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NOW,  _tolevision

_Lifetime

s introducing
Lifetinae

Network

The movies Programming  Movies for
women love, with a proven every dimension
24 hoursaday  track recordof  ofa womanslife  Ifyoi've inter-

[from the network  quality and high —drama, mys-  ested in giving

that holds ratings among tery, romance, women what
the highest per-  women. suspense, family  they want,
cetved value by and comedy — Please call your
women.” presented inaway Regional
S Lifetime viewers ~ Account Rep-
a— have come to resentative for
know and love more information.
for 14 years and
counting. LIFETIME
MOVIE NETWORK
Movies Women Love.

New York: 212.424.7261 - Dallas: 972.458. 4600 - Los Angeles: 310.556.7528

*Beta Cable Subscriber Study- 11457 Vatie among basic cable entersainment networks. © 1997 Lifetime Entertainment Services
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E l ﬁ I Must Fn’eaa/ng from
December 1, 1997

TOP OF THE WEEK / 8

Cable nets do digital MTV Networks and Lifetime Television each unveiled new digital cable networks filled
with inexpensive product. After sitting largely on the sidelines, major programmers are Special
beginning to stake their own claims on that new channel capacity. / 6 Report

TCI Us West in $1B Deal Tele-Communications Inc. is close to a $1 billion
| system swap with US West Media Group as it moves toward its goal
of consolidating control of the metro Chicago market. / 10

Radio/TV combos getting conditional nod from FCC | The

Broadcasters aren’t waiting for new rules to move on deals that push ol [JU«'
the limits of the current ownership caps. The FCC has approved a o
series of local radio/TV combinations pending the outcome of the Behind the scenes of

ownership review. / 15 media’s biggest deals are the

money mavens who shuftle

Geraldo Rivera will S€tmakers say they can’t meet pr oposed V-chip billions. BROADCASTING &
?urr his talk :'hzw deadline Consumer electronics manufacturers complain that the CABLE Jooks at sonie of the
p‘:reggni:p:," CZBC FCC’s proposed deadline for TVs to include V-chips doesn’t give themt | most prominent. / 53
and NBC./ 10 enough time, pamcularly in the abserice of a clear standard. / 18
COVER STORY CABLE | 44
Haim Saban: Cartoon network 'toons up for 98 The Cur-
Fox Family Man toon Network will bring back some of its besi-known fea-

Haim Saban’s 17-year-old
company 1s responsible for
219% of all children’s TV
programming in the U.S.
But not one of Saban’s
shows appears on cable,
where he's looking 1o make
money with his revamped
Family Channel. / 30 NET revamps as
Cover photo by Craig Mathew America’s Voice Nickelodeon snows like ‘Rug-
L — : ——— | Conservative political talk net- fgisng: :;‘;:::; gﬁa?%%s
BEROADCASTING / 35 work NET will Change from
National Empowerment Television to America’s Voice, with
KCBS-TV bites back Los Angeles station KCBS-Tv new programming—including some hosted by liberals, / 50

has created a stir in Southern California with an investigation
into health and safety violations at TECHNOLOGY / 76
Southem California restaurants. / 35 Panasonic debuts digital tape products

Smart Studios picks up FCC Panasonic brought out its new line of DVCPRO products as
challenge Shane DeRolf, creator it announced several deals at the SMPTE corference in

of preschool series The Crayon Box, New York last week. / 76
hopes (o entertain and educate kids Tele /79

via his FCC-friendly new production . .

company, Smart Studios. / 39 Netscape, PointCast push business news
New services from Netscape and PointCast demonstrate the

importance of the business market on the Internet. / 79

tures as well as a slate of new ones for 1998. / 44

Primestar looks into
| junk bonds Primestar
intends to tap high-yicld mar-
| | kets for $750 million-$1 bil-

lion in debt sometime next
year. / 46

Mother and son team on air ;
National radio talk show host Judy Fo,me, Today and

Jarvis and her 28-year old producer-  ‘Dateline NBC’ pro- Cable Ratings.......... 48 Datebook .................89  For the Record ........ 90
son Jason take on political and social g:‘s’% g’:;‘;’vg ;f-dr\’:Ti:n Changing Hands.....43 Editorials ................. 98 InBriefo e 96
issues on her afternoon syndicated New York as VP/sta- | Classified ... &1 Fates & Fortunes....93 Open Mike ............39
radio show. / 44 tion manager. / 42 Closed Circuit ......... 14 Fifth Estater............ 92 Washingtan Walch..15
Broadcasting & Cable December 1 1997 3
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The pioneers of music on television
are staking out new territory.
Introducing the first complete package of distinct
music channels created for the digital universe.’

-

VH1 Soul VH1 Smooth + VHT Country
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Cable nets do

MTYV follows Disney, Lifetime in unveiling multiple channels

By John M. Higgins

fler sitting fargely on the sidelines

while operators made plans (o

Launch digital tiers, major program-
mers are beginning to stake their own
claims on that new channel capacity.

MTV Networks and Lifetime Tele-
vision have unveiled new digital cable
networks litled with inexpensive
product. MTVN's two music net-
works—MTV and VHI—will
Launch a seven-pack of video ser-
vices called The Suite. Each ser-
vice will have a different flavor,
Irom Latin to
country. Life-
time Movies
will concen-
trate on inex-
pensive made-
for-TV movies,

The moves
followed by o week
the disclosure by
Geraldine Laybourne
(Walt Disney Co./JABC
Cuble Networks president)
that the company would craft at least
four digital networks in the coming
months, inctuding services based on
soap operas and Kids programming.

Major cable programmers, other
than Discovery, have largely hesitated
to state networks for digital tiers,

Muost tiers that have faunched so far,
notably the digital offering of Tele-
Communications Inc.. have been loaded
with multiplexes of Home Box Office
and Showtime, 15-20 channels of pay |
per view and “basic™ networks that are
realty aiming for analog carriage, such
as ESPNews, Game Show Network., |
Speedvision and CBS Eye on People.

Rainbow Programming has crafted
one network, World Cinema, for for-
cign-language films. And TCI's Encore |
Media has more than a dozen channels.
USA Networks and TBS Inc. have yet
to set plans for digital nctworks,

Cable programmers have had a ditfi-
cult time constructing networks with pro-
gramming costs that are low enough to
allow them to make money on the rela-
tively low penetration that digital ticrs are

expected to have for many years o come.
Even if every cable system used digital
compression (o expand channel capaci-
ty—which is unlikely—the $250-$400
digital converters are too expensive (o put
in every home, Operators estimate that
10%-50% of their customers will pay 1o
get the additional programming tiers.

So a digital channel might reach only

rj_t _"—l-“a-_;:

% } o
' g7,

JJ!JrIL

10 million-30 mil-
hon homes even
after several years, lim-
iting potential viewership—and hence
advertising sales—as well as license fee
revenue and viewership.,

Rob Stcng.c MSO MedizOne’s
senior vice president of programming,
who is leaving to become a consultant
in January, says the problem is circular.
Networks fear low penetration. but dig-
ital penetration will stay low unless
operators have strong product o offer.

“The sense from research is that cus-
tomers are not impressed by volume,”
Stengel says. It you just load up on
another t0-15 niche channels, what
weve heard from customers is: “That's
not going 1o do it.”

But Silicon Valley companies’
promise to deliver a $200 combined
digital converter/cable modem is begin-
ning to persuade networks to start com-
ing out of the digital closet.

“There's certainly a business here if

you talk to the consumer who'd love more
choice.” says MTV Networks President

_I_,._Q' I{r 1_-.r.-'

Lifetime

ligita

Tom Freston.

Slated 1o Lwnch next July, The Suite
will include M2, a free-form net that
launched a year ago but has litle cable
carriage.

The other MTV-branded channels are
MTYV Ritmo—Spanish for rhythm—

featuring Latin dance and pop: MTV

Indie, featuring rock. rap and techno

from independent labels, and
MTV Rocks, teaturing hard rock
and heavy metal, The VHI
services will be VHI1 Coun-
try; VHI Soul, and VHI
Smwooth, the last a combina-
tion of jazz, new age and soft
rock, M2 will continue as an
analog channel it MTV can
secure any carriage.
Lifetime Movies is
scheduled to
taunch next Sep-
tember with
about 90% of
the product
made-for-TV
movies, some
of them made
| for Lifetime but most for 50%-owner
ABC or the other broadcast networks.

Lifetime President Doug McCormick
says his goal is to help operators 1o sell
digital by giving them product identifi-
ably targeted at women. “We feel it can
make the transaction work, because it's
got something for the women in the
mix.” McCormick says.

MTVN expects to charge 10-20
cents for the seven-channel package.
MeCormick wouldn’t disclose the
license tee that Litetime Movies would
try to secure.

Operators are happy to see more net-
works, but many say it’s not enough.
“We still have the problem of the cost
of the box and lack of programming
that appeals to a pretty wide audience,”
says Charter Communications Inc.
CEO Jerald Kent. “Digital has a long
time to go. I'm not going to get digital
boxes in somebody's house because of
MTV.™” .

7
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~ ~ The truth.
whole truth,
nothm hut
| the fruth.

Bill O’Reilly is tough.

Whether it’s a politician

under investigaticn, or the latest
celebrity scandal, O'Reilly asks the
questions you want answers to.

He gets to the truth behind

evary story.

It's journalism as a contact sporl.

4O'Reilly
L0

Weeknights, 6PM ET

OX
NEWS

channel

We report. You decide.
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Join the stations already renewing through 2002.
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(Geraldo stays, ‘Geraldo’ goes

Andrew Lack takes over CNBC prime time programming

by Steve McClellan
eraldo Rivera will quit his talk
show at the end of the current

G season for an expanded presence

at ONBC and NBC. The changes are
the result of his decision 1o re-sign with
CNBC

NBC also announced that NBC
News President Andrew Lack will now
be responsible for CNBC™s prime time
programming. The rest of the network
will continue to report 1o CNBC Presi-
dent Bill Bolster.,

The news came as a surprise 1o both
Geraldo producer Tribune Entertain-
ment and distributor King World.
which up until last Tuesday assumed
Geraldo would be back for a 12th sea-
son, Trade ads that appeared last week
said that the show already was renewed
in cight of the top 10 markets.

This season. however, is the last of a
three-year deat that Rivera has 1o do the
show for Tribune. NBC wanted Rivera
o (uit the show because its low-brow
appeal contlicts with the more upscale

image that NBC News tries 1o convey, |

Rivera is dropping his syndicated
show for an increased presence on
CNBC and NBC.

sources say. And. at an estimated $5 mil-
lion a year. NBC is also making it well
worth Riveri’s while. Sources estimate
that he'l make $1 million—=52 million
more under the new arrangement.

As purt of Rivera's new deal. hell get
a second prime time strip (currently in
development) on the cable network. s
described only as a *serious news broad-
cast.” Rivera will also do four yearly
prime time news specials for the NBC

broadcast network and will continue his
role as legal commentator for Toduy.

In keeping Rivera, NBC stepped up
and mutched an offer made by Roger
Ailes at Fox News. Rivera's nightly
show on CNBC. which deals largely
with criminal justice and legal issues,
is by far the cable network™s most pop-
ular program.

Reached last week, Rivera’s agent,
Jim Griffin. said that the deal was
“good for all concerned. Geraldo has
always wanted to return o his rools:
news.” Griffin confirmed that the syn-
dicated show was an issue for NBC.
But he strongly denied reports that a
major Ui had developed between
Rivera and Lack.

“What Lack said was: How can Fake
a guy and make him a full part of NBC
while he is sl doing that syndicated
show?™ Griftin said. "It wasn’t person-
al.” and Rivera understood that. he said.

Informal discussions about whether
Lack should ke over the prime time
CNBC schedule had heen ongoing for
many months. sources say. When the
Rivera contract came up and Lack gol
involved. NBC President Bob Wright
decided the time was right for Lack to
take over, Sources say Lack will try 1o
make the two cable services under his
wing—MSNBC and CNBC-—more
compatible. ]

TCl, US West in $1B Deal

Tele-Communications Inc. is close to a $1 billion system | Hindery has been cutting with other MSOs, TCI will fully

|

10

| —

swap with US West Media Group as it moves toward its
goal of consolidating control of the metro Chicago market.

