrom the rules,
broadcasters are concerned that the

FCC might impose that threshold.

Last week, sources were expecting

the FCC to take a custom-tailored

approach, sending individual
responses to each of the three net-
works that requested flexibility.

CHICAGO
Paxson eyes Chicago

P axson Communications has just
one hole in the top 10 TV markets
where it does not own, operate or
have an agreement to buy a station—
Chicago. It’s been trying for a while
to buy a station there, and Paxson
officials don’t anticipate a deal until
fall. Paxson has made several ofters
to buy wiys(Tv), which is licensed to
Hammond, Ind.. but covers the
Chicago market. Most recently.
sources say, wiys owner Joseph
Stroud rejected a $70 million offer
that combined $50 million cash and
$20 million in Paxson stock, or about
17.5 times the station’s cash flow. It
is believed Paxson will sweeten the
offer. A Paxson official would say
only that the company is talking to
several potential sellers in the market.
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FCC stuck between Congress and court

Hopes for authorization of spectrum auctions before judges act on license backlog

By Chris McConnell
WASHINGTON

he FCC is giving Congress a little
Tmore time 1o empower the com-

mission to auction analog broad-
cast spectrum.

With pressure mounting to deal with
a backlog of more than 1,500 TV and
radio applications, FCC officials hope
lawmakers will let them settle the appli-
cations through competitive bidding.
Later this summer the commission plans
to tell the U.S. Court of Appeals in
Washington that it still expects congres-
sional action on the issue,

The report to the court is part of the
FCC’s effort to demonstrate to the coun
that it's making progress toward resolv-
ing the long-stalled license applications.
Earlier this year, the court rejected a
request that it order the FCC to act on the
applications. But after Aug. 7, petition-
ers can submit a new request if the FCC
has not shown it is making strides
toward clearing the backlog.

The applications have been backing
up at the FCC since a 1993 court ruling
struck down the criteria that the FCC
was using to award broadcast licenses.
Officials have adopted no new set of
criteria since then, and some officials
voice doubts that commissioners can
agree on any comparative criteria.

The lack of a review procedure has |
not stopped applications from pouring
into the FCC, however. Ofticials now
count 970 applications for 236 radio
licenses. On the television side, there are
572 applications covering 118 markets.
Last fall the commission stopped accept-
ing new analog TV applications as part
of its ettort to set digital TV rules.

In 1995 officials tried to cut down on
the backlog by temporarily waiving |
rules that prevent applicants trom pay- |
ing oft competitors for the license. The
action allowed some settlements but l

I
|
\

has still left hundreds of pending appli-
cations.

Earlier this year Senate Commerce
Committee Chairman John McCain (R-
Ariz.) asked the FCC to keep the issue l
on ice 50 he could push legislation to
extend the commission’s auction author-
ity to include analog broadcast licenses. |
The FCC has waited, but so far it has
received no new auction authority.

One source says the commission
plans to give lawmakers until year's
end to address the analog licenses. Oth-
ers say the FCC also is developing a
backup plan for acting on the licenses
it Congress does not act,

Commissioners last week had not set-
tled on that plan, although some at the
FCC did not rule out the possibility that
the FCC might resort (o lotteries if offi-
cials are unable to auction the licenses.

Applicants, meanwhile. voice frus-
tration at the prospect of more waiting.

“It’s disheartening.” says Ken Robol,
an applicant for an AM statien in Sut-
tfolk. Va. "l wish there wus some way we
could make this process move taster.”

Robol would prefer using compara-
tive criteria rather than auctions 1o
’ award licenses in smaller markets.
Harry Cole. a Washington lawyer whao
represents some applicants, also would
like to see a new comparative policy
rather than wait for action by Congress,
“[Waiting for Congress] would be

| less than satisfuctory,” says Cole.
Others say an auction would resolve
the competing applications faster than
a comparative hearing process. “It's
very difticult for the commission to
come up with a rational process,” says
Washington lawyer David Oxenford.
"It seems to make sense to go ahead
and do auctions.” =

Broadcasters concerned
over DTV effect on analog

Petitions predict digital interference, spectrum shortage

By Chris McConnell
WASHINGTON

ome broadcasters are worried
about their digital TV channels.

Others are worried about the

mess up their analog video.

channels they're using now.

While most of the petitions for
reconsideration filed at the FCC come
from stations unhappy with their digi-
tal channel assignment. others deal
with the impact the new service will
have on analog TV,

“Some stations...will be dispropor-
tionately harmed by the additional

interference to their NTSC service.” |

www americanradiohistorv com

Broadcasters don’t want the clean DTV pictures to

| the Association for Maximum Service

Television (MSTV) said in its FCC

petition. Making a similar case is com-

munications lawyer Julian Shepard,

who points to arcas where the new ser-

vice could cause many analog viewers
to lose service.

*All broadcasters have
is NTSC service,” says
Shepard. citing the risks of
banking too heavily on
consumer acceptance of
digital TV. "What it it
doesn’t catch on?”

Shepard favors limiting
the power of DTV trans-
mitters in cases where the
interference into the analog
signal is most severe.
“There are few, if any.
other feasible solutions to
the problem of DTV-to-NTSC interfer-
ence during the transition. given the com-
mission’s basic spectrum assumptions,”
he wrote in a paper on the subject.

Others agree that interference prob-
lems exist, but they favor looking at
alternative solutions to fix the prob-
lems. MSTV. tor instance. suggested
placing more digital channels in the 60-
69 range. FCC ofticials avoided using

|

H|
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the 60-69 band so that the government
could reclaim the spectrum immediate-
ly rather than wait for broadcasters to
complete their transition to digital TV.

Art Allison. senior engineer at the
National Association of Broadcasters.
cites the shortage of spectrum in some
markets. "Somebody had to get a lot of
interference.” Allison says, maintain-
ing that the commission should use
some of the 60-69 spectrum in cases
where it will cut down on interference.

Jop of the Weels

The FCC’s Bruce Franca agrees that
the FCC'’s allotment plan presents situ-
ations “where basically you run out of
spectrum.”

But Franca says that, overall, there
are lots of options for preserving the
existing service, including boosting the
power of NTSC signals in some situa-
tions.

Others. meanwhile, are pushing the
FCC to allow more interference into
analog signals so that the new DTV

signals will be stronger. Sinclair
Broadcast Group's Nat Ostroff says the
interference “‘cannot be viewed as an
absolute.” His group has argued that
the FCC has not shown the public
interest in protecting analog signals out
to their “Grade B signal contours—a
distance extending up to 70 miles from
a station’s transmitter.

“We cannot lose this fight,” Ostroff
says. “We’'re teeing it up to go to
court.” [

Apartment wiring
rules will be revised

New' scheme could give new video access to old wires

By Chris McConnell
WASHINGTON

CC officials are getting ready to
F revise some of their rules on cable
wiring in apartment buildings.

A plan circulating among commis-
sioners would give new video distribu-
tors a leg up in gaining access to the
wires in apartment buildings. Con-
cerned that incumbent operators lack
incentive to tet newcomers use the
wires already installed in buildings.
commission officials are looking to
establish a new process for dealing
with the inside wires. Sources say the
plan would apply to cases where a new
company took over for the incumbent
in providing video to a building.

The proposal calls for giving the
incumbent operator a limited time to
negotiate a deal that would allow the
new provider to use the inside wires. If
the operator did not complete a deal
within the specified time and did not
remove the wiring, the inside wires
then would be considered abandoned.

“It’s a very balanced compromise,”
one FCC official says of the plan.

The Independent Cable & Telecom-
munications Association has been
pushing for such a negotiation proce-
dure. Earlier this year, the group sub-
mitted a plan that would give the
incumbent operator 30 days to remove
the inside wires, abandon them or sell
them to the building owner or the new
video provider.

Operators electing to sell would then
have 30 days to negotiate a sale. If no
deal were reached. the incumbent

would have to remove the wires or
abandon them.

Deborah Costlow, an attorney for
the group, says the plan is aimed at
removing the wiring issue from the
process of switching between video
providers: “Many property owners
don’t want their building wired a sec-
ond or third time.™

Cable operators question the FCC’s
authority to regulate inside wires. They
point to differing state laws concerning
ownership of the wires and in-building
competition among video providers.

“Anytime [the FCC] suggests taking

away our property, we're going to have
a problem,” says Steve Effros, presi-
dent of the Cable Telecommunications
Association. Effros maintains the issue
should be left to state laws.

He also says the proposal to limit
negotiations for use of the wires would
benefit landlords more than viewers:
“It perpetuates a monopoly situation.”

The plan backed by the independent
cable group also calls for limits on
negotiating periods in cases where two
video providers were competing within
a building and a tenant decided to
switch from one service to the other.

The group’s proposal emerged from a
1995 FCC proposal to alter its inside
wiring rules to reflect the then-converg-
ing worlds of cable and telco service.

FCC officials say they now have
largely given up the effort to set com-
mon rules for telephone and cable
inside wiring. *The technologies are
different,” says Effros. ]

Quello fires at Hundt

WASHINGTON—FCC Commissioner James Quello took aim at Reed
Hundt's First Amendment record last week.
“| see the Bill of Rights as a limitation upon government action; the chair-

man apparently sees it as a regulatory mission statement,” Quello said in an
address to the Florida Association of Broadcasters. “I consider freedom of
expression to be the result of the government's abstention from editorial deci-
sion-making; the chairman evidently sees it as a gift to be bestowed by politi-
cally appointed bureaucrats.”

Quello cited Hundt's efforts to establish public interest obligations for users
of wireless cable, sateliite radio and digital television spectrum. And he dis-
cussed Hundt's address earlier this month to the Museum of Television and
Radio, in which the FCC chairman discussed TV news ethics and also called
for government hearings on improved legal protection for TV journalists.

“I think | smell a quid pro quo approaching,” Quello said of the speech. “If
the chairman'’s speech is any clue...then the price of journalistic protection
will be the obligation to be "fair’ and to have the highest ethics, as those
terms are defined by the government represented by the FCC."

Quello also opposed the idea of writing rules to promote so-called First
Amendment values, such as free time for politicians and public service
announcements. A Hundt aide responded that Quello's First Amendment
remarks call into question the commissioner's actions on indecency
enforcement. —CM
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NAB backs drop of crossownership ban

Broadcasters’™ group also seeks FCC flexibility on children’s programing

by Paige Albiniak
WASHINGTON

he National Association of
TBroadcaslers' television and

radio boards voted unanimously
fast week 1o lobby the FCC to repeal
the ban on owning a TV station and a
newspaper in the same market.

The NAB also voted 10 ask the FCC
for more flexibility in children’s pro-
graming. The association will set up a
digital TV task force 10 ensure that
consumers do not lose service as
broadcasters move to digital transmis-
sions.

Broadcasters oppose the crossown-
ership rule because it is no longer need-
ed. board members said.

*“That concept doesn't work.” says
Phil Jones. ex ofticio joint board chair-
man. “There is no reason 1o keep that
rule in place.”

“To a great degree, this is like trying
to decide whether airplanes should be
allowed 1o fly in the sky.” says Dick
Ferguson, NAB joint board chairman.
The newspaper/television crossowner-
ship rule was put in place in 1975, and

“Everyone has come
to the realization that if it
is a multimedia world
out there, if you have
cable systems with 40 to
70 channels and owner-
ship of multiple chan-
nels, and if you have
direct broadcast satellite
with a couple of hundred
channels, [the rule]
doesn’t make sense any-
more,” says NAB TV Board Chairman |
Jim Babb. "It was fine back in the days
when there were two or three TV sta-
tions in a market. but that is no longer
the case.”

Betore NAB™s vote, the 30 board
members of the Newspaper Associa-
tion of America also had asked the
FCC to consider getting rid of the rule.

Support for eliminating the newspa-
per/television crossownership ban is
growing on Capital Hill.

In the House Commerce Committee |
budget debate, committee members led
by Representative Scott Klug (R-Wis,)
added a provision that would waive the
television/newspaper crossownership

many feel it is outdated. rule {or broadcasters who want to bid

Anderson, Ferguson, McElveen,
win NAB board slots

WASHINGTON—Nationat Association of Broadcasters board member
Bill McElveen, president of wrce(Fm), woma(Fm) and wisw(am) Columbia,
S.C., won a tightly contested race to become vice chairman of the radio J
board last weekend.

Mike McDougald of McDougald Broadcasting in Rome, Ga., dropped
out after the first round of voting, but Martha Dudman of Dudman Com-
munications in Ellsworth, Me., held on. Dudman had won the support of |
broadcasters in larger markets, but McElveen's small- and medium-mar-
ket support pulled him through after a second round.

Howard Anderson of kHwY(FM) Los Angeles, became radio board
chairman and former radio board chairman Dick Ferguson, vice presi- |
dent of Cox Radio in Bridgeport, Conn., moved up to joint board chair-
man.
| The radio board also voted to allow one corporation to hold two district | |
| seats on the board as long as the same company does not occupy any ~

| one seat for more than two terms in a row.

' In the light of First Amendment batties going on in Washington for
broadcasters, Bill O'Shaughnessy of wvox(am)-wRTN(FM) New Rochelle,
N.Y., suggested appointing a “First Amendment/public interest task
force.” That idea will receive more attention at the NAB executive com-

mittee's meeting Sept. 2, says McElveen. —PA |

on the returned analog
spectrum. That provi-
sion held up as the rec-
onciliation version of
the bill passed on the
House floor last week.

Earlier this year,
Senator John McCain
(R-Ariz.) introduced
legislation that would
allow such crossown-
ership.

The FCC has shown less interest in
repealing the ban. Last fall the com-
mission proposed changing the policy
for newspaper/radio station crossown-
cership, but it has not considered news-
paper/TV crossownership alterations
since carly 1996,

In what was considered more press-
ing business, the NAB sent a letter to
the FCC asking for more flexibility on
children’s programing rules immedi-
ately.

“The FCC is being very responsive
and taking a good. quick look at it.”
Babb says.

Some broadcasters have contracts
to air live sporting events. such as
college football. that would often pre-
empt children’s programing. The
FCC’s children’s television rule
requires that the three hours of regu-
larly scheduled children’s program-
ing air a certain number of times per
scason in those time slots in order to
qualify.

“The biggest problem right now is
football in the fall,” says Babb, of LIN
Television in Charlotte. N.C. Broad-
casters would like at least a4 one-year
waiver of the rule to handle problems
caused by contracts to run college foot-
ball games. which start in mid-August.
Broadcasters would then work with the
FCC on a longer-term solution. The
FCC is reviewing that situation, Babb
Siys.

The NAB TV board also tormed a
digital television task force on a sug-
gestion by Harry Pappas of Visalia,
Calit.—based Pappas Broadcasting.
The force will work with the FCC 1o
make sure that television stations’
digital signals are replicated as close-
ly as possible to analog signals to
maintain constant free television ser-
vice for consumers.

’.

)
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Glery week, Ovtooor Lite Network qoes on
snother Pvertue Quest” Here are just & Few

of Hhe sowenrs we Pic\ccu} Up oJor\ﬂ the way.

When our camera crew went out to shoot our original series Adventure Quest, they picked up more than just a few
trinkets. The team also picked up an Emmy for outstanding electronic camerapersons. So, to show them how much we
appreciate their hard work (as well as their ability to operate a camera while hanging off the side of a cliff), wed like to
thank each of them personally: Thank you, Roger Brown. Thank you, Gordon Brown. Thank you, Michael Brown.
Thank you, Wade Farely. Thank you, Debbie Karls. Thank you, Michael Graber. Thank you, Eric Perlman. And thank
you, Dick Dennison. To find out more about Qutdoor Life Network and how you can become an affiliate of one of the

youngest networks to ever win an Emmy, call (203) 406-2500.

ou]%,o,oon LIFE

Television with & View
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FCC fines TV stations
over movie soundtrack

Jop of the Weelk

Two radio stations also hit with penalties for indecency

By Chris McConnell
WASHINGTON

CC officials added
a new Iwist to

broadcast indecen-
cy fines this month.
sending a $2,000 “notice
of apparent liability™ to
two television stations.
FCC officials cannot
remember the last time
they issued such a fine
against a television sta-
tion. Although the com-
mission in 1988 fined
KZKC-Tv Kansas City.
Mo.. $2.000 for airing
the R-rated “Private

Lessons.” that fine was
dropped after a court
overturned part of the
FCC’s indecency policy.
And while the 1988 fine centered on
nudity. last week’s fine was prompted
by a soundtrack from the 1988 movie
“Deep Star Six.” The underwater
adventure film contains a series of ver-
bal exchanges involving profanity.
“We believe that the subject

Some of the language in the Ca
Star Six' was a bit too salty for regulators at the FCC.

tain repetitious and gratuitous use of
language that refers to sexual and
excretory activities or organs in patent-
iy offensive terms,” FCC Mass Media
Bureau Chief Roy Stewart wrote in a
letter to wIPR(TV) Lynchburg, Va., and
WFXR-Tv Roanoke, Va.

FCC officials compiled a transcript

excerpts are indecent in that they con- | of the allegedly indecent material

rolco Pictures Inc. 1988 film ‘Deep

from a videotape sent to
the FCC.

The stations have until
July 7 to contest the fines.
and the stations say they
probably will. The owner,
Grant Broadcasting System
I1 Inc., plans to make its
case on the basis it did not
own the stations when the
broadcast occurred.

“It’s not an issue for
Grant Broadcasting,” says
Kenneth Satten, an attor-
ney for the broadcaster.
Grant Broadcasting
acquired the stations in
September 1993, two
months after the broadcast
that prompted the fine.

That fine was joined
last week by two more
FCC notices of apparent
liability, this time against
radio stations. In one, the
commission fined wCMF-
AM-FM Rochester, N.Y.,
$2,000 for a 1994 broad-
| cast of the Brother Wease
Morning Circus. In the
other action, FCC offi-
cials fined WEBN(FM)
Cincinnati $4,000 for two February
1997 broadcasts of Bubbu, the Love
Sponge.

America Radio Systems License
Corp., owner of the two Rochester
stations, has until July 7 to contest the
fine; Jacor Broadcasting Corp., owner
of the Cincinnati station, has until
July 21. [ ]

Fine display

The following soundbites were parts of broadcasts think that's against the law.
drawing fines from the FCC this month. Female voice: Yeah, but see, this is a business. This

On WIPR(TV) Lynchburg, Va/WFXR-TV, Roanoke, Va. is my business to know. I'm not going to do anything
luly 24, 1993; . ' o illegal; you sign a disclaimer that says we're not

Female voice: Hey. that thing killed half our crew, 28100/ anyihing lllegal ey (e ennsaTsa) blveen

| want it dead. two adults. . .
Mv;/e voice #1: Fucking-A, Male voice: You think that's going to hold up in court?
Male voice #2: Fucking-A nothing, hotshot. You ran ety .
like a rabbit when that thing came atter Richardson. 2:bw§gNl‘;:|;_c'"°'""at"

Male voice #1: You go straight to hell, McBride. You e ;
. Male voice: Guido is like knee deep with the butch
saw that thing. What the fuck was | supposed 10 do? | o 3nd a1 of a sudden here is the fem bitch looking

Stay and geteaten? at me. Hot. | get crazy. | hook up a littie bit. Then
Guido says, 'Hey, | done got mine, how about we
switching?* So | went into the private bedroom with the
butch bitch and then got another one...1 didn’t think
Cincinnati, Ohio, could ever get this Goddamned
kinky, but it sure as hell did last night. Jesus.

On WCMF-FM Rochester, N.Y.,

Aug. 17, 1994:

Male voice: If you charge a guy $200 and he's naked
and you're feathering his peeper on a table, | got to
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wvhen the stakes
are high and the

you can’t afford to be behind in
t echnol o g V.

In the highly competitive arena of television broadcasting, the race
for ratings is a dog fight you can't afford to lose. The speed and
sparkle of your station’s productions can provide an edge in your
fight for audience share. But speed and sparkle is often born in
technology. And broadcast technology is evolving so rapidly, it
requires full time attention and study.

Professional Communications Systems is an effective, cost efficient
source in the design, installation and maintenance of today’s tech-
nology for sophisticated communications companies.

From turn-key production and post production suites for new tele-
vision and cable operations, to technology up-grades for existing
broadcast facilities. Professional Communications Systems delivers
fast, reliable service. A leading supplier of system integration for
the broadcast/cable industry, as stations acress America convert to
digital technology.

As a matter of survival, it is critical that your technology has all the
fire power of your competitor's. Professional Communications
Systems can arm you to win. Technology Evolves. We Take You There.

Technology Evolves. We Take You There.

LA

PROFESSIONAL COMMUNICATIONS S5YSTEMS

5426 Beaumont Center Blvd
Suite 350 * Tampa, FL 33634
(800) 447-4714
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Q

Fox Television Stations Inc.
Box 900, Beverly Hills, Calif. 90213;
(310) 369-2300

Chase Carey, chairman/CEQ (pictured)
Subsidiary of News Corp.,

Rupert Murdoch, chairman
(NYSE:NWS)

FCC—-34.8% / 23 Stations / Total-40.3%
DMA

WNYW-Tv New York (Fox, ch. 5)
KTTv-Tv Los Angeles (Fox, ch. 11)

30

TOTAL FCC
COVERAGE

1--6.925 --6.925
2--5100 --5.100

TELEVISION’S

REVAMPED
LEADERSHIP

Big growth and consolidation among television groups
have turned the tables on last year's Top 25. Fox Televi-
sion has moved up four places to overtake CBS in the
number-one spot with 23 stations reaching 34.8% of
America’s television households (by FCC calculations)
after the purchase of New World (number 11 on last year's
list). Other big movers are Paxson, which would have the
highest coverage if UHF stations were counted at full
value, and A.H. Belo, after the acquisition of Providence
Journal Co. (number 22 last year). In terms of sheer num-
ber of stations, Paxson also tops the list with 46.

Numbers in parenthesas represent a company's place on the 1996 list

14, Cox Broadcsting (18)

15. liearst-Argyle Television Inc. (19)
(pending merger of Hearst Corp. and Argyle Television Inc.,
tiearst Corp. will remain privately owned)

18. Young Broadcasting (14)

17.EW Scripps Co. (18)

18. Sinctair Broadcast Group (15)

19. Pesi-Newsweek Stations (20)

20. Menedith Corp. (NA)

21.Granite Broadcasting (NA)

22. Raycom Media (24)

23. Pulitzer Broadcasting (23)

4. Media General (NA)

25. Allbritton Communications Co. {25)

1. Fox Tefevision Statiens Inc. (5)

2. 0BS Corp. (1)

3. Paxson Communications Corp. (7)

4. Tribune Broadcasting (2)

5. NBC inc. (3)

B. Walt Disney Co./ABC inc. ()

7. Sannett Broadcasting (9)

8. Chris-Craft industries inc_/BHE Communi-

cations Inc./United Television inc. (8)

8. HSN Inc./Silver King Broadcasting (8)
10. Teiemunda Group (12)
11. AR Beig (17)
12. Paramount Stations Group Inc. (13)
13. Univision Television Group Inc. (10)

wrLD-Tv Chicago (Fox, ch. 32) - - = - - - - - - - - 3--3224 --1.612
wrrx-Tv Philadelphia (Fox, ch. 29) - - - - - - - - 4--2739 --1.370
WEXT-Tv Boston {Fox, ch. 25)- - - =« - - - - -~ - 6--2219 --1.110
wr1G-Tv Washington (Fox, ch. 5) - - ------- 7--1969 --1969
koFw{Tv) (LMA w/KDFI-TV) Dallas

(Fox,ch. 4; Fox,ch. 27) ------------- 8--1907 --1.907
wJsk-Tv Detroit (Fox, ch. 2)------------- 9--1828 --1.828
waGA-Tv Atlanta (Fox, ch.5) ----------- 10 --1.677 --1.677
kRiv-Tv Houston (Fox, ch. 26) - --------- 11 --1.646 --- 823
wow-Tv Cleveland {Fox, ch.8) - --------- 13 --1.508 --1.508
wTvT-Tv Tampa (Fox, ¢ch. 13)----------- 15 --1.456 - - 1.456
ksaz-Tv Phoenix (Fox, ¢h. 10} - - -------- 17 --1.251 --1.251
KovR-Tv Denver (Fox, ch. 31)----------- 18 --1.223 - -- 612
KTvi-Tv St. Louis (Fox,ch. 2) - - --------- 21 --1.145 --1.145
wiTi-Tv Milwaukee (Fox, ¢ch. 6)---------- 31---812---.812
wDAF-Tv Kansas City, MO (Fox, ch. 4)- - - - - 32---812---.812
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k$TU-Tv Salt Lake City, (Fox, ch. 13) ---- - - 36---.692 ---.692
wsea-Tv Memphis {(Fox, ch. 13)--------- 42 - -- 631 ---.631
weHp-Tv Greensboro, N.C. (Fox, ch. 8) ----48--- 586 - -- .586
wBRC-Tv Birmingham, Ala. (Fox, ch. ) - ---51---.542 --- 542
KTec-Tv Austin, Tex. (Fox, ch. 7)--------- 63 ---.450 --- 450

Other media holdings: Buying Heritage Media Corp., but
plans to sell Heritage's five TV and 24 radio stations, buy-
ing International Family Entertainment

CBS Stations Inc.
51 W 52nd St., New York 10019;
(212) 975-4321

Mel Karmazin, chairman (pictured)
Subsidiary of Westinghouse Corp..
Michael H. Jordan, chairman
(NYSE: WX)

FCC—30.9% / 14 Stations / Total-31.8%

TOTAL FCC

DMA COVERAGE
wcees-Tv New York (CBS, ch. 2) - --------- 1--6.925 --6.925
Kces-Tv Los Angeles (CBS, ¢h. 2)--------- 2----51--5100
weem-1v Chicago (CBS, ¢h. 2} ---------- 3--3224 --3.224
kyw-Tv Philadelphia (CBS, ch. 3)- - ------- 4--2739 --2739
kPIx-Tv San Francisco {CBS, ch.5) ------- 5--2.351 --2.351
wez-Tv Boston (CBS, ch. 4} ------------ 6--2219 --2.219
wwJ-Tv Detroit (CBS, ¢h. 62) ----------- 9--1828 ---.914
wceo-Tv Minneapolis (CBS, ch. 4) ------- 14 --1.474 --1.474
wFoR-TvV Miami (CBS, ch. 4} ----------- 16 - - 1.407 - - 1.407
KeNe-Tv Denver (GBS, ch. 4) ----------- 18 --1.223 --1.223
KDKA-TV Pittsburgh {CBS, ch. 2} - - - - ----- 19--1.185 --1.185
wJz-1v Baltimore (CBS, ¢ch. 13} --------- 23 --1.021 --1.021
Kutv-Tv Salt Lake City (CBS, ¢h. 2}------- 36---.692 ---.692
wrRv-Tv Green Bay, Wis. (CBS, ¢ch.5) - --- - 70---.388 ---.388

Other media holdings: CBS Radio Network, CBS Televi-
sion Network, 82 radio stations, including wcsr-am Chicago,
K000-AM and KYNG-AM Dallas, Eyemark, Maxam Entertain-
ment, Group W Satellite Communications, Westinghouse
Broadcasting International

Paxson Communications Gorp.