Sources familiar with the negotiations say TC| and
UMG are in the final stages of a deal to exchange sys-
tems serving more than 500,000 subscribers, including
UMG properties serving 349,000 subscribers in subur-
ban Chicago, a market where TClI already has major
operations and covets more,

The deal comes as UMG is trying to back out of the
$600 million sale of its Minneapolis systems to Charter
Communications. UMG decided to can the deal after
telco parent US West moved to spin UMG off by the end
of next year. The spin-off would mean that operation of
the systems inside US West's 14-state telephone ser-
vice area would no longer run afoul of telephone/cable
crossownership rules.

In addition to the Chicago operations, TC# is getting
UMG systems serving more than 100,000 subscribers in
central Michigan—aithough not UMG’s Detroit-area clus-
ter—pius about 50,000 subscribers in southern lifinois.

TCl is trading almost 400,000 subscribers in metro
Miami, 100,000 subscribers near Sacramento and an
unspecified chunk of systems in Georgia.

Unlike the joint-venture deals that TCI President Leo

own and operate the UMG properties.

TCI's existing city and suburban system operations
already give it 45% of the cable homes in the Chicago
market. The UMG deal would give TCI another 21%,
while a planned swap with Time Warner would add
another 7%. Wall Street executives say the MSO is also
discussing a swap with Gannett Corp. that would add
another 5% of the market, plus cash to buy systems
from a Jones Intercable Inc. partnership serving anoth-
er 15%.

If TC1 can get all the deals done, stats from the Chica-
go advertising interconnect show that the MSO would
control 93% of the market.

“It's aimost like what they have built in San Francis-
co,” says one source familiar with the UMG negotia-
tions, noting that TC{ has secured ownership of more
than 90% of that market.

The big boost to UMG would be in South Florida,
where the MSO has a major cluster based in Pompano
Beach. But that market remains fragmented, with Adel-
phia Communications Corp. owning a large operation in
the suburbs immedately south and north of Miami.

UMG and TCI1 executives would not comment on the
talks. —John M. Higgins
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| Sony,

Vow to strengthen Spanish-
language network

By Steve McClellan

ony Pictures Entertainment says it

is buying into Telemundo to make

it a more potent player in Spanish-
language TV, not to dismantle it.

Part of the strategy is to broaden the
mix of Telemundo shows with Span-
ish-language adaptations of English-
language hits, such as Sony-owned
Columbia ‘TriStar’s Mad About You or
The Naany. SPE also expects 1o bolster
its Latin American and Brazilian ser-
vices with spruced-up Telemundo lare,
company officials say.

SPE’s pariner in the deal 1o acquire
the Spanish-language network. Liberty
Media, wants a stronger Telemundo
too—sources say 1t plans to use the ser-
vice as part of a targer package of Span-
ish-language TV services to be offered
on co-owned TCL's digital cable tiers.

SPE and Liberty Media Corp. are
tcaming with financial players Apollo
Capital Management and Bastion Capital

Jop of the Weelk

TELEMUNDO

krmn(Ty) Galveston/Houston (ch. 48) 11
wsow{Tv) MiamifFt Lavderdale, Fa. (ch. 51) 16

kvia(Ty) San Antonio, Tex. (ch. 60)
wead-Tv San Juan, PR,

Liberty team on Telemundo

Total coverage: 10.7% of U.S. TV homes MARKET COVERAGE
winiry) Mewark, N.J/Mew York (ch. 47) 1
wves{Tv) Coronas/Los Angeles (ch. 52) 2
wins(nv)Chicago (ch. 44) 3
xks18-Tv San Francisco/Dakiand (ch. 48 ) 5

3.460
2.550
1.612
1.176
B23
704
A3
n'a

38
n'a

| *Percentage of Nielsen's 96.9 million U.S. TV homes as calculated for requiatory purposes. Coverage of UHF stations

(ch. 14-69) is discounted by 50%.

Fund in a venture to acquire Telemundo
for $44 per share, or roughly $540 mil-
lion cash.

When that trunsaction is complete,
the network will be split of” from the
cight owned stations and sold separate-
ly (for about $75 million) to a 50-50
venture of SPE and Liberty. which will
be managed by SPE.

Analysts say the partners are paying
top dollar tor the stations—about 22
times the group’s roughly $25 million
annual cash flow. For the first nine
months of 1997, Telemundo lost $17.2
million, compared with a loss of $27.7
million a year earlier.

hired to run both the station group and
the network. sources say.

Both SPE and Liberty are expected
to contribute programming to
Telemundo.Bastion and Apollo are
currently the top two sharcholders of
Telemundo, controlling 18.2% and
15.6% of the stock. respectively. SPE,
owned by Japan-based Sony. will own

Just under 25% of the station venture,

to comply with the 25% cap on foreign
ownership. Liberty will own 5% of the
voting equity and 20% of the non-vot-
ing equity in the stations, to comply
with cable/broadeast crossownership
rules. Apollo and Bastion combined

New management teams will be | will own 50.1% of the stations, ]

Off the block

Some old analog applications could be spared from auction

By Chris McConnell

he FCC is getting ready to auction
Tunulog TV and radio licenses.
Except for a few

Commissioners last week invited
comment on whether the FCC should
spare some pending licenses from the
auction block. lmplementing a law that
gives the FCC new authority to auction
analog broadcast licenses. commis-
sioners asked whether about 20 of the
older applications might be processed
using a set of comparative criteria.

1 hope 1o get some usetul comments
on that issue.” FCC Chairman William
Kennard said of the license applicants
who went through the FCC's old com-
parative hearing process but did not
secure a license.

The old applications have been stuck
at the FCC since 1993, That was when a
court decision struck down the compara-
tive hearing criteria that regulators had

The averhauled FOC held fis
firgl open meefing lasi week.

been using to choose license winners
from among competing applications,
Since then. some [.245 radio and 362
TV applications have piled up at the
FCC.

Earlicr this year the issue threatened
to stall Kennard's nomination as FCC
chairman. after one North Carolina
broadeaster caught in the holdup took his
case 10 Senator Jesse Helms (R-N.C.).
Helms gave Kennard's nomination a
green light only after word from Ken-
nard that the FCC’s new auction author-

-Broadcastin_g & Cable _December1 1997

ity did not necessarity need to extend to
all of the pending license applicants.

The North Carolina broadcaster.
Zebulon Lee. is one of about 20 apph-
cants who might now be exempted from
the auctions. The commis-
sion asked whether it should
develop a new set of compar-
ative criteria tfor applications
that had progressed through
the hearing stage before the
1993 court ruling.

Other radio and TV licens-
es tor which multiple appli-
cations were filed before July
L. 1997 would go on the auc-
tion block unless the parties
settle their competing claims by Feb. |
The law requires the commission to use
auctions to settle mutualtly exclusive
applications filed after July 1. The auc-
tiens could begin in fourth quarter 1998,

The FCC also proposed seeking to
promote minority and female owner-
ship of broadcast licenses and invited
comment on the use of bidding credits.
Discussing the proposal. Kennard cited
the negative impact of broadcast indus-
try consolidation on minority and
female ownership. =
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Wakin’ Up
"Latenight!

Nov. ‘97* vs Oct. ‘97 HH Rtg. Increases!

i

Market Sta. % Change  Market Sta. % Change
NewYork WWOR +60%  Sacramento KPWB +33%
Los Angeles KCOP +38% St Louis KPR +9%

Chicago wpwR +60%  oriando wRBW +60%
Philadelphia WPSE +27%  Baltimore  WNUV +952%
San Francisco KBHK +22%  Indianapolis WNDY +38%
Boston wssKk +20%  SanDiego KUSI +7%

|

g Wash.D¢  WoCA +42%  Harttord  WDXX +20%
g Dallas KTXA +10%  chariotte  WAT +30%
™ Detroit wksD +8% Cincinmai  WSTR +91%

Atanta  waAL +96%  KansasCity KcwB +69%

Houston KTXH +90%  Nashvile  WUXP +6%

Seattle Ktz +60%  columbus, 0 WWHO +40%
Cleveland WUAB +71%  saltlakeCity kiz +30%
Tampa wioe +88%  SanAntonio KRRT +18%
Miami werS +25%  NewOrleans WnOL +33%
Phoenix KPP +22%  Memphis  wimT +80%
Denver KTWD  #37% oo w5t weap Overighi, nov 97 103012187 vs 50 57
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CBS sweeps
toward
November win

By Lynette Rice

cautiously optimistic CBS began
A to wink last week. as it appeared

headed toward victory in house-
holds and total viewers for the Novem-
ber sweeps—its first such victory in
three yeuwrs.

Through Wednesday, the network was
leading in houscholds with a 10.4
Nielsen rating/17 share—up 2% over last
year—and leading in total viewers with
15.1 mithon—up 3%. NBC was a close
second in households and total viewers
(10.2/16. 15.1 million). while ABC was
third with a 9.3/15. To drive home the
point that houscholds do matter in the
race  become number-one. CBS Presi-
dent Lestie Moonves quoted the late
Brandon Tartikott: “Being number-one
in household ratings and key demograph-
ics is the last refuge for programmers.
You quote demos when you don't have
houschold ratings,™

In response. NBC President Warren
Litttefield—doing his own spin last
Tuesday on how NBC remains first in
adults 18-49 (6.9 rating over CBS's
fourth-place 4.4)—said using the Tar-
tikofT quote was rather peculiar, given
that it was said "in the mid-"80s."”
(Later in the day. a CBS spokesman
pointed out that Tartikoft said some-
thing similar in 1993).

Fox has the best story to tell in the
[R-49 race—the most growth in the
demo. Through last Wednesday. the
network remained in second place
behind NBC with a 6.1, certainly
helped by stunt specials scheduled
throughout the month.

ABC—which ctaims this season is a
rebuilding time alter last year's dou-
ble-digit declines—averaged a 5.5 in
the 18-49 demo through last Wednes-
day. It was the only network out of the
Big Four not to hold a teleconference
last week.

The WB was on its way 1o earning its
highest sweeps-month ratings ever
(3.0/5) for 100¥% original programming.
White final national numbers are not yet
available for UPN. it appeared still 10 be
outscoring The WB in the key demos. B

Jop of the Weels

CosedCiciil

HOLLYWOOD

Rep rap
S()mc executives at the Big Four
networks were none too pleuscd
to learn that media buyers Paut
Schulman and Bill Croasdale partici-
pated in a Fox teleconterence last
Tuesday to discuss the November
sweeps. CBS executives, in fact,
bristled when they heard how Croas-
dale of Western International
Media—in a discussion about which
demos matter in the race to become
number-one—totd the press “If 1
were going o sett an arthritis remedy
or adult diapers, I'd go to CBS.™
Some insiders questioned why
Croasdale and Schulman would want
to appear as if they favored Fox.

NBC could be Pee-wee's

new playground
SOurces say that NBC is looking 10
put in an order with Imagine
Television for a new comedy starring
Paul Reubens—best known for his
role as Pee-wee Herman. The sitcom
will mark Reubens’ first starring role
since he appeared in Pee-wee's Play-
honse on CBS. Reubens still has a
development deat with the Carsey-
Werner Co. 10 star in a comedy.

WASHINGTON
Digital deliberation

CC officials last week were still

mulling what to do with a broad-
cast industry suggestion 1o revise the
FCC’s plan for matching each TV
station with a digital TV channel.
The tiling, submitted late last month
by the Association for Maximum
Service Television, proposes more
than 300 changes in the atlotment
table that regulators issued earlier
this year, The changes are aimed at
cutting down on interference among
digital TV stations. Officials are con-
sidering inviting a quick round of
comments on the broadcast submis-
sion, but are worried that even a two-
week comment period might delay
the industry’s rollout of the new
broadcast system. Broadcasters have
told the FCC they will need a final
set of allotments by early January to
meet pledges to have digital TV sta-

tions on the air by November 1998,
NEW YORK

Look who's talkmg

hree years ago. when New World

moved its TV stations from CBS
to Fox. there was a lot of talk about
signing stations up for 10 years 1o
bring stability to the process. But not
all stations signed up for the long
haul. In fact, NBC pretty much let
stations sign for whatever term they
wanted, says network television
president Neil Braun. so that the
agreements don’t all expire at once.
He says the length of erms varies
from four to 11 years, meaning that
some deals come up for renewal very
shortly. That’s why the network and
its affiliates (at this point, board
members and key group heads) are
discussing a possible joint venture
that could invest in programs and in
existing and new businesses.
According to one board member. the
Joint venture concept could eventual-
ly replace the existing compensation
structure if affiliates and the network
can agree on terms. That will 1ake a
long time, the board member says.

Adults only

BS Radio’s wxrk(FM) New York

ran a commercial for CBS TV's
Saturday morning kids lineup during
Howard Stern’s morning radio show
Nov. 26. Stern has defended his show
against indecency charges in part by
claiming it is not meant 1o be heard
by children. Why would a spot ad-
vertising kids TV be included? A
source at CBS says the ad was target-
ed 1o Stern listeners who are parents.

A Rose for cable?

CNN is close to hiring ABC News
correspondent Judd Rose. Sources
say CNN is considering tapping
Rose 1o host a Friday evening enter-
tainment news show for CNN. Rose
used to work with Rick Kaplan, who
executive- produced PrimeTime
Live before being named president
of CNN’s domestic news operations
this past summer. Word has it that
CNN also has hired tormer ABC
News correspondent Linda Pattillo
to work as 4 national correspondent
from CNN's Atlanta headquarters.
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Jop of the Weele

ood rules, for some

RadiolTV combos get conditional nod while FCC ponders radio ownership

By Chris McConnell

CC Chairman William Kennard

hopes the FCC will spell out its

broadcust ownership rules soon.
But broadcasters aren’t waiting for new
rules to move on deals that push the
limits of the current ownership caps.

Since last November, when the com-
mission issued its proposals to modify
ownership rules. the FCC has approved
a series of local radio/TV combinations
pending the outcome of the ownership
review. The most recent came late last
month. when the FCC approved Clear
Channel’s request to combine TV sta-
tions in the Mobile. Ala./Pensacola,
Fla.. and Jacksonville, Fla./Brunswick.
Ga.. markets (seven and six radio sta-
tions, respectively).

Clear Channel also holds local mar-
keting agreements with TV stations in
both markets.

Previously. the commission had

conditionally approved combinations

| Memphis involving TV stations. TV

LMAs and multiple radio stations.

The deals—and FCC conditional ap-
provals—follow last year's telecom-
munications deregulation. Congress
loosened the caps on radio ownership
in the 1996 Telecommunications Act.
but the FCC has never decided how to
treat multiple radio holdings when
combined with a TV station in the
same market.

The FCC generally permits common
ownership of TV and radio stations in
the top 25 murkets in cases where at least
3() separately owned broadeast licenses
remain, The commission has proposed
extending the liberal waiver policy to the
top 50 markets but has not set final rules
on how many radio stations can be com-
bined with a TV station.

The commission also has proposed
counting LMAs toward the ownership
restrictions. but it has established no
final rules on that issue either.

The lack of final rules. however, has

1o collect local radio and TV signals.

“A lot of people feel like they might
as well get in position now.”™ Washing-
ton communications lawyer David
Oxenford says of the deals. 1 think
people are willing to take the risk.”™

“Every competitor is interested in
what the competition is doing.” adds
Washington commumnications lawyer
John Pelkey. “There certainty is an
advantage to having multiple signals in
the market.”

But others worry that the FCC is
effectively changing its rules by allow-
ing the TV/radio combinations to
stand. even conditionally.

“It's policy-making by adjudica-
tion,” says Gigi Sohn, executive diree-
tor of the Media Access Project. which
has opposed further retaxation of the
ownership rules. ~'l think the proper
thing is not to permit these waivers.”™

Sohn also voices concern with the
FCC’s decision to allow the Mass
Media Burcau authority to distribute

in Tulsa. OKla.: Little Rock. Ark.. and | not stopped broadeasters from seeking | the waivers in cases that do not present

——— o
| McCain says unregulated Internet

will raise TV standards

week o the International

Council on Worldwide Tele-
vision in New York. McCain
cited violence and other mate-
rial that is inappropriate for

| S

Still 100 much violence. Senate Commerce Commitiee
Chairman John McCain (R-Ariz.) says of TV. Speaking last

children in asserting that the quality of television
programming has gone downhill. " Although Con-
gress has tried o work with broadcasters for over
40 years to address that. not much has changed.” he
said. The senator said he is looking to the Internet o
make up that difference in quality, and for that rea-
son proposes leaving the global network as free
from regulation as possible. “Television via the Internet can | chance this week to make his pitch for free political air-
achieve what regutation now attempts 10 make over-the-air
television achieve: programming that entertains and informs.
| that reflects what we know and what we must yet leamn, and
highlights our shared values as well as our differences.™
And maybe the added competition will encourage broad-
casters 10 provide new public interest programming once
| they convert to digital. McCain said, | Broadcasters] owe the
public at least that much in return for the privilege of using
the public airwaves to operate their lucrative businesses.
especially since they have again received free spectrum to
ofter digital television. Perhaps broadcasters will come to
realize this when they are faced with new competition.™

The National Association of Broadcasters says ity mcm-—l

bers never expected to do less. “Broadeasters
have never asked for a reduction of public inter-

and Paige Albiniak

www americanradiohistorv com

est obligations. nor will we in the digital era.”
satd John Earnhardt. an NAB spokesman.
. ; “Once we complete our survey of sta- |

tions™ public service activi-
ties. we think the nation will
find that broadcasters are
the largest public service

providers in the country.™ l

Wonder what Gore thinks
about free airtime for

Edited by Chris McConnell candidates?

Paul Taylor will have another

time. Taylor, who spearheaded the Free TV for Straight
Talk Coalition during the 1996 election. will be one of |
three public interest advocates testifying before the Gore
commission this Friday (Dec. 5). The commission, which
will be holding its sccond meeting, is developing recom-
mendations on the public interest duties that broadcasters
should perform on the channels they receive for digital
television. Taylor will be jeined on the panel by Media
Access Project President Andrew Schwartzman and Mark
Lloyd. director of the Civil Rights Project. Fridays ses-
sion also will include panel discussions by broadcasters
I and a panel of technotogy experts.

!
l
|

|
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video computing
platform.

It’s about time. |
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introducimg the Origin™ video computing platform trom
Silicon Graphies, Its time vou had evervthing vou wanted,
evervthing you needed and everything your compenitors
didn’t want you to have in one, rack-mountable, digital
broadcast plattorm.

Time will tell which digital video formats hecome the

standards ot our imdustry, so the Origin plattorm supports

monej ¥ them all. From the biggest uncompressed tormats to the
[ ]

most multi-channel plavout srreams, from HDTV ‘i

-
oo

UP TO

100

WWW.sgil.com MPEG?2

STREAMS

to low hit-rare MPEG, run them all today.

Time also changes evervthing, so we've
s ) B

AD lN%ERT‘
y I ORIGIN

N\ L W VIDEO COMPUTING PLATFORM
| - Y

,«"“‘ ‘“{"! I i
ASSET
AANAG

given the Origin plattorm more scalability and flexibility
than any dedicated box. Store months of on-line video, fast-
network to any local deskrop, run world-class applications,
support standard automation systems and StudioCentral™ asser
management environment. Want advanced graphics? Ornigin
will let vou add it. That's power and tlexibiliny.

When you're ready to see what the best svstem i the
mdusery can do, visit us on the Web. But don’t wait roo long.
Time is monev and of the two, we can only make vou more

ot the later.

'5&52 SiliconGraphics

w2 Computer Systems
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new issues, 1 think there’s an attitude
in the burcau that whatever broadeast-
ers want, they get.” Sohn says.
Although the burcau has said its
\Nlli\’C]’\ are L‘(\l]lil]gL‘[]l on th outcome
of the FCC's ownership review, others
say the FCC could have a tough time

Jop of the Week—

undoing ownership combinations it the
final rules are more restrictive than the
current crop of waivers,

“Tt could be extremely difficult.” says
Pelkey. 1t could put the commission in
| an unfortunate position down the road.”

Pelkey adds that. in the meantime.

broadcasters are watching cach merger
application to see what radio/TV com-
binations the commission will allow,
cven conditionally.

“Anytime one of these waiver cases
comes down, the case is important.” he

It takes time to make a safe

Set manufacturers sav they can't make proposed V-chip deadline

By Paige Albiniak

onsumer clectronies manufactur-

ers are complaining that the

FCC's proposed deadline for TV

sets 1o include V-chips doesn’t give

them enough time. especially without a
clear standard.

The commission wants V-chips in

half of new TV sets by the middle of

next year. But it also wants to give the
industry more time to flesh out a uni-
ficd V-chip standard. Meanwhile, man-
ufacturers say they can’t even start
devetoping their V-chip—cembedded
sels untit a standard is set.

In September the FCC proposed the

| deadline Tor half of new sets to contain
the chips by July and all sets one year
after that.

“Both of these deadlines are unrea-
sonably short and highly unrealistic in
view of the absence of an approved rt-
ing system or transmission standard,”
CEMA wrote in comments to the FCC

last week.
| The association says that set makers

will not be able to get sets on the market
until 18-24 months after the FCC com-
pletes its technical requirements and
approves a television ratings system.
Defining one standard will atlow
tetevision manufacturers o build sets

| that work. regardless of the type of V- |
71 But Canadian V-chip manuiacturer

b
P
<

PORT

REPUBLIC PROPERTIES
CORPORATION

Is PLEASED TO WELCOME

Dow, LOHNES &
ALBERTSON, PLLC
To THE PORTALS

1250 MARYLAND AVENUE, S.W.
WasHINGTON, DC 20024

For LrASING INFORMATION CONTACT
Cassipy & PinkarRD (202) 463-2100

AL
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SiLys. ]
| chip included.
Matsushita Electric Corp.—which

manufucturers TVs, computers, set-top
boxes and VCORs under brand namies
Panasonic, Technics and Quasar—
agrees with CEMA,

“With regard to the implementation
schedule, the proposed dates are unre-
alistically soon. even it the commission
were to approve today the content rat-
ing system currently under considera-
tion,” Matsushita wrote.

Matsushita also encouraged the
cammission to adopt the V-chip tech-
nical standard proposed by the Elec-
tronic Industries Association as (quick-
ly as possible.

Trivision disagrees. suggesting that set
muhers could have the V-chip in new
TVs in less than seven months il they
wanted to.

“The worst-case scenario is |8
months, It"s likely they will be able 10
have it in less than 12,7 says Todd
Grunberg. senior VP of marketing and
business development for Trivision.

The three industry associations that
developed the TV ratings system-—the
National Association of Broadceasters,
the National Cable Television Associa-
tion and the Motion Picture Association
of America—want the FCC to modity
the proposed V-chip technical specifica-
tions so that local stations have the flex-
ihility 1o change a program’s rating.

“The final say in assigning program
guidelines rests with local television
stations who will have the right to sub-
stitute the rating they deem most suit-
able for the particular audience.” the
associations wrote the FCC when they
submitted their first TV ratings propos-
alon Jan. 17.

The three groups also agree with the
commission’s proposal that a technical
standard for the V-chip should not be
adopted “until [the industry| has some
experience with the V-chip in an ana-
log cavironment.” [ ]

~ December 1 1997 Broadcasting & Cable
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Committed in over 65 television markets.
Launching August 31, 1998.
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Lowell W. Paxson, Chairman

601 Clearwater Park Road * West Palm Beach, FL 33401
Phone 561-659-4122 ¢ Fax 561-659-4252
An American Stock Exchange Company Symbol PAX
Website pax.net
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NET

Original Programming

Produced

in association
with Nctional
Media, irc.

HOST The o

Dan Stuecher ' 4 e
Produced in association with _
Christian Network, Inc. - evey

HOST
Mike Levey

Produced in association with
McGhee Entertainment, Inc.
! and Big Heart Productions, Inc.

More to come...
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Movies

DAL 10 LOTE
Josie Bisse®
Jill Efkenbe ™y

CASE Q052D
Charles Durning

HEART FULL OF RAM
Richard Crenra

Hundreds more
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REAN s | WNTR You FALL SECRET WITNESS
of sHERLOA ¥ n Jomenoy D
OUTBACK BOUND | KNG UP THE PIECES | yjichact Penvin? o Barry Corbin
Dorna Afills .\atalqgot;"i:i‘i‘:I Mgﬁ:i( Booth
John Schneider David Ackroy

YITAL SIGNS

Edward Asner
Barbara Barrie

Exclusive from

Aﬂmm_me

D ETECTIVES Ll

o T

WHO GES THE FRIENDS? e
Jill Clavburgh 1. Mystery Lights of Navajo Mesa
Jm;.lﬁ:fuw 2, Escape from Fire Lake

3. Legend of the Desert Bigfoot
AN
“Families need quality alternatives for television viewing...options that suppert and
compliment traditional values. We applaud PAX NET's plan to provide those choices and
look forward to working together on programming in the years ahead.”