601 Clearwater Park,

West Palm Beach, Fla, 33401;
(561) 659-4122

Lowell W. “Bud” Paxson, chairman
(ASE: PXN)

FCC-26.8% / 44 stations / Total-51.2%
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TOTAL FCC
DMA COVERAGE
whal-Tv New York (inTV, ¢h. 43) - -------- 1--6.925 --3.483
WPXN-TV™™, *** New York (inTV, 31) ------ 1--6925 --3463
kzki-Tv Los Angeles (inTV, ch. 30)-------- 2--5100---235
wrGl-Tv Philadelphia (inTV, ch. 61)-------- 4--2739 --1370
KLxv-Tv San Francisco (inTV, ch. 65) ------ 5--2351--1176
weot-Tv Boston (inTV. ¢h. 60)----------- 6--2219 --1.110
wwvi-Tv Washington (inTV, ch. 66)- - - - - - - - 7--1968 ---.985
KINZ(TV) Dallas 49%(inTV, ch. 68) - ------- 8--1907 ---.954
wesx-1v* Detroit {inTV, ch. 31} ---------- 9--1.828 ---.914
WTLK-TV Atlanta (inTV, ¢h. 14) - - - - - - - - - - 10 --1.677 ---.839
WNGM-TV**, *** Atlanta (inTV, ¢h. 34) ----10-- 1.677 - --.839
KTFH-TV Houston {inTV, ¢ch. 49} - -------- 11--1.646 - - - .823
wakc-Tv Cleveland (inTV, ch. 23) -------- 13--1.508 ---.754
woac-Tv**, **~ Cleveland (inTV, ch. 67} - - - 13 - - 1.508 - - - .754
kxLI-Tv Minneapolis {(inTV, ch. 41} - - - - - - - 14 --1.474 --- 737
wrcT-Tv Tampa (inTV, ch. 66) - --------- 15--1.456 ---.728
wcto-Tv Miami (inTV, ¢h. 35} ---------- 16 --1.407 ---.704
kwBF-Tv Phoenix (inTV, ch. 13) --------- 17 --1.251 --1.251

KueD-Tv Denver (inTV, ch. 59) - - - ------- 18 --1.223 --- 611
wrce-Tv Greensburg/Pittsburgh (inTV, ch.40)- 19 - - 1,185 - - - 593
Kemy-Tv Sacramento, Calif. (inTV, ¢h. 29) - - --20 - - 1.151 --- 576
weee-Tv St. Louis (inTV,ch. 13)--------- 21--1.145 --1.145
WIRB-TV**, *** Orlando {inTV, ch. 56) ----22 - -1.055 - - - .839
WHKE(TV) Milwaukee, Wis. (inTV ch. 55)- - - - - 31---.812 --- 406
kine-Tv Kansas City, Mo. (inTV, ch.50) ----32---.812 --- 406
KooG-Tv**, *** Salt Lake Gity {(inTV, ¢h. 30)- - 36 - - - .692 - - - .346
wJue-Tv Grand Rapids, Mich. (inTV, ch. 43) - - 37 - - - .669 - - - .335

knmz-Tv Oklahoma City (inTV, ch. 62) - - - - - 43 - - - 607 ---.304
waap-Tv Greensboro/High Point/Winston-Salem

(inTV, ¢ch.1B)-------------------- 46 - - - .586 - - -.293
wosT-Tv Providence, R.|. {joint venture)

(NG e LR EE R 47 ---.575 ---.288
wswe-Tv Scranton, Pa. (inTV, ch.64)- - - - - - 49--- 570 ---.285
WNAL-TV Birmingham, Ala. (inTV, ch. 44} - - - -51 - - - .542 - - - .271
woco-Tv Albany, N.Y. (inTV, ch. 55) - - - - - - 52 ---.523 ---.262
wrJc-Tv Dayton, Ohio (inTV, ch. 26} - - - - - - 53---.519 ---.260
Kkag-Tv Fresno, Calif. (inTV, ch. 61) - - -- - - 55 ---.507 ---.254
keLe-Tv Tulsa, Okla. (inTV, ch. 44) - - - - - - - 58 - - - 478 ---.239
werc-Tv Roanoke, Va.(inTV, ¢h. 38) ------ 67 ---.413 ---.207

wsco(tv) Green Bay, Wis. {inTV, ch. 14)- - - - - 70---.388 ---.194
ktve-Tv Cedar Rapids, lowa (inTV, ch. 48) - - - - 86 - - - .316 - - - .158
WSJIN-TV San Juan, P.R. (inTV,24) -------- na----na

< |
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LMAs and time brokerage agreements

wHRC-Tv Boston (inTV,ch. 46 )} ---------- 6--2219
wsHE-Tv Washington (inTV, ch. 60} ------- 7--1969
wrtws-1v Hartford (inTV, ch. 26) -------- 27 ---.945
wrMY-Tv Raleigh/Durham, N.C. (inTV, ch. 47)- 29 - - - .841
wrMy-Tv Raleigh/Durham, N.C. (inTV, 47) - - 29- - - 841
kBCB(Tv} Seattle/Tacoma, Wash. under construction
WAQF-Tv Buffalo, N.Y.- - - - - under construction

KaPA-TV Honolulu under construction

49% of kvut-Tv Little Rock, Ark. under construction

49% of kasw-Tv Phoenix under construction

Other media holdings: Infomall Television Network;
has applied to build TV in Midland, Tex. (inTV, ch. 61)

Tribune Broadcasting
435 N. Michigan Ave., Suite 1900,
Chicago 60611; {312} 222-3333

Dennis FitzSimons, president {pictured)
Subsidiary of Tribune Co.,

John Madigan, president

{NYSE: TRB)

FCC—-25.9% / 17 stations / Total-35.3%

FCC

TOTAL
DMA COVERAGE
weix-Tv New York.(WB, ch. 11) - --------- 1--6.925 --6.925
KTLA-Tv Los Angeles (WB, ch. 5} --------- 2--5.100 --5.100
wGN-Tv Chicago (WB,ch. 9)------------ 3--3.224 --3.224
wphl-tv Philadelphia, (WB, ch. 17} ------- 4--2739 --1.370
wLvi-Tv Boston (WB, ch. 56)------------ 6--2219 --1110
wBDC-Tv* * * Washington (WB, ch. 50) --- - - 7--1969 ---.985
KDAF-TV Dallas (WB, ¢h. 33) ------------ 8--1907 ---.954
wGNx-Tv Atlanta (C BS, ch. 46)- - -------- 10 --1.677 --- .839
kHTV-TV Houston (WB, ¢h, 39) - --------- 11 --1.646 - - - .823
wozL-Tv Miami (WB, ch. 39} - ---------- 16 --1.407 ---.704
kwGn-Tv Denver (WB,ch. 2) ----------- 18 --1.223 --1.223
KTXL-Tv Sacramento, Calif. (Fox, ch. 40) - - - 20 - - 1,151 - - - 576
WXIN-TV Indianapolis (Fox, ¢ch. 59) ------- 25---.969 --- 485
ksws-Tv San Diego (WB, ch.69)-------- 26---.946 ---.473
wric-1v Hartford, Conn. (Fox, ch. 61) - - - - - 27---.945 --- 473
wGNO-Tv New Orleans (ABC, ch. 26) ---- - - 41---.641 --- 321
WPMT-Tv Harrisburg, Pa. {(Fox, ch. 43)-- - - - 45--- 603 ---.302

Other media holdings: Four radio stations, Tribune
Entertainment (first-run TV programing), Tribune Media
Services (print and broadcast news service), CLTV News
{Chicago cable channel), Chicage Cubs baseball team;
Chicago Tribune, Fort Lauderdale Sun-Sentinel, Orlando
Sentinel and Hampton Roads, Va., Daily Press newspa-
pers; Tribune Education (educational products and ser-
vices); 33% of Qwest Braodcasting LLC; 28% of TV Food
Network; 21% of The WB network; 4% of America Online;
20% of Digital City Inc. {(with AOL)

32

NBC Inc.

30 Rockefeller Plaza,
New York 10112; (212) 664-4444

Robert Wright, president/CEO (pictured)
Subsidiary of General Electric,
John Welch Jr., chairman

(NYSE:GE)
FCC-24.6% / 11 Stations / Total-25.0%
TOTAL FCC

DMA COVERAGE
wnBc-Tv New York(NBC, ch. 4)- - ---- - 1--6.925- - 6.925
KNBC-TV Los Angeles (NBC, ch. 4)- - - - - 2--5.100--5.100
wmMAQ-Tv Chicago (NBC,ch. 5} ------- 3--3.224--3.224
wcau-Tv Philadelphia (NBC, ch. 10}- - - - 4--2.739- - 2.739
wRc-Tv Washington (NBC, ¢ch. 4)- - - - - - 7--1.969--1.969
wTvJ-Tv Miami (NBC, ch. 4)- - - - - - - - - 16- - 1.407 - - 1.407

KNSD-Tv San Diego (NBC, ch. 7/39) - - - 26 - - .946- - - .946
wCMH-Tv Columbus, Ohio {NBC, ch. 4)- 34 - -.759- - - .759
WJAR-TV Providence, R.I. (NBC, ch. 10}- 47 - - .575--- 575
wvTM-TV Birmingham, Ala. (NBC, ch. 13)- 51 - - .542- - - 542
WNCN-Tv Raleigh/Durham, N.C.

(NBC,ch.17) - ---r--eemmm o - - 29 --.841---.421

Other media holdings: NBC Television Network, CNBC;
MSNBC—joint ownership with Microsoft Corp. 25% owner
of Cablevision Rainbow Programing Holding Inc. Part inter-
est in A&E, Court TV, and the History Channel. Broadcast-
ing and Cable networks in Europe and Asia.

Walt Disney Co./ABC Inc.

77 W. 66th St., New York
10023-6298; (212) 456-7777

Robert Iger, president, ABC (pictured) t-
Subsidiary of Walt Disney Co.,

e

Michael D. Eisner, chairman o
{NYSE: DIS) \p;
FCC-24.0% / 10 Stations / Total-24.2%
TOTAL FCC

DMA  COVERAGE
waBc-Tv New York (ABC,ch. 7) ---------- 1--6.925 --6.925
kaBc-Tv LOS Angeles (ABC, ¢ch. 7)--------- 2--5100 --5.100
wLs-Tv Chicago {(ABC,ch. 7)------------ 3--3224 --3224
wpvI-Tv Philadelphia (ABC, ch. 6)--------- 4--2739--2739
KGO-Tv San Francisco (ABC,¢h. 7)-------- 5--2.351 --2.351
KTRK-TV Houston (ABC, ¢h. 13) --------- 11 --1.646 - - 1.646
wtvD-Tv Raleigh/Durham (ABC, ¢ch. 11)- - - - - 29---.841 --- 841
KFSN-TV Fresno (ABC, ¢h. 30)----------- 59---507---.254
wJRT-Tv Flint, Mich. (ABC, ch. 12) ------- 62---.453 --- 453
wTvG-Tv Toledo, Ohio (ABC, ¢h. 13) ------ 66 ---.420 - -- 420

Other media holdings: ABC Television Network; ABC Radio
Networks; cable channels including ESPN, ESPN2, ESP-
NEWS, The Disney Channel, A & E, The History Channel,
Lifetime Television; Disney/ABC International Television;
Buena Vista Television; Buena Vista International, Buena
Vista Home Video; Buena Vista Home Entertainment; Walt
Disney Television, Walt Disney Television Animation; Walt
Disney Theatrical Productions, Hollywood Records; 50 trade
publications (in the process of selling trade publications)

June 30 1997 Broadcasting & Cable
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© 1997 Union Bank of Califorma Member FDIC

We’'re tuned

in to

Entravision.

FOR THE rAST 20
YEARS, ENTREPRE-
NEURS WALTER
ULLOA AND PHILIP
WILKINSON HAVE
HELPED MAKE
SPANISH-LANGUAGE
TELEVISION ONE OF
THE NATION’S HOTTEST
MEDIA SEGMENTS.
And during the last
decade, Union Bank of
California has emerged
as one of the nation’s

premier providers of

funding to Spanish-
language media
companies - having
funded a quarter-billion
dollars of growth capital
to this segment alone.
So when Walter and
Philip wanted to
combine their respective
Univision-affiliated
stations o create a new
entity called Entravision
Communications
Company LLC, they

came to us. We quickly

Communications/Media Division

provided Entravision
with a new bank facility
totaiing $65 million-
allowing them to
consolidate and acquire
two more stations in
key Hispanic markets.
Entravision now owns
the second-largest group
of Univision-affiliated
stations. Our commitment
to entrepreneurial
broadcasting companies
makes for compelling

viewing. Stay tuned.

CALIFORMEA

Craig Dougherty, Executive Vice President (213) 236-5780

www americanradiohistorvy com
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Gannett Broadcasting
1100 Wilson Bivd., Arlington,
VA 22234; (703) 284-6760

Cecil L. Walker, president (pictured)
Subsidiary of Gannett Co.,

John Curley, chairman/president/CEO
(NYSE: GCl)

FCC-18.0% / 18 Stations / Total-18.2%

TOTAL FCC

DMA COVERAGE
wusa-Tv Washington (CBS, ch.9) -------- 7--1.969 --1.969
wxia-Tv Atlanta (NBC, ch. 11) - --------- 10 - -1.677 --1.677
wkyc-Tv Cleveland (NBC, ¢h. 3) - -------- 13 --1.508 --1.508
KARE-T Minneapolis/St. Paul (NBC, ch. 11)- - 14 - -1.474 --1.474
wrsp-Tv Tampa, Fla. (CBS, ch. 10) - - - ---- 15 --1.456 --1.456
KkPNx-Tv Mesa/Phoenix, Ariz. (NBC, ch. 12) - --17 - -1.251 --1.251
kNAZ-Tv Flagstaft/Phoenix (NBC, ch. 2) - - - - - 17 --1.251 --1.251
kMoH-Tv Kingman/Phoenix (Ind., ch. 6)- - - - - 17 --1.251 --1.251
Kkusa-1v Denver (NBC, ¢ch. 9) - -----=-=---- 18 --1.223 --1.223
kspk-Tv St. Louis (NBC, ch. 5)---------- 21 --1.145 --1.145
wzzm-Tv Grand Rapids, Mich. (ABC, ch. 13)- 37 - - - .669 - - - .669
WGRz-Tv Buffalo, N.Y. (NBC,ch. 2) - ------ 39---.653 ---.653
WFMY-Tv Greensboro, NC (CBS, ch. 2)- - - - - 46 - - - 586 ---.586

wrLv-Tv Jacksonville, Fla. (NBC, ch. 12) - --54 - - - 509 - - - 509
KTHV-Tv Little Rock, Ark. (CBS, ch. 11) ----57 --- 496 --- 496
weIrR-Tv Knoxville, Tenn. (NBC, ch. 10) ----60--- .471 --- 471
KvUE-Tv Austin, Tex. (ABC, ¢ch. 24) - ------ 63----.45---225
wwmaz-Tv Macon, Ga. (CBS, ch. 12) ------ 124 ---.203 ---.203

Other media holdings: USA Today, Gannett newspapers

Ghris-Craft Industries Inc./BHC

Communications Inc./United Television Inc.
767 5th Ave., 46th Fl.,
New York 10153;
(212) 421-0200

Herbert J. Siegel, president,

28.3% owner, Chris-Craft
(NYSE: CCN; ASE: BHC; Nasdaq: UTV)

FGC-17.6% / 8 stations / Total-19.4%

TOTAL FCC

DMA COVERAGE
wwor-Tv Secaucus, N.J./New York (UPN, ch. 9)- 1 - - 6.925 - - 6.925
kcop-Tv Los Angeles (UPN, ch. 13) ------- 2----51----51
KBHK-TV San Francisco (UPN, ch. 44) - - ---- 5--2351 --1.176
kmsp-Tv Minneapolis/St. Paul (UPN, ch. 9)--14 --1.474 --1474
kutp-tv Phoenix (UPN, ch. 45)- - - - - - - - - - 17 --1.251 - - - 626
kpTv-Tv Porttand, Ore. (UPN, ch, 12)------ 24 --- 983 ---.983
KTvx-Tv Salt Lake City (ABC, ch.4)------- 36---.692 - --.692

34

kMOL-Tv San Antonio (NBC, ch.4) ------- 38---.662---.662

Other media holdings: UPN Network

HSN, Inc./Silver King Broadcasting
1 HSN Drive., St. Petersburg
Fla. 33729; (813) 572-8585

Barry Diller, chairman
(Nasdaq: HSNI)

FGC-16.4% / 17 stations / Total-31.0%

TOTAL FCC

DMA COVERAGE
whse-Tv New York (HSN, ch. 68) - - ------- 1--6.925 --3.463
KHSC-Tv Los Angeles (HSN, ch. 46) - - - - - - - 2--5100---255
wens-Tv Chicago, Il (HSN, ch. 60) - - - - - - - - 3--3224 --1612
wHsP-Tv Phifadelphia (HSN ch. 65)-------- 4--2739 --1.370
whsH-Tv Boston (HSN, ch. 66)----------- 6--2.219 --1.095
kHsx-Tv Dallas, Tex. (HSN, ch.49) - ------- 8--1.907 ---.954
KHSH-Tv Houston (HSN, ch. 67)--------- 11 --1.646 - --.823
wans-Tv Cleveland, (HSN, ch. 61)-------- 13 --1.508 ---.754
weHs-Tv Tampa, Fla. (HSN, ch. 50) ------ 15--1.456 ---.728
wyHs-Tv Miami (HSN, ch. 69) ---------- 16 - - 1.407 - --.704
wHsw-Tv Baltimore (HSN, ch. 24)-------- 23--1.021 --- 511
wvue(Tv) * New Orleans (Fox, ch. 8)------ 41--- 641 --- 641
waLa-Tv* Mobile, Ala.(FOX, ch. 10)------- 61--- 463 --- .463

KHON-TV* Honolulu (and satellites kHaw-Tv{Fox, ch. 11] Hilo and kan-Tv
Wailuku[Fox, ch. 7], Hawaii) (Fox,ch. 2) - -69--- 395 ---.395
WLUK-Tv* Green Bay, Wis. (Fox, ch. 11)----70--- 388 --- 388

Other media holdings: Home Shopping Network, 26
LPTVs, non-voting 33%-49% equity interest in seven TV
stations, Internet Shopping Network, Inc., Vela Research,
Inc. National Call Center, Inc.

2290 W. 8th Ave. Hialeah, Fla.
33010; (305)884-8200

-I Telemundo Group

Roland A. Hernandez, president, CEO
FGC-10.7% / 8 stations / Total-21.3

(Tm.=Telemundo)

TOTAL

DMA COVERAGE

wnJu-Tv Newark, N.J./New York (Tm., ch. 47) 1 --6.925 - - 3.460
kvea-Tv GCoronoa/Los Angeles (Tm., ch,52)--2 --5.100 - - 2.550
wsns-Tv Chicago (Telemundo, ch. 44) - - -- - 3--3224 --1612
ksTs-Tv San Francisco/Oakland (Ind., ch, 48 )--5 - - 2.351 --1.176
kTMD-Tv Galveston/Houston (Tm., ch. 48) - - 11 -- 1,646 - - - 823
wscv-Tv Miami/Ft. Lauderdale, Fla. (Tm, ch.51)- 16 - - 1.407 - - - .704
kvDA-Tv San Antonio, Tex. (Tm., ch. 60) - -- 38 - - - 662 - - - .331
wkaa-Tv San Juan, P.R. (Telemundo, ch. 2)- -n/a- - - - n/a

FCC

Other media holdings: Telemundo network.

June 30 1997 Broadcasting & Cable
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ICE Brief No. 03556-pc

YOU DIDN’T SEE THIS.
YOU DIDN’T READ THIS. DO WE
UNDERSTAND FEACH OTHER?

Our Mr. Colren

Listen carefully-we haven’t
got much time. We’re ICE™
—the Information, Communi-
cations, and Entertainment
Practice of KPMG.

Every day, we’re involved in a
number of activities concerning
highly sensitive issues like 1po
strategy, new venture analysis,
and Internet business solutions —
as well as audit and tax planning.

Here’s how we work. When a
situation arises, just one phone
call to an ICE contact (officially,
just for the record, we call them
“partners”) can pull together a
team of professionals versed in
the various disciplines of your
business—whether 1t be finance,
accounting, information tech-

nology, or telecommunications,

to name just a few. In fact, as we speak, we’re all over the world advising, fixing,

re-engineering, and creating strategies for ICE-related clients of every size and type.

This briefing is now over. We’ll get in touch when we can.

If you need further contact with us before then, try our Web site at
http://www.ice. kpmg.com, or call 1-415-813-8194 and ask for our National Managing

Partner, Steve Riggins.

Of course, he will officially deny all knowledge of the call.

InForvaTion, CoMMUNICATIONS & ENTERFAINMENT

Good advice whispered here.™

www americanradiohistorvy com
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A.H. Belo
Communications Center,

PO Box 652371, Dallas 75265
(214) 977-6606

Ward L. Huey Jr., vice chairman/president,
Broadcast Division (pictured)

Robert W. Decherd, chairman/president/
CEQO/8.3% owner

(NYSE: BLC)
FCC-10.5% / 16 stations / Total-13.5%
TOTAL FCC
DMA COVERAGE

wraA-Tv Dallas/Fort Worth (ABC, ch. 8)--- - - 8--1907 --1.907
kHou-Tv Houston (CBS, ch. 11) - - ------- 11--1.646 -- 1.646
KING-TV Seattle (NBC, ch. 5)------------ 12---154 --1.540
kxTv-Tv Sacramento, Calif. (ABC, ch. 10) - - - 20 - - 1.151 - - 1.151
kmov-Tv* St. Louis (CBS, ¢h. 4)--------- 21--1.145 --1.145
kGw-Tv Portland, Ore. (NBC, ch. 8)------ - 24 --- 983 ---.983
wcne-Tv Charlotte, N.C. (NBC, ch. 6)- - - - - - 28---.844 --- 844
wvec-Tv Norfotk, Va. (ABC, ch. 13) - - --- - - 40 - - - 652 - - - 652
wwL-Tv New Orleans (CBS, ¢ch. 4)-------- 41 --- 641 - - - 641
kASA-Tv Albuguerque/Santa Fe.,NM. (Fox,ch.2)- 48 - - - 572 - - - 572
WHAS-TV Louisville, Ky. (ABG, ch. 11) -- - - - 50 - - -.568 - - - .568
kotv-Tv Tulsa, Okla. (CBS, ch.6) -------- 58---.476 --- 476
KHNL-TV Honolulu (NBC, ch. 8)---------- 69---.395---.395
KREM-TV Spokane, Wash. (CBS, ch. 2)-- - - - 73---.383---.383
kmss-Tv Tucson, Ariz. (Fox, ch. 11) ------ 78---.366 - - -.366
kTvB-Tv Boise, tdaho (NBC, ch. 7)------- 127----.19---.190

Other media holdings: Buying wrkN(aM) Franklin, Ky.
Managing general partner, Television Food Network. Has
controlting interest in America’s Health Network. Six daily
newspapers, including Dallas Morning News and Provi-
dence Journal-Bulletin

Paramount Stations Group, Inc.
1515 Broadway,
New York 10036; (212) 258-6000
Tony Cassara, president (pictured)
Subsidiary of Viacom (ASE: VIA),
Sumner M. Redstone, president/
66.66% owner; Kerry McCluggage,
chairman, Paramount TV Group

FGC—-9.1% / 13 stations / Total-19.1%

TOTAL FCC

DMA COVERAGE
wpsG-Tv Philadelphia (Fox, ch. 57)------ - - 4--273%--1370
wsBk-Tv Boston (Ind.,ch. 38) - - - - ------- 6--221% --1.110
woca-Tv Washington (Ind., ch. 20)- - --- - - - 7--1969 ---.985
KTxA(Tv) Arlington/Dallas/Ft. Worth (Ind., ch. 21)- 8 - - 1.907 - - - .954
wkBD(Tv) Detroit {Ind., ch, 50)----------- 9--1828---.914
wupA(Tv) Atlanta (Ind., ch. 69)---------- 10 --1.677 ---.839

36

KTXH(Tv) Houston (Ind., ch. 20) - - - ------ 11 --1.646 - - - .823
ksTw(Tv} Seattle/Tacoma (GBS, ch. 11) - ---12 - - 1.540 - - 1.540
wTOG(Tv) Tampa/St. Petersburg (Ind., ch. 44)- 15 - - 1.456 - - - 728
wers-Tv Miami/Fort Lauderdale (Ind., ch. 33)- 16 - - 1407 --- 704

LMAs

WIVX(Tv)* West Palm Beach, Fla. {Ind., ch. 34)- 44 - - - 606
wviT(Tv) New Britain/Hartford/New Haven, Conn. {LMA with
wrxx(Tv) Waterbury/Hartford) (NBC, ch. 30) - 27 - - - .945

1999 Avenue of the Stars,
Los Angeles 90067;
(310) 566-7600

-l Univision Television Group Inc.

A. Jerrold Perenchio,
chairman

FCC-9.9% / 12 stations / Total-19.8%

FCC

TOTAL
DMA COVERAGE

wxtv-Tv Paterson, N.J./New York {Un., ch. 41)- 1 - - 6.925 - - 3.475
KMEX-TV Los Angeles (Univision, ch. 34) ----2 - - 5,100 - - 2.550
waBo-Tv Chicago (Univision, ch. 66)- - - - - - - 3--3224 --1612
koTv-Tv San Francisco (Univision, ch. 14)---5--2.351 --1.176
kuvn-Tv Dallas/Fort Worth (Univision, ch. 23)- 8 - - 1.907 - - - .954

KXLN-TV Houston (Univision, ch. 45) ------ 11 --1.646 - - - .823
wLTv-Tv Miami (Univision, ¢h. 23) ------- 16 --1.407 ---.704
KTvw-Tv Phoenix (Univision, ch. 33) - - -- - - 17 --1.251 - - - 626

kcso-Tv Sacramento Calif. (Univision, ch. 19)- 20 - - 1.151 - - - .576
KWEX-Tv San Antonio, Tex. (Univision, ch. 41)- 38 - - - .662 - - - .331
kLuz-Tv Albuquerque, N.M. (Ind., ch. 41)---48 - -- 572 - - - 286
KFTv-Tv Fresno (Univision, ¢h. 21) ------- 55---.507 ---.254

Other media holdings: Univision Network; has applied to
build TVs in Roswell and Silver City, N.M., and Odessa, Tex.

Cox Broadcasting

1400 Lake Hearn Dr., Atlanta

30348; (404) 843-5000
Nicholas D. Trigony, president (pictured)
Subsidiary of Cox Enterprises Inc.,
James C. Kennedy, chairman

FCC-9.5% / 12 stations / Total-11.4%

TOTAL FCC

DMA COVERAGE
krvu-Tv Oakland, Calif. (Fox, ch. 2)------- - 5--2351 --2.351
wsB-Tv Atlanta (ABC, ¢h. 2)------------ 10 --1.677 --1.677
KIRO-Tv* Seattle/Tacoma (Ind., ch. 7) - --- - 12 --1.540 - - 1.540
wpxI-Tv Pittsburgh (NBC, ¢ch. 11} - ------ - 19--1.185 --1.185
wrrv-Tv Orlando (ABC, ch. 9) ---------- 22 --1.055 --1.055
wsoc-Tv Gharlotte, N.C. (ABC, ch. 9)------ 28---.844 --- 844
wxi0-Tv Dayton, Ohio (CBS, ch.7) ------- 53---.519---519
KFOX-Tv El Paso, Tex. (Fox,ch. 14) ------- 899---271---135
krxi-Tv Reno, Nev. (Fox, ch. 11)-------- 119---.216 --- .216

LMAs and joint sales agreements

June 30 1997 Broadcasting & Cable
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VHEF for a new age.

-

Introducing Comarks Optimum line of VHF transmitters.

Comark. the 1elevision lechnotogy leader. has created
a line of VHI transmitiers that trulv stand head and
shoulders above the crowd.

@ High efliciency The uew Optimum line was

@ Wideband designed 10 take advantage of the
latest advances in solid state

® tiol swappable o100y delivering the best in Low

@ User friendly band ard High band VHE performance

from a single wideband amplifier.
Il provides an ultra-friendly user interface. Fully compatible
with all U.S. and world standards. including tomorrow's digitat
standards. Engineered for optimuin clficiency. ils design vields
1he smallest footprinl on the market.
lls innovative frigh gain design eliminates
anniversary (€ need for intermediate preamplification.

TRT2 1o VTRET

COMARK

Designed for imsurpassed on-air reliability and redundancy, it
offers the industrvs hest MTBF. Serviceabililv is enhanced bv

fully modular, hot-swappable amplifiers. power supplies and
control units.
Here's more good news! Optimum is backed

by Thomeast Worldwide Customer Service,

providing fast. comprehensive around the clock supportl.
For more information. call us al (800) 688-3669.

Or get more information at http://www.comarkcom.com.

Join the new age in VHE. Make Comark your new partner.

/) COMARK L7
Winn|
. Engiacering
Execllence
300 Horlzon Drive » Suile 303 * Chaltont. I’A 18914
TEL: (215) #22-0777 * FA\: (215) 822-9129
WAWW.Comarkcom.cam

© 1997 Camark Conmunicatlons, In
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waxN-Tv Charlotte (Ind., ch.64) - ------- 28---.844
wupL-Tv New Orleans (Ind., ch. 54) ------ 41 --- 641
KaMe-Tv Reno (Ind., ch. 21)----------- 119---.216

Other media holdings: Rysher Entertainment and news-
papers in Arizona, Colorado, Florida and Atlanta
1 (pending merger of Hearst Corp. Argyle Television)
959 Eighth Ave., New York 10019; (212) 649-2300
John G. Conomikes, '
president, co-CEO{lY
Bob Marbut,
chairman, co-CEO(r)
Subsidiary of Hearst
Corp. (83% owner),

Frank A. Bennack Jr.,
president

Hearst-Argyle Television Inc.

FCC-9.2% / 18 stations / Total-11.6%

TOTAL FCC

DMA  COVERAGE
wcve-Tv Boston {(ABC, ch, 5)------------ 6--2219 --2219
wwwe-Tv Tampa/St. Pete, Fla. (Ind., ch. 32)- 15 - - 1.456 - - - 728
WTAE-Tv Pittsburgh (ABC, ch. 4)--------- 19--1.185 --1.185
wBAL-Tv Baltimore (NBC, ch. 1) ~--~---- 23 --1.021 --1.021
wLwr(tv) Cincinnati (NBC, ch. ) - - ------ 30---.826 ---.826
wisN-Tv Milwaukee (ABC, ¢h. 12) - - - -~ - - - 3---.812---.812
koco-Tv* Oklahoma City (ABC, ch. 5) - - - - - 43 - -- 607 --- 607

wPBF(TV)* West Palm Beach, Fla. (ABC, ch. 25)- 44 - - - 606 - - - .303
wNac-Tv* Providence, R.I. (Fox, ch. 64)- - - - 47 - -- 575 - - - 288
woTn(Tv) Dayton, Ohio (ABC, ch.2) ------ 53---519---519
kitv(tv)* Honolulu (ABC, ch. 4) - - - - - - - - - 69---.395---.395
waAPT(TV}" Jackson, Miss, (ABC, ¢ch. 16) ---90---.305 ---.153
KHes(Tv)* Fort Smith/Fayetteville (and satellite kHoG-Tv*
Fayetteville), Ark. (ABC, ch. 40; ch. 28)-- 118 --- 217 --- 109
LMAs
kmec-Tv (LMA with xcwe-Tv) Kansas City, Mo.
(ABC, ch. 9;ind.,ch. 29} - - -~ - - === -~ 32---.812

Other media holdings: Hearst is partner with ABC Inc. in
ESPN, Lifetime Television and A&E cable channels, and
with Continental Cablevision in New England Cable News.

599 Lexington Ave., 47th Floor
New York 10022;
(212) 754-7070

1 Young Broadcasting

Vincent Young, chairman/38.5% owner
{Nasdaq: YBTVA)

FCC~-9.0% / 15 stations / Total-9.1% L

38

TOTAL FCC
DMA COVERAGE
kcaL-Tv Los Angeles (Ind., ch. 8) - - ------- 2--5.100 --5.100
wkrN-Tv Nashville (ABC,ch. 2) --------- 33---.808 ---.808
WTEN-Tv Albany, N.Y. (ABC, ch. 10)- -~~~ - - 52---.523 ---.523
whic-Tv Richmond, Va. (ABC, ch. 8) ------ 59 ---.476 - - - 476
WATE-TV Knoxville, Tenn. (ABC, ch. ) - - - - - 60---.471 ---.471
weay-Tv Green Bay, Wis. (ABC, ch. 2)----- 70---.388 ---.388
kwac-1v Davenport, lowa (NBC, ch.6) ----88---.313 ---.313
wLns-Tv Lansing, Mich. (CBS, ch. 6)-- - -- 106 - --.238 ---.238

KELO-TV Sioux Falls (and satellites koLo-Tv Florence and KCLO-TV
Rapid City, krLo-Tv Reliance, S.D. (CBS, ch. 3; ch. 15; ch. 6))

(CBS,ch. 11)--ccomemmaieaaa e 107 - --.237 ---.237
kLFy-Tv Lafayette, La. (CBS, ch. 10) ----- 121---.210 ---.210
wkBT-Tv LaCrosse, Wis. (CBS, ¢h. 8)--- - - 130---.183 ---.183
wrvo-Tv Rockford, lIl. (NBC, ¢h. 17) - - - - - 135---.171 ---.355

E.W. Scripps Co.

312 Wainut St., Suite 2800,

Cincinnati 45202; (513) 977-3000
William R. Burleigh, president, CEO
Edward W. Scripps Trust, 83% owner
(NYSE: SSP)

FCC—8.7% / 10 stations / Total-10.4% = W
TOTAL FCC
DMA COVERAGE
wxvz-Tv Detroit (ABC, ch.7) - ---=--x-- 9--1828 --1.828
wews-Tv Cleveland (ABC, ch.5)--------- 13 --1.508 --1.508
wrTS-Tv Tampa/St, Petersburg (ABC, ¢ch. 28) 15 --1.456 ---.728
knxv-Tv Phoenix (ABC, ch. 15)- - -------- 17 --1.251 - - - 626
wMaR-Tv Baltimore (ABC, ¢ch. 2)--------- 23--1.021 --1.021
wcepo-Tv Gincinnati (CBS, ¢h. 9) - - -~~~ --- 30---.826 ---.826
ksHB-Tv Kansas City, Mo. (NBC, ch. 41)----32 ---.812 --- 406
KENS-TV* San Antonio, Tex. {CBS, ch.5) ---38 --- .662 - - - .662

wpTv-Tv West Palm Beach, Fla. (NBC, ch. 5)- 44 - - - 606 - - - .606
KJRH-TV Tulsa, Okla. (NBC,ch. 2 )~-~----- 58 ---.478 --- 478

Other media holdings: Cincinnati Post, Kentucky Post,
Denver's Rocky Mountain News, Memphis Commercial
Appeal, Knoxville News Sentinel newspapers; nonattribut-
able interest in Comcast Corp.

2000 W. 41st St., Baltimore

1 Sinclair Broadcast Group
21211; (410) 467-4545

David D. Smith, president/28.1% owner
(NASDAQ: SBGI)

FCC—8.2% / 28 stations / Total-14.2%

TOTAL FCC
DMA COVERAGE
wpGH-Tv Pittsburgh (Fox, ¢h. 53) ------- 19 --1.185 ---.593

kovr(Tv) Sacramento, Calif. (CBS, ch. 13) -- 20 --1.150 - - 1.150
konL-Tv St. Louis (ABC, ¢h. 30) --------- 21 --1.150 --- 573
weFF(Tv) Baltimore (Fox, ¢ch. 45} -------- 23 --1.020 - - - .511

June 30 1897 Broadcasting & Cable
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These securitios bave not been registered under the Securities Act of 1933 coied may ot be offercd or sold e the United States
orto 1S, porsons absent vegistration or an applicable exeniption from the registretion reguefrements. These
securities baring Been previousiy sold. this annonicement appeais das e miatier of record onldy.

e 24, 1997

5,990,000 Shares

O

-

@W@

EVERGREEN MEDIA CORPORATION

$3.00 Convertible Exchangeable Preferred Stock

Liquidation Preference $50 Per Share
Convertible into Class A Common Stock at $50 Per Share

Price $50 Per Share

The wndersigned privately placed these securitios with qualifiod iustitutional bieyers and
accredited investors prsnait to Rides 194 andd SO winder the Securitios Act of 1933

Joint Lead Managers

ALEX. BROWN & SONS BT Securimies CORPORATION
INCORPORATED

CREDIT SUISSE FIRST BOSTON
GoLDMAN, SacHs & Co.
NaTiONsBaNC CApITAL MARKETS, INC.

TD SECURITIES
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wrv(tv) Bloomington/Indianapolis (and satellite wTk(Tv)
Kokomo/Indianapolis) (Ind., ch. 4; ch. 29) 25---.969 - - - .969
wLrL(Tv) Raleigh/Durham, N.C. (Fox, ch. 22) 28 - - - 841 - - - 421

wsTR-Tv Cincinnati (Ind., ch. 64} -------- 30---.826 ---.413
weav-Tv Milwaukee, Wis. (Ind., ch. 24} - - - - 31--- 812 - - - .406
ksmo-Tv Kansas City, Mo, (Ind., ch. 62)----32 - -- 812 - - - .406

wLos(1v} Asheville, N.C. (ABC, ¢ch. 13) ----35---.723 ---.723
KaBB-TV San Antonio, Tex. (Fox, ¢ch, 29}- - - - 38 - - - .662 - - - .331

wrvz-Tv Norfolk/Newport News, Va. (Fox,ch.33)- 40 - - - .652 - - - .326
koce-Tv Oklahoma City (ind., ¢ch, 34)---- - - 43---.607 ---.304
wrTo(Tv) Birmingham, Ala. (Ind., ch. 21} - - - 51 - - - 542 - - - 271
WSMH(Tv} Flint/Bay City, Mich. (Fox, ch. 66} - 62 - - - .453 - - - 227
woky-Tv Danville/Lexington, Ky. (Fox, ch. 56)- 71 - - - 387 - - - 194
kbsM-Tv Des Moines, lowa (Fox, ch. 17) ---72--- 386 --- 193

wyzz(tv) Peoria/Bloomington (Fox, ch. 43)- 110 - - - .231 --- 116

wpeB(Tv) Tuscaloosa, Ala. (Ind., ch. 17) --185---.064 - - - .032
LMAs and TBAs:

wPTT-Tv Pittsburgh (ind., ch. 22) -------- 19--1.185

wNuv-Tv Baltimore (ind., ch. 54} - - - - - - - - 23--1.021

wrDc-Tv Raleigh/Durham, N.C. (Ind., ch. 28) 29- - - .841

wvTv-Tv Milwaukee, Wis. (ind., ch, 18)----31---.872
wrtTe(Tv) Columbus, Ghio (Fox, ch. 28} - ---34 - -- 759
wrec-Tv Greenville, S.C. (Ind., ¢ch. 40) - - - - - 35---.723
KRRT-Tv San Antonio, Tex. (Ind., ch. 35) - --38---.662
wABM-Tv Birmingham, Afa, (ind., ch. 68)- - - 51---,542

Other media holdings: Has applied to build TVs in
Tuscaloosa, Ala. Boulder City, Nev., Portland, Ore., Geis-
tow and Hollidaysburg, Pa., and Virginia Beach, Va. Smith
also owns 18.75% of wrTa(Tv) St. Petersburg, Fla.

Post-Newsweek Stations
3 Constitution Plaza, Hartford,
Conn.; (203) 493-6530

G. William Ryan, president, CEO (pictured)

Subsidiary of The Washington Post Co. 1

Donaid Graham, chairman/CEQ/publisher | "*7

(NYSE: WPO), -

FCC-7.1% / 6 stations / Total-7.1%

TOTAL FCC

DMA COVERAGE
worv-Tv Detroit (NBC, ch. 4) - -« --«--e--- 9--1.828 --1.828
kprc-Tv Houston (NBC, ch. 2) - - -------- 11 --1.646 - - 1.646
wpLG-Tv Miami (ABC, ¢h. 10)- - - -------- 16 - -1.407 --1.407
wepx-Tv Orlando (CBS, ch.6) - -------------- 22 --1.055 --1.055
ksaT-Tv San Antonio, Tex. (ABC, ch. 12) --38---.662 - --.662
waxT-Tv Jacksonville, Fla. (CBS, ch. 4) ----54---.509 - --.509

Other media holdings: Pro Am Sports System (sports network)

40

Meredith Corp.

1717 Locust St., Des Moines,
Jowa 50309; (515) 284-3000

2

William T. Kerr, president
(NYSE: MDP)

FCC-6.2% / 11 stations / Total-7.6%

TOTAL FCC
DMA  COVERAGE
KpHO-TV Phoenix (CBS, ¢h. 5) ---------- 17 --1.251 --1.251
worL(tv) Orlando, Fla. (Fox, ch, 35) ------ 22 --1.0585 ---.528
kPDx(Tv)* Vancouver, Wash./Portland, Ore.
(Fox,ch.49) - - -~ -va-mmemee oo 24 --- 983 ---.492

WEFSB-TV Hartford, Conn. (CBS, ¢h. 3)----27---.945 - --.945

kctv(tv) Kansas City, Me. (CBS, ch. 5) ----32--- .812 --- .812
wsmv(Tv) Nashville, Tenn. (NBC, ch, 4} - ---33---.808 - - - .808
wHNS(Tv)* Ashevilte, N.C./ Greenwlle/Spananburg S.C.
(Fox,ch.21) - - - - - = - - eemee e 35 -.723 - - - 362
wnem-Tv Flint/Bay City, Mich. (CBS, ch. 5) - - -.453 - - - 453
kvvu-Tv Las Vegas, Nev. (Fox, ¢ch. 5)------ 64 --- 441 --- 441
woex(tv) Ocala/Gainesville, Fla. (Ind., ch. 51}- 165 - - - .100 - - - .050
kFko-Tv Bend, Ore. (Fox, ch. 39)-------- 203---.039 ---.015

Granite Broatcasting
767 3rd Ave., New York,
New York 10017;

(212) 826-2530

W. Don Cornwell, chairman

FCE—5.9% / 11 stations / Total-7.7%

TOTAL

F
DMA QQVERAQCEC

KNTV-TV San Francisco/Oakland (ABC, ch. 11}-5 - - 2351 - - 2 351
wxon-Tv* Detroit (Ind., ch. 20) - --------- 9--1828--- 914
wwwmT-Tv Grand Rapids/Kalamazoo (CBS, ¢h.3)- 37 - - - .669 - - - .669
wkew-Tv Buffalo, N.Y. (ABC, ch, 7)----- - - 39---.653 ---.653
KSEE-Tv Fresno, Calif. (NBC, ch. 24) ------ 55 ---.507 ---.254
KEYE-TV Austin, Tex. (CBS, ch. 42) - ------ 63 ---.450 - - - .225
wrvH-Tv Syracuse, N.Y. (CBS, ch. 5}------ 68 ---.396 - --.396
wpTA-Tv Fort Wayne, Ind. (ABC, ch. 21)---103---.243 --- 125
week-Tv Peoria/Bloomington, lll. (NBC, ch. 25)- 110 - - - 231 --- 116
kBJR-Tv Duluth, Minn./Superior, Wis.

(NBC,ch.6) ---------------mu-- 134---.174 --- 174

TBAs
wLAJ-Tv (TBA) Lansing, Mich, (ABC, ch. 53} 106 - - - .238

Other media holdings: WEEK-FM, Eureka, lil.
Raycom Media

RSA Tower, Suite 710, 201
Monroe St., Montgomery, Ala.;

(334) 206-1400

John Hayes, president/CEO
FCC—5.6% / 26 stations / Total-6.4%

June 30 1997 Broadcasting & Cable

www americanradiohietorv com


www.americanradiohistory.com

TOTAL FCC

DMA COVERAGE
wmc-Tv Memphis, Tenn. (NBC, ch.5) - - - -- 42 --- 631 ---.631
wTvR-v* Richmond, Va. {CBS, ch. 6)- - - - - 59--- 476 --- 476
wTnzZ-Tv Knoxville {Ind., ch. 43) --------- 60---.471 ---.236
wupw-1v Toledo, Ohio (Fox, ch. 36) ------ 66---.420 ---.210
wsTM-Tv* Syracuse, N.Y.(NBC, ch.3) - ---- 68---.396 - --.396
KsLA-Tv Shrevepont, La.(CBS, ch. 12) - - --- 77---372 --- 372
koLp-Tv Tucson (CBS, ¢ch. 11) ~--------- 78---.366 - - - .366
krvs-Tv* Cape Girardeau, Mo. (ABC, ch. 12) 79 ---.365 ---.365
waFF-Tv* Huntsville, Ala. (NBC, ch. 48) - -.336 ---.168

kwwL-Tv* Cedar Rapids/Waterloco/Dubuque, Iowa

(NBC,ch.7) -=-----vvomomamaoo - 86---.316 ---.316
wacH-Tv Columbia, S.C.(Fox, ch. 57)------ 89---312---.156

wars-Tv Baton Rouge, La. (CBS, ch.9) ----98---.275 --- 275
wToc-Tv* Savannah, Ga. (CBS, ¢h. 11) ---100--- .264 - - - 264
witn-Tv* Greenville, N.C. (NBC, ch.7) ----105---.241 --- 241
KksFy-Tv Sioux Falls {and satellites kasy-Tv Aberdeen/Sioux Falls,
(ABC, ch. 13) and kpry-Tv Pierre, S.D.

(ABC,ch.13;¢ch.8;ch.4) ---------- 107 ---.237 --- 237
weBN-Tv* Traverse City/Cadillac, (NBC, ch. 7) and sattelite wrom-1v*

Cheboygan/Cadillac {NB C,ch. 4) - -- - - - 1M7---217 --- 217
KNDO-Tv* Yakima, Wash. (NB C, ch. 23) and sattelite knpu-Tv*

Richland/Yakima, Wash. (NBC, ch.25) - - 123 - --.203 - - - .102
wtvm-v* Columbus, Ga. (ABC,ch.9) --- 125---.193 ---.193
wecT-v Wilmington, N.C. {NBC , ch.6) -- - 154 - -- 131 - - - 131

wpaM-TV Laurel/Hattiesburg, Miss. (NBC, ch.7)- 169 - - - .097 - - - .097
wLuc-Tv* Marquette, Mich. (NBGC, ch. 6) -- 176 ---.086 - - - .086
kTvo-Tv* Ottumwa, lowa (ABC , ch. 3)----200---.044 --- .044
2 101 S. Hanley Rd., Suite 1250,

St. Louis 63105-3428;

(314) 721-7335

Pulitzer Broadcasting

Ken J. Elkins, chairman/president/CEO
{pictured) Subsidiary of Pulitzer
Publishing Co., Michael E. Pulitzer,
president/chairman/23.2% ownet
{NYSE: PTZ)

FCC-5.2% / 10 stations / Total-5.9%

TOTAL FCC

DMA COVERAGE
wesH-Tv Daytona Beh/Orlando, Ra. (NBC, ch. 2)-22 - - 1.055 - - 1.055
wyrr-Tv Greenville/Spartanburg, SC.{NBC,ch.4)- 35 - - - 723 - - - 723
wosu-Tv New Orleans (NBC, ch. 6) - - - - - - - 41---.641 --- 641

wGAL-Tv Harrisburg/Lancaster (NBC ch. 8)-45--- 603 - - - 603
wxil-1v Greensboro/High Point/Winston-Salem, N.C.

(BRI R EEEELEEEEEEEEE 46 - - - 586 - -- .586
koAT-Tv Albuquerque/Santa Fe and satellite station

kocT-Tv Carlsbad/Albuquerque/Sarta Fe, N.M.

(ABC,ch.7; ABC,ch.B) ------------ 48 --- 572 --- 572
wLky-Tv Louisville, Ky. (CBS, ¢h. 32} ----- 50---.568 ---.284
kcel-Tv Des Moines, lowa (CBS, ch. 8) ----72---.386 - --.386
KETv-Tv Omaha, Neb. (ABC, ch.7) ------- 79---377---377
Other media holdings: Four radio stations

Broadcasting & Cable June 30 1997

Media General
Box 85333 Richmond, Va.
23293-0001; (804) 649-6000

2

J. Stewart Bryan lll,
president/4.6% owner
Cede & Co., 80.8% owner

FCC—4.7% / 13 stations / Total-5.3%

TOTAL FCC

DMA COVERAGE
WFLA-TV Tampa/St. Pete, Fla. (NBC, ch. 8) -- 15 --1.456 --1.456
weMG(Tv) Birmingham (CBS, ch. 42)- - - - - - 51---.542 ---.2N1
wuks(Tv) Jacksonville, Fla. (ABG, ch. 17) - --54 - -- 509 - - - 255
wsLs-Tv Roanoke, Va. (NBC, ¢h. 10)------ 67 ---.411 --- 411
wrvo-Tv Lexington, Ky. (ABC, ch. 36) - - - - - 71---387---.19%4

woer-Tv Ghattanooga Tenn (CBS, ch. 12)---87 ---.316 - - - .316
wutv(Tv) " Jackson, Miss. {satellite wHLT{Tv]* Hattiesburg)

B SN C N 2 R e e LR EEEE LR 90---.305---.305
WJHL-Tv Johnson Gity, Tenn (CBS, ch. 11)--93 - - - 295 - - - 295
wsav-Tv* Savannah, Ga. (ABC, ch. 3) ----100--- .264 - - - .264
wneT-1v Greenville, N.C. (CBS, ch.9)- - - - - 105---.241 --- 241
wcep-Tv Charleston, S.C. (Ind., ch.2) ----108---.231 --- 231
wHoA-Tv Montgomery, Ala. (ABC, ¢h.32) - - 113 ---.225 --- 113
KALB-Tv Alexandria, La. (NBC,ch.5) - - - - - 177 ---.083 ---.083

Other media holdings: Cable TV systems in Fairfax County
and Fredericksburg, Va. 20 daily newspapers, 89 weeklies

800 17th St., Suite 301,
Washington 20006
{202) 789-2130

2 5 Alibritton Communications Co.

Robert L. Allbritton, executive VP/COQO
FCC—4.2% / 10 stations / Total-4.3%

TOTAL FCC
DMA COVERAGE
wJLa-Tv Washington (ABC, ch. 7)--------- 7--1969 - 1 .969

WHTM-Tv Harrisburg/Lancaster (ABC, ch. 27) - 45 - - - 603 - - - .302
waxx(Tv)* Jacksonville, Fla. (ind., ch. 25) --54---.509 - - - .255
kaTv(Tv) Little Rock, Ark. (ABC, ch. 7)-- - - - 57 ---.496 - - - 496
kTuL{tv) Tulsa, Okla. (ABC, ch. 8)-------- 58---.478 --- 478
wseT-Tv Lynchburg-Roancke, Va.(ABC, ch 13) 67 ---.411 --- 411
wewv-1v Charleston, S.C.,(ABC, ¢ch.4) ----109---.231 --- 231
werT-Tv Tuscaloosa, Ala. (ABC, ch. 40) -- - 185 ---.064 - - - .032
LMAs
wBsG-Tv Brunswick, Ga./Jacksonville, Fla.

(LMA with options to buy) (ABC, Ch. 21)- - 54- - - 509
wJsu-Tv Anniston, Ala.

(LMA with option to buy)}{ABC, ch. 33) - - 201 - - - .044
Other media holdings: NewsChannel 8 cable channel,
Washington
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Bud Paxson

SETS HIS 4
SIGHTS T0 4 &
BE LUCKY

NUMBER 7

Starting with his infomercial base
of stations, he aims to construct
a new TV network

By Steve McClellan

owell “Bud” Paxson says he’s going to build the nation’s seventh over-the-air tele-
vision network. Actually. he’s already done it. It’s called inTV, or the “InfoMall.”
Paxson sells blocks of time on inTV mostly to infome-cial producers, who cre-
ate elaborate pitches for products ranging from the Th gh Master 1o Microszft
software. Those long-form commercials then air on Paxson’s 42 ewned-and-oper-

ated stations and a handful of affiliated stations that together reach 49% of the country.
But Paxson, who co-founded the Home Shopp ng Network in the early 19&0s, has
another type of ge}\york programing in mind. The basic distribution structure of his net-
work is not gbing't*) chang .N;e company will st:1l sell blocks of time to outside pro-
ducers, and Paxson’s collection®f stations will still be “bare-bones operations,” with
staffs unlikely to exceed 20 employes, he says. It's just that ir key dayparts. the pro-
ducers he sells time to will be mainstream entertainment program providers, who wiil

then have to go out and sell spots to advertisers.

Paxson figures he can charge mainstream producers more bacause they will then be able
10 tap into the $37 billion general television adverticing market. By comparison, he says.
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the infomercial business, although
growing. is only about a $2 billion
market.
Since he will be paid uptront. Paxson
will have few, if any. risks. The pro-
ducers. however. desperate for a dis-
tribution outlet, will risk ail on the bet
that the programs they air will attract
a viable audience. "What we’ve been
telling our prospective partners in the
course of negotiations is. we hope you
don’t take a risk.” Paxson says.

Qr};\fs

Station acquisition has been key

Since it was formed in 1991, Paxson Communicu-
tions has spent hundreds of millions of dollars
acquiring local broadeasting outlets—focusing first
on radio, then on television. The company took
advantage of radio dereg-
ulation (specifically. an
end to the duopoly rules)
to quickly gobble up
almost 40 stations in
Florida. In Miami alone
the company has a “super
duopoly™ of seven sta-
tions that commands a
5% share of the market’s
audience and more than
20% of the market's radio
revenue.

The Paxson radio group.
sold to Clear Channel last
week (see story, page 46),
reaches 75% of the listen-
ing audience in Florida
each week. and the compa-
ny created four statewide
radio networks to exploit
that reach.

Largely through acquisi-
tions. the company’s rev-
enue has been growing
dramatically—in 1996 it
totaled $144,497.611, up
66% from 1995 and almost triple 199475
$54.589.935. This year, excluding the radio divesti-
ture, revenue will approach $200 million. At the
same time. the company has been spending heavily
on acquisitions over the past three years: just over
$300 million combined for 1994, 1995 and 1996
(with another $353 million pending) and $70 million
more on equipment and buildings to upgrade
acquired propertics.

Those expenses, combined with about $200 mil-
lion in repayment of debt over the past three years,
have resulted in net losses of $48 million last year,
$46.7 million in 1995 and $8.1 million in 1994,

indeed, until Paxson agreed last week to sell its
radio division for $693 million, Wall Street was won-
dering whether the company was overextended.

Paxson’s response to those concerns had been
that it would go to the debt and equity markets this

“The radio deal
alleviates some
of the risk in the
Paxson shares
and puts them in
a much stronger
financial
position.”

—Analyst Rita Zonella Benson

ot Bk Slar

It Lags

4 & Cable June 30 1997

fall (for the second time in two years) to cover the
costs of its acquisitions. But again, Wall Street
expressed doubts. noting that Paxson’s stock is
trading well below the price of the company’s equi-
ty offering last year ($16 per share) and that share-
holders would be angry it the company took anoth-
er step to dilute the value of their shares by offering
more stock.