James C. Dobson, Ph.D.
President

to come...
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Some of the most
advanced equipment
in the field isn't issued

by the military.

Things are tough enoulgh out
there without having to lug arounz
150 Ibs. of editing gear. Now Somn
ends the battle with the DNW-A2AC
Cigital Portecble Field Editor.

This Betacam SX digital fiel=
editing unit is compact., surorising y
lightweight. and extremely portable
Its concise design incorporates tw
VTIRs, two LCD screens and a built- n
cudio system in a highly durab'e
package that's made to withstand
the ngors of field work. Whether s
bouncing alongside you in a truck
or being tassed into an overhecd
compartment on a plane

For versatility on internationz|
assignments, the DNw-A220 easly
switches from 525/60 to &25/5)
operation. And, should you need
to divide and conquer, its VIRs can
be quickly separated to operaie
independently.

In terms of compatibility, th=
DNw-A220 can play back analag
Betacam, Betacam SP. and Betacam SX.

And it performs frame accurcts
insert and assemble editing with th=
superb video quality of Betacam 3X
and four digital audio fracks. So your
final cut will never be compromised.

The naw DNW-A220. it's o dei-
nite stratecgic advantage in the fie d.

1-800-635-SONY, ext.220

www.sony.com/professional

Recording Storage
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over Story

Satian seeks |
cable family ties

Broadcasting’s kids programming mogul
brings his touch, possibly Fox brand
to cable’s Family Channel

By Lynette Rice

aim Saban hopes to tmd a new family at the
Western Cable Show.

It will be a leaming experience for the father of
the ubiquitous Mighiy Morphin Power Rangers.
Although his 17-year-old company is responsible for 21%
of all children’s TV programming in the U.S.. not one of
Saban’s shows appears on ¢able, where he’s looking to
make money with his revamped Family Channel.

Saban has long considered himself a creature of
broadcast television (a “cartoon schlepper.”” he likes to
call himself). So when he atteads the Anaheim show
Dec. 10-12, he Il meet many MSOs for the first time,

“Frankly. as | sit here in Navember | know 1 don’t
have my tentacles out in cable. [ know more about the
broadcast industry than cable,” Saban says in a rare
interview from his company aeadquarters in West-
wood. Calif. =1 can assure vou |that] in the next four to
five months, [ will have met with all of the MSOs to
listen 1o their guestions and come up with satisfactory
answers.”

Through a Sabun-operated 50-50 joint venture, Saban
and Rupert Murdoch’s News Corp. last summer
acquired the underachieving Family Channel along with
the rest of Intermational Family Entertainment for $1.Y
billion.

For many in the cable industry, details about the ven-
ture can't come soon enough. Although Suban’s not
looking to relaunch Family until August or September
1998. there 's been enough rumor and speculation about
the venture to leave some operators assuming the worst.

One programming executive at a major MSO,
tact. worries that Saban’s plans 1o air children’s pro-
gramming for up to 12 hours a day seem drastic
enough to actually vielate the network's carriage deals
for a family network.

Although acknowledging that any improvement to
the programming would be “welcome,” the uncertain-
ty over Saban’s strategy has bzcome “annoying.” to
say the least. the executive says.

If anything, the operators waat to know if Saban is
going to attempt to boost the network’s license lees.
“These guys do these overhauls and don't tell the oper-

TR " B Il & o bl R R B g T AT e
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Craig Mathew

ators about it until later.” the MSO
CXCCULIve says.

Talk of higher license fees is not a top
priority, Saban says: his first goal 1s to
get evervone on the same page with the
programming: “The Western Show will
be a great opportunity for us o introduee
some of the elements we would like to
incorporate. Our partners are the cable
MSOs. We will listen to what they have
to say from a local market standpoint.
The reason we're meeting is 1o talk
through what our ideas are and to listen
1o their ideas. We'll then set up how we
move forward.

“1I"'m not suggesting we'll program
The Family Channel by commission of
350 MSOs. Weve got to be practical,”
Saban continues. "We're going 10 have
adialogue so we can be alot more edu-
cated atfter the Western Show on what
sticks and what doesn’t.”

Saban is keeping details about the
schedule close to his vest, but informa-
tion has already trickled out as Family
reps have begun to shure the Kids strat-
egy with media buyers. With tentative
plans 10 unveil the new Kids schedule
toadvertisers Jan. 13, sources say Fam-
ily reps are looking to sell the new line-
up in packages with Fox Kids Net-
work, Saban/Fox’s hugely successtul
broadcast TV block. Apparently. Fam-
ily wants to ask for prices that are com-
parable to Nickelodeon, although cus-
tomers would prefer something lower

Cover Story

Although it’s struggling on broadcast
TV, the ‘All New Captain Kangaroo' will
appear middays on the Family Channel.

10 what Cartoon Network is asking, a
source said.

On Sunday, Family is planning a
morning block geared to boys. From
Monday through Friday. the morning
and afternoon lineups will be broken into
programming blocks with themes. At 6-
9 a.m.. The Breaktast Block is geared for
kids 6-11. At 9 aum.-noon, it’s the Cap-
tain Zone—hosted by the namesake
Saban’s Al New Cuptain Kangaroo.
That block will be targeted to preschool-
ers and could be filled with 11-minute
cartoons broken up with interstitials—
simtilar to what ABC’'s One Saturday
Morning is doing this scason.

At noon-3 p.am., Zazoo Time is aimed
at kids 2-11, while the 3-6 p.m. slot will

be dubbed the Busement Block—inter-
waoven with music and talent that steals
pages from Nickelodeon and MTV,
Strips that Family has told buyers that
it will broadcast include
All New Capiain Kangu-
L roo. All Dogs Go To
- Heaven, Bobby's World,

Eck! The Car and Camp
Cuandy. Other rumorcd
shows include Pee Wee's Plavhonse and
Heathliff 10 the old Casper. Dennis the
Menace and The Pink Panther.

Known at this point by its working
title. Fox Family Channel looks 1o be
the ultimate moniker that Saban will
use to relaunch the network that reach-
es 69 million U.S. cable homes. While
the chairman won’t divulge his final
choice, he promises the word “family”™
will have a place in the name.

“When you put the name Fox with
the name tamily. vou create a certain
expectation of innovation but safety.”
Suban sayvs. “What happens is the fami-
Iy name kind of takes out all of the edgi-
ness that would be considered unaceept-
able to tamilies [walching| Fox. It Kind
of brings in more of an equilibrium.”

While industry speculation has Fami-
ly squaring off with Nickelodeon, Saban
savs he sees his competition coming
trom the likes of ABC, NBC. CBS and
Fox, as well as other basic cable net-
works. like USA and TNT: ~Anybody
whio has aceess o two homes is a com-

On whether he has regrets about Margaret Loesch leav-
ing Fox Kids Worldwide:

No [ don’t. I love her. She is my sister. She’s a delightful
human being, and | have the utmost respect for her pro-
fessionally. [ think she likes me, too. despite the press say-
ing 1 ousted her and | pushed her out. She knows that it
isn’t always as it is written. Of course, I am the chairman
of this company and [ am a 50 percent owner and 1 have
something to say and do about her leaving Fox. But at cer-
tain levels of responsibility. there is no sharing with Mar-
garet. And that was really the only issue. She didn’t want
a partner. | think she tried very hard to bring me in as a

grain. She is a leader, but at the same time she is the sole
leader. That’s all. It’s a frightening simplicity.

On whether he considers himself or new Fox Kids Net-
work/Family Channel CEQ Rich Cronin to be a programmer:

What am I, chopped liver? [ think we make a formidable
team. This shop has created some of the biggest program-
ming ideas and financial concepts ever created in this

partner; she really did, many times over. It was against her

industry. And we’ve generated more money than a lot of

More from Saban

classics out there. I's very deep management here at this
company. | think between our team, the Fox Kids Net-
work team and Rich Cronin’s management abilities. |
think we’re going to be a tormidable force.

On whether Saban has the ability to identify what
makes a hit:

Do you think that [ am masterful at making money with
failure? To be masterful, you have to have product, for
heaven's sake. We have made aggressive deals that have
overshadowed the creative abilities of this compuny. We
have had the good fortune of creating the biggest phenom-
enon in history {Mighty Morphin Power Rangers).

On dealing with the press:

[ don’t like talking to the press, and [ don’t talk to the press.
But [the Saban communications department] said to me,
“Unless you start talking to them they’re gonna write what
they want.” [ don’t care. Let them write whatever they
want. There is no upside to talking to the press. There is

Continues on page 34

Broadcasting & Cable December 1 1997
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ADULTS 18-34

1.8
(-18%)

When it comes to late
night talk shows
there’'s no competition
THE TONIGHT SHOW
WITH JAY LENO is #1
and still climbing!
And not just In a few
select markets.
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So if some other late
night talk show makes

a claim that sounds too
good to believe, believe
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—LCover Story

petitor. Evervhody except The Spice
Channel. They are not a competitor. We
are not duplicating Nickeloadeon: we
have no terest in that whatsoever. We
think we have a much bigger opportuni-
Iy by targeting kids 12 hours a day—
mayhe less—but as part of & family con-
cepl. There will be cutransition from kids
o teens o young adults. Our main target
is 18-34 and 18497

Saban says programming will remain
wholesome enough tor parents 1o leave
their children in front ol the television
around the clock. Kids shows that tvpi-
cally camn a fantasy violence (FV) con-
tent rating—/Pewer Rangers. for one-
won tair on Familv. And his prime
tme progranmming will never require a
TV-td. either, he savs,

The prime time programming block
atier the 6 p.m. hour will Tavor come-
dies and reatitv-based shows. Saban
achnowledges. Sources say Saban has
received hundreds ol pitches lor gener-
al adult programming. which he's nar-
rowed down 1o 12 finulists.

“Reality-bused shows will be a com-
ponent, but done ma very unigue way,”
Sabun savs. “Thev're not going to be
talking heads and magazines. They'll

[ only a downside. I don’t need the
exposure. What they ve been writing
so faris that I'm so fierce in business
and I'm so had. P'nva lamb. 'm a ten-

| der litle sweet delightful lamb tha

| you Just want to cuddle and hug.

On the decision to purchase the
Family Channel:

be unigue in that they are going to be
irreverent but also going to be safe. |
can’t say 1t enough times. You can
lcave vour 6-vear-old in front of the
screen alone and you will not worry.”

So tar. Saban has worked on the
schedule without the help of his new
CEO of the Familv and Fox Kids nel
works. Former TV Land president Rich
Cronin remiains out ol the loop while his
old bosses try o block his move in court,

Saban savs he never intended Cronin
10 begin betore July T and was surprised
when he was fired. MTV Networks and
Viacom. in the meantime. are seching
monetary damages and an inpunction in
court to prohibit Fox from employing
Cronin in July or anytime carlier,

“This guy has a reputation. and my
impression is that he is an honorable
person with a high level of integrity.”
Saban sayvs. “We agreed 1o all the con-
ditions. hut he wouldn't sign that deal
with us until he went 1o his superiors.
And | said. "Wt o minute. vou are
shopping my ofter.” Then he swid. " Bul

“_Wﬂ'l‘ﬂ better
poised than anybody
eise to PECIEALE

te ATLIA the Hun
phenomenon.”

Pve been there 14 vears. I'm uncom-
fortable doing that. T would really like
to come. but I think that I owe it to
them to go and talk 10 them about it

“That is to be respected. Everybody
said T was out of my mind. that | was
going (o lose him,” Saban continues.
“Despite all that, thev tired him. which
is bevond my comprehension.”

Can Saban find newtound success in
cable? The lsracli-barn businessman
thinks so—he’s already predicting
Family will make maoney in the first
year. Certainly helping matters is his
ability to Keep a tight rein on cosis;
Saban never pays union wages 10 writ-
ers. directors and actors on his shows,
Power Rangers. in lact, has seen 118
cast change four times in five yeurs.