Wall Street likes radio sale

But the deal to sell its radio division 1o Clear Channel
has eased many of Wall Street’s concerns about Pax-
son, with most analysts rating the stock a speculative
buy.

It’s been a bumpy road for Paxson’s stock over
the past year. Before the Supreme Court’s must-
carry decision in March, which requires cable sys-
lems to continue to carry broadcast stations in
their local markets, Paxson's stock dipped to a 32-
week low of 6-5/8. But it’s been gaining ground
steadily since. After last week’s divestiture of the
radio division. the stock popped to a ycarly high
of 12-7/8.

“Paxson is a very viable entity.” says John Reidy.
Smith Barney managing director and a leading
media and entertainment analyst. Last week 's deal to
sell its radio unit puts Paxson in a comfortable finan-
cral position going forward. he says. Reidy estimates
that Paxson Communications now has a market
value of roughly $1 billion.

Rita Zanella Benson, media and entertainment
analyst at Gruntal & Co.. agrees. Paxson was under
a cash crunch up 1o last week, Benson says. “The
major question was how they would fund their
acquisitions. The radio deal alleviates some of the
risk in the Paxson shares and puts them in a much
stronger financial position.”

Bud Paxson says he's getting “well over double
what we paid™ for the radio stations being sold to
Clear Channel. Three weeks ago, Paxson strongly
denied he was thinking about selling the radio
division. But last week he admitted to having
“entertained™ one offer at least a month ago. “They
developed their interest, and we casually called
three of the other major players.” Asked it Clear
Channel was the original suitor, Paxson will say
only that it was “one of the original parties™ to
express interest. Clear Channel is paying 17 times
projected 1997 cash flow for the Paxson group.
That's a premium even in these heady times for
sellers, when radio prices are averaging multiples
in the mid-teens.,

Paxson will net $614 million of the $693 million
sale price. He says he'll use $353 million 1o pay oft
pending transactions, including the $257.5 million
purchase of tlagship station wpexN-Tv New York
from Dow Jones and ITT. (The station changed its
calls today [June 30] from wiis.)

Another $36 million will be used to buy back
junior preferred stock, leaving Paxson with $214
million in cash and $338 million in debt. “That gives
us a lot of buying power to go out and finish this pro-
Jject.” he says of the company’s intention to acquire
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Qp 6510 70 TV stations cov-
ering 70% of the country
by the end ot 1998. He
also contirms that the com-
panv will not go to the
debt and equity markets
this tall as it had planned
to do before spinning ott
radio.
Paxson even thinks he
can extend his distribution
bevond 70% of the country. with low-
power TV outlets and cable ventures like
the WeB project that The WEB is devel-
oping to serve mirkets 100-plus. With
WeB-type link 10 cable. and with a hand-
ful of unowned broadcast atfiliates. Pax-
son says his TV distribution network
could reach 839% ot the country.

[1°s possible the FCC may take steps
that could curb Paxson’s reach. The
comimission next year plans 1o review
the UHF discount rule. which lets group
owners attribute just halt the reach of
owned UHF stations. All of Paxson’s
stations are U sz il the rule were discon-
tinued. the commission could lorce the
company 1o sell much of its portfolio.
But Paxson believes that even if the rule
is chunged the FCC would grandfather
existing situations.

c,;gys

WHaI-Tv New York {inTV, ch. 43)
WPXN-TV* " " New York (inTV, 31)
kzki-Tv L0S Angeles {(inTV, ch. 30}
wrtci-Tv Philadelphia {(inTV, ch. 61)
KLxv-Tv San Francisco {inTV, ch. 65)
WGOT-Tv Boston {inTV. ch. 60)

wwwi-Tv Washington (inTV, ch. 66)
kinZ(TV) Dallas 49%(inTV, ch. 68)
wesx-Tv" Detroit {inTV, ¢ch. 31}

WTLK-Tv Atlanta (inTV, ch. 14)
WNGM-TV* ™, =** Atlanta {inTV, ¢ch. 34)
KTFEH-Tv Houston {inTV, ¢h. 49)

wakc-Tv Gleveland (inTV, ch. 23)
woac-Tv* ™, *** Gleveland (inTV, ch. 67)
kxLI-Tv Minneapolis (inTV, ch. 41)
wreT-Tv Tampa (inTV, ch. 66)

weTD-Tv Miami {inTV, ch. 35)

kweF-Tv Phoenix (inTV, ch. 13)

kuBD-Tv Denver (inTV, ch. 59)

wrce-Tv Greensburg/Pittsburgh (inTV, ch.40)

With 44 stations covering 26.8% ot the nation’s TV
homes, Paxson commands the third largest TV
group. And he plans to use the proceeds from the
sale of his radio group to get even bigger.

Network programing to
debut next spring

Meuanwhile, Bud Paxson has delaved by
nine months the debut of the network pro-
eram service. He savs he has done so at
the request of potential programers. who
want the extra time to package their
shows and sell them in the spring 998
upfront advertising market. But Paxson
already has done locally at wexN-1v what
he hopes 1o accomplish nationally. He has
subleased all but six hours of the avail-
able time on WPNN-TV 10 @ handtul of pro-
aramers and mfomercial producers. with
contracts that run through August 1998,

The single biggest chunk of time goes
10 Bloomberg Television. which will
program the station from 6 a.m. to 6 pan.
with a mix of business and general news.
Bloomberg's programing replaces that of
Dow Jones. which was to go ofl the air
last night (June 29). Paxson says he has
options to extend the deal with
Blooniberg another three vears.

And Paxson savs the sale of the
remaining time through August 19938
will generate $26 million in annual cash
flow for the station. Prime time will be
filled lurgely by Libertv/Fox Sports. in a
five-year programing contract inherited

PAXSON’S TV PORTFOLIO

KCmy-Tv Sacramento, Calif. (in7V, ch. 29) 20 1151 576

| weee-Tv St. Louis (inTV, ch. 13) 21 1.145 1.145

wirg-Tv**, *** Orlando {inTV, ch. 56) 22 1.055 839

WHKE(TV) Milwaukee, Wis. (inTV.ch. 55) 31 812 406

e KINB-TV Kansas (Slity. Mo. gnTV, ch. 50) 32 812 406

K0oG-Tv**, """ Salt Lake City (inTV, ch. 30) 36 692 346

01""“ COVERQ‘jGEB woue-v Grand Rapids, Mich. (inTV, ch.43) 37 669 .335

1 23222 3455 | ¥uwz-rv Okianoma Gity (inTV, ch. 62) 43 607 304

5 5100 255 waap-Tv Greensboro/High Point (inTV, ch.16) 46 586 .293

4 2739 1370 wosT-Tv Providence, R.1. (inTV, Ch. 69) 47 575 288

: ' wswe-Tv Scranton, Pa. (inTV, ch.64) 49 570 285

g gg% Hi’g WNAL-TV Birmingham, Ala. (inTV, ch. 44) 51 542 271

7 1969 985 woco-Tv Albany, N.Y. (inTV, ch. 55) 52 523 262

8 1907 954 wrJc-Tv Dayton, Ohio (inTV, ch. 26) 53 519 260

9 188 914 kKkaG-Tv Fresno, Calif. (inTV, ch. 61) 55 507 254

10 1677 839 kGLB-Tv Tulsa, Okla. (inTV, ch. 44) 58 478 239

0 : 839 WEFC-Tv Roanoke, Va.(inTV, ch. 38) 67 413 207

] 1 qug 823 | wsco(rv) Green Bay, wis. (in7V, ch. 14) 70 388 194

13 1508 754 krve-Tv Gedar Rapids, lowa (inTV, ch. 48) 86 316 .158
13 1508 754 wsJN-TV San Juan, P.R. (inTV, 24) na na

14 1474 737 | LMAs and time brokerage agreements

15 1.456 728 | weRC-Tv Boston (inTV, ch. 46 ) & 2219
16 1.407 .704 | wshe-Tv Washington {inTV, ch. 60) 7 1.969
17 1.251 1.251 | wrws-Tv Hartford (inTV, ch. 26) 27 945
18 1.223 11 | wewmy-1v Raleigh/Durham, N.C. (inTV,ch. 47) 29 841

19 1185 593 ! Totals: 51.2 26.8

from DPow Jones and ITT. Sia hours will
be reserved tor kids™ and public affans
programing. Paxson says.

Time-sale contracts expire al the end
of August 1998 to make way lor the new
network program service,

1S possible that Bloomberg may buv a
chunk of time across Paxson’s entire net-
work of stations. At a conlerence spon-

Total coverage of Paxson group, expressed in percentages ot Nielsen's 96.9 million TV homes, is calculated in two ways. For regulatory purposes and for BRoaocasTing & Caste group
rankings ("FCC coverage” column), UHF stations are credited for just half their markets' homes and statiens controlied through LMAs and similar arrangements are not counted. In “Total
coverage” column, UHF stations are given full credit and LMAs are counted. In either case, groups controlling more than one station in a market are credited only ence for that market's
homes. Those coverage percentages are in italics and do not count toward the totals. DMA: Nielsen's Designated Market Area.
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“It’s appm'nf
to me we will
end up with some
existing in-the-can

programing
rather than a
lot of original
programing when
this network begins.”

sored by the American Stock Exchange in
New York two weeks ago. Scth Gross-
man. Paxson vice president, confirmed
that the two sides were talking aboct such
an arrangement: “Their elear desirs is o
get in about hall our markets. They want
the top markets for sure. The question for
them is not how much they will pay for
those markets, but how much they would
be willing to pay for the entire network 1o
build brand awarcness.™

Puaxson confirms his company i~ talk
mg to Fox. Universat. Sony. Turner.
Hearst. Al Amernican Communications
Corp.. ABC and NBC about pessible
programing athiances.

While Paxson won't discuss specific
proposils. he does say the shows for the
new program services will come initially
from existing libraries: “H's apparent 1o
me we will end up with some existing in-
the-can programing rather than a lot of
original programing when this n2twork
begins. Depending on [the network s |
financial strength o vear or so mto i,
that’s when the programers will consider
doing original programing. i's not a case
of creating another WRB here. 1t0s a case
of creating the old independent station or
a wris more than anything else.”

Yanson says his potential programing
partners have one thing in common; they
all are interested in acquiring what he culls
“our digital TV nights”—that is. the ability
to program secondary channels in the age
of digital television. The networks Paxson
is talking with have raised the possibility
of rebroadeasting their main network feeds
(in whole or part) over those secondary
channels, Paxson savs he's willing to
make secondary channels part of the deal.

Paxson alse savs he's had alks with
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the heavy hitters of the computer world.
“They want to know how they can gel

some of my spectrum for over-the-air

data distribution. The spectrum is wide
and [ want to do some of it in data. But

that's all very preliminary. The computer

that can deliver it hasn’t been built vet.
You can spit over the air faster than any
computer can accept it today.”

Paxson has his own plans to create pro-
graming (or have someone else create it)

for secondary digital channels. As for

high-detinition TV it’s simply not in the
cards, he savs: "We want the channel
shelf space.™ Paxson figures he'll have to
spend an average $1.5 million per station,
or about $70 million, 10 upgrade his sta-
tions to digital pass-through capability.

Don’t say good-bye to
the infomercials

Paxson stresses that infomercials won't

dixappear, But there will be far fewer of

them as Paxson sells dayparts to enter-
tunment programers: “They will air less
and less on our stations, but I don’t see it
ever going away |entirely].”

IU's possible. Paxson says, that a see-

r -

oncdary digitab channel could be devoted
entirely to infomerciats. 1 definitely see us
returning to transactional television in the
DTV waorld of compressed channels.”™ He
insists it won't be home shopping. “That
niche is filled, We'll ereate a new transac-
tional niche. and it will be more than just
the telephone and TV it could include the
Internet. he says. Transactional program
services will be “absolutely necessary™ in
the digital world. Paxson adds. because
there won't be enough mainstream adver-
tising to support all the new channels.

Two weeks ago. Paxson entered the
cable network arena with the $75 miltion
purchase of The Travel Channel. Key to
that acquisition is a transactional strategy
in which viewers will be directed to Web-
sites 1o buy vacations i places featured on
the cable channel. Paxson also owns a
travel ageney called the World Travelers
Network.

Bud Paxson has made a career working
the niches and fringes of broadeasting and
cable. So tar i's paid of . The big question
now, analysts say, is what kind of enter-
tainment programing he’ll chouose for the
TV network, Until Paxson divulges those
plans. the company is likely to attract only
investors with a tolerance for high risk. =
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By Donna Petrozzello

adio brokers say that Clear Channel

and Paxson Communications have

talked for years about strategic
sales but that such deals alwavs were
postponed. Last week. Paxson Chairman
Lowelt “Bud™ Paxson must have decided
the time was right.

In a $693 million tax-friendly cash
exchange, Clear Channel agreed to pur-
chase Paxson’s 46 radio stations—32 in
Florida and four in Nashville—six radio
news and sports networks, two minor-
league sports teams and 526 bilthoards in
Florida. Brokers estimate that the deat
represented slightly more than 22 times
Paxson’s trailing cash flow for 1996,

White some brokers describe the pur-
chase price as relatively high. Houston
Lane. Clear Channel vice president of
finance. says it was partially determined
on the value of the stations going forward
and Clear Channel’s ability 10 raise profit
margins,

Lane says some of Paxson’s stations,
particutarly those most recently acquired.
were operating at an average 29% profit
margin. Clear Channet intends to raise the
Paxson stations to an average 50% profit
margin. he says. which is closer o the
margins at many of Clear Channel’s sta-
tions. Lane also notes performance claus-
s hased on the stations” 1998 returns that,
if met. witl drive down Clear Channel’s
ultimate purchase price 1o $663 mitlion.

Paxson sells radio holdings
to Clear Channel for S693M

Deal includes 46 stations, news and sports networks, billboard firm

CLEAR CHANNEL'S PRIZE

I wHMZAM] . ... L 3000 WEBJFM . Jnl ol 3,200
The Paxson radio WREE-EM NR | whzsiam) .. 1,500
%;‘?ﬁ p. the nation's ﬂrhnd-u]. Fla. (38) - -.-rrLrl;[Fr-*‘ i .Egg
ris- WRAGF{FM e WEME ) L :
g 31IE::E1§S;E1§DED = wWiKs(FM)® ..l . B.800 Lekeland, Fla. |'1E11'-
WIRR{FM] . . . L 100 WEIT[FM) J.&00
AMs. All but four WSHE{FM)" : EE% gel""'-'llﬁ;-*ul a ..E.E.EDEI
i i wora{aal ... nsacola, Fla. [125)
are in Flgrida. WHNZIAM]) ... 1,200 WYEL-Fi oo 2400
Mashville (£4] WX (M)
Miami/Ft.Lawderdale (11) WETH[AM) Tellahassee, Fla. [167)
WRVE-FM: L ... L. 20,000 WES0[FM] ; ..MNR WTNTIFM] . L2400
WETALFM) . . . 20,400 WHUB[AMY - Lol MR WHSRIFM]" .. 1,800
WD) ¢ ...13,600 WEIC-FM A, | wENI(Fh) i 1.E-Ul:-
WREZIEM) 12,800 ‘West Palm Bgh., Fla. (49) WLETFM)” B0
WPLL-FM . ... 12,400 WRGERF" B, 300 ".INI_SLAH:I X ADG
WETL{AM] . . . ..4,600 \'.'Enn:m]‘ 4,500 Panama City, Fla. (E‘Edl
wavKiE) ool WA WELL-FM® 3,300 WEHF [Fra) ) E Q00
a2 | R | = WEAT A" 1.6 WRAR-FI" 1.900
WRRFM)® .l MR Jnch:uunvlllu Fla. |53| '.'.'I-'.-i'-'l'l-!.-l] W 1,200
TampaSl. Pete, Fla, (21) WRC-F « 8,700 WRBH[FM]* 500
WHRT(FM) ... ... .. 11,400 WELAIFM) . 5,100 Wiz an) RELEIT gl | - |

“Thix purchase certainly was very
much on the high side of our comfort
level. and it's certainly about as much as
youll ever see us pay for propertics. but
we wouldn’t have done it if we didn™t
have full faith and confidence in the abil-
ity 1o improve these assets,” Lane savs.

The deal comes days after Paxson
announced plans to purchase cable’s Trav-
el Channel tor $75 million and to buy
wexn-TV, formerty WRIS(TV) New York
(ch. 31y for $257.5 million from ITT/Dow
Jones (see cover story. page 42). Some bro-
kers speculate that Paxson likely cashed in
his radio assets to cover those deals and to
provide tor future TV acquisitions,

“Bud saw a moment in time where he
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BIA Research, INC. Formertv Bi4 Publications, inc. |
Phone: 800-331-5086 (T03-818-2425) « Imemet: hup: Avww higcompanies com
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could take the radio company and its
vatue and move it into what has become
his main business, television.” says
Tampa-based broker Glenn Serafin.

Acquiring Paxson’s Florida stations
lets Clear Channel build on its existing
holdings in Miami and Tampa. In
Tampa, Clear Channel adds WHPT(FM),
WHNZOAN ), WSITCEN), WZTMANM) and
WKES(FM) 10 1ts WRBQ-ANM-IM and WAI'TX-
wi-iAL Lane says the group likely will
spin off one of the Tampua AMs to com-
ply with federal ownership rules.

In Miami, Clear Channel adds
WEVECEN).  WZTAG-M), WioD(AM),
WINZCANM),  WPLLIENM),  WETLIAM),
WAVKEM) WERZOEM) and WKRY(FM) torits
WHYI-FAL WAQH AM), WBGEG-IM, WORBA-
WI-FM and WRTOUM ),

Citing annual compounded growth
rates that average above 12% in several
Florida cities and outpace industry aver-
ages. Lane says “Florida represents one of
the most attractive regions of the country™
in which to own radio. He also cites recent
reprograming efforts at some Paxson sta-
tions as having helped boost margins.,

“At first glance. the price appears
high, but Clear Channel is a shrewd
buver and T think this will go down as
another good deal for theny,™ savs broker
Michael Bergner ot Bergner & Co.in
Boca Raton, Fla. “The higher muliple
may be justilied because these stations
have some upside.” =
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The billion-dollar bankers behind today’s biggest TV and
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CBS TV sales gets
new commission

Karmazin sets higher sales goals,

takes salespeople off salary
By Steve McClellan

owned television sales force. sales
reps in the division will work on
straight commission starting July |.

I n an eftfort to motivate the CBS-

abot the new compensation plan
“There’s a4 new viewpoint on the
partof the TV station managers that
they need 1o sell more advertising
this vear than last.” Karmazin told a
group of investors attending the

| according 1o Mel Karmazin, chairman,
CBS Suations Inc. Karmazin 100k con-

Montgomery Securities media con-
ference in New York last week. He

for the post office and not for us,” Karmazin

Earning a salary is “why people go to work \
says of the new compensation plan.

ol of the owned TV group in May. The
TV stanion sales reps now carn about
75% of their compensation trom salary.,

Euarning a salary is “why people go
to work for the post oftice and not for
us,” Karmazin said of those sales
staffers who were not enthusiastic

acknowledged that the CBS-owned
TV stations—particularly in the top
markets—have been under-perform-
ing both in ratings and in sules.
While ratings improvements will

come as stiations improve their overall |

quadity. “we are also going to gener-

| ate more revenue with what we have
now.” he said. The CBS executive
essentially contirmed that he huas
imposed tough new targets tor the
| CBS stations: “I am happy 1o report

PolyGram Television has acquired the
U.S. distribution rights to Alliance
Communications’ production of Total
Recall: The Series.

Neither of the film's original stars—
Arnold Schwarzenegger and Sharcn
Stone—uwill be involved with the series,
but PolyGram Television President
Bob Sanitsky says the series will rival
Star Trek and cther sci-fi hits. A budget
of nearly $30 million has been put
together for the production of 22 hour
episodes.

Based on the 1991 box office hit
“Total Recall,” the syndicated sci-fi/
action hour is targeted for fall 1998.

“This is a very expensive production
if done right,” says Sanitsky, who took
over the reins at PolyGram Television
three months ago. “We want to create

something that is a very high-end product. The audi-
ence is going to anticipate something like Star Trek,

and we hope to give them just that.’

Ron Shusett has been retained by PolyGram and

TATAL
HELALL

T4er sERILES

e e o

‘Total Recali 'is targeted for fail 1398.

.~ PolyGram has ‘Total Recall’

Alliance as a creative consultant for
the series. Shusett was the producer
and co-writer of the theatrical release,
which was based on the novel by sci-fi
cult favorite Philip K. Dick.

“Total Recall” claimed more than
$150 million in U.S. theaters and
nearly the same amount internation-
ally. Drew Levin, chairman of Team
Entertainment Group, from which
PolyGram purchased the domestic
rights, says the series will blend
action adventures with top-dollar
special effects.

“With the success of Xena and Her-
cules, we're starting to see a million
syndication clones,” says Sanitsky. “All
the others...are trying to be third
through eighth in the genre. We want
to be number one, and we're spending

that kind of money on this.
The series, which will be produced in Canada at

Alliance Communications” production facilities, has yet

to be cast.

—IJs
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that investors will see. as soon as the |
third quarter. a turnaround in the big
markets on the top line, and you will
se¢ revenue growth.” Karmazin said
there is i “no-excuse attitude™ tow ard
improving sales performance at the |
group. L will not stand in front of
imvestors and give vou any reassons
wny we have not increased our rev
enue.... The only answer is we should
be increasing our revenue.”

On a recent trip to wiz-rv Boston,
Karmasin recalled, staffers ashea if he
were serious about selling more adver-
tising in the second hall of 1997 than in
the second hall of 1996, when palitical |
advertising reached an all-time high. 1 |
told them the company would not stop |
them trom selling political adventising. |
I don™t care.” |
Karmuzin said he was “highly confi- ‘

|

dent” that the owned-TV group would
achieve the higher revenue goals—in
part by putting more sialespeople on the
street, a process that has already begun.

His presentation was a pitch 1o

S YNDII
0’Boyle returns to ‘Extra’

Maureen O’ Boyle is returning 1o War-
ner Bros. Domestic Television Distrib-
ution’s Extra as a co-host. O’ koyle
was previously a senior correspondent
and weekend anchor for the slow
betore leaving in 1995 to host her own
talk show. /i Person with Maureen

O’ Boyle. O'Boyle will join co-host
Brad Goode sometime in early July.

Station ‘Bounty’

[ Affinity Television’s action hour
Bounty Himiters has cleared all of the
1ep 10 markets and 80% of the coun-
try for a second season. Top market
clearances include wwoRr-Tv New
York. KCAL(TV) Los Angeles and
wPwR-TvV Chicago. Atfinity has also
cleared paranormal hour Looking
Bevond in nine ol the 1op 1 markets
and 75% of the country for fall "97.
Top clearances include KABC-Tv Los
[ Angeles. WATL{IV) Atlanta and
KRON-TV San Francisco.

‘Conan’ clears

Weekly action series Conan has been
cleared on 110 stations covering 85%
ot the country. Conan is a co-produc-
[ tion of Western International Syndi-
cation. Keller Entertainment Group
and ZDF Enterprises. The show will

— _— S
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‘Vibe’ tunes up |

Columbia TriStar Television Distribu-
tion executives were putting the final
touches on their late-night series Vibe
last week with the announcement of
some personnel appointments. T.
Sean Shannon was named head
writer. Shannon most recently wrote
for The Tonight Show with Jay Leno
and has alsc worked on In Living
Colorand House of Buggin. Bill Royce
was named executive in charge of tal-
ent. Royce's credits include Today,
Larry King Live and The Tonight
Show with Jay Leno. Daniel Salzman,

Chris Spencer will host *Vibe,’

from QDE (Quincy David Entertainment) and son of QDE’s David Salz-
man, has joined the show as senior producer, as has Annette Grundy.
Grundy's credits include Jerry Springer and Jenny Jones. Bo Banks, for-

merly a production executive with Jenny Jones, will be Vibe's line produc-

er. Executive producers are Quincy Jones, David Salzman and Daniel

Kellison.

The show, which will debut Monday, Aug. 4, from Stage 46 on the CBS
Television City lot in Los Angeles, has been cleared on 202 stations rep-

C AT
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NSS POCKETPIECE | | Taking off |
Top ranked syndicated shows for the week ending Tribune Entertainment’s annual spe-
June 15, as renarted by Nielsen Media Research, Num- cial, Macy's Fourth of July Fireworks |
bers represent average audlence/slations/% coverage. 3 g g .
T iheal oPRBEN 10.5226/98 Spectacular, has has been sold in 141 ‘ |
2. Jeopardy! 8.2/217/98 markets representing Y0% of the coun- |
3. Oprah Winfrey Show 7.4/228/99 try. This year will be the 21st edition ‘
2 g:lr:;:;"pm"emem ;:gggggg of the special. Cleurances include
6. Sally Jessy Raphael 5.6/196/96 wrix(Tv) New York, KTLA(TV) Los I
6. Simpsons 5.6/205/96 Angeles and WGN-Tv Chicago. |
8. Entertainment Tonight 5.2/187/96 |
9. Xena: Warrior Princess 5.0/216/97 . I
10. Hercules, Journeys of 4.7/225/98 comlc pOSS|b|I|t|eS
11. Rosle O'Donnett Show 4.3/215/96 4 9
11. Star Trek: Deep Space Nine  4.3/232/97 Twentieth Television and Telescene
13. Montel Williams Show 3.9191/96 Film Groups huve begun production
- :g‘u’:: L g e o in Montreal on a live-action/anima-
14. Wheel of Fortune—wknd 1.813771 tion series, Srident Bocties. which has
— been cleared on Fox O&Os for a Sep-
T / tember start. The weekly half-hour
oy comedy chronicles a group of high
debut the week of Sept. 22. school students who run an under-
ground comic book.
Roseanne list grows
King World has added CBS 0&0O Men at work
| KPIX-TV San Francisco to its list of top | Summit Media’s animated strip Mr. [
market clearances for its Roseanne Men has been cleared in 19 of the top !
talker. KW has also closed a deal with | 20 U.S. markets and 95 of the top |
NBC O&Os in five of the top 10 mar- | 100 for its first season. Mr. Men’s
kets (B&C, June 23). The company clearances include KCAL(TV) Los
has declared the show a “firm go” tor | Angeles. wcit-Tv Chicago and
two years. King World ofticials, who wrPIX(TV) New York. Forty half-hour
say no CBS group deal is pending, episodes of the children’s series are
intend 10 sell the show market by mar- | being produced by Summit. a divi- [
ket. The show debuts in fall 1998, sion of 4 Kids Entertainment.—I$ . |
— S ——— - J
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investors to buy Westinghouse stock.
which Karmazin said was undervalued
given the company’s dominant posi-
tion in radio and its vast upside poten-
tial in television. Wall Street reacted
tavorably to the speech. boosting
Westinghouse's stock last Wednesday
by 11/16.10 $23.25.

Karmazin confirmed analysts™ esti-
mates that the CBS radio division
would generate $600 million-$700
million in cash flow next year—
enough to cover Westinghouse's
interest and debt payments tor the
year. That would leave a “tremendous
amount” of free cash flow. which he

said could be used to make further

acquisitions (both radio and televi-
sion) and to buy back company stock.

He also predicted that revenue growth
in radio would continue to be strong.
The industry is up 10% in revenue
through June, while CBS's tirst-quarter
radio revenue was up 18% and cash tlow
wits up more than that. he said.

The radio industry as a whole com-
mands about 7% of the advertising pic.