Haim is far more instinctual in his
business acumen than intellectual,” savs
one longtime associate of Saban. “Ham
is a verv good guerrilla fighter. He is very
entrepreneurial. He canroll up his sleeves
and get down and diny. He can get - the
trenches as a salesman. as a wheeler-deal
er. He has a lack of experience in running
this kind of operation, [and| it's very casy
1o say he’s going 10 {ail. But | would
never underestimate him.” |

On the company’s $12-million-plus |
investment in the struggling Captain
Kangaroo: |

They are ca-ca. The ratings are 1erri-
ble. Cuptuin Kungaroo is truly a
longtime franchise. This is an Ameri-
can icon, This isn't a Power Rangers
that you put on a Monday and hy |
Wednesday there are no 1ovs in the

store. We are going to gradually rebuild the tranchise.

I always wunted 10 keep on building the business, and one
| of the greatest advantages ol this company is that we are
able 10 act as a chameleon. i.e.. change according to the
[ circumstances. The convergence ol software and content
and distributien, i you will, has made me very quickly

the day, at any price, to access distribution.

On the relationship between The Family Channel and Fox
Kids Network:

The Fox Family Channel, as its working title 1s. is not a
kids channel. It is what the name says. [U's a family chan-
nel with a big Kid component. We are looking at our affili-
ated stations as partners. We are in the process of creating
a structure where, in some fashion or another, our affiliat-
ed stations will have an interest in supporting the kids com-
ponent of The Family Channel, and we will reciprocate on
The Family Channel by promoting our affiliates. What
were creating here is the number-one distribution system,
when you put the broadeast network together with the 74
million Niclsen homes that The Family Channel accesses.

realize that we have to do this. So that became the order of

On the stagnant growth on the Fox Kids Network this year:

The best thing that happened this year is ABC’s relative
success. We all sat down and said, “Is there life for kids
programming on broadeast television when all these Kids
networks are popping up?” ABC and The WB have shown
us [that] when you've got the right programming. and vou
position and package it right, there is no question the kids
with come. Yet nobody has the distribution we have. That
you can't duplicate. When you put together the broadceast
network and the cable, you just can’t. We're better poised
than anybody else 1o recreate the Autila the Hun phenom-
enon we began with.

On Bud Paxson's family-oriented Pax Net:

He’s clearly going for an older demo. He’s undertaking a
big challenge. [ don’t know enough of his business to say
he’s going 1o be successful or fail. But I do know. hased
on his programs, he appears to be going after totally dif-
ferent demographics. —Lvneite Rice

wwWw americanradiohistorv com
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'KCBS-TV bites back in L.

December 1, 1997

Report on restaurant health violations is talk of the town

By Joe Schiosser
CBS-TV Los Angeles has
created quite o buzz n

K and around Southern

California with a good old-
tashioned investigative report
that 18 causing viewers to ask
for TV dinners once again.

Alter a tour-month investi-
gation. which included the
threat of a lawsuit against the
L.A. County Health Depart-
ment. KCBS-Tv reporter Joel
Grover has turned up health §
and safety violations at nearly
30% of the 20.000 restaurants in Los
Angeles. a town where the negotiating
table is often at a big-name. see-and-
be-seen bistro.

The CBS aftiliate began reporting
the story Nov. [6—just in time for the
November sweeps—and the story has
grown into a nightly report on the sta-
tion. Other Los Angeles broadeasters
have come to the table with their own
reports about the story.

Grover. who was awarded a Pea-
body. a DuPont and other 1op awards

uﬁf
Joel Grover
SPECIAL ASSIGNMENT

“First they said no such database
existed. Then they said it was not avail-
able to the public.” Glover says. “1t kept

| going hack and forth. Only when we said

tor his imvestigations while at KSTe-Tv |

Minncapohis. has done this story
before. While in Minnesota. Grover
reported similar violations in that mar-
ket that sparked a similar uprising.

“I was there [in Minnesota| for
seven and a half vears. where |did sto-
rics on child abuse. cruely o animals
and many ather serious topics. but the
one that created all the buzz was the
restaurant picee.” he says.

So when Glover was hired at Kess
TV nearly a year ago. he began 1o poke
around the health department and

attempted to retneve the county health |

records on restaurant violations. From
his experiences in Minnesoti. he knew
that such documents were avaituble to
the public and demanded that Los
Angeles authorities fork them over,

Broadcasting & Cable December 1 1997

we were going (o sue did they give up.”
After analyzing the county reports
from July 1995 through this past sum-
mer. Glover und KCBS-Tv took 1o the
airwaves.
Some of Hollywood s top restau-

Taking a little poetic license for its
special report on resta irant food-
handling practices, the statim uszd
syrup poured over pancak2s to
illustrate a report that raw sewage
had been found flowing im0 the
kitchen of a focal breakFfas* spot.
rants and delis were forced 1o tem-
porarily shut their doors. and others
went into demal. Kess-1v has followed
up with nightly reports on various
establishments and has amassed a lisi
of the top 1.000 dirtiest and cleanast
spots in Los Angeles on its Websire.
The Los Angeles City Councit even
proctiimed Tuesday, Nov. 25, keBs-iy
I Day. [ ]

Internatic_)nal Emmy winners

| The United Kingdom was the big winner in last week's Internaticnal E nmy
awards, handed out at a glitzy 25th anniversary gala in New York Nov, 24,
The International Council of the National Academy of Television Arts &
Sciences gave out statues in six program categories, as well as fou- spe-
cial awards. The program award winners: Drama—Crossing the Fixor, a
Hat Trick Production for BBC 2, United Kingdom; Documentary—Gerrie
and Louise, Blackstock Pictures Inc. and Eurasia Motion PictLres c. in
association with the Canadian Broadcasting Corp., Canada; Arts Cocu-
mentary—Dancing for Dollars: The Bolshoi in Vegas, NVC Arts for Chan-
nel 4, United Kingdom, Perferming Arts—Enter Achilles, a DV8 Films pro-
duction for the BBC and RM Arts, United Kingdom; Popular Arts—Lserc
Zappt, Nos/Tros-lvo Niehe Productions, The Netherlands; Ctildran and
Young People—Wise Up, series four, episode one, a Carlton proijustion
for Channel 4, United Kingdom. Special award winnners: Direztorate |

| Award—Dieter Stolte, director general, ZDF German Television Fcurders

Award—Jac Venza, director of cultural and arts programs, wneT-"\ New

York; Sir Peter Ustinov Television Scriptwriting Award—Tanya Fricrich
‘ The International Council/lUNICEF International Children's Day of Eroad-

casting Award—Namibian Broadcasting Corp

www.americanradiohistorv.com
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Of course we can

protect

your information

on the

Internet.
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After all, this was one of our test sites.

No one has more experience in Internet security than
GTE Internetworking, a newly farmed company which joins
the forces of GTE and BBN. We've developed highly
secure networks for the Department of Defense and the U.S.
Treasury. And now our security experience is open to you.

For example, through cur partnerships with the
government we've learned it's not enough to simply

connect a firewali to your existing network. It has to

be rigorously monitored to be truly bullet-proof. GTE
Internetworking Site Patrol™ managed security service gives
your business 24-hour expert protection, 365 days a year.
Considering the climate of business today, treating
your information as anything less than a matter of national
security just isn’t enough.
To find ocut more, call us at 800.472.45865, or visit

us at www.internetworking.gte.com.

GTE

INTERNETWORKING
POWERED BY BaN
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ABC pickup
ABC has picked up
the first project to
emerge from the fledgling pro-
duction company operated by
Bob Greenblatt and David
Janollari, two former develop-
ment executives from the Fox
network and Warner Bros.,
respectively. The alphabet network has given a six-
episode commitment to a comedy starring comedian D.L.
Hughley and executive-produced by Chris Rock. The
show is targeted for a 1998 debut. Matt Wickline (Martin)
atso will executive-produce.

Firing up more ‘Fired Up’
NBC has ordered seven more
episodes of Fired Up, bringing
the totai order to 20. The
sophomore comedy, which
stars Sharon Lawrence and
Leah Remini, is from Para-
mount Television and airs on
Monday.

Reshooting J.R.

They're baaaaaaaccck. Larry Hagman, Patrick Duffy |
and Linda Gray will reprise their criginal roles from the |

long-running CBS series Dallas in Dallas: The War of
the Ewings, to air on the eye network. Production has
been completed in Dallas for the yet-to-be-scheduled
TV movie. The film continues in the tradition of the
series as J.A. manipulates anyone who gets in his way
as he continues to fight for control of Ewing Oil.

Swinging to Touchstone

Writer/actor Jon Favreau—best known for co-producing
and starring in the independent film “Swingers”™—has
signed an exclusive one-year development deal with
Touchstone TV. Favreau will write and produce series
and long-form product for the studic. Favreau recently
had a recurring role on Friends as Monica's boyfriend.

‘Angel’ additions

Jerry Van Dyke (Coach) and
relative newcomer Tommy
Hinkley (Mad About You)
have joined the cast of ABC’s
Teen Angel. Van Dyke will
play the role of Grandpa to
Steve Beauchamp (Corbin
Allred). Hinkley will play
Steve’s father, Casey Beau-
champ. Teen Angel airs at
9:30 p.m. Friday. Episodes
featuring the new cast mem-
bers will begin airing in January. —Lynette Rice
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Children’s animator gets Smart

Random House Entertainment reorganized as Smart Studios |

DeRolf says. ™

but we are drawn to things that serve

the public while entertaining.” |
Before launching Smart Studios, |

By Joe Schlosser

hane DeRolf, creator of the cur-
rent preschool series The Cravon
Box and of the former Fox Chil-

DeRolf was president of Random
House Entertainment for two years. He
created and served as executive pro-
ducer of The Cravon Box and oversaw
the development of a series of other
projects. DeRolf and his team of eight

I don’t really know why,

dren’s Network series Zazoo U. has
opened his own production company in
Newport Beach, Calit.

Artist, poet and father of 1wo,
DeRolf says the goal of his Smart Stu-
dios is to entertain and educate through
animation and chiidren’s fare. a chal-
lenge issued to the industry by the
Congress and the FCC.

Smart Studios is a for-profit compa-
ny that already has received $3 million
from the Environmental Protection | |
Agency and The Advertising Council
to produce a campaign that shows the
importance of energy efficiency.

“We want to develop original enter-
tainment that is first and foremost enter-
taining and that is truly FCC friendly
and not something that wears an FCC-
friendly tag just for qualifications,” | |

service.

Matter of semantics

| EpiTok: After reading your editorial
on the need to preserve old television
programming (*Store/Protect.”
20). I'd like to suggest that TV sta-
tions think about turning over old
news footage to their local historical
societies. This cleans the shelves and
provides an important community

My dear dad. Stanley E. Hubbard,
was the originator of regularly sched-
uled newscasts on television. By
1950 we had a daily regularly sched-
uled late newscast. He had the fore-
sight to realize that his news pictures

@venlVlike |

| and films might someday have his-
torical value, and so he began early
on keeping a film morgue. The film
morgue of course turned into a tape
morgue. We gave the morgue—some
3 million teet of film and tape—to

| the Minnesota Historical Society for
satekeeping and also for availability
to historians and others. The histori-
cal society is in the process of editing |
and putting all the footage on digital
disk for safekeeping, cross-referenc-
ing and easy use. We continue to
maintain a library of important and
interesting footage.—Stanley E. Hub-
hard, president/CEO, Hubbard
Broadcasting Inc., St. Paul

Oct.

“Talk about a
major change.

Going digital can

dV

both budgets and

production timme.”

Controlling production costs has alwavs
heen a hair-raising experience for Hollywood.
Or for any business that relies on ereative
work, Finally. there's a solution. 1BV Digital
Lihrary - a series of new technologies that
are dramatically ehanging production.

Imagine everything, in all your libraries,
condensed into digital files. Files which ean
then be accessed from vour desktop or sent
over a network, o collaborators anywhere,
Suddenly, steps are trimmed and expensive
production time is compressed.

Now all vour work, whether it be film,
art. sound or photography, is in one place.
Giving you greater control of your assels.

So what are you waiting for? See how
vou can get more from your assets in a
digital world at www.thin.eom/Zzolutions.

Or call 1800 18V-2408. ext. JV 131

—— e mmm o -

Solutions for a small planet’

www.americanradiohistorv.com
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OTHER COMPANIES OFFER
YOU ALL THE n’yﬁf preces..

1t takes more than a box full of parts t build a

well-viled, high-pedformance car. It takes a passion

for building the finest machine in its class.

DiviCom is passionate about digital video
compression. Since 1993, we've built the most
etficient, smoothest-functioning, digital video
systems in the industry. We were the fitst to ship
integrated MPEG-2 compliant encoders, and
many sites now have over a hundred each of
our encoders.