Broadcasting

Stringfellow tops KW sales

Stu Stringfellow, executive vice president,
domestic television sales, for King World Produc-
tions, has been named president of domestic
television sales. He assumes the post left vacant
when Bob Jacobs left the company last Novem-
ber. Stringfellow will oversee distribution of King
World's six existing first-run series and the new
Roseanne talker. Stringfellow has been with King
World since 1985, when he opened the compa-
ny's Chicago sales office. Before joining the com-
[ pany he had sales stints at CBS, Twentieth Cen-
tury Fox and Columbia Pictures Television.

—ISE Stringfellow

roughly the same percentage it had 30
years ago. “The rescarch shows that
people spend three hours and thirty
minutes aday ™ listening to radio. about
40% of the time they re exposed to
media. Karmazin said.

CBS Radio has opencd sales

| papers and more with radio. A ninth

offices in eight of the top 10 markets |

for the sole purpose of generating
new business—mainly by persuading

| said he would have

advertisers to spend less with news- |

sales office.
open shortly.,

One investor was concerned that
CRBS is spending too much 1o get sports
rights—particularly for the National
Football League—that won’t provide a
good return on investment. Karmazin
“uscat at the able
to make sure we are prudent in how we
approach sports righls." »

in Philadelphia, will

Fox gains, NBC leads in off season

Fourth network gets sonte boost fron originals

By Lynette Rice

ointing to the success of its small
P slate of original programing. Fox
last week reported the highest
gains of the Big Four in key adult
demos und households for the first four
weeks of the summer season.
Although ratings usually slide as te
reruns mount. since the end of the 1996-
97 seuson Fox has posted a 10% gain in
adults 18-49 (3.2 versus last year's 2.9)

and a 7% gwin in houscholds (4.8 versus
a 4.5). 1t also recorded double-digit rat-
ing gains among adults 25-54 and adults
25-49.

ABC. in comparison, saw ratings
drop [4% inthe 18-49 group (3.7 versus
last year's 4.3). Houscholds fell 16%
(6.7 versus 8.0). Drops were minimal at
NBC and CBS. with both secing a 3%
decline in adults 18-49,

While new Fox shows like Bevond
Belief: Fuct or Fiction, not to mention

Brogliatti

Brogliatti gets corporate post

Barbara S. Brogliatti last week was named to
the newly created post of senior vice president,
corporate communications, for Warner Bros.
Inc. Brogliatti has been the company’s senior
vice president, worldwide television publicity,
promotion and public relations since 1995. In
her new position, Brogliatti will serve as the offi-
cial spokeswoman and chief press officer for
Warner Bros.,
corporate and business press. Before joining
Warner Bros., she worked in publicity for Lori-
mar Television and Embassy Communications.
She also headed her own firm, The Brogliatti
Company.

responsible for the company's

—Is
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Jeld at 13.0/26. Yet ABC's 20/20 and

| original movies like last week™s LA
Jolnis. are performing better than re-
peats of Melrose Place and Beverly
Hills, 90270, NBC still holds the cards |
for summer, |

NBC—relying on a "It's New To
campaign to boost its reruns— |
averaged a9.9/19 in houscholds for the
first four weeks of summer. a cool lead
over CBS's 7.5/14. ABC's 6.7/12 and
Fox's 4.8/9. In 18-49s. NBC held the
p spot with a 6.2/20. a significant
lead over ABC's 3.7/12 and CBS's
3.0/10.

Helping mautters are the news-
magazines. which are enjoying top
spots in the weekly top 10, During the
week of June 16-22. Dateline NBC on
Monday carned a respectable number-
two ranking of 12.2/22_ behind Sein-

PrimeTime Live also performed well.
garnering a 11.3/20 and 10.6/19
respectively. while CBS's o) Minutes
finished up at number-eight with a
10.0/21,

Inall. NBC held on to its lead during
June 16-22 with an R.1/15 in house-
holds and a 4.6 rating in 18-49s. CBS
wias number-two in houscholds with
6.8/13. followed by ABC a1 6.3/12 and
Fox with 4.6/9. [ ] J
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Broadcasting & Cable Special Report §

You simply won’t behave.
Entertaining us wasn’t enough for you.
From primetime to sports to news to kids TV,
you had to be innovative,
to challenge us.

You got what you wanted.
Television will never be the same.

Not to mention that you don’t respect your elders.
Airing the Emmys wasn’t enough for you.
Oh,no . ..

You had to get the Super Bowl,
the NHL & Major League Baseball, too.

You couldn’t be content with 100 affiliates in 1987.
Of course not.

You had to go and become a network.

You break the rules constantly.
But, then again . . . yeu’re Fox.
Why should we expect anything less?

e
1987-1997

ANNIVERSARY

Broadcasting & Cable Salutes
Fox Broadcasting’s 10th Anniversary

On September 8, Broadcasting & Cable salutes Fox Broadcasting Company on a landmark “irst decade full of
b-eaking barriers and setting new p-ecedents. Fox is on the cusp of an aggressive new futLre, and our special
report on the fourth network’s 10th year is the perfect opportunity for you to tell this television maveick what
you think about its exceptional success. Call today to reserve your ad space.

Issue Date: September 8 ¢« Ad Close: August 29

ONE MARKETPLACE, ONE MAGAZINE.

Advertising Offices: New York 212.337.6940 los Angeles 213.549.4113
Wes'ern Technology/Cable 317 815.0882 washington D.C. 202.659.2340
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Broadcasting

UK awards digital frequencies

By Nicole McCormick

he stage is set tor the kwneh ol
the first digital terresurial TV ser-

vices in the UK. The Independent
Television Commission. Britain’s TV
regulating body. has awarded alt three
commercial multipleaes (groups of Ire-

quencies) 10 British Digital Broadeast- |

ing, a joint venture of 1TV companies

Granada Group and Carlion Communi- |

cations. BDB hus until August 1998 10
launch.

News Corp.~bucked UK pay-TV
operator BSkvB was forced to with-
draw from BDB after the I'TC said
BDB could not win a license with

with premium Sky Movies, The Movie
Channel and Skyv Sports. BSkvB also
will handle subscriber management
Services.

Skv's premivm channels now will he
available across all delivery modes:
satellite. cable and digital terrestrial
television. The main check on BSkyB's
dominance. however. could be the
introduction of regulations that forbid
the bundling of Sky channels. BSkyvB
currently has cable operators over a
barrel. Torcing them to take all or none
of Skv’s popular premium channels.

Thirty digital terrestrial channels
eventuilly will be on the air. BDB will
launch a F3-channel package including

Sky's equity participation because of | the planned BBC-Flextech channels
anticompetitive concerns. But Sky will

BBC Horizans (natural historv). BBC

One-TV (music) and four Granada
channels, Terrestnul broadeasters
BRCI. BRC2. ITV. Channel 4 and
Channel 5/84C in Wales ulso were
evaranteed frequencies. The BBC was
awarded a single multiplex. which can
accommodate about five channels.
BBC plans 1o launch existing services
BBC1 and BBC2 plus a new 24-hour
news channel and widescreen versions
ol BBC1 and BBC2.

ITC CEOQ Peter Rogers admitied
that the ITC prelerred BDB s rival
bidder Digital TV Nerwork's pro-
graming slate. which included
“shightly more in terms of new chan-
nels.” But the ITC was concerned
about DTN's husiness plan. which
depended on parent NTL raising mare

still be BDB™s main program supplier |
Ne—f e

Sivie/Showcase ifestyle/libriryy and

moncey. ]

N I

Walden upped

at 20th

X On the heels of a
successful development sea-
son far dramas, Dana Walden
was named senior vice presi-

dent of drama for 20th Cen-
tury Fox Television last
week, from vice president in
charge of drama. Reporting to
president Sandy Grushow, Walden will oversee the
studio’s drama department, including current program-
ing and development. “Dana’s promaotion is in recogni-
tion of the tremendous woark she's done over the past
year, piloting the studio to its most successful sates
season ever in the drama area,” Grushow says. With
nine series, 20th Century Fox Television is the leading
supplier of prime time network dramas for the 1997-98
seasaon: the new Ally McBeal, The Visitor and 413
Hope St. for Fox and Nothing Sacred for ABC, as well
as veterans The X-Files and Miliennium (Fox), Chica-
go Hope (CBS), The Practice (ABC) and Buffy the
Vampire Slayer (The WB).

Thriller from Scripps Howard

Scripps Howard Productions has bought the rights to “A
Thin Dark Line, " the best-selling novel from Tami Hoag,
for production as a two-hour movie for ABC. Hoag's
previous best-seller “Night Sins" was produced by the
Santa Moenica, Calif.-based production company as a
four-hour CBS miniseries that aired during the February
sweeps. Jacqueline Zambrano, the creator and execu-
tive producer of USA Network’s The Big Easy, is writing
the teleplay. “A Thin Dark Line” is a psychological
thriller about a young policewoman who continues an
investigation into a murder after ithe case is dismissed
by the court.

Cast changes

Look for new cast members on NBC's ER and Fox's
Meirose Place come fall. Alex Kingston (PBS miniseries
Moll Flanders) will join the cast of the Warner Bros.
drama as surgeon Elizabeth Corday. She'll be intro-
duced in the premiere episode. Over at Fox, Jamie
Luner (The WB's Savannah) and Linden Ashby (Wyatt
Earp, Mortal Kombat) will show up on Melrose Place.
Ashby will be introduced in the season premiere as Dr.
Brett Cooper, while Luner will sign aon in the fourth
episode as Coop's ex-wife, Lexi Sterling.

Kids are Paramount

The Paramount Stations Group will launch a “Kids Are
Paramount” public service campaign July 1. Designed
for viewers ages 6-12, the campaign will include public
service spots and printed guides that tackle such issues
as citizenship, substance abuse, heaith, the environ-
ment, violence and cultural diversity. It also will include,
for Paramount-owned stations, haif-hour specials host-
ed by Marcus Paulk, who stars in UPN's Moesha, and
produced by Simon & Schuster, the publishing arm of
Viacom Inc.

‘Another World’ to conquer for Rivers

Add soap diva to Joan Rivers’ list of accomplishments.
The comedian will guest-star on the NBC daytime
drama Another World July 9.

Paramount signs Nathan

Paramount TV has signed an overall deal with producer/
novelist Robert Nathan to develop TV series, telefiims
and miniseries. Nathan's television credits include serv-
ing as executive producer/co-creator of NBC’s shortlived
Prince Street last season as well as executive producer
of CBS' The Client. From 1994 fo 1995, he served as
co—executive producer on NBC's ER. Nathan is repre-
sented by William Morris's Lenny Noveck. —LR
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- ’ Ratings according to Nielsen
: ' June 16-22
KEY: RANKING/SHOW [PROGRAM RATING/SHARE| = TOP TEN SHOWS OF THE WEEK ARE NUMBERED IN RED « TELEVISION UNIVERSE ESTIMATED AT 97.0 MILLION HOUSEHOLDS: ONE RATINGS POINT=970.000 TV HOMES
YELLOW TINT IS WINNER OF TIME SLOT = {NR)=NOT RANKED: RATING /SHARE ESTIMATED FOR PERIOD SHOWN = ‘PREMIERE = SOURCES: NIELSEN MEDIA RESEARCH, CBS RESEARCH = GRAPHIC BY KENNETH FAY
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Katz Media reorganizes

By Steve McClellan
atz Media Group announced a
reorganization last week that will
do away with Katz National

Television. the division that represents |

independent stations.

In addition, Katz-owned Seltel gets a
new president (Jack Higgins). becomes
part of the Katz Television group of
companies and will move its facilities
next year 1o the New York otfice build-
ing where Kaltz is housed. However. a
spokesperson said that Seltel will
remain a separate rep firm.

Higgins. who reports to Jim Beloyia-

|

nis, president ot Katz Television
Group. replaces Donald Robinson,
who becomes a consultant to Katz.
Higgins has been with Katz since 1978.
most recently as president of Katz Con-
tinental for seven years.

Katz also announced that Michael
Hugger has been promoted to president
of Katz TV, overseeing both Katz
American and Katz Continental. and
reporting to Beloyianis. A 22-year Katz
veteran. Hugger most recently was pres-
ident of the Katz American division.

The company said that the dozen sta-
tions repped by Katz National. as well
as the division’s employes. would be

The week’s tabulation
of station sales

COMBOS

WZNZ(AM), WNZS(AM), WROO(FM},
WPLA(FM), WFSJ-FM and WTLK-FM*
Jacksonville, WSIT(FM) and WZTM{AM)
Lakeland and WIOD(AM)*, WFKZ(FM)*,
WAVK(FM)*, WKRY(FM)*, WFTL(AM),
WPLL(FM), WINZ(AM)-WLVE(FM) and
WZTAIFM) Miami/Fort Lauderdale;
WSHE(FM)*, WTKS(FM)*, WQTM(AM),
WMGF(FM), WWNZ(AM) and WIRR(FM)
Orlando; WPAP-FM*, WDIZ(AM)-WFSY
(FM), WPBH(FM)* and WSHF(FM) Pan-
ama City; WYCL (FM)* and WTXX({FM)*
{formerly WOWW) Pensacola; WNLS
(AM)-WTNT(FM)*, WSNI{FM)*, WIZT
(FM)* and WXSR{FM)* Tallahassee;
WHPT FM), WKES(FM) and WHNZ{AM)
Tampa/St, Petersburg and WKGR{FM}*,
WOLL(FM)*, WBZT(AM)* and WEAT
(AM)* West Palm Beach, all Fla.; and
WPTN{AM)-WGSQ{FM) and WHUB(AM)-
WGIC-FM (formerly WHUB-FM)

|

Proposed station trades

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

THIS WEEK:
Tvs$0-0
Combos $731,480,000 - 8
FMs - $101,415,000 - 6
AMs 514,150,000 - 3
Total - $847,045,000 ~ 17
SO FAR IN 1997:

TVs $3,731,488,000 - 58
Combos —$5,597,209,904 - 168
FMs - $1,447,306,298 — 199
AMs 1 $188,896,395 - 101
Total - $10,965,300,597 528
SAME PERIOD IN 1996
TVsi1$2,483,343,896 — 49
Combos - $3,609,970,359 — 198
FMs$1,157,074,253 1 211
AMs 1 $120,295,404 - 113
Total £$7,370,683,912 - 571

Source: BACADCASTING & CABLE

Nashville, Tenn.
*seller is in process of buying

The person you describe

is the person We deliver.

Joe Sullivan & Associates, Inc.
Executive Search & Recruitment

9 Feather Hill, Southold, NY 11971
(516) 765-5050

Broadcasting + Cable + Satelite * Entertamment
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Price: $693 million (includes six radio

—_—

reassigned to Katz American or Katz
Continental over the next several
months. Groups with stations that are
affected include Scripps Howard. Clear
Channel Communications. Argyle
(soon to be merged with Hearst).
Bahakel Communications and McKin-
non Broadeasting.

Katz also said it was merging its TV
and radio marketing departments under
the direction of Bonnie Press. president
of Katz Radio Group Dimensions.
which will become Katz Dimensions.
Also being consolidated are TV and
radio data systems. information man-
agement and suales research and support
units. All of these units will report w0
Gerry Boehme. who is being named
senior vice president. information sys-
tems and strategic support. ]

| networks; two minor-league sports

teams; 526 billboards)

Buyer: Clear Channel Communica-
tions Inc., San Antonio, Tex. (L.
Lowry Mays, president) ; owns/con-
trols waws(Tv} (LMA with wTEV[TV))
Jacksonville, wHYI-FM, WBGG-FM,
WRTO(FM}, WAQI(AM) and WQBA-AM-FM
Miami/Fort Lauderdale; wPMI(TV)
(LMA with wJtc[tv]) Pensacola, Fla.,
and wMTX-AM-FM and WRBQ-AM-FM

| Tampa/St. Petersburg. Clear Channel
| owns/is buying 146 other radio sta-

=

tions and 11 TV stations.

Seller: Paxson Communications
Corp., West Palm Beach, Fla. (Low-
ell W. “Bud” Paxson, chairman/own-
er}); owns/is buying/building 40 TV
stations; owns Infomall Television
Network; is buying Travel Channel
Facilities: wznz: 1460 khz, 5 kw;
wNzs: 930 khz, 5 kw; wroo: 107.3
mhz, 100 kw, ant. 705 ft.; weLa: 93.3
mhz, 50 kw, ant. 462 ft.; WFsJ-FM:
97.9 mhz, 50 kw, ant. 482 ft.; wTLK-
FM: 106.5 mhz, 6 kw, ant. 328 ft.;
wsJT: 94.1 mhz, 100 kw, ant. 1,059
ft.; wzTm: 820 khz, 50 kw day, 1 kw
night; wion: 610 khz, 10 kw; wrKz:
103.1 mhz, 25 kw, ant. 250 ft.; wavk:
106.3 mhz, 3 kw, ant. 112 ft.; wkRy:
93.5 mhz, 31.5 kw, ant. 75 ft.; wrTL:
1400 khz, 1 kw; wpeLL: 103.5 mhz,
100 kw, ant, 1,007 ft.; winz: 940 khz,
50 kw day, 10 kw night; wive: 93.9
mhz, 96 kw, ant. 1,006 ft.; wzTa: 94,9
mhz, 100 kw, ant. 1,007 ft.; wSHE:
100.3 mhz, 100 kw, ant. 1,597 ft.;
wTks: 104.1 mhz, 100 kw, ant. 1,609
ft.: watMm: 540 khz, 50 kw; WMGF:
107.7 mhz, 100 kw, ant. 1,584 ft.;
wwnNz: 740 khz, 50 kw; wJRR: 101.1
mhz, 100 kw, ant. 1,598 ft.; wPAP-FM:
92.5 mhz, 100 kw, ant. 930 ft.; woiz:
590 khz, 1.7 kw day, 2.5 kw night;

l
|
|
|
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wFsY: 98.5 mhz, 100 kw, ant. 1,090
ft.: wreH: 94.5 mhz, 100 kw, ant. 991
ft.; wsHF: 99.3 mhz, 50 kw, ant. 519
ft.; wrcL: 107.3 mhz, 100 kw, ant.
1,407 ft.; wTxx: 93.5 mhz, 1.3 kw,
ant. 859 ft.; wnLs: 1270 khz, 5 kw;
WTNT: 94.9 mhz, 100 kw, ant. 840 ft.;
wsni: 107.1 mhz, 100 kw, ant. 981 ft.;
wJzT: 100.7 mhz, 11.3 kw, ant. 489
ft.; wxsr: 101.5 mhz, 50 kw, ant. 476
ft.; wHpT: 102.5 mhz, 100 kw, ant.
1,776 ft.; wkes: 101.5 mhz, 100 kw,
ant. 1,358 ft.; wrunz: 570 khz, 5 kw;
WKGR: 98,7 mhz, 100 kw, ant. 1,381
ft.; woLL: 94.3 mhz, 1.26 kw, ant. 480
ft.; wezT: 1290 khz, 5 kw; weaT; 850
khz, 5 kw day; wpTn; 780 khz, 1 kw
day; wgsQ: 94.7 mhz, 100 kw, ant.
1,219 ft.; wHUB: 1400 khz, 1 kw; waic- |
FM. 98.5 mhz, 50 kw, ant. 492 ft. |
Formats: WzZNZ: news; wNzs: sporls; |
WROO: country; WPLA: classic rock; [
WFSJ-FM: jazz; wWTLK-FM: entertain-
mentitalk; wsiT: jazz; wzTMm: sports;
wioD: news/talk; wrkz, wavk: AC:
wkRyY; soft AC; wrTL: talk; weLL: AOR;
WINZ: news, sports; wLVE: new AC;
wzTA: classic rock; wsHe: AOR; wTks:
talk; waTm: sports; wMmGF: soft AC;
WWNZ: news:. WIRR: AOR; wraP-FM:
modern country; wpiz: sports, talk;
wFSY: lite hits; wreH: classic hits;
WsHF: AC; wycL: country; wTxx: hit
country; wnLs: news/talk; WTNT: -
country; wsNI. good time oldies;
wJzT: '80s and '90s; wxsR: alterna-
tive; wHPT: AC; wkes: religion; wHNZ:
news; WKGR: classic rock; woLL.:
oldies; wBzT: news/talk; WEAT: news;
wpPTN; news/alk; wasa; C&W; wHuB:
country; wGic-Fm: AC

Adviser: Communications Equity
Associates

KTOF(AM)-KHAK{FM) and KDAT(FM)
Cedar Rapids, lowa

Price: $15 million

Buyer: CapStar Broadcasting Part-
ners LP; Austin, Tex. {Thomas O.
Hicks, owner); owns/is buying 163
FMs and 76 AMs

Seller: Quass Broadcasting Co.,
Cedar Rapids (Mary Quass, presi-
dent); no other broadcast interests
Facilities: kTOF: 1360 khz, 1 kw day,
124 w night; kHak; 98.1 mhz, 100 kw,
ant. 485 ft.; kpaT: 104.5 mhz, 100
kw, ant. 500 ft.

Formats: KTOF: Christian; KHAK: coun-
try; KDAT: soft rock

Broker: Media Venture Partners

WTLC-AM-FM Indianapolis

Price: $15 million cash

Buyer: Emmis Broadcasting Corp.,
Indianapolis (Jeffrey Smulyan, presi-
dent); owns WENS-FM, WNAP-FM and
wisc(am} Indianapolis. Emmis owns/

SR
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is buying 11 FMs and 3 AMs.

Seller: Panache Broadcasting LP,
Bala Cynwyd, Pa. (Chartes D.
Schwartz, president); no other
broadcast interests

Facilities: AM: 1310 khz, 5 kw day, 1
kw night; FM: 105.7 mhz, 50 kw, ant.
449 ft.

Formats: AM: gospel; FM: urban
Broker: Star Media Group Inc.

KZRK-AM-FM Amarillo, Tex.

Price: $2.5 million (default on note)
Buyer: United Heritage Corp., Cle-
burne, Tex. (Walter G. Mize, presi-
dent/84% owner}; no other broad-
cast inferests

Seller: Madison Radio Group Inc., Fort
Worth (Stanley L. Vick, court-appoint-
ed interim operator/VP of buyer); no
other broadcast interests

Facilities: AM: 1550 khz, 1 kw day;
FM: 107.9 mhz, 96 kw, ant. 1,322 fi.
Formats: AM: AOR; FM: rock

WGIG(AM) Brunswick, Ga., and WYNR
(FM) Darien/Brunswick

Price: $2.125 million

Buyer: Root Communications Ltd.,
Daytona Beach, Fla. (James L.
Devis, president; Susan S. Root
Revocable Trust, owner); owns
WMOG({AM), WHFX (FM) and WFGA(AM)-

WBGA(FM) Brunswick/Savannah, Ga.
Root owns/is buying one TV, 14 FMs
and three AMs.

Seller: Stewart Broadcasting Inc., St.
Simons Island, Ga. {J. Wayne Stew-
art, president). Stewart stockholders
have LMA with wokr(Fm) Folkston,

| Ga.

Facilities: AM: 1440 khz, 5 kw day, 1

kw night; FM: 107.7 mhz, 50 kw, ant.
403 ft.

Formats: AM: news/talk; FM; country

KBID{AM) Bakersfield, Calif., and
KLYD(FM} Shafter/Bakersfield

Price: $1.5 million

Buyer: Anthony S. and L. Rogers
Brandon, Towson, Md.; are buying
wGcx-Fm Fairhope, Ala.; selling kkcL -
Fm Lorenzo/Lubbock, Tex. (see items,
below). In various arrangements,
Brandons own/are buying 14 FMs
and 10 AMs.

Seller: Southpaw Communications
inc., Bakersfield (James R. Darling,
president); no other broadcast inter-
ests

Facilities: AM: 1350 khz, 1 kw day, 33
w night; FM: 104.3 mhz, 3 kw, ant.
308 ft.

Formats: Both adult standards
Broker: Kalil & Co.

(

\

Bliss Communications, Inc.
S.H. Bliss, President

has agreed to acquire

WRJIN(AM) and WEZY(FM)

Racine, Wisconsin

for

$5,000,000

from

M.G. Radio, L.L.C.

Gregory Marcus and Anthony Gazzana, Principals

Patrick Communications represented the parties
as exclusive broker for this transaction.

p PATRICK CrmiNICATIONS

\_

5074 Dorsay Hall Dnve ® Suite 205 ® Ellicott City, MD 21042 * 410-740-0250
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KFWJ(AM)-KBBC{FM) Lake Havasu
City, Ariz.

Price: $1.3 million

Buyer: Mad Dog Wireless Inc., Lake
Havasu City (Rick L. Murphy, CEO/
57% owner); owns KZUL-FM Lake
Havasu City

Seller: London Bridge Broadcasting
Inc., Lake Havasu City (Lee R.
Shoblom, president); no other broad-
cast interests

Facilities: AM: 980 khz, 1 kw day, 53
w night; FM: 101.1 mhz, 100 kw, ant.
988 ft.

Formats: AM: MOR; FM: CHR

WCIT(AM)-WLIM(FM) Lima, Ohio
Price: $1.055 million

Buyer: Forever of Chio LLC, Altoona,
Pa. {Kerby E. Confer and Donald J.
Alt, members). Confer and Alt each
own 40% of Forever Broadcasting
LLC, which owns wyrx{Fm)} Lima; is
buying wkmc(am) Roaring Spring, Pa.
(see item, below). Forever Broad-
casting owns/is buying 13 FMs and
eight AMs.

Seller: Allen Broadcasting Co. Inc.,
Lyndhurst, Ohio (David Skylar, presi-
dent}; no other broadcast interests
Facilities: AM: 940 khz, 250 w day;
FM: 104.9 mhz, 3 kw, ant. 260 ft.
Formats AM: news/talk; FM: AC

|

Broadcasting

e -

Amphf:cat:ons

M Biernack Brokerage was the bro-
ker for the $1.3 million sale of kmzx
(Fm) Lonoke/Little Rock, Ark., from |
Willis Broadcasting Corp. to Arkan-
sas Media LLC (B&C, June 16). |
M Jerry Johnson was the broker for |
the $1.4 million sale of kLTC{AM)- l
KCAD(FM) Dickinson, N.D., from
Wester Media & RoughRider Com- l
{ munications Inc. to Roberts Radio
| LLC {Bs&C, June 9). J

KDGE-FM and KZPS-FM Dallas

Price: $83.5 million

Buyer: Chancellor Media Corp., Dal-
las (Scott K. Ginsburg, president);
owns Ksky{am) Dallas; is buying
KHKS(FM) Dallas. Chancellor owns/is
buying 99 radio stations

Seller: Bonneville International Corp.,
Salt Lake City (Bruce T. Reese,
president; Corporation of the Presi-
dent of the Church of Jesus Christ of
Latter-Day Saints, owner}; ownsf/is
buying two TVs, 12 FMs and 4 AMs.
Facilities: kDGE-FM: 94.5 mhz, 100 kw,
ant. 1,896 ft.; kzrs-Fm: 92.5 mhz, 96

ENTERCOM

has acquired

KSEG-FM & KRXQ-FM

Sacramento, California

from

JACOR COMMUNICATIONS
$45, 000 000

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

Kalill & Co., Inc.

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

www americanradiohistorvy com

| kw, ant. 1,591 ft.

e —

Formats: KDGE-FM: alternative rock;
KZPS-FM: classic rock
Broker: Star Media Group Inc.

WDGE(FM) Wakefield-Peacedale/
Providence and WDGF(FM) Middle-
town/ Providence, R.l.

Price: $8.5 million (includes Edgenet
Internet access provider)

Buyer: Citadel Broadcasting Co., Big-
tork, Mont. {Lawrence R. Wilson,
president/19.1% owner; ABRY Broad-
cast Partners Il LP, 37.2% owner); is
buying wLkw({am)-wwLI{FM} and wpPRro-
AM-FM Providence and kLky(Fm) Mil-
ton-Freewater, Ore./Tri-Cities, Wash.
{see item, below). Citadel owns/is
buying 56 FMs and 25 AMs.