Qur customers are some of the higgest
names in the business—Bell Adantic, Zenith,
Thomson Consumer Electronics, and EchoStar

Communications.

With DiviCom's technology, our clients are
building the next generation of bold new digital
video systems — interactive television, direct-to-
home satellite hroadcasting, two-way cable TV,

and more. These systems are changing how we

view TV and are ushering in a new era of interac-

tivity, choice, and richer content.

Digital video rechnology incorporates many

specialties: TV broadeasting, networking,

compression technology, and systems integration.

At DiviCom, we have years of experience with

each of these specialties— alone, and together.

wwWw.americanradiohistorv.com

Manage und control

a complete digital video

l'""lprcssl‘()“ S'\’Sfem
with DiviCom’s powerful graphical interface.

Our systems are based on open, international
standards, including MPEG-2, DVB, DAVIC,
SNMP, and ATM. Standards benefit you because
products are easier to ntegrate, use, upgrade and
maintain. It also means you choose the finest
products at the lowest cost, and you can quickly

integrate them into your existing system.

. e
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OREATER EFFICIENCY
DRIVES COSTS LOWER.

Efficiency is the cornerstone of compressed digital
video. With greater efticiency, you squeese more
channels onto a satellite transponder or cable
wire — dramatically cutting your costs.

Qur newest MediaView™ encoders offer
outstanding compression efficiency. Built around
C-Cube Microsystem’s E-3 second-gencration
MPEG-2 compression chipset, they deliver
unprecedented video quality at low hit rates.

We add adaptive spatio-temporal filtering to
the adaptive fieldfframe motion estimation-hased

algorithm. This produces a fully-integrated

DiviCom [ne., 1708 McCanthy Blvd., Milpuas, CA 93035 US.A

encoding system resulting in 1the mdustry S hest

pictute yuality, highest compression efficiencs.
and a new pricefperformance standar
PRODUCT MODULARITY
SIMPLIFIES INTEGRATION
An digital video evalves, vou need flexibilin
accommadate new advances. Qur produces offer
remendous flexiblity for ntegration with other

products and systems, This plug and plas

DiviCOM

\J/

e+ A0 944,67 +33.1 4919

www.americanradiohistorv.com

DiviCom offers a fumily of highly efficient,

innevative digital video compression products.

Hexibiliry makes these products weal tor a wide
range of applicanions.

A vau contemplate whe cin take vou digital,
make sure you look at the whole package. You
don't want 1o be left spinnmg vour wheels. Call
+ Q or + Y, ar reach us

at www.divr.com. We'll rake vou to your digiral

destimation in style

Fax: 14089446703 URL: httpefiw
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Smart Studios’
Shane DeRolf with
Linmp from “The
E‘m}-':l.rl Boax,’

now work under the Smart Studios
banner. and Random House Entertain-
ment has been disbanded.

“Everything is getting switched over
10 Smart Studios.” says DeRolf. It was
agreal two-year experiment, and |
think we were very successful. While
we are not the sime company anymore.
we are certainly joined in a very posi-
tive relationship.”

Random House owns the rights to a
number of Smart projects, including
Boomer and Chester. an animated
serics based on a teddy bear that went
around the world. The project is being
developed jointly by PolyGram TV,
Random House and Smart Studios.

SYNDICATION MARKETPLACE

Boffo Barbra
Rosie™s and Bar-

[ bra’s long-awaited
coffee talk pro-

| duced some big

numbers for the
Warner Bros. talk-
er. On Friday. Noy, O'Donnell
| | 21. Barbra Streisand helped The Rosie
O Donnell Show score a 10.2 rat-
| ing/26 share in the overnight markets,
according to Nielsen Media Rescarch,
The guest appearance gave Rosie the
highest-rated episode of daytime pro-
gramming this scason. In New York,
Raosie grabbed a 14.9/47 rating/share
on WABC-Tv, according to Nielsen
Mediua Research: in Los Angeles, a
10.8/29 share on KNBC(TV).

CBS stations re-up with
‘Martha,’” ‘Gayle’

Eyemark Entertainment’s Martha
Stewart Living and The Gavle King
Show were rencwed for the the
1998-99 scason by a majority of the
| CBS vwned-and-operated stations

42

Broadcasting

Friedman joins WCBS-TV
Steve Friedman, former producer of NBC's Today show
and one of the creators of NBC Dateline, has joined wces-
Tv New York as VP/station manager. Friedman will over-
see the news and promotion divisions and report to
Jonathan Klein, who replaced Bud Carey as general
manager of the station last week. Klein continues as pres-
ident of the CBS-owned TV group. From 1995 until earli-
er this year, Friedman was at Savoy Pictures, where he
was in charge of production and program development
for the company’s TV stations division. When his contract expired at Savoy
earlier this year, recalls Friedman, “Barry [Diller, chairman of HSNi, which
owns Savoy] said, ‘We're paying too much money—take off." " So he did.
While his agent was out looking for new opportunities in TV management,
Friedman collaborated with Tom Clancy on a documentary about the Nixon
years and developed a pilot for a program for Cablevision, details of which he |
wouldn't disclose. As for wees-Tv, Friedman says the station’s new “more
news"” format “is the foundation from which we have to build.” The station's 1
current promotion effort, he says, “is a big problem,” and one he is charged
with fixing. Friedman says that will happen in time to exploit next February's
big promotion opportunity during the winter Olympics.

| S

Friedman

—Steve McClellan

The week-old company is already in | the monster back to life?™” DeRott askos.

preproduction on its first project. the
EPA-funded children’s energy cam-
paign. which features a monster and a
mad scientist. DeRolf has christened
the campaign Watts on Your Mind.
“Frankenstein was brought to life hy
a jolt of energy. But what il there were
not enough energy in the castle to bring

Ten of the 14 CBS-run stations
including KCBS-TV Los Angeles.,
wCBS-TV New York and wBBM-TV
Chicago, have signed on for another
season for both shows

Roseanne down under

King World International sold the
Roscanne talk show 1o Network Ten
in Australia. The two-year pact joins
similar deals in New Zealand, Cana-
da and the United Kingdom
Roseanne’s syndicated show, which
will debut in fall 1998, is cleared
domestically on 123 stations repre-
senting 83% of the nation

Wolper on Wolper

*A Conversation with David L
Wolper™ (Thursday. Jan. 22) will be
among the highlights at this year’s
NATPE conference. Wolper. the
producer of Roots and the theatrical
fitm L. A. Confidential.” is also
being honored with the NATPE
Educational Foundation Award. For-
mer NBC Chairman Grant Tinker
will host the session with Wolper,

www.americanradiohistorv.com

“So the premisce is to turn off the lights
when leaving a room. To tell Kids not
to apen the refrigerator door until they
know what they want.”

DeRolf says Smart Studios is looking
lo create a TV series out of the two haif-
hour specials that accompany the EPA
project. The Cravon Box was formed
from a similar publicly funded cam-
paign. and Random House under
DeRolt™s direction made it into one of
this year's top-rated preschool hits. = |

' ABC turning two 1
stations to kids |
|

- -

I ABC Radio is preparing for the hol-
idays, buying goodies for the kids.
Last week, ABC announced its
second radio acquisition in two
weeks. Both acquisitions will be
affiliates of The Walt Disney Co.'s
new child-oriented network Radio
Disney. The purchase of kDIA{AM)
Oakland this week and of kkDZ{am)
Seattle last week for a combined
| $7.45 million will bring the net-
work’s affiliate base to 14 stations,
five of which will be owned by the
[ company. Is ABC looking for more
radios to carry the new program-
ming? “Stay tuned, we've got more
to do,” says Bart Catalane, execu-
tive vice president of the radio divi-
sion. “We look at a lot of things;
we've just been very prudent about I
buying them.” —Sara Brown

. . !
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The week’s tabulation
of station sales

Proposed station trades

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

THIS WEEK:
TVs1$91,000,000 2
Combos 11$21,500,000 - 1
FMs £ $5,250,000 1 1
AMs 0 $7,965,000 0 6
Tctal 1 $125,715,000 - 10
SO FAR IN 1997:
TVs$6,991,180,330 - 109
Comkbos 1$7,754,187,551 1 297
FMs - $1,883,376,332 1374
AMs 1 $352,329,108 (1 222
Total £ $16,956,063,321 -1 1,002
SAME PERIOD IN 1996:

TVs $10,095,872,145 92
Combos 1 $11,930,124,737 1 328
FMs 1 $2,537,877,820 - 382
AMs1$199,590,306 1 241
Total 1 $24,763,465,008 — 1,043

Source: BROADCASTING & CABLE

WHSW-TV Baltimore

Price: $80 million

Buyer: Chris Craft Industries
Inc./BHC Communications Inc./Unit-
ed Television Inc. (John C. Siegel,
chairman); owns/is buying 10 TVs
Seller: HSN Inc./Silver King Commu-
nications Inc., St. Petersburg, Fla.
(Barry Diller, owner; Liberty Media
Corp./Tele-Communications Inc.,
sole nonattributable shareholder);
owns/is buying 14 TVs

Facilities: ch. 24

Affiliation: HSN

KADY-TV Oxnard, Calif.

Price: $11 million

Buyer: Biltmore Broadcasting LLC,
Naples, Fla. (Brian E. Cobb, manag-
ing member/51% owner); Cobb
owns wrxL-Tv Tallahassee, Fla.
Seller: John W. Hyde, trustee,

Los Angeles; no other broadcast
interests

Facilities: ch. 63, 1,782 kw visual,
513 kw aural, ant. 1,800 ft.
Affiliation: UPN

COMBOS

WOAD{AM)-WIMI(FM} and WKXI{AM)
Jackson and WKXI-FM Magee, Miss.
Price: $21.5 million

Buyer: Clear Channel Communica-
tions Inc., San Antonio, Tex. (L.
Lowry Mays, president) ; owns/is

Broadcasting

buying 129 FMs, 74 AMs and 11
TVs

Seller: CapStar Broadcasting Part-
ners LP; Austin, Tex. (Thomas O.
Hicks, owner); owns/is buying 224
FMs and 92 AMs

Facilities: woaD: 1300 khz, 5 kw day,
1 kw night; wumi: 99.7 mhz, 100 kw,
ant. 1,060 ft.; wkxi(am): 1400 khz, 1
kw; wkxi-FM: 107.5 mhz, 98 kw, ant.
952 ft.

Formats: woaD: urban contemporary;
wJMmI: urban contemporary; wikxI(aM):
gospel; wkxi-Fm: AC

KNTL-FM Bethany/Oklahoma City,
Okla.

Price: $5.25 million

Buyer: Caribou Communications Co.,
Denver (Kent Nichols, principal);
OWNS KATT-FM, KTNT-FM and KYIS-Fum
Oklahoma City, and KHUL-FM, KPOI-FM
and Koma-aMm-FM Honolulu

Seller: Bott Broadcasting, Kansas
City, Mo. (Richard P. Bott Sr., princi-
pal); owns nine FMs and five AMs
Facilities: 104.9 mhz, 6 kw, ant. 299 ft.
Format: Religion, talk

Broker: Kalil & Co.

KDIA(AM) Oakland/San Francisco, Calif.
Price: estimated $6.25 million

Buyer: Walt Disney Co./ABC Inc., Los
Angeles/New York (Michael D. Eis-
ner, chairman; Robert Iger, presi-
dent, ABC; Preston Padden, presi-
dent, ABC Television; Robert Calla-
han, president, ABC Radio) owns 10
TVs; owns/is buying 15 FMs; owns
13 AMs

Seller: Pacific FM Inc., San Francisco
(James J. Gabbert, principal); no
other broadcast interests

Facilities: 1310 khz, 5 kw

Format: Gospel, urban contemporary,
religion

Broker: Kalil & Co.

KVIY(AM] Pharr, Tex.

Price: $700,000

Buyer: Vie Dansante Broadcasting
Inc., McAllen, Tex. (Fernando Zee
Zepeda, president/25% owner,
Ramon Garcia, 70% owner); Zepeda
owns 62% of KTAE(AM) Taylor, Tex.
Seller: July Broadcasting Inc., Red
Bank, N.J. (Phillip J. Giordano, presi-
dent); owns weLXx(FMm) Mobile, wHOZ
(aM) Fairhope and woLT(Fm) Chicka-
saw, Ala.; keFM(FMm) Edinburg and
KTEX{FM) Brownsville, Tex.

Facilities: 840 khz, 5 kw day, 1 kw
night

Format: MOR

Broker: Arturo Palacios

WCFJ{AM) Chicago Heights, Il
Price: $420,000

Buyer: Newsweb Corp., Chicago
(Fred Eychaner, president); owns
wpPwR-Tv Gary, Ind.; kTvD(Tv) Denver
Seller: Liberty Temple Full Gospe!
Church Inc., debtor in possession,
Chicago (Sheraine Lathon, princi-
pal); no other broadcast interests
Facilities: 1470 khz, 1 kw

Format: Religion, AC

WANN(AM) Annapolis, Md.

Price: $400,000

Buyer: Nations Radio LLC, Falls
Church, Va. (James M. Weitzman
and Edwin Tornberg, owners); owns
wusT(am) Washington

Seller: Annapolis Broadcasting Corp.,
Annapolis (Morris H. Blum, princi-
pal); no other broadcast interests
Facilities: 1190 khz, 10 kw

Format: Classic country

KMZK(AM) (formerly KMAY) Billings,
Mont.

Price: $115,000

Buyer: Elenbaas Media Inc., Billings
(Harman J. Elenbaas, president/’55%
owner); owns KURL(AM) Billings
Seller: Michael May Enterprises Inc.,
Billings (Michael W. May, president);
no other broadcast interests
Facilities: 1270 khz, 1 kw

Formats: Rockin' rap, progressive

KYTI{AM) (formerly KWYO) Sheridan,
Wyo.
Price: $80,000
Buyers: Cheryl Schellinger and
Robert Grammens, Sheridan
Sellers: David F. Palmeriee, Malcolm
Wallop and Stan Huckaby, Buffalo,
Wyo.
Facilities: 1410 khz, 5 kw day, 500 w
night
Format: C&W

—Compiled by Sara Brown

Big Deals

Shop at Home Inc.’s purchase of
Global Broadcasting’s KCcNs(Tv)
San Francisco and wRAyY-Tv
Raleigh, N.C., plus acquisition
contracts for woac(tv) Cleveland
and wpMmc(Tv) Knoxville, Tenn.,
has been approved by the Bank-
ruptcy Court for the Southern Dis-
trict of New York. Shop at Home
will pay $77 million for the sta-
tions: $52.9 million for the owned
stations and $24.1 million for the
contracts. It will, in turn, sell the
Knoxville station to Paxson Com-
munications Corp. —Sara Brown

Broadcasting & Cable December 1 1997
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Like mother, like son

Judy Jarvis tackles social, political issues as an
‘independent” with the help of her son

By John Merli
N Jarvis was having a big problem
with Canada the other diay when
she hopped on the phone with a reporter
right after her daily three-hour air stint.
So was her executive producer. Jason
Jarvis. The pair had just read a BRoAan-
CASTING & CaBLE item about Howard
Stern’s Canadian problems, and both
mother and son thought the shock jock
was being treated unfairly by a Canadi-
an standards board which recently |
found that his show breached several
cthical standards (B&C. Nov, 17). Both
Jarvises are staunch defenders of Stem’™s
right to broadeast his daity tare.

Being in general agreement about a
wide array ol political and social contro-
versies is more the ruke than the excep-
tion for 28-vear-old Jason and his
mom/boss. who labels herself “the inde-
pendent-minded broad.”™ The host of The
Judy Jarvis Show considers herselt a
counter to Rush Limbaugh, who shares
the same noon--3 p.m. ET daily time slot.
The difference, of course. is that she has
only a fraction of Limbaugh’s affiliates |
and listeners.,

Her candid observations about pub-
lic school discipline, breast-feeding on

ational radio talk show host Judy

Judy Jarvis and executive producer/son Jason
at a remote.

dent™ on national radio. "And I've
voted Libertarian in the past,” she adds.
She is a former political TV walk show
host and moderator in Boston as well
as a former print reporter.

Mother and son pore over five or six
newspapers cach moming logether. tune
in radio and TV newscasts and
check out a lot of Websites to
determine what may be good fod-
der for that day’s program. They
don’t always agree.

“Tony Randall fatherng a sec-
ond child at age 77.7 says Jason
dubiously. "That one looked like a
real dud o me. Who cares about
Tony Randall?”™ Mom thought the
topic had poltential, "and in this
instance [ was right on,” she teases.
“We had both sides calling in. One
group thought it was great for this
older guy to have another child.
The other side thought it was
incredibly irresponsible of Randall,
because he might not be around
when the kid is growing up.”

A former political writer in

the cover of Redbook magazine. rock | Washington, Juson Jarvis has a younger

n"oroll. Washington in general and
polities in particular are heard on 41
stations. Most are in medium and

smaller Eastern markets. although her |

show does penetrate parts of the New
York. Boston, Philadelphia and St
Louis markets. The Litest station to

Joing warican) Birmingham, Ala..

begins airing the show today (Dec. 1).

“Conservative on some major
issues, liberal on others™ is how she
deseribes her views. The show, a prod-
uct of Jarvis Productions, bills itself as
featuring the “only political indepen-

brother who is not involved with the
show. Nor is the young executive pro-
ducer’s father (that is to say. his boss’'s
husband), although dad is treasurer of
Jarvis Productions.

Neither mother nor son believes in
mijor generational ditferences in view-
points. " But whether or not we see eye to
cye on issues. and we otten do.” Jason
acknowledges, “the primary ditterence
in our views is the depth of understand-
ing my mother has on things. She's seen
more and experienced more, and that
depth can be important.™ |

[ Arbitraﬁ finds _cliscrepanéies_in His—,pahic language preferences

As a means of clarifying its quarterly Hispanic in-tab | 53% listed as English Dominant. About 5.6% of the

samples sent to Radio Market Report subscribers, a
new Arbitron report finds that “there is no single right
way” to classify language preference and usage
among Hispanic listeners. At the same time, a break-
out of dozens of markets finds a wide disparity of
Spanish-language usage among Spanish-speaking
households.

The report contains a few surprises for those not |
totally familiar with Hispanic radio listening. Using His- |
panic diary respondents, it shows, for example, that the
“Spanish Dominant” percentage of 12-plus Hispanic lis-
teners in Albuquerque, N.M., is only 6%. Those clas-
sifed as English Dominant constitute 69%, and 25%
speak both languages. Overall, the Albuguerque mar-
ket (number 71) is about 38% Hispanic.

In Boston, however, the Spanish Dominant percentage
{those who speak primarily Spanish) is 15%, with only

Boston market {(number 10) is Hispanic.

The nation’s top market, New York—with a Hispan-
ic population of slightly over 17%—lists 29% of His-
panic in-tab respondents as Spanish Dominant, 40%
bilingual and 32% English Dominant. Not surprisingly,
South Florida puils in the highest percentage of Span-
ish Dominant (42%), with only 20% English Dominant.

However, the first Arbitron Hispanic Language-Prefer-
ence Report cautions that there are a lot of qualifiers in the
report, which asked three key questions: (1) What {an-
guage do you speak most often at home; (2) what lan-
guage do you speak most often away from home; (3)
which language do you “prefer” to speak? One’s “preter-
ence” may have little to do with one’s “usage,” says Arbi-
tron Research Director Robert Patchen. The tormat for
the three-pronged questionnaire originally was suggested
by the Spanish Radio Association in 1984, —dJohn Merli

|
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Will add eight new series from Warner Bros.

By Donna Petrozzello
artoon Network is bringing back
some of its best-known strips

c and is launching a slate of new

original cartoon series and features for
1998.

In a major acquisition deal with co-
owned Warner Bros. Domestic Pay-
TV, Cable and Network Features, Car-
toon will add eight animated series.
including the Emmy Award-winning
Batman: The Animated Series from
Warner Bros. Television Animation.
Each of the series will air exclusively
on Cartoon.

The acquisitions also include
Beetlejuice, based on the movie of the
same name; Wavnehead, which tells
of actor Damon Wayans’s real-life
experiences: Road Rovers, an action
strip starring dogs with extraordinary
powers; The Funtastic Voyages of Sin-
bad. which makes its television debut
on Cartoon Network; Super Friends.
featuring Batman, Robin, Superman,
Wonder Woman and Aquaman; The
All-New Gumby, and Alvin and the
Chipmunks.

“Adding this strong collection of
contemporary and classic titles corrob-
orates our position as world cartoon
headquarters by showcasing the best
and widest variety of animated pro-
gramming,” says Cartoon Network
Worldwide President Betty Cohen.
“Ramping up our acquisitions comple-
ments our accelerated originals eftort.
Proven performers like Batman and
Alvin will build a high viewing base for
promoting our new originals.” Cohen
estimates the original programming
budget for Cartoon “in the hundreds of
millions between the acquired pro-
grams, the originals for 1998 and the
ones planned for 1999.”

That slate of new originals includes
The Powerpuff Girls. The strip tells the

‘Ed, Edd’'n Eddy’ debuts fall 1998.

story of Blossom. Bubbles and Butter-
cup, three 5-year-olds with super pow-
ers who frequently duck out of
preschool o save the world.

The network will also debut the strip
Ed. Edd’ n Eddy in fall 1998. The plot
tollows three best friends—with

markedly different personalitiecs—who |

share not only the same first name but
also the travails of adolescence. Ed.
into monster movies and models, is
quick to go along with the group’s lat-
est scheme. Edd is smart. fond of sci-
ence class and prone to crushes on
girls. Eddy. the leader of the group,
loves being the center of attention. The
series premieres in fall 1998.

Starting Jan. 5. Cartoon will intro-
duce a block of programming designed
for preschoolers with reformatted. half-
hour episodes of Big Bag, an educa-
tional series, and Small World. a car-
toon strip with positive messages for
young viewers. The block will air
weekdays at 10-11 am.

“Big Bag is the perfect starting block

www americanradiohistorv com

to help us enter the world of
preschool-specific programming,”
says Dea Connick Perez, program
director for Cartoon. “This is just the
first step toward offering our younger
viewers and their parents quality. age-
appropriale programming they can
rely on each moming.”

Cartoon is also bringing in anima-
tor John Kricfalusi, creator of The Ren
and Stimpy Show', to create two origi-
nal teatures. Kricfalusi's Ranging
Ranger and Boo Boo Runs Wild fea-
ture the Hanna-Barbera characters
Ranger Smith, Yogi Bear and Boo
Boo. The cartoons will run together as
a half-hour special in fourth quarter
1998.

The network’s original Space
Ghost Coast to Couast will return for a

fifth season, with production starting in
January on episodes that will air next
summer. The late-night series features
oftbeat celebrity interviews hosted by
the yellow-caped, black-hooded cru-
sader Space Ghost.

“Space Ghost Coast to Coast contin-
ues 1o gain popularity and pop culture
recognition.” says Mike Lazzo, execu-
tive producer of the series and senior
vice president of programming and
production for Cartoon.

Cartoon is also bringing back Cow
and Chicken for its second season and
has ordered 26 new episodes of the
series from creator Hanna-Barbera.
Cow and Chicken follows Dexter’s
Laboratory as the second Cartoon orig-
inal to be extended to a full 52-week
strip. says Rob Sorcher. Cartoon Net-
work executive vice president.

Cow and Chicken follows the antics
of unlikely siblings—a 400-pound cow
and a four-pound chicken. Cow and
Chicken consists of three cartoon shorts.
two featuring the series” stars, followed
by a new cartoon. 1 Am Weasel,” which
documents the exploits of a genius. =

—
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: Look what’s

New retail outlets began opening last week

By Donna Petrozzello [

ith purple ceilings. brightly
colored walls and slime on the

cabinets. Nickelodeon's three
new retail stores are designed to get
attention,

In collaboration with Viacom Retail
Group. the children’s network has
scheduled store openings at Mall of
America in Minneapolis Nov. 25, at
Roosevelt Field on Long Island Nov.
26 and at Woodfield Mall in Schaum-
burg, Ill.. Dec. 8.

The stores will stock more than
2,000 branded Nickelodeon network
products, 75% of which were creat-
ed exclusively for the stores by Via-
com Retail. In addition 1o the exclu-
sive products. the stores will feature
signature licensed products from
Mattel and other Nickelodeon
licensing partners. I

in store at Nick

rated shows, Blues
Clues.

Viacom Reitatl
Group President Tom
Haas says the stores
have been created 1o
“serve as the only place
kids can get the com-
plete Nickelodeon
experience.”

Inside the stores.
children can play with
an action-sculpture

Nickelodeon is translating its shows into retail
opportunities like this ‘Rugrats’-themed area.