Seller: @ wDGE: Urso Major Broad-
casting Co. (Philip Urso,
president/owner); no other broadcast
interests @ wDGF: Bear Broadcasting
Co. (Natale Urso, president/father of
Philip); owns WERI-AM-FM
Westerly/Block Island, waDK{Am}
Newport and wpmz{am) Providence,
R.l.

Facilities: wDGE: 99.7 mhz, 2.3 kw,
ant. 535 fi.; woGr: 100.3 mhz, 3.35
kw, ant. 295 ft.

Formats: wDGE: alternative; wpGr:
dance

WZBQ(FM) Carrollton/Tuscaloosa, Ala.
Price: $3.2 million

Buyer: CapStar Broadcasting Part-
ners LP; Austin, Tex. (Thomas O.
Hicks, owner}); owns waax(Am)-
WQEN(FM), WACT-AM-FM and wTxT-FM
Tuscaloosa; is buying combo in
Cedar Rapids, lowa (see item,
above), and kzzs(rm) Poteau, Okla.
{see item, below). Capstar owns/is
buying 164 FMs and 76 AMs .
Seller: Grant Radio Group LLC,
Tuscaloosa (Walter Grant, presi-
dent); no other broadcast interests
Facilities: 94.1 mhz, 100 kw, ant.
1,007 ft.

Format: CHR

| Broker: Stan Raymond & Associates

KKCL-FM Lorenzo/Lubbock, Tex.
Price: $3.15 million

Buyer: CapStar Broadcasting Part-
ners LP (see item, above)

Seller: Anthony S. and L. Rogers
Brandon (see Comba item, below)
Facilities: 98.1 mhz, 50 kw, ant. 436 ft.
Format: Oldies

Broker: Whitley Media

WFGO(FM) Erie, Pa.
Price: $1.565 million
Buyer: William Fleckenstein, Hub-
bard, Ohio; no other broadcast inter-
ests

Continues on page 94
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Radio Celebrates Its Creative Side

adio took a moment to celebrate itself on
Judk 11, when the sixth annual Radio-Mercury
Aflirds ceremony convened in the Grand Ballroom
ol York’s Waldorf-Astoria hotel. Although the
forum’s purpose was to recognize the year’s best in
radio advertising, the show made a point, with its
glittering array of stars and aptly scripted produc-
uon, that radio—perhaps the least appreciated medi-
um in an era of flashy new alternatives—plays a vital
role in most people’s lives.

“It was a verv important night for all of us,” said
Bruce “Cousin Brucie” Morrow, of WCBS-IM
New York, who emceed the event. “We listened to
one another and we showed respect for the energy
and the creativity that goes into what we do.”

The Radio-Mercury Awards are presented each
year by the Radio Creative Fund, a group founded
in 1991 with the idea of attracting better creative tal-
ent to work in radio. “The idea is to raisc the profile
of radio in the minds of creative people, who are the
lifeblood of our medium,” explained Nicholas J.
Verbitsky, president and CEO of United Stations
Radio Networks and a member of the Radio Creative
Fund’s executive committee.

A record 980 commercials were entered in this
year’s Radio-Mercury Awards competition, and
1,078 people, an increase of 300 over a year ago,
attended the awards presentation.

Top honors for the evening, the $100,000 grand
prize for best commercial of the vear, went to Los
Angeles-based Radio Savant Productions for “Instant
Death,” a spot it created for Ortho Antstop Fire Ant
Killer (see story, page $2). In May, the same spot won
the Andy award in New York for best advertisement
in all media.

The fact that a radio spot took the vear’s top Andy
is testament to “the vast improvement that has taken
place in radio creative,” said Mel Karmazin, president
of CBS Stations Group and chairman of the Radio-
Mercury Awards presentation. The awards “have
played a key role in improving the quality of radio
commercials.”

In addition to the grand prize, gold and silver
awards, with accompanying cash prizes of $20,000
and $5,000, respectively, went to a dozen other com-
panies or creative teams (sce pages S4
and S5).

Sara Napoli, a 16-ycar-old high school student
from Medtord Lakes, N.J., received the 1997 Dick
Clark Fellowship for writing, producing and veicing
a public service announcement entitled “Drunk Dri-

CBS’s Mel Karmazin praised “the vast improve-
.

ving.” Napoli pro-
duced her winning
PSA in conjunction
with work she does
at college radio sta-
tnon WBCZ-FM.

One of  the
evening’s highest
points came when
ABC Radio Net-
works announcer
Paul Harvey accept-
ed the Radio Creanve
Fund’s first Lifetume
Achievement Award.
Presented by CBS
Radio correspondent
Charles Osgood and
Harvey’s wife and
long-time producer,
Angel, the award rec-
ognized Harvey’s
“extraordinary contributions to radio as an advertis-
ing medium.”

Ilarwv demonstrated his incomparable abilit
wow an audience with an acceptance speech that drew
every listener in the room out of his or her chair (see
text, page S3).

Ccﬁcbritics on hand to celebrate radio that evening
included WOR Radio Network’s Dr. Joy Browne,
CBS Radio Networks’ Mary Martalin, ABC Radio
Networks” Tom Jovner, Hispanic radio star Vikk:
Carr and ABC Radio Networks’ The Fabulous Sports
Babe.

John Costello, senior executive vice president of
marketing at Scars Rocbuck & Co., was advertiser
chairman of the Radio-Mercury Awards presentation.
Clifford L. Freeman, chairman and CEO of Cliff
[Freeman & Partners, was competition chair.

Radio-Mercury is the richest awards program in
the advcrusmg industry, presenting a total of
$225,000 in cash prizes to winners this year. Through-
out thc ev cmné,, radio’s assets as a medium were a
constant refrain.

“The pictures on radio are better than in any other
medium,” said CBS Radio’s Osgood. WOR's Dr. Jov
Browne called radio “a medium of immediacy and
intimacy,” and quoted a time-honored piece of
rescarch that “97 percent of people in the US. listen
to radio every week and more than 80 percent tune in
every day.” R-MA
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t could have been a copywriter’s worst night-

e: Ortho needed a radio spot promoting a product
accomplishes the dccndc‘ﬁy unpicturesque task of
ng fire ants. To meet the challenge, writer April
Tell and creative director Mick Kuisel knew they
had to arouse consumers’ feelings about the terrible lit-
tle pests.

The result was “Instant Death,” a 60-second spot that
took the $100,000 Grand Radio-Mercury Awarnrfor
best commercial of the year. Winchell and Kuisel, part-
ners in marriage as well as in business, are the brains
behind Los Anbcles -based Radio Savant Productions,
creator of the winning campaign.

“Instant Death” targets one uf nature’s least-loved
creatures. Hated and feared in Texas and adjoining
states, the fire ant leaves intense pain and welts when it

stings and, in droves, has even killed animals and people.

T e commercial promises “death, a quick excruciat-
ing ‘see-you- in- help I" kind of death” for the detested
bug. It exemplifies the kind of emotion that, Winchell
insists, is at tie heart of effective radio spots.

“We needed to create something extremely emotional

“Radio is singularly

the most visual medium,
making the creator

and listener

draw pictures in sound.”
— April Winchell

that would play on people’s loathing,” she said. “We
had to understand consumers’ passion about fire ants
and to focus it upon this product.”

At the same time, Kuisel said, the spot describes how
the product works quickly and wnhout a lot of messy
appraauons—usmg humor and emotion to fulfill one of
advertising’s basic objectives: describing the product’s
attributes.

Not only did the spot grab attention, it generated the
kind of controversy merchandisers dream about.
Because the announcer seemed a tad “over the top” in

Vet WP L] P Aihe Kisived =

/ ol ang

his twisted glee over the destruction of these pests,
Winchell s‘ud “We were contacted by people trom a
group that promotes the ethical treatment of aninals.
They didn’thave a problem with our promoting a prod-
uct that kills fire ants, but they deeply resented tlu fact
that the presenter was simply too happy about it.”

Other animal protection groups countered, arguing
that that position was ridic ulous and that fire ants have
no redeeming value. As a result, “Instant Death” got
huge play in newspapers and on radio talk shows. Best
of all, \\ unhdl said, “the product leaped off the
shelves.”

For Winchell, who grew up listening to Jack Benny
.md Shelly Berman rcwlds radio is the ulumare theater.

“Itis singularly the most visual medium, making the
creator and listener draw pictures in sound,” she said.

Winchell and Kuisel founded Radio Savant seven
years ago. In addition to being half the radio savant
team, Kuisel also is senior art director at BBDO West in
Los Angeles. R-MA
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C Radio Neoworks™ Punl Harvey aceepted the
Radio 'un'w' Fund's Lif'(’!imc' 4( hivu'.-m'm Aw ! "

for me, whcn most uf the dav’s e
ma]h:ammc, misfeasance, mistakes, tragedies,
destructions, fires and disasters, to get to the com-
mercial portion of the program and accentuate the
posiuve. | love advertising.

Some days I am not certain which is of more last-
ing signiticance: a change of tribal leaders in Zaire or
a one-ume purchase that will filter the allergies out
of your housec.

What better news have vou heard in the last vear
than that I can end those leak spots on vour garage
floor permanently for $22

However menacing the world’s truce-breakers,
trouble-makers and terrorists, the commercial por-
tion of every program is certain to include some good
news.

There is now available a tire that will outlast your
car. There's asleeping surface that will suspend vou
on a cushion of air. And there’s a drug store food for
vour fragite bones and a window shade on a roller that
will unload vour truck for vou.

Which is of more lasting significance: that someone

swims in a shark-proof cage from Cuba to Key West, or

that the finest Swedish lawn and garden tools now have
permanent roots in the United States, making work cas-
1er, making life more pmdu;uvc for all of us?

And there is now—yvou've just run out of excuses
men
So much of what the world calls news is written in
either mud or blood, but will any of it outshine a magic
music box of unprecedented fidelity and heartburn

medicine that works even while vou slecp?

You gifted wordsmiths of our nation’s adv ertising
prnfessmn have done more than anvlmd\ to raise our
standard of living by raising our nation’s level of long-
ing.

And at the same time, almost unnoticed, while many
programs get mstclcsslv profanc, most ads don’t.
Watching TV, we've been fast forwarding through the
wrong part. I'm almost as proud of what our advertis-
ing protession does not do as for what it does.

Panl Harvey News. to the sometimes dismay of our
talented, long-suffering ABC salespeople, will not
accept for sponsmshlp any product which we cannot
recommend with left-brain logic,

This 1s not to eriticize any other approach to adver-

there is now an clectric shaver that fits any beard.

tising. This just happens to be mine. I know that the ad
business is first a business; that decisions are based on
professional craftsmanship rather than on personal
commitment. But to those of vou—and vau and vour
clients know who vou are—who commit vnurwlt toa
client because vou personally believe absolutely in that
chient’s pmduu thank vou. Because | know what that

costs sometimes. The reward, however, is enhanced
professionalism for us all,

I was uncomfortable about aceepting something

called a Lifetime Achievement Award. I'm quite aware
that I've not vet earned that. Mavbe this recognition
from such esteemed colleagues means rather that a
country bov is king of the ]nll, at least for tonight. Cer-
tainly more than h.lH of the credit for any thnw Paul
Harvey has accomplished in the last more- than-50 vears
bc]on-'s to the Angel who has shared every minute of
that career.

Now for what it’s worth, 1 remember Angel’s father
in hus 90s had coal black hair and was jumping horses;
not |ust riding horses. Thev were jumpers, he was ener-
getic, vigorous and virile. Yet each birthday the family
msisted on a reunion dinner and every bod\' would
whisper to evervbody that this mwht be Dad’s farewell
dinner. Well he ended up outliving almost evervbody at
that mbk And this 1s fair warning to vou pmh men
warming up in the bullpen tha ]un"u ity runs in the

fanulv. Tlnnk vou very much. R-MA
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Arthur Frommer On Travel
Dnline Yoday with David Lawrence

The D'Leary-Kamber Report
The Alan Colmes Show
The Financial Advisor with Charles DeRose
Dn the House with The Carey Brothers o o “ e u c
The Techno-File —
o a n A u d I e n c e ,
Left to Right
@

The Barry Farber Show
The Victoria Jones Show
Dick Clark's Rock Roll & Remember
The Difference
Lucy Grant’s Cookin' Country Music Revue
Custom Country Music Revue
Nascar Country

Legends of Jazz with Ramsey Lewis

Right Turn Radlo STATIONS Yo u TA L K to t h e m

American Muslc Awards Special
Academy of Country Music Awards
Sonrise
Dick Clark’s US Music Survey
The Elliot Report
News From Nashville
The Morning Show Fax
Annuai Country Specials
Backtrax USA
The Rock and Roll Hall of Fame and
Museum's Psychedelic Era 1965-1969
Dr. Dave's Comedy Drops
The Apolio Comedy Minute
Dr. Will Miller
Country Comedy Jamboree
Headline Songs

The Comedy Central Minute 0 0 m e d y
The Daily Show with Craig Kilborn
Comedy Plus on Demand

? You make them LAUGH

TALK

You ENTERTAIN them

ENTERTAINMENT

Major League Sports Comedy
Characters on Demand
Laugh Attack

That's how!
United Stations Radio Networks -
with over 2,300 rated affiliates.

STATIONS

For programming and national sales information
call (212) 869-1111 or e-mail radio@usrn.com

RADIO NETWORKS

wwWw.americanradiohistorv.com
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old Award—Humor

Cliff Freeman & Partners,
New York for Little Ceasars
ier"—lan Reichenthal and Wayne
ters; Maresa Wickham and Arlene
: % producers; Arthur Bijur, president
and executrve creative divector

A three-foot
long pizza and
afoot of crazy
bread—a meal
so big it might
complicate a
family’s dinner
conversation.
“So how was
vour day,

»

Dad, is that Mom sitting next to vou?”

The spot helped introduce Little Caesars’
new Family Dinner by using word pictures to
paint a humorous scene.

A related TV spot “was very visual and
we just didn’t have that advantage, so we had
to figure out a different way of showing it,”
explained co-writers lan Reichenthal and
Wayne Best. “The shouting and passing
sound effects worked really well.”

“Family Dinner” isn't the first award-win-
ning spot Cliff Freeman & Partners has pro-
duced for Little Caesars. “We’ve been togeth-
er since they were very small,” said Reichen-
thal. “They’ve quadrupled in size and we’ve

doubled.”
Silver Award—Humor

DDB Needham, New York
for Anheuser Busch/Bud Light
“Bookstore”—jJohn Brennan, copyuriter;
Mike Doran, producer; Mike Rogers,
creative dirvector

When Anheuser Busch wanted a bigger
market share for its Bud Light brand in the
Northeast, DIDB Needham created a series
of spots lending the beer the right “attitude”
for the region. In “Bookstore,” a pushy guv
with a New York accent tries to talk a
bookstore into letting him sign autographs
in his new book, which, by the wav he
hasn’t vet written, on beer.

Since the campaign, Anheuser Busch has
become a major plaver again in the Northeast,

Special Advertising Supplement

with sales having increased nearlv 20 percent
in the New York region alone.

Gold Award—Radio Station Produced

WHUD-FM Peckskill, N.Y.,

for Hudson Vallev Shakespeare Festival
“Your Life is Not..."—Dick Terbune,
copyuriter, producer

Shakespeare was a man of the people, ver
too few of them turned out cach summer for
the Hudson Vallev Shakespeare Festival,
Then, WHUD-FM Peckskill created a spot
that connected listeners” evervday lives to
Shakespearc’s style: “Decaf or not decaf—is
that the question? [s this a
donut I sec beforc me?
Quick let me clutch
thee.”

The 60-second spot
boosted both attendance
and subscription rates,
reported Dick Terhune,
copywriter and produc-
er at WHUD, This sum-
mer, Terhune s tryving to
draw listeners to a season
of Shakespeare and Moliere. “Clients come to
us for our creativity,” he said. “That trust
allows us to give the audience what thev want
to hear.”

Terbune

Silver Award-—Radio Station Produced

WEZE Bosten for Gardner Mattress
Mazkers of Salem
“Three Bears™—Mark Stevick, copywriter
and producer; Matt Hillas, copywriter; Carol
Smith Austin, creative divector

As a small station in a large market, WEZE
Boston can’t compete dollar for dollar with its
larger rivals, but it created a fairv tale ending,
for itself and its client, Gardner Martress Mak-
ers, with its spot, the “Three Bears.” Mimicking
a National Public Radio documentary in style,
the spot describes investigators inspecting the
well-known bears” habitat. As may be imag-
ined, cach mattress thev find is “just right.”

The “Three Bears” has been so well
received that it has led to fairy tale spots for
other advertisers around town, said Matt
Hillas, copywriter for WEZE. Those spots air
on lots of different stations, and cach time
they do, they silently plug WEZE and its cre-
ative team to the ad community.

www americanradiohietorv com

Gold Award (Tie)—
Music & Sound Design

Martin Williams,
Minncapolis for Target
Stores
“Hit The Target™—
Brian Tierney, copy-
writer; Becky Anderson,
producer; Lyle Wede-
meyer, creative divector
Target Stores wanted a radio spot to com-
plement its successful TV campaign featuring
Stomp, a British percussion group known for
making music with evervday items like
garbage cans. To copvwriter and former
drummer Brian Tierney, of Minneapolis ad
agency Martin Willams, the answer was sim-
ple: a sound-track of music made with items
from Target, such as cans, bowls, cups and
even a pair of jeans, “We got a lot of weird
looks at the Target store, banging on different
items to get just the right sound before we
took them back to the studio,” Tierney said.
Target won't reveal results of the campaign,
but it reported record earnings for the vear.
Although it has no long-term contract with
Target, Martin Williams tends to get a lot of
the retailer’s advertising work, Tierney said.
“We've had a lot of TV success with Target,
but this is one of the first radio successes.”

Tierney

Gold Award (Tie)—
Music & Sound Design

World Wide Wadio, Hollvwood, Calif, tor
Twentieth Televisions Gordon Flliot Show
“Hidden Message/ Moving"—Paul Fey, copy-
witer; Brent Habn, producer
When the Gordon Ellion Show was getting
ready to move from one station to another in
many markets across the U.S,, World Wide
Wadio took on the task of letting viewers
know. “There’s a hidden
message in this com-
mercial, See if vou can
find 1t,” the spot starts
out, and then proceeds
to repeat the phrase
“Gordon’s moving”
over and over, cach
time to the tunc of a
classic picce of music.
“What kept it from
overkill is the fact that

-1}

Fey, Habn
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RADIO SAVANT PRODUCTIONS
would like to thank
BBDO WEST AND ORTHO
FOR MAKING THIS
OUR BEST YEAR EVER.

Radio-Mercury Awards Grand Prize
Andy Awards Grand Prize
One Show Gold & Silver
Gold Clio
Advertising Age Best of 1997
Communication Arts Advertising Annual
British D&AD
(And it's only July)

Tel 310 445 5600 = Fax 310 479 4091 * E-mail savant@carthlink.net
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we carefully arranged the message as inoffen-
sively as possible,” said copywriter Paul Fey.
Gordon Elliott moved to the new stations
without losing any ratings ground—a big suc-
cess for Twentieth Television and the World
Wide Wadio team.

Silver Award—Music & Sound Design

Cliff Freeman & Partners, New York, for
Cherry Coke

“Beautiful Okinawa"—Michelle Roufa, copy-
writer; Tom Meloth, producer; Arthur Bijur,
president and executrve creative divector

The unusual sound of Japanese reggae
helped Cherry Coke break through the clut-
ter in a spot created by Chff Freeman & Part-
ners to compliment a TV ¢ campaign. As listen-
ers search for something familiar in the music,
the spot delivers, several times, with the
words, “Cherry Coke.”

“People don't listen to most of the words
in a radio message anvwav so we had our
audience searching for words rather than
ignoring them,” explained Michelle Roufa,
COpYWrIter,

Gold Award—Non Humor

Radioland, Portland, Ore..
for Full Sail Brewing
“Don’t Drink Our IPA"—Austin Howe,
creative divector and copywriter; Cathy
Boyle, producer
Full Sail Brewing knew its products had
loval followings, but the company itself had no
solid identity, even
among, its customers. [n
an era in which image
can be as important as
sales, Austin Howe,
creative director at
Portland, Ore.-based
Radioland, wanted a
sput as unique as his
client, which closes up
shop every Friday so
emplm'us can go fishing,
Howe and his associates came up with a
spot that talks about the kinds of people who
shoutdn’t drink Full Sail Brewing’s India Pale
Ale. “What I really liked about the spot was
the wav it defined our audience,” Howe said.
“They’re individuals but not pretentious.”
The spot also reflected this inits slralg,hrtor-
ward approach. using just a woman’s voice
and no jingles. music or special effects.
Testing has shown the image campaign,
which also includes other spots, has had the
desired effect. “Share of mind and brand

Howe

Special Advertising Supplement

awareness both went up,” Howe said.
Silver Award—Non Humor

TraverRohrback, Kalamazoo, Mich. for
Community Hospitals, Indianapolis
“Bud Revived"—Bill Hahn, copyuriter;
Tracey Ellenberg and Margo Montaquila,
producers; Joe Clipner, creative director

Colberg, Grajales, Sorveta

In an age of high-tech medicine, a small
hospital proved it can still compete, by empha-
sizing what Joe Clipner, creative director at
TraverRohrback, calls “patient-focused medi-
cine.” His ad campaign for Community Hos-
pitals of Indianapolis captures this concept by
ictting patients tell their own stories. “Bud
Revived” features a heart patient who regains
consciousness to find his bed “lined with nurs-
es and one was erying, ‘thank vou God’ for
bringing me around and I'll never forget that
litle gal for that.” “Nobody could write these
words and if vou did, nobody would believe
vou,” Clipner said. Name awareness for Com-
munity Hospitals doubled following the cam-
paign, which is now entering its second season.

Gold Award—Hispanic

Badillo Nazoa S & S, San Juan,
Puerto Rico, for San Juan Star
“Perrita”™—Marcus Grajales, copywriter;
Margarita Sorveta, producer; Norma Jean
Colberg, oreative director

As the largest English-language newspaper
in Puerto Rico's capital, the San Juan Star
wanted people to use its classified advertising
section, printed in both Spanish and English,
more often. Badillo Nazoa Saatchi & Saarchi
created a campaign that capitalized on the
Star’s bilingual readership and the fact that its
classified rates are cheaper than competitors”,

In the mmmcrci.ﬂ. alady wants to sell her
dog “Perrita,” but has only a few coins 1o pay
for an ad. At competing papers, all she can
attord is a bunch of abbreviations plus a
phone number. “That really struck a bell.”
said Norma Jean Colberg, creative director at
Badillo Nazoa. “We reallv didn’t get into

www americanradiohietorv com

what vou could sell in the classified ad, but
how many more words vou could sav for less
money.”

The “Perrita” campaign permitted the Star
to target a larger audience by giving Spanish-
only readers a reason to buy the paper. Its
ultimate compliment came, however, when
the competing newspaper launched a similar
radio campaign.

Silver Award—Hispanic

Bromley, Aguilar & Associates, Austin,
Tex., for Procter & Gamble
“Tango—Alma Duran, senior producer;
Federico Traeger, vice president, creative
divector; Mauricio Castro, senior copywriter

Girl meets boy. Girl loses bov because of
bad breath. Will girl get boy back? Yes, after
she uses Scope mouthwash to the passionate
strains of a tango.

The spot, created for Procter & Gamble by
Bromley, Aguilar & Associates, uses music and
clever writing to build Scope’s image with His-
panic listeners. Passionate background music
surrounds the spot’s stars, Raul and Regina,
while wordplay on the “mintality” of Scope
spices things up even further. (Mente means
mind and minte means mint). Happily, Regina
loves Scope’s minty taste and has the smarts to
chose the clinically proven, germ killing rinse.

Gold Award—PSA

WUSL Philadelphia
“Stop The Violence"—Loraine Ballard-
Morrill, copywriter; Mike Koste, producer

A gun's crackling fire, a dead vouth, all for
ajacket. The senseless killing of vet another
young man led Power 99 WUSL-FM to cre-
ate “Stop The Violence,” a public service
announcement that uses raw human emo-
1IONS Lo communicate its point.

“In the hospital, we thought the doctors
were fixing Dean up, but they were cleaning
him up. He was dead.” So the spot, using
excerpts from chilling interviews conducted
with the victim’s family over a period of twa
davs. drives its message home.

WUSL produced the spot “to challenge
Our community to raise its stakes to increase
the peace,” explained copywriter Loraine
Ballard-Morrill. The spot ran for a limited
time, to spare the victim’s family undue pain.
“The rest,” Ballard-Morril said, “is up to the
community.” R-MA

This supplement was edited by Kathy

Haley, with writing by Richard Churchill
and Bob Schwits.
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.| Advertisers spend more to
' reach 18-49

National radio advertisers are buy-
ing more inventory on stations tar-
geted at adulis [8-49 and less on
those whose core lisieners are
adults 25-34. according to a new
study released by Interep Research.

Based on a survey of national spol
buys in the top 10 markets. Intcrep
[ reporis that advertisers in 1996
devoled 14.1% of their national spot
buys to reach adults 18-49. com-
pared with 11.9% in 1995. By con-
trast, the percentage ol nationil spol
buying for aduits 25-54 has declined
from 58% in 1994 10 55.4% in 1995
10 53.3% in 1990.

Interep also found tha adverusers
are spending more to reach adults 35
and older. Since 1994, the percemt-
age of national spot buying targeted
‘ to this demo has increased from
|| 39% 10 5.9% in 1995 and 10 7.3%
in 1996. Interep also reports thiu
national spot buying aimed at adults
25-39 dipped from 8.6% in 1995 10
8% in 19906,

United Stations goes
psychedelic on July 4

United Stations Radio Networks’
svndicated retrospective series. /
Want 1o Take You Higher: The Psy-
|| chedelie Era 1965-1969, debuts
July 4 on 52 classic rock and album
rock stations. The nine-week series
examines the music. politics and
culture of the fate 1960s in weekly
one-hour segments and daily short
features. The program was devel
oped in conjunction with the Rock
and Roll Hull of Fame in Cleveland
to coincide with a similarly-themed
museum exhibit epening this sum-
mer.

| WFAN(AM) rings in its 10th

WFAN(AN) New York celebrated its

10th vear on the air as a sports/talk

station. As part of the festivities,

WEFAN gave away more than 15,000

tickets to local sporting events. The

station also hosted a party for sta-

! tion staft, clients and guests at New

|| York City’s All-Star Cafe. WFAN
went on the air with sports talk on

| suly 1, 1987.—0p

|_ e —
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ABC says kids listen

as much as adults

Plans to roll out Radio Disney children’s format nationally

By Donna Petrozzello

BC Radio Nerworks touted lis-

tenership results for Radio Dis-

ney lfast week. releasing surveys
that place audience response to the 24-
hour children’s format on a par with
iwo of ABC's adult and voung
adul(—targeted networks.

Citing resuls from plione surveys con-
ducted by Statistical Research Inc. over
three months. ABC Radio Nelworks
President David Kantor says Radio Dis-
nev earned an average 1.3 rating for
Mondav—-Sunday, 6 a.m.-p.m. tor Janu-
arv-March. For the 1otal week—Mon-
day-Sunday, 6 a.m.—midnight—Radio
Disney earned an average 1.5 rating.

By comparison. ABC’s “Prime™ net-
work, targeted al aduits ages 25-54,

| | earned an average 2.0 rating tor 6

am=7 p.m., Kantor says. Between 6
awm. and midnight. Prime carned a 1.7
rating in SRI's latest network radio sur-
vey. ABC's "Genesis™ network. aimed
at voung adults, carned an average [.1
rating for 6 a.m.—7 p.m.. savs Kantor,

ABC introduced Radio Disney in a
trial last November on KuiZ(anm) Min-
neapolis, wrix(an) Atlanta: KONR(AN)
Salt Lake City. kkDz(AM) Seatle and
wWYDECAM) Birmingham. Ala

In January, ABC hired SRI to survey
radio listening among 1,500 children 5-

[ 9 and their mothers. While ABC 1s tar-

I

geting Radio Disnev programing at
children 2-11, Kantor says the core
audience 18 5-9 year olds.

SRI ratings cited tor Radio Disney
were compiled in a special report for
ARBC: those cited tor other networks
were included in SRI's latest ratings
survey compiled tor all 14 tull-service
radio networks.

SKE's survev of children in the test
markets ilso revealed significant radio
listening by children. [n its report. ABC
notes in average 15.5 rating for radio lis-
tening in general by children 3-9, Mon-
dav-Sunday, 6 am.-midnight, January
March.

Of that 15.5 rating, the average rat-

wwWw americanradiohistorv com

ing of children listening o0 Radio Dis-
ney was 1.2, giving the format a 7.7
share ot children radio listeners. savs
ARBC. By comparison. ABC says the
comparable share Tor teen-focused net-
works was 9.5, as reported in SRI's fal-
est RADAR report.

Among the mothers interviewed by
SRI, 85% listened to the rudio “vester-
day.” savs ABC. Of that number, 2.4%
satd they histened 1o Radio Disney
“vesterday.” By comparison. SRi's
recent RADAR surveys nole that 72%
of women [8-plus listen to the radio al
least once daily.

Based on these resutts and favorahle
responses 1o questions ABC asked chil-
dren and mothers about Radio Disney
programing. Kantor says “the next step is
a nationwide roff-out of Rudio Disney.”

ABC says it wants to sign 150 mar-
Kets by adding 25-30 stations annually.
Radio Disney witl be offered on a
barter basis as a full-service format, but
not as an hour-by-hour service, savs
Kantor. |

" Talking talk

{ Vi .

Westwood One Inc. founder and
chairman Norm Pattiz (I) was the
keynote speaker at the National
Association of Radio Talk Show
Hosts (NARTSH) annual convention
June 19-21 at the Century Plaza
Hotel in Los Angeles. Discussing the
state of radio programing, Pattiz
called talk radio “the most exciting
format in radio today.” Greeting Cali-
fornia Governor Pete Wilson (r), who
also addressed the convention, is
talk show host and NARTSH Presi-
dent Blanguita Cullum. —DP
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More are likely to follow under Hindery remake

By Price Colman

ith Bob Thomson the latest

high-ranking executive to

depart Tele-Communications
Inc.. the question of who's next
remains.,

Thomson, 53, a [0-year TCI veteran
who was part of the management team
during its most challenging era. last
week joined the ranks of former or
repositioned management personnel.

Since becoming TCI Chairman John
Malone’s number-two man in Febru-
ary. Leo Hindery has moved quickly to
realign his team.

Gone are former Liberty Media pres-
ident Peter Barton. cable boss Gary
Marshall and customer satisfaction vice
president Barbara Mowry. Former TCI
Communications president Brendan
Clouston. once considered a possible
heir-apparent 10 Malone. is now chief
financial officer for TCY and soon to be
head of a new company that will
include everything but domestic cable
and programing operations.

Among those rumored to be on the
bubble are Barney Schotters. senior
vice president of finance for TCIC:

Camille Jayne, who heads TCI's digital |

cable deployment, and SummiTrak
head Sadie Decker. Thomson's depar-
ture was hardly a surprise. When TCI
rehired Lela Cocoros to head corporate
communications and media relations
(B&C May 19). Thomson's responsi-
bilities were essentially halved.

“From a policy standpoint, Leo
[Hindery| and [ are almost precisely on
the same page.” Thomson says. But he
acknowledges that they disagreed on
certain issues. “Lee made some mis-
takes with respect to me: and quite
frankly. | made some mistakes with
respect to Leo. Our operating styles did
not mesh.

“Those things happen. This is the big
leagues. When they happen. the proper

thing for an executive in
my position to do is to
acknowledge it. urge the
other party to acknowl-
edge it and leave grace-
fully.” Thomson says.

Thomson, who char-
acterizes his departure as
amicable. says the thing
he’ll miss most is work-
ing with the field organi-
zation and other people
in TCI.

“They ve had it very rough over the
last five to six years.” he says. "One
consolation they should have is that

Magness widow contests will

8ob Thomson

June 30, 1997

Leo’s policies seem very
field-friendly and very
supportive of their pos-
ture. He's to be com-
mended for that. They
should have optimism.”
Thomson says he’s
mulling business oppor-
tunities and hopes to
“stay generally in the set
of industries I've become
familiar with.”™ In the
interim. he’ll take some
time off o spend with his
family. TCI General
Counsel Stephen Brett will assume
Thomson’s government affairs respon-
sibilities. ]

Decision could hinge on prenuptial agreement

By Price Colman

haron Magness, widow of Tele-
Communications Inc. founder
Bob Magness, has filed suit con-
testing her husband's will and seeking
4 larger portion of his estimated $1 bil-
lion estate.
But in what could be a weak point
in her case. Sharon Magness signed
a prenuptial agreement that essen-

| tially requires her to abide by terms

of the will.

In a filing last week in Arapahoe
County. Colo.. District Court, Sharon
Magness asked for a jury trial to deter-
mine how much of the estate she
should get.

Under Colorado law. the surviving

spouse may be entitled to up to 50% of

an estate, depending on how long the
couple had been married. experts in

probate law said. Colorado law permits

the surviving spouse to receive 5% per
year for up to 10 years, or a maximum
of 50%.

The couple married in 1986. Mag-
ness’s first wite. Betsy. with whom he
had two sons, died in 1985.

l When Magness died Nov. 15, 1996,
| he left a will bequeathing Sharon
about $35 million in two trusts; Mag-
ness Arabians Inc.: the home they
shared in a posh Denver suburb: an
| extensive art collection, and personal
effects. Magness also left about $14.9
miltion to Denver charities. The
remainder ot the estate went. in trusts.
10 sons Kim and Gary.

Sources suaid that under the prenup-
tial agreement, Sharon Magness agreed
to abide by terms of the will. But the
prenuptial agreement could be subject
1o attack because Bob Magness altered
his will in late March 1996 after learn-
ing he had lymphatic cancer. Should
the case come to trial. it could hinge on
whether that alteration invalidates the
prenuptial agreement.

It's unclear what, it any. impact
Sharon Magness’s suit might have on
I TCL In mid-June, TCI. the estate and

www americanradiohietorv com
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THE BOX—the first and only truly local all
music video channel. system by system, THE BOX
uses digital technology to program a local music video mix thal
reflects the tastes and demands of your customers, from Pop-Rock
to dip-Hop to Mainstream. Country or Latin. Viewers can just sit
back and watch or actually program THE BOX 2y calling in and
requesting the videos they want to se2. THE BOX is so connecied
with your viewers that it has the power to brand your system all
ovar your neighborhood.

-
L&

CuttingEdge.

From the Music to the Marketing.

You're on the hottesi radio stations in

town. vou get live mentions, am-air spots and a high-profile
presence through joint marketing prcgrams.

You're sn the streel. THe Box brings you to

community avents and puts ils regional marketing team
to work for yau.

You're im the papers. me sox buiids partnerships

with local music-based print media and puts your brand in ink.

You're on THE BOX. 1He 80X creates top of the hour IDs
that reflect your 3rand and yom: community like no other
network. Plus, THE BOX produces ‘acal programming and gives
you the credit.

Ysu coulin't pay for local marketing
and arogrammin3 this good.

And you dom’t have to.
in fact, we'll share our revenue with you.

Get your exge. Get THE BOX. Call THE BOX Attiliate Sales:

1957 DTHE BOX o v Corma, Arsfughs Reserven A ot of The B Ve, i tast-Gabriel Berger 306535.8515 Wesi-Beorge Jostiin 310.441.8425 ext. 233

£

www.amer:
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investment banking houses Lehman
Bros. and Merrill Lynch forged a deal
under which Lehman and Merrill
Lynch bought $528.6 million of TCI
shares in the estate. After two years,
TClI is to buy back the shares, many of
them 10-to-1 supervoting B shares, and
take them out of circulation. The deal
allows the estate to pay taxes estimated
to be as much as $500 million. It also
allows TCI Chairman John Malone to

Cable—-

keep control of TCI shares in friendly
hands.

TCI spokeswoman Lela Cocoros
said Sharon Magness’s suit would have
no impact on the deal, which has been
completed. Attorneys for Sharon Mag-
ness, Kim and Gary Magness and the
estate did not return phone calls re-
questing comment.

If Sharon Magness is successful, it
could mean a substantial reduction in

the estate’s tax bill. The IRS does not
tax bequests to surviving spouses.

[t’s unclear what Sharon Magness’s
motivation was in contesting the will,
“It’s not so much about the money, but
she feels slighted,” says one Magness
family friend. Also, in an interview
with the Denver Post, Sharon Magness
said that she hopes to use any addition-
al portion of the estate she might re-
ceive to give more money to charity. ®

National net keys regional d_eal

By John M. Higgins

ews Corp. and Liberty Media
N Corp.’s dream of challenging

ESPN’s dominance of cable
sports by buying 40% of Cablevision
Systems Corp.’s sports operation
hinges on their ability to create a strong
national network shared by their 18
combined regional channels.

News Corp.’s Fox unit and Tele-
Communications Inc.’s Liberty divi-
sion narrowly beat out The Walt Dis-
ney Co.’s ESPN unit in bidding for the
$850 million deal.

Top executives at News Corp., TCI
and Cablevision say that the key to the
deal is attracting sports fans to program-
ing other than the local pro basketball
and baseball games that already gener-
ate huge ratings in their home markets.

“This represents what will be a new
TV sports model that will marry home
teams with a real strong national com-
ponent,” says Josh Sapan, president of
Cablevision’s Rainbow Programming
unit. “We have become quite a behe-
moth,” says Fox Sports President
David Hill.

Eventually, the companies hope to
start a separate national service and bid
aggressively for rights now held by
ESPN and TNT.

The deal calls for Fox/Liberty to get
a piece of Cablevision’s eight sports
services. two in New York and one
apiece in New England, Chicago,
Florida, Philadelphia, San Francisco
and Ohio. Cablevision will run its
channels and Fox/Liberty will manage
its 10 channels. But the SportsChan-
nels will switch to the Fox Sports name
and agree to an unusual amount of co-
operation in promoting the services,
scheduling national ads to run across
all the services.

While the executives wax about a
new channel, what they’re really doing

R

Fox/Liberty will be bidding against ESPN for sports rights.

is fixing an old one. Rainbow Sports
and the current Fox/Liberty regionals
have shared a national service—Prime
Network—since 1991, when Rainbow
folded its SportsChannel America.
That 50-50 venture combined the
“backdrop™ services both groups used
to fill the dozens of hours each week
between popular local games. using far
less popular—and less expensive—
programs like bodybuilding and boat
racing.

The two companies are already part-
ners in three of the SportsChannel nets
and failing news service NewSport,
which goes dark next month.

What's different now?

First is programing and promotion.
Fox/Liberty is spending heavily to cre-
ate stronger, more appealing news
shows and to improve the look of the
backdrop. Second is clearing commer-
cials. Currently, national advertisers
can't buy a spot that will appear on all
the regional channels at the same
moment.

“It really was a hodgepodge of prod-

uct filling in the regionals—catch as
catch can,” says Cablevision Chairman
Marc Lustgarten.

What crystallized the deal after
years of stumbling was Cablevision’s
need for cash. Last year, Cablevision
bought half of Madison Square Gar-
den, then last week bought out partner
ITT Corp., spending a total $1.3 bil-
lion. At the same time, News Corp. and
TCl—which teamed in the Liberty net-
works a year ago—agreed to cough up
serious money.

“I'd say we were willing to pay up,”
says Liberty President Robert Bennett.
“They tell us that Disney was in there
willing to do the same or a better deal.”

Combined with TCI's agreement to
merge $2 billion worth of cash-pump-
ing systems into Cablevision for a third
of the MSO’s stock, the deal will pare
Cablevision’s debt from a huge 9 times
cash flow to a moderate 6.4 times cash
flow.

ESPN executives contend they are
unfazed by the deal. “We’'ve always
faced competition,” one says. [ ]

www.americanradiohistorv.com
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Regional sports step up to bottom line

News Corp./Liberty are banking on Rainbow networks scoring with viewers, advertisers

By John M. Higgins

hen the home team is playing.
W SportsChannel or Fox’s local
sports networks regularly
score double and up to five times the
average ratings of the strongest nation-
al cable network. TNT.

Sports programing draws the highest
dollars from advertisers hungry for
adult male demos. Monthly license
fees levied on operators can exceed $1
per subscriber versus the 10-20 cents
many other services collect.

So why are the regional sports net-
works miking so little money’? That’s
one of the questions raised by News
Corp. and Liberty Media’s agreement
to pay $850 million for a 40% stake in
Cablevision System Corp.’s Rainbow
Sports unit. which owns seven Sports-
Channel regional networks plus Madi-
son Square Garden.

Everyone involved agrees that the
only way the deal makes sense is if the
companies can radically change the eco-
nomics of the regional sports business
so the networks gush the kind of cash
national sports network ESPN generates
rather than the relative trickle Rainbow
and Fox Sports currently generate.

“It"s really the most powertul pro-
graming in (elevision,” says Peter Bar-
ton, the former president of Tele-Com-
munications Inc. subsidiary Liberty
who spent years trying to engineer some
sort of combination with Rainbow
Sports. "now that it"s wall-to-wall
across the country it will be able to start
demanding the Kinds of revenue that
ESPN is getting.”

Media executives and analysts say
the reason Rainbow and Liberty don’t
generate much cash is simple. Past
stumbles in stitching together national
ad packages means regionals charge
about a third less per eyeball than
ESPN. And audiences tflocking to
SportsChannel Chicago when Michael
Jordan is on the court don’t watch
much else on the channel.

Worst, they depend on the most
expensive and volatile raw material in
media—sports rights. And local base-
ball and basketbail team owners com-
mand, relatively. even more than the
monster multi-billion dollar packages
national cable networks like ESPN and

| SportsChannel/

| Everyone involved agrees
that the only way the
deal makes sense is if
the companies can
radically change the
economics of the
. regional sports business

TNT sign with the leagues.

“Rights fees are going up faster than
advertising,” says Morgan Stanley &
Co. media analyst Richard Bilotti. San-
tord Bernstein & Co. media analyst
Tom Wolzien agrees, saying, “In the
end it all goes to the teams.” But the
players in the Rainbow Sports deal
insist that the deal will dramatically
change the revenue equation by tightly
aligning all the regional networks,
guaranteeing national advertisers
simultaneous clearance across all the
channels and a 55 million subscriber
base that approaches ESPN’s reach.

“There has really been an untapped
resource in the power of the viewer,”
says Cablevision President Fames
Delan. “We've never really been able
to sustain that viewership throughout
the day.”

The deal puts a huge valuation on
the sports networks. The Fox/Liberty
deal prices Rainbow Sports at $2.1 bil-
lion. That excludes Rainbow’s enter-
tainment networks like American
Movie Classics but includes MSG’s
arena plus pro teams New York Knicks
and New York Rangers. Analysts iso-
lating just Ratnbow’s sports services—
some of which are already partly-
owned by Fox/Liberty—pegged the
SporisChannels and MSG Network
price at $1.3 billion.

How big is that? Well, a year ago
analysts had valued the SportsChannel
networks at $200 million-$300 million
because the cash flow was so lean.

Broadcasting & Cable June 30 1997
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MSG Network was valued at another
$250 million. One analyst, who asked
not to be named, predicted that the
Rainbow Sports™ services will generate
less than $55 million in cash this year
and priced the deal at more than 23
times cash flow.

Basic networks are generally valued
around 13-15 times yearly cash flow.
Cablevision doesn’t detail Rainbow’s
financial results, but Vice Chairman
Marc Lustgarten said Street estimates
were too low and “on a cumulative
basis there is substantial cash flow
from the regionals.”

The Fox/Liberty side doesn’t look
any better. First-quarter revenues
increased 20% to $180 million. Cash
tflow totalted just $2 million,

This year should improve in some
ways. One industry executive familiar
with Fox/Liberty 's operations estimated
that the regional networks alone could
produce $150 million in cash flow this
year. But the national Fox Sports net-

'I:Jr.\\ Propuct/ Business Dr:y‘g.ﬂ’sltmﬁ

we're QVC. the world's preeminent electronic re-
faiter. We have an interesting problem—we have
more opportunities than we have people to pursue
them.

That's why we're 100king for a few good people to
join our team in the New Product/Business Devel-
cpment area

Your role in this loosely defined position would be
to pursue new ideas and opportunities. analyze busi-
ness opportunities. develop business plans. sell
your plans and bring the new opportunities home.

We believe that in order to be successtul in this po-
sition, you will need a strong educational back-
ground and a successful career that includes sig-
niticant experience in business analysis. new prod-
uct development, retailing. marketing and/or other
related areas

It you meet these requirements. thrive in a truly chal-
lenging environment and can effectively deal with
uncertainty and risk. we want to talk with you.

To be considered. please send a cover letter telling
us why you are interested in these positions. why
you are qualfied. and your compensation require- |
ments. Please inciude your current resume. 1

Fax t0: Senior Vice President. Human Resources,
avce, Inc., (610) 701-1175 or /ail to: QVG, Inc..
1200 Wilson Drive, West Chester, PA 19380. Atin:
Sr. VP, Human Resources. No telephone calls.
please. Equal Opportunity Employer. Drug Free/
Smoke Free Work Environment. Pre-employment
drug screening required We encourage and wel-
come minonty applicants.

| VC



www.americanradiohistory.com

Cable

3

work “backdrop™ network filling the
time between the big local games with
news, rodeo. bowling. etc. could lose
$100 million.

Bilotti said that a mature, successtul
regional network operation would spend
20% of its revenue on production of the
actual games, 2% on ad sales and 35%-
40% on rights fees. That would leave a
healthy 25% cash-flow margin, So far
that optimal cash hasn't been achieved
many places.

By comparison ESPN—which The

Walt Disney Co. considers the single |
most valuable asset it got by taking over |

Capital CitiesfABC Inc.—generated
more than $600 million in cash flow on
$1.5 billien in revenues, according to
Lehman Bros. analyst Larry Petreila.
That leaves a 40% margin.

| Can the two regional groups make it
I work? The economics of the business
have radically evolved before. In the
I 1980s, regional sports were largely pay
networks with operators charging $5-
| $10 monthly per subscriber. But that not
only limited the potential advertising
’ audience, it caused huge seasonal chumn.
Rabid Mets fans canceled their Sports-

Channel New York subscriptions once |

the season was over—or often in mid-
season if they were bigger losers than
usual. The nets then turned to an adver-
tising-bused model. converting to basic
networks for maximum reach.

TCI then started to rationalize the
| fragmented ownership structure, buying
[ up networks from team owners and

local entrepreneurs who launched the
| local channels.

| Next came the easing of competition
J in some markets, like San Francisco.
which had TCi/Liberty and Cablevision
bidding up cable rights. But suspicious
of each other und coveting control, TCI
| Chairman John Malone and Cablevision
Chairman Charles Dolan could never
engineer a merger.
| The greatest vote of confidence
comes from ESPN. The network has
| considered starting regional networks of
its own. Disney was the losing bidder in
the contest for Rainbow Sports. And in
the Los Angeles market, where Disney
owns the Anaheim Angels baseball and
Anaheim Mighty Ducks hockey teams,
the company it suing to break its rights
deal with Fox Sports West aiming,
industry executives believe, to start a
l competing regional network. ]

Wait ’til next year, WCA says

Wireless cable hopes its promise and its investors will return |

By Joe Schlosser
T less Cable Association’s 10th

annual convention to Disney-
land’s Tomorrowland in Anaheim,
Calif., was appropriate, as the fledgling
association tried to put the past ycar
behind it and look to the next.

In less than 12 months. the once-
promising industry has seen the stock
prices of its top companics plummet.
investors flee and the once flowing
cash well dry up.

Wireless was once billed as the cable
alternative in the out-of-reach market-
pldce—Lheap and easy to bnng o a

he close proximity of the Wire- |

[ city or neighborhood near you. The
wireless community attracted the atten-
tion of Wall Street and telephone com-
[ panies alike. Both jumped on board,
putting money behind individual sys-
tems and sending stock prices soaring.

| But once the Baby Bells and in-
vestors saw that wireless could deliver

[ only 30 channels of video, almost noth-
ing to cable’s 70-80 channels, they
abandoned ship. Suddenly direct-to-

[ home satellite systems were the hot
commodity and wireless was nothing
more than a 30-channel-short industry.
So last week the WCA limped into its
convention in Calitornia, looking to
gather steam. Wirclcss' Icaders attending

Olbermann goes to MSNBC |

Former ESPN SportsCenter co-host Keith Olbermann is joining NBC
News to anchor an hour-long, weeknight news show for MSNBC to launch
this fall. Olbermann, who announced he was leaving ESPN last week after
being suspended by the channel last month, says he met with NBC News
President Andrew Lack less than two weeks ago. Olbermann says Lack
suggested he join NBC News as an anchor for MSNBC. Clbermann called
the opportunity “perfect” and says his background covering general news |
with a variety of broadcast, cable and radio outlets and his ongoing inter-
est in history qualify him to move into the news anchor slot: “General news
coverage doesn't replace what I'm doing for ESPN, it will just expand it,”
Olbermann says. While specifics of the MSNBC show remain to be
worked out, editorial content will be “95% news and 5% sports,” he says.
ESPN suspended Clbermann in May after his unapproved appearance on
Comedy Central's The Daily Show, hosted by former ESPN anchor Craig
Kilborn. Olbermann says his parting with ESPN is amicable

—DP
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WCA President Andrew Kreig

“The Dawn of Digital: WCA 1997"
arrived no longer promising the moon—
rather they talked of taking small steps
back to viability. And in an effort to get
back on Wall Street’s radar screens, dig-
ital compression and high-speed data
delivery were sold in Anaheim as the
solutions to the industry s problems.

“It has been a very tough year for the
industry,” said Arthur Newman, an
analyst with Gerard. Klauer and Matti-
son. “The real challenge for the wire-
less companies now is to have a clear
business plan and to start rolling it out
and adding customers,

“That has to be their fundamental mis-
sion, And I think when they start doing
that and carning revenues, they will

clearly show Wall Street and the rest of
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the world that what they have works.”

Cliches and analogies were common-
place among the top wireless players.

“We can be the phoenix that rises
from the ashes.” said WCA founding
president Robert Schmidt. 1 think there
is a feeling of what do we do next |
around here. The good news is there is
nowhere to go but up. and the key is to |
get up and out there in the marketplace.™

Bob Hostetter of American Telecast-
ing Inc. challenged the WCA members |
to stop talking and start working.

“We need to just do it.” Hostetter
said emphaticaily. “We need 1o put on
100 customers. then worry about
1,000. instead of just talking about it.”

When compared with the top U.S.
cable companies in number of sub-
scribers, the WCA members combined
would rank as only the | lth-largest
MSO. The WCA just conducted the first
hard count of wireless cable subscribers
both domestically and internationally.
On 252 systems in the U.S.. wireless has
L.1 million subscribers. The WCA esti- |
mates 3.5 million wireless subs in more
than 90 nations worldwide.

New WCA President Andrew Kreig
didn’t want to talk about potential
numbers., but he hopes that new tech-
nology—especially digital compres-
sion and data delivery—will dramati-
cally raise sub levels.

Last month Pacific Bell video ser-
vices launched a digital wireless plat-
form in the Los Angeles basin. The roll-
out of digital by Pacific Bell was the
first of its kind for the wireless industry
in a major market. The digital service
can provide up to 140 video, audio and
data channels. Analysts and WCA
members say the ability to compete with
the cable industry may finally have
arrived with the introduction of digital.

“That’s what we are looking at as
our future,” Krieg said. “We are an
industry that has been undervalued and
misperceived. Digital is just a great
opportunity to turn things around,
which a lot of us think we can do.”

Glenn D. Alichek, General Instru-
ment’s marketing manager for digital
wireless, said Pacific Bell’s rollout is
exactly what the industry needed. Pacif-
ic Bell’s move came after major deals
with Nynex/Bell Atlantic in CAT Wire-
less and PacTel’s acquisition of
VideoTron and Transworld fell through.

“The industry players that are here
[in Anaheim] have the product and can |
make digital a reality now.” Alichek |
said. “*In six months, when the industry
shows that it can make money, Wall |

—Cable

“We are an industry that
has been undervalued
and misperceived.
Digital is just a great
opportunity to turn
things around.”
WCA’s Andrew Kreig

|
Street is going o come buck quickly
and invest once aguin.”

The industry is also counting on
Washington and regulatory reliet when ‘
the FCC approves two-way capability.
More than 100 wireless cable system ‘
operators filed a petition with the FCC
in March, hoping for access to multi-
point distribution scrvices. Wireless
operators with such FCC compliance
could then enter the high-speed data
and digital voice businesses,

“There is a substantial demand for |
such high-speed Internet services. and
we think we are in a very good situation
to deliver it.” Hostetter said. “Wireless, |
since it offers such low upfront and |
infrastructure costs. is ideally situated |
to get in front of cable on this.” |

Newman said such high-speed Inter-
net access might be just what the wireless
operators need.

“The cable industry is deploying the |

Urban initiative

David Falk, agent of such basket-
ball stars as Michael Jordan and
Patrick Ewing, is teaming up with
entrepreneurs Dennis Brownlee
and Robert Townsend to develop

“urban programing for TV and F

other media.” Townsend, a for-
mer telephone and cable execu-
tive, says the programing wiil
have broad appeal. “We’re not
going to focus on the [African-
American] market, we are going
to broadcast from it...It's the
place where all trends start.”

| i ™ :
Falk, Townsend and Brownlee

New Urban Entertainment, as the venture is known, hopes to raise $50 |
million, Townsend says. Combined with corporate sponsors that Falk will |
bring in, he says, NUE will produce or co-produce films and TV series for
broadcasting and cable. And if all goes well, he says, it will eventually cre-
ate its own channel. Townsend says NUE will soon name a senior pro-
graming executive with well-known credits.

Townsend is the former president of Stargazer, Bell Atlantic’'s experimen-
tal video-on-demand company. Brownlee was among the original applicants
for direct broadcast satellite license, and was involved in the successful
launch of the United States Satellite Broadcasting's DBS service.

Internet access in a very limited fash-
ion,” Newman said. | think there is a
very good opportunity to go into a mar-
ket and offer both digital and Internet
and have a compeliing product.”™

Besides regulatory approval and dig-
ital compression. the industry is still
missing one other thing—cash. Wire-
less officials said they are all right for
the short run. but it is a different story
when talking two and three years out.
Muny of the companies are looking for
partners who can help finance digital
rollout and provide some technical
skills. say analysts.

“We don’t have enough cash on our
balance sheets 1o satisty all the busi-
ness plans we hope to launch.” said
Matthew Oristano of People’s Choice
TV. "Ultimately we necd to have
strategic partners. even though we can
get started today by ourselves.”™

Whether a wireless operator needs a
partner or not comes down to how they
spend their money. Newman said.

“They cun last a couple of yeurs if
they do very little. But the minute you
start to launch one of these new sys-
tems. you start 10 use cash very rapid-
ly.” Newman said. “How long will
$100 miltion tast? If you go and launch
in a major market with digital and
Internet services, you'l use the money
very quickly. Or you could do nothing,
in which case you'll really use your
money slowly.” |

el
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Ameritech stays its wired course

With other RBOCs dropping out, telco continues aggressive overbuild strategy

By Price Colman
ith SBC dropping out of
W the wired cable competi-
tion, Ameritech remains
the only major RBOC player. A lo. .
people are wondering how much
longer it will gut it out.

“There’s no question that in this
industry you don’t have one company
break ranks in an area like this and con-
fidently plow ahead when every other
large telephone company has slowed
down,” says Bill Deatherage of Bear
Stearns. “They clearly are alone in the
overbuild strategy.”

Ameritech’s justification for its per-
sistence is long on generalities and
short on specifics.

“What we see is that consumers want
choice in cable TV providers, and they
want Ameritech New Media to offer
them that cheice,” says Geoff Potter,
spokesman for Ameritech New Media.

Economics notwithstanding, Ameri-
tech insists it’s in the wired cable busi-
ness for the long haul. But economics
has a way of changing the definition of
“long haul.”

Current estimates put the cost of
building a hybrid fiber/coax, 750 mhz
network, such as Ameritech is build-
ing, at roughly $300 per home passed.
Current estimates are that Ameritech
has passed about 700,000 homes,
translating into roughly $210 millicn in
capital expenditures thus far. That
amounts to about 8.4% of an estimated
$2.5 billion that Ameritech will make
in capital expenditures this year.

In other words, the telco’s invest-
ment in cable overbuilds is a relatively
small part of the whole. But penetra-
tion rates are where the rubber meets
the road, and that’s where things get a
bit hazy. Ameritech has told analysts
that it has about a 28% penetration rate
in those franchises where its plant is
operational. Anecdotal information
from competitors and observers shows
penetration rates ranging from 7% to
nearly 50% in isolated areas. As for
Ameritech, it’s closely guarding virtu-
ally all hard numbers.

“They say they’re satisfied with
what’s going on but wen't tell num-
bers,” says Gail Whitty, executive direc-
tor of the Intergovernmental Cable

eritech

Communications Authority. The
authority encompasses an | l-city con-
sortium in suburban Detroit, where
Ameritech is focusing much of its effort.

Other key battlegrounds include
Columbus and Cleveland, both Ohio;
and Ameritech’s headquarters city,
Chicago. So far, Ameritech New
Media has 39 cable franchises, winning
them at the rate of roughly one a
month. But the faster it gains franchis-
es, the more expensive the ante
becomes. The estimate from one cable
company competing with the telco in
suburban Detroit is that it’s costing
Ameritech about $15,000 per sub-
scriber to build its network.

“When you have pockets as deep as
Ameritech’s, perhaps you do things
sometimes that den’t make a lot of
sense, just to be in the marketplace, be-
cause it clearly does not pay to over-
build,” says Bill Black, MediaOne’s
(formerly Continental Cablevision)
director of public affairs for the Mid-
west region.

The Baby Bells, Ameritech except-
ed, apparently agree with that conclu-
sion. US West decided it made more
sense to buy a cable operator than to
overbuild. SBC subsidiary PacTel test-
ed the wired-cable waters and got out.
Nynex and Bell Atlantic are pursuing
other approaches to the video market.

Although Ameritech is not the only
telco overbuilding cable systems, it
stands alone as by far the most aggres-
sive, Indeed, all the telephone partners
in the Americast consortium—whose
members include The Walt Disney
Co., Ameritech, GTE, BellSouth and
SNET—are overbuilding to varying
degrees.

GTE has overbuilt TCl, Jones and
Falcon Cable in Ventura County,
Calif., just north of Los Angeles. It has
a wired cable system up and running,
with 8,000 customers, in Cerritos,
south of Los Angeles. GTE is also
overbuilding Time Warner in the
Clearwater-St. Petersburg, Fla., mar-
ket. The overbuilds have passed about

74,000 homes in Florida and about
55,000 homes in Ventura County.
“The take rate exceeds our
expectations,” says GTE spokes-
nan Brian Blevins. “In California,
e're at about 40 percent of homes
passed in active nodes.” GTE’s plans
call for it to be in 66 markets, passing 7
million homes, by 2004.

SNET is overbuilding also, replac-
ing its copper-wire network in Con-
necticut with HFC. But there’s a differ-
ence: “We would have built the HFC
network, even if not for cable,” says
Beverly Levy, SNET spokeswoman.
“It is not an overbuild strategy.”

BellSouth also is doing HFC over-
builds, but they're part of a larger strate-
gy that incorporates MMDS, perhaps to
a greater degree. The company has won
17 cable franchise agreements in Flori-
da, Georgia, Tennessee and Alabama,
and “in those areas where it makes
sense, we will build,” says Chris Ander-
son, BellSouth spokesman. “In certain
new subdivisions we have begun.”

In contrast, Ameritech has 39 cable
franchises—the latest, in Detroit sub-
urb Warren awarded just last week—
and is offering service in 25 communi-
ties. If nothing else, the telco’s pres-
ence is changing the rules of the fran-
chising game,

“Ameritech’s basic strategy...as a
cookie-cutter franchise has been very
consistent,” says Neil Lehto, who spe-
cializes in cable and telecommunica-
tions for the suburban Detroit law firm
O’Reilly, Rancilio, Nitz, Andrews &
Turnbull. Ameritech comes in as com-
petition for the cable incumbent, builds
an HFC network and dedicates 0.5%-
1% of gross revenue for PEG require-
ments. But Ameritech is not interested
in building or running PEG facilities.
Predictably, incumbent cable players
facing franchise renewals are changing
their approach as a result. In effect,
communities’ willingness to grant
Ameritech franchises has “lowered the
bar” for cable operators, Lehto says.

“Our expectation is that we would get
franchises similar to the Ameritech fran-
chise,” says Madie Gustafson, senior
counsel in charge of franchising at TCI.

If Ameritech has lowered the bar on
franchising, it has clearly raised the bar
on competition. And in those commu-
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nities where cable operators are ag-
gressively fighting back, Ameritech
has encountered a tougher time gaining
a foothold.

“In Fraser (Michigan), the competi-
tion Comeast has put up has been vocif-
erous,” says Lehto. “In Fraser, my un-
derstanding is that on a percentage basis
[Ameritech] is doing poorly.” Its biggest
gains apparently have come in Lincoln
Park and Garden City, Mich., where the
incumbent, TCI, was slow to respond.

In addition to the formidable finan- |
cial challenge of overbuilding cable
operators, Ameritech is encountering
legal challenges as well. Cable organi-
zations in Ohio and Michigan have
filed complaints against an Ameritech
promotions program that gives new
cable customers “Americhecks”—
coupons good for discounts on phone
or cable service. The complaints say,
essentially, that the program discrimi-
nates against Ameritech customers

who can’t get its cable service.

Ameritech’s deep pockets will allow
it to stay on the overbuild offensive for
the foreseeable future, says Bear
Stearns’ Deatherage. How long is the
riddle everyone is trying to solve.

“It’s hard to justify an overbuild on
economics,” he says. “The only expla-
nation is that Ameritech sees some in-
cremental economies of scale and
scope that perhaps other overbuilders
don’t see.” =

TNT, NICKELODEON P77

FULL DAY (MON-SUN. 24 HOURS)

quarter ratings: 1997 vs. 1996

TOP 2ND QUARTE

Sports, movies and cartoons dominated
basic cable ratings in second quarter
1997, with ratings increasing 13% over
last year.

Turner Network Television continued its
first-place showing among cable channels
in prime time with a 2.4 rating, a 14%
increase over last year's 2.1 rating for the
same quarter. TNT's strong second quar-
ter was helped by coverage of NBA bas-
ketball in May and by its cable premiere of
the feature “The Shawshank Redemption”
in early June.

Nickelodeon ranked first in total-day
viewing. Its slate of children’s programing
earned a 1.6 rating for the quarter, up 7%
from its 1.5 rating for the same quarter last
year. In prime time, Nick at Nite earned a
1.8 rating, a 12% increase over last year.

Turner Broadcasting Systems' TBS
Superstation ranked third in prime time
ratings, earning a 1.8 in the latest quarter,
down slightly from its 1.9 rating last year.
TBS ranked second overall in total-day
viewing, earning a 1.0 rating in the |atest
quarter compared with a 1.1 for the same
quarter iast year.

Ratings dipped in both prime time and
total-day viewing for USA Networks, which
earned a 1.8 in prime time, second quar-
ter, compared with last year's 1.9. USA
earned a 0.8 rating for total-day viewing
for the quarter, compared with 0.9 last
year. USA ranked fourth in total-day rat-
ings and tied with TBS for third place in
prime time.

Despite solid ratings gains for its Biog-
raphy series, ratings for the Arts & Enter-
tainment Network remained flat at 1.3 for
prime time and at 0.8 for totai-day view-
ing for the quarter. A&E says Biography
scored its highest quarterly ratings in the
past quarter, earning an average 2.7, and
its best monthly ratings, with a 2.9 in
June. —DP

Lifetime
A&E
Cartoon
ESPN

Discovery 0.6

WGN
TNN
CNN
Family
MTV
TLC

FX

TV Land
Weather
Headline
Sci-Fi
ESPN2
Comedy
History
CNBC
BET

VH1
Prevue
E!

CMT
Food
Court TV
Travel

0.6
0.5
0.4
04
04
0.4
0.4
0.4
0.3
0.3
0.3
0.3
0.3
0.3
0.2
0.2
0.2
0.2
0.2
0.2
0.2
0.1
0.1

Fox News 0.1

Hotes: &l ratings based on coverage hames for each network. Prime time is Mon.-5um, B-11
p.m. Todal dary is Mom, -Sun, 6 a.m.-8 a.m, for househald and demographic perlarmancs, AKE
Comedy Ceniral, CNBGC, Discowery, F), Litetime, TLC and THN totsl day performancs based an
thie metwork's 1al dedinitions as reported by Nielsen. ANl others Mon-5un, 6 a.m.-6 aum. Non-
report weeks excluded from averages. Source: THS Research from Mielsen Media Research
data. NA—mot availabide

20 1996
HH=
Rig (000]

| TNN 0.9

PRIME TIME (MON.-SUN. 8-11PM)

2019397 2Q199%
HHs HH=s

Network Rig (000) Rtz (000)
TNT 2.4
NICK 1.9
TBS 1.8
USA 1.8
Lifetime 1.5
ESPN 14
A&E 1.3
Discovery 1.3
Cartoon 1.3
Family 1.0
WGN 1.0

CNN 0.8
TLC 0.7
Sci-Fi 0.7
MTV 0.6
FX 0.6
ESPN2 0.5
History 0.5
TVland 0.5
CNBC 0.4
BET 0.4
Comedy 0.4
Prevue 0.4
Weather 0.3
Headline 0.3
VH1 0.3
E! 0.3
CMT 0.3
Food 0.2
Court V. 0.1
Travel 0.1
Fox News 0.1
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‘Iier’
slides over
to Sci-Fi

Cable network picks up
new and library episodes
of former Fox hour

By Lynette Rice

he Universal Television drama
T Sliders—which Fox opted to let

slide for fall—has found a new
lease on life at the Sci-Fi Channel. The
cable network picked up 22 new
episodes of the series for debut in Jan-
uary and bought the exclusive rights to
48 old episodes.

“The commitment to continue pro-
duction of original episodes of Sliders
represents a very bold and significant
statement by the Sci-Fi Channel.” says
Rod Perth, president of Sci-Fi owner
USA Networks. “This series, as well as
our development of major long-torm
projects such as Dune and lnvasion
Earth, is emblematic of the next pliuteau
in the Sci-Fi Channel’s evolution.”

Sliders averaged a 5.5 Nielsen rat- |

ing/10 share in households and a 3.9/13
in adults 18-49 during the 1996-97 sea-
son—its third on Fox before entertain-
ment president Peter Roth decided to
pass on the Universal drama for next
year. The drama, starring Jerry O'Con-
nell (“Jerry Maguire™), follows the
adventures of a young team of explor-
ers who “slide” through parallel dimen-
sions of earth.

The Sci-Fi Channel reaches more
than 42 million homes. =

Cable

Roberts ponders
Microsoft windfall

Comcast Corp. President Brian Rob-
erts will take his time deciding how to
spend Bill Gates” money. Speaking at
a Montgomery Securities’ media and
communications conference in New
York, Roberts told investors that the
$1 billion Microsoft Corp. is paying
tor 11% of the MSO comes with no
strings attached and that the company
hasn’t figured out how to allocate it.
Roberts held out the possibility of
buying back stock—always a crowd
pleaser in a room full of money man-
agers—although other Comicast exec-
utives said that was unlikely given the
ongoing strength of the company’s
share price. Comcast could use cash
1o rebuild systems more quickly, par-
ticularly smaller markets that have
been low on the list of priorities. The
company may also focus on doing
more in its “A™ and ‘B markets that
lhave highest prospects for new ser-
vices like digital cable or cable nio-
dems. Do you use the money to
rebuild Tupelo. Miss?” Roberts
asked, or “do you use the money (o
develop business applications tor
cable modems” that would have taken
five or 10 years if cash were tight?

Echostar boosts

. Canadian presence

EchoStar Communications Corp.
has strengthened its Canadian ties in
a deal that could be the precursor to
even larger Canadian connections
for EchoStar. The agreement be-
tween programing distributor Ex-
pressVu and Beamscope Canada
Inc.. one of that nation’s larger con-
sumer electronics wholesalers. calls
for Beamscope to distribute Ex-
pressVu's DISH Network, which is
hicensed from EchoStar. (o retailers
and satellite service sellers when the
service launches later this summer.
Superficially. 1t's a straightforward
distribution agreement. but it offers
potential pluses for EchoStar: The
Cunadian direct-to-home satellite
market is wide open as a result of
AlphaStar’s failure earlier this year,
and EchoStar bolsters ties 1o poten-
tial strategic partner Bell Canada
Enterprises, cne of ExpressVu's
owners. Earlier this year, EchoStar
sold 62.000 converter boxes to

l nent. Two weeks ago, EchoStar sold

ExpressVu for roughly $40 million
and there 1s persistent speculation
that a larger deal is pending. The
EchoStar-Bell Canada strategic part-
nership deal probably isn’t immi-

$375 million in debt, giving Echo-
Star Chairman Charlie Ergen time
and money to launch a third satellite
in September. “If the right person
shows up, [Ergen] will talk 1o
them.” said a source familiar with
the company. “He's not in hot pur-
suit right now.”

Rock slogan honored

MTV s rock video battle cry will be
the first campaign to enter CTAM’s
Marketing Hall of Fame. The soci-
ety developed the Hall of Fume this
year and 1 Want my MTV” won its
first honor by unanimous vote of the
six-member selection committee.
The slogan emerged 16 years ago
and could be heard shouted through
the screen by rock music icons in-
cluding Mick Jagger. CTAM Chair-
man Josh Sapan says the campaign
did not just sell the network, but
went as fur as to “alter the course of
popular culture.”

Researchers predict
set-top growth

Researchers at In-Stat say they
expect Cable TV set top box ship-
ments to grow through 2001 at about
20% each year—in both number of
units and dollar amount. This will
impact semiconductor manufactur-
ers targeting the set-top box market.
set-top box manufacturers and
broadcast networks and cable ser-
vice providers, according to the

report Worldwide Markets for Cable |
TV Set Top Boxes: Not Conver-
gence, bur Migrarion. *While digital
cable TV systems have been over-
hyped for the past decade, the good
news 1s that they are finally being
rolled out by selected cable TV
companies.” says Gerry Kaufheld.
senior analyst for In-Stat’s Multime-
dia Service. "*Microsoft’s recent
investment in ComCast will only
speed up activity. However. tradi-
tional analog set-top boxes are not
going away any time soon.” Kauf-
hold added. In-Stat is part of Cahn-
ers Publishing Co.. which also pub-
lishes BROADCASTING & CABLE.
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I°s DTVeConversion Cruanmnch Time.

The DTV clock is ticking.
Your stations will need
new transmitters for sure.
New antennas also. Plus,
there’s new studio and
master control equip-
ment to specify, acquire
and install. LDL Com-
munications is one of the
few leading companies
that can deliver all of
these DTV components.

Here’s what makes L.DL unique.
The tower. Whether it’s strengthen-
ing existing towers to handle addi-

I8
:nm'!m,',

tional antenna bays, or erecting
new facilities, you'll almost certain-
ly need tower work. And site sur-
veys, local ordinances, FCC and
possibly FAA approvals, custom
fabrication, erection crews and
weather all require specialized know-how and the
longest lead-times in the DTV conversion process.

Other companies you could talk to about transmitters
and studio gear might be happy to introduce you to a
tower company. But can they offer you single source
responsibility for the entire job, including the tower?
Most won't. But LDL will. We provide single source
responsibility tor everything you’ll need.

You may know us best for LARCAN transmitters. Our
new LARCAN Llandmark™ series DTV transmitters
debuted to great acclaim at the ‘97 NARB show. In fact,
Fisher Broadcasting bought the first two units for KOMO-

TV, Seattle and KATU-
TV, Portland, OR. right
on the NAB show floor.

()

But did you know that
the corporate umbrella
of our parent, the
LeBLANC Group of
Companies, includes not
only LDL and LARCAN
but also the world’s #1
custom tower manufac-
turer? We design, manufacture and

- with our own crews — erect
more custom towers than any other
company. LDL specifies, sells and

installs RFS antennas. And we pro-
vide design, supply and installation
of studio equipment and facilities
through our affiliation with IMMAD,
whose recent work includes NBC
Olympic facilities, and KHOU-TV,
Houston and satellite uplink facilities for Echostar.

For single source responsibility for every phase of your
DTV upgrade, from the tower, transmitter and antenna
to the studio and master control, there’s just one phone
number to know

Call LDL Communications today at 303-665-8000.

_ wnrow L L @ ueanc

COMMUNICATIONS

LDL Communications Inc. 650 South Taylor Avenue, Louisville, CO 80027
Telephone: 303-665-8000 Fax: 303-673-9900
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KGO-TV taps Tek for news conversion

Station spending almost $5 million on server-based facility

By Glen Dickson

Go-1v, the ABC 0&O in San
Kanci\cn. has chosen Tektronia

to reptace its entire news produc-
tion svstem with a disk-based architec-
ture. Under a deal worth almost $5 mil-
lion, Tektronix will provide KGO-TV
with a complete networked digital pro-
duction system including Profile and
Silicon Graphies video servers. Tek-

tronix NewStar newsroom automation. |

Tektronix Lightworks nonlinear edi-
tors and StorageTek archive storage.

Tektronix will handle systems inte-
gration for the project, which should be
fully operational by carly next vear,
According to Jim Casabella, KGo-1v's
director of engineering. the station also
looked at news system proposals trom
Avid and Phtlips betore choosing Tek-
tronix. (KGO-TV uses a Philips BTS
Media Pool server to play back spots in
master control.) KGO-TV is a NewStar
1.0 user: the staff liked the functionali-
tv of NewStar's next-generation news-
room automation system and its Edit-
Star news editing stations.

“We reatly like NewStar and Edit-

For its production of Texas
Rangers baseball games, LIN
Productions is relying on an ASC
VR3O0 digital disk recorder to gen-
erate its extensive replays.

Last year, LIM used a Pioneer
laser disc system to create
replays and play back moving
graphics and animation. But,
says LIN Productions President

Star. and we figured we’'d have a better
integration into NewStar if we went
with Tektronix.” savs Casabella.
(Although Tektronia purchased New-
Star in October. the system is still
available in stand-alone configuration.)

KGO-TV is purchasing 90 NewStar
seats and 12 EditStar stations. which
will allow journalists to perform cuts-
only editing. Stories will be finished on
six Lightworks V_LP. 4500 online edit-
ing svstems.

The backbone of the KGO-TV system
is a robust server architecture that mar-
ries Tektronix Profile PDR200 video
servers with Siticon Graphics servers
and StorageTek digital tape archives
through Fibre Channel networking.
(Tektroniy is reselling the SGI equip-
ment. while KGO-Tv is purchasing the
StorageTek equipment directly.)

Six Profiles will record incoming
ENG/SNG feeds and also will play seg-
ments o air. Six will support the Edit-
Star systems and six will be linked to the
Lightworks editors. All incoming feeds
to the Protfile will be transported instant-
ly via Fibre Channel and will be record-
ed on two mirrored SGI Origin 2000

LIN goes to the d:sk

Lea Spieckerman, using one
machine for two jobs was cum-
bersome. This season, the laser
disc unit plays all of LIN's canned

LiN Productions is using an ASC VR disk
recarder to generate highlights and
replays for Texas Rangers broadcasts.

graphics and animation, while the VR records and plays out footage gen-

arated during the game

"Cur lead tape operator is building sequences with the VR throughout the
game, and he can still run the laser disc and the slo-mo machine,” Spiecker-
man says, adding that the menu-driven user interface of the VR makes it
gasier to build sequencas than the timecode intarface on the laser disc.

The VR3O is anly a loanar unit for LIN, The company has spent roughly

$40.000 on ASC's high-end VR300 system, which features better image

guality and Fibre Channel storage. ASC engineers are now perfecting the
VR300'=s software for instant-replay applications, and Spieckerman

expects delivery around the All Star Game braak.,

—GD |

xGo-1v San Francisco will use Tektronix
Profile PDR200 video servers to record
and play feeds as well as provide random
access slorage for nonlinear editors.

video servers. which have a total RAID-
3 storage of 60 hours at 40 Mby/s,

“Any video that goes into the system
will immediately be copied into the
SGI as background.™ says Casabella.
“Any other edit syvstem will have
access to the video as it’s coming in—
the SGI can support six to eight users.”

The SGI servers are linked to a Stor-
ageTek Powderhorn digital linear tape
system. which will provide 300 ter-
abytes of "nearline™ archive storage.

KRGO-TV's news system will use a
Grass Vatlev SMS7000 router to han-
dle signal distribution. while playout
will be under the control of both New-
Star and Omnibus automation soft-
ware,

Casabella expects the networked
Profiles to be operational by Septem-
ber. with the SGI and StorageTek sys-
tems coming on line later in the fall,
The station will continue 10 use Beta-
cam SP tape for acquisition and will
transfer taped material into the Light-
works editors as necessary.

KGO-TV is LW years away from buy-
ing a digital tape format for news.
Casabella says. In the interim the sta-
tion is buying additional Beta SP gear
10 extend the life of its analog gear,
“It7s a bad time to make a decision.”™ he
says, “We'll be looking at adigital tape
format. but we want something I-frame
only and 4:2:2 [MPEG-2 compres-
ston]. We may go 16:9 by the time we
miake a decision.” ]
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You ask whatis ouraim? | can answer

inone word: It is victory 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.

In transmitting video,

NEWS, SPORTS, SPECIAL £VENTS Vyvx it.
there is no single solu-

tion for every situation. ADVERTISING DISTRIBUTION Whatever the situation,

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

TELEPRODUCTION

with scheduling transpon-
the best solution for each

ders, teleports, or local
situation. (ABLE ViDED

loops. Just remember one

When you need an imme- SYNDICATION thing: Make one simple

diate uplink. Vyvx it. phone call to Vyvx to get

Need the quality and your video where it needs

security of fiber-optic to go. Without blood,

transmission? Vyvx it. tears, toil, and sweat.

When it's video, Vyvx it.”

Vyvxe

For more information contact us toll free at 1-888.vyvx it {898.9048) ex 117.

www.vyvxinfo.vyvx.com.
r s 5
( at,
FIBER SATELLITE TEI EPORTS Company
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By Glen Dickson

Comark Digital Services
and the WGBH Education
Foundation have agreed to
work together on DTV.
According to Steve Bass,
WGBH vice president and
manager for TV stations,
Comark will provide con
sulting services to WGBH's
three PBS stations: wGBH-
Tv and wGBXx-Tv, both
Boston, and waBy-Tv
Springfield, Mass. The
agreement doesn't yet

include any equipment con-

tracts. although wGBy-Tv
has a Comark IOT UHF
transmitter that it hopes to
upgrade to digital. “We're
on the road to the actual
purchasing of equipment,”
says Bass.

Pittard Sullivan has made the ‘Smart Guy’

look even brighter.

Pittard Sullivan of Los
Angeles created the new
main title for the The WB's
Smart Guy with the help of
post-production house
Scott Milne FX and produc-
tion company Nu Pictures.
The live action was shot on
green screen and edited on
an Avid nonlinear system,
while the backgrounds,
graphic animations and
transitional elements were
composited in a Quantel
Henry.
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Sony has made a signifi-
cant sale of its Betacam
SX digital tape format to
French network France 2,
part of France Television
Group. France 2 is buying
more than 200 Betacam
SX units, including VTRs,
hybrid VTRs, camcorders
and DNW-A220 portable
field editors; shipments will
start this summer. France
2 is adopting Betacam SX
as its new tape format for
news production as part of
its move to a new location
next year. In other Sony
news, the company has
introduced a widescreen
SX camcorder aimed at
DTV news production. The
16:9/4:3 switchable unit
costs $35,000 and should
be available in August.

ITN, the UK's
commercial TV
i news organiza-
tion, has select-
ed Panason-
ic’s DVCPRO
as its next-gen-
| eration field
{ production for-
mat. To replace
its Betacam SP
equipment, ITN
| has ordered 50
i DVCPRO
VTRs, 32 cam-
corders and 12
laptop editors.
ITN crews
should be fully operational
with DVCPRO by the end of
Qctober. Panasocnic alsc
has sold 20 DVCPROC
VTRs to German pay-TV
operator Premiere and 15
VTRs, five camcorders and
a Smart-Cart automation
system to Canal+ Spain.

Dielectric Communica-
tions has signed contracts
with Post-Newsweek Sta-
tions and Pulitzer Broad-
casting to provide both TV

Jechnology

station groups with DTV
and NTSC transmission
equipment. Raymond,
Me.—based Dielectric will
deliver DTV and NTSC
antennas, transmission line
and RF systems to
Pulitzer's 12 stations and
Post-Newsweek's six sta-
tions.

1Y

A look at the Soiid State Logic audio console in BET's new

mobile production truck.

BET is now on the road
with a new digital mobile
production unit designed,
engineered and integrated
by Communications
Engineering Inc. CE| col-
laborated with Calumet
Coach to design and build
the 50-foot production trail-
er, which has a 38-foot
expanding section. The
production trailer can sup-
port an 18 to 20—person
broadcast team for such
live productions as con-
certs and sporting events.
The truck includes a Solid
State Logic on-air produc-
tion and multitrack audio
mixing console, a Grass
Valley digital production
switcher, an Abekas
Dveous effects system,
BTS digital cameras with
Canon lenses, a BTS
Venus router, an RTS
intercom system, Sony
Digital Betacam VTRs with
slo-mo controllers and a
360 Systems DigiCart |l
hard-disk recorder with
instant replay.

News Digital Systems has
received a $10 million con-

tract from the European
Broadcasting Union to sup-
ply MPEG-2 4:2:2 compres-
sion equipment that will
convert the EBU's internal
Eurovision transmission
network to digital. Eurovi-
sion is used to distribute
programs among EBU
members via transponders

on the Eutelsat |I-F4 satel-
lite. The EBU's new digital
network will incorporate 55
transmit and receive earth
staticns and will increase
the EBU's network capacity
from seven TV channels to
more than 20.

JVC and EchoStar have
collaborated to develop a
DBS receiver with a built