Products range from a 40-item “ulti-
mate room’ bedroom furnishings line to
take eyeballs made from slime (popu-
larized by Nickelodeon character
Krumm of AAAHH! Real Monsters). |
The stores will have first crack at prod-
ucts from one of Nickelodeon's top- |

totem pole featuring a
chattering mouth, lava
lamps and horns. or
find themselves sitting on a whoopie
cushion on a fitting room bench.
Nickelodeon also plans to use the
stores 1o test consumer products
based on its TV program properties
before offering them for national
license. ]

Prime Star eyes junk bonds

DBS provider will also look to commercial lenders

By Price Colman |

ne of the first moves Primestar
0 will make when it completes the

roll-up of its cable partners’
interests will be a foray into public debt
markets.

Primestar intends to tap high-
yield—junk bond—markets for $750
million-%1 billion in debt sometime
next year. Timing will be linked to
what’s happening with bond markets,
which have been volatite since the
October stock market crash but gener-
ally strong the rest of the year.

The company will also look to com-
mercial lenders for financing, says Dan |
O’Brien, president of Primestar Inc. In |
addition, Primestar will assume some |
debt from its partners as part of the
consolidation. TCI Satellite Entertain-
ment (TSAT), for instance, showed |
about $366 million in debt at the end of |
the third quarter. Because TSAT is the J
publicly traded entity that will wind up
containing the rolled-up Primeslar'

partnerships. much of its debt will |
move into the new company. ‘

Primestar’s total debt once the roll- |
up and various financings are complet-
ed will be about $1.6 billion. Until the
partnership roll-up is completed. it will
be tough to calculate Primestar’s debt-
to-cash-flow ratio. a key factor—along
with market conditions—in determin-
ing what interest rates Primestar will
have to pay on its high-yield notes.

Primestar will take on the additional
debt to fund subscriber acquisitions, so
that the company is not constrained by
calling on its partners to ante up capi-
tal. O'Brien says.

Meanwhile. Primestar has more
pressing issues. Power problems con-
tinue to plague its Loral high-power
satellite (B&C. Nov. 24). launched in
March to 119 degrees west longitude.
Those problems have already delayed
Primestar’s launch of a high-power
service. which it had planned for this
fall but is delaying until first quurler‘
1998. While company execulives are

www americanradiohietorv com

cautiously confident the bird will have
sufficient power for the |1-transpon-
der. 120-channel high-power DBS ser-
vice Primestar intends to provide, the
power losses are considerably greater
than first indicated.

Shortly after the satellite was
launched last spring, TSAT disclosed
that the bird had lost 15%-20% of its
power. Since then there have been at
least two additional power losses.

“The satellite has more than half its
power capacity available,” says O’Brien
That should be sufficient to power a total
of 13 transponders—11 for the high-
power service and two for backup.

Having fewer than 13 transponders
available would put a crimp in
Primetar’s plans for a retail high-power
service and for a wholesale service it
would sell to smaller multichannel video
providers as an add-on to their offerings.

Primestar’s guarded optimism
regarding the satellite is tempered by
two crucial issues that remain: “'Is [the
power loss| something that will stabi-

_ |
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With your free PalmPilot™ organizer from 2DTV,
you can keep track of all kinds of things.

Like who gave you refrigerator magnets
and who gave you a cool PalmPilot™ organizer.

We're giving away a free PalmPilot™ organizer every 20 minutes at booth #4890 in Hall D of the Western Show.
(And if you find a pocket protector on your hotel room pillow, read the note carefully.)

Your Computer Channe!

O visit us at wewzdte.com

e

For more mformatum, contact aur VP of Affiliate Sales and Marketing, Mike Mason at 415-551-4500 or mike_masordzd.co
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The twain meet in
Spain
An agreement between rival
Spanish DTH services Via
! Digital and CanalSatelite
' Digital to share PPV
.. football rights marks the
first step toward a possi-
ble merger of the two
services. After a year-
long dispute, the compa-
2 nies have cut a deal for
- both to offer league matches
this season. The move is the first step for the “conver-
gence of digital television in Spain, as has happened in
ftaly and Germany,” both platforms said in a joint state-
ment.

Wir,

I\

e

T o

WB buying into Canalsatellite

Warner Bros. will exercise its option to purchase a 10%

stake in French pay-TV operator Canal+'s Canalsatel-
lite DTH service. A Canal+ spokesperson confirmed
the deal, saying the option will be exercised before the
end of 1997.

Seagram turns on to 13th Street

Seagram-owned Universal Studios taunched its
action/suspense pay-TV channel, 13th Street, Nov. 13
on Canal+’s Canalsatellite digital DTH platform in
France. 13eme Rue, as it is known in France, broad-
casts 20 hours per day, combining Universal's pro-
gramming with local fare. The channel will launch a
localized version of the channel in Spain, Germany and
possibly the UK next year.

Kick for Canal+

A partnership of French pay-TV operator Canal+ and
London-based sports marketing and rights group TWI
has won the foreign TV rights to the UK's Premier
League soccer with a record bid of £100 million ($169
million). —Michael Katz

lize or will it continue to erode

merger with ASkyB. it would throttle

lems on the satellite at 119, could turn

one question.” says O’ Brien. "Another
is what is the useful life of the satellite.™
There are a couple of other outstand-

that’s |

down Primestar’s growth plans. leaving
it the weakest of the three DBS providers
in terms of program offerings.

out to be a plus for Primestar in get-
ting approval tor the merger if regula-
tors perceive that Primestar is at i dis-

]

ing issues: if and when the FCC will
approve transferring the transponder
licenses tor the satellite from TSAT

That. coupled with the power prob- | advantage. ]

subsidiary Tempo to Primestar;
whether regulators will approve the b
Primestar/ASkyB merger. 2 5 PE“PLE s GHUIBE
The Tempo-to-Primestar license Tnp cablﬂ Shnws
transfer has been delayed in part by new
commissioners at the FCC.
“lttakes some time for them to deter- | | Following are the top 25 basic cable programs for the week of Nov. 17-23, ranked by rat-
mine their initial slate of activities, ing. Cable rating is coverage area rating within each basic cable network's universe; U.S
siays O'Brien, adding that Primestar has rating is of 98 million TV households. . -
. steed initiad e et ONS Wi ating S
“"::'l:;:“d ‘:L‘:‘f'! “"l“f"(r“"'l'f’?’ ":’”‘h_ the | | oy program Network Day Time Duration Cable t.S. {000) Share
:3"\\ ,uzz'r“l'hc *Tll‘:;kl"l‘z'l‘[‘]; h((:lif: up 1 NFL: New York Giants vs. Washington ESPN Sun 8:00p 237 81 61 5897 123
aiks ier Hie TRARsSIving Rohddy. 2 South Park COM Wed10:00p 30 48 23 2197 75
O’Brien says there don’t appear 1o | | 3 worig Championship Wrestling TNT Mon 800p 60 43 3.1 3101 66
be substantial obstacles to gaining 3 Rugrats NICK Mon 7:30p 30 43 31 3048 67
| approval for the license transfer. given & Fugrats NICK Sat 800p 30 42 30 2970 7.1
that “there is ample precedent for these E Fugrats NICK Thu 7:30p 30 41 30 2899 67
types of transfers.” 7 World Championship Wrestling TNT  Mon 900p 72 40 29 2866 538 |
Regulatory approval for the 7 Rugrats NICK Tue 7:30p 30 40 29 2860 65
I Primestar/ASkyB merger is a much ; QCAA:tAIabama vs. Auburn E\ISICPIT \?\i’nd ;3389 zgg gg gg ggg gg
e - ugrats ed 7:30p 9 29 2 :
Issue, 5 B
fl':]‘zlr'gzlr] . h',‘l‘\’,‘g A P]”;L‘ I]V | | o Rugrats NICK Sun 10:00a 30 39 28 2745 10.8
T e e o - 9 Al That NICK Sat 830p 30 39 28 2744 64
eavily against that deal. claiming 1t 15 Kenan & Kel Thanksgiving NICK Sat 9:00p 30 38 28 2738 64
would stifle competition by giving an 13 Doug NICK Mon 7:00p 30 38 28 2687 62
unfair advantage to a DBS service || 13 Rugrats NICK Sat 10:00a 30 38 28 2685 115
| essentially owned by the cable indus- 16 NFL Sportscenter ESPN Sun 11:57a 63 37 27 2709 100
try. Primestar’s cable partners 16 Sauth Park COM Wed10:30p 30 37 1.7 1693 63
include TSAT. Time Warner. Com- 18 Hay Arnold NICK  Sat 11:00a 30 35 26 2512 108
cast. Cox and MediaOne. As part of | | 18 ‘!ourney of Allen Strange NICK  Sat 9:_30p 30 35 26 2509 58
its merger with ASkyB. Primestar 1& Angry Beavers NICK Sqt 10:330a 30 35 26 2495 107
would get liccn\'cx‘i for the 28 15 Rugrats NiCK Fri 7:30p 30 35 26 2490 6.2
) . A || 22 Angry Beavers NICK Sun 10:30a 30 34 25 2424 94
lralbp()ndcr.\ at 110 th:"__'tCL’.\ that now | an Hey Arnold NIiCK Mon 8000 10 34 25 2421 51 '
belong to MCL. , 22 [oug NICK Thu 7:00p 230 34 25 2387 58 | |
While it wouldn™t be a death knell for 22 [oug NICK Wed 700p 30 34 25 2384 59
Primestar it regulators quashed the | |
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* NOTHING WARMS THE HEARTS OF AMERICA
i MORE THAN MAN-EATING TURKEYS AND q
i FLATULENT PILGRIMS

~ [} []
& For more information call Brad Samuels at 212-767-8860
O :Njelsen Media Research, Nov, 19, 1997 10pm-10:30pm, HHRating subject to quallfication upon request.
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TNN on ‘Prime’ tour

The Nashville Network lakes ils 1Tag-
ship series Prime Fime Country on
tour for the first time Dec. 8. Prime
Time host Gary Chapman will travel |
to Las Vegas, where he will cover
National Rodeo Week and teature
guest singers LeAnn Rimes., Deana
Carter. Patty Loveless and Randy
Travis and comedian Bill Engvall.
Prime Time will air five nights (Dec,
8-12) trom Las Vegas rather than its
traditional Monday through Thursday
schedute. The show claims more tan
145 million houscholds cach month,
according to TNN.

HBO renews ‘ArliSS’

Home Box Office has renewed Arfiss
for a third scason of 13 shows next
summier. The show takes a behind-the-
scenes fook at the world ol profession-
al sports and conthines fictional story
lines with real events and guest
appearances by professional athletes.
ArlisS’s Sandra Oh won a Cuble ACE
awird recently for best actress in 2
comedy series.

Johnson joins US Airways
board

Robert L. Johnson. chairman of BET
Holdings inc.. has been named to the
board of directors of US Airways
Group Ine. US Airways Chairman

—_—— — — - =

Songwriter Paul McCartney raised $75,000 for music education in a performance at
New York's Carnegie Hall Nov. 19. The show was sponsored by Merrill Lynch for VH1's
“Save the Music™ campaign thal supports music education programs in New York
public schools. Pictured (I-r) are Tom Freston, MTV; Barry Rosenbium, Time Warner
Cable; John Sykes, VH1; McCartney; Steve Murphy, Angel Records; Paul Critchlow,
SVP Marketing and Communications, Merrill Lynch.

Stephien M. Wolt commented: “Boh
Johnson has established an enviable
record within the entertainment

mdustry and in the arena of conimu-

[ mity service. We are tortunate to he

able to add his considerable strengths
1o the US Airways hoard of direc-
tors,” Johnson hecomes the | th
member of the US Airways board.

Wink, CBS cable deal

Wink Comniunications las struck a

multivear deal to provide enhanced
broadeasting services 1o CBS Cable
for The Nashville Network. TNN
viewers will be able to aceess infor
nration on-screen (about country
artists. NASCAR racing stats and fish-
ing) to complement the country nel
work s programnting, TNN becomes
the Litest Wink aflfiliate to use the pro-
prictary Wink sottware that mahkes
data accessible via ordinary remaote
controls,

NET revamps as America’s Voice

S -
|

[

OICE.

ERICAS

programming, including programs featuring liberal
guests.. He also will dress up production of current
NET programming. The key to the new network will
be its interactivity:— “turning talk into action,” as
Sutton puts it. To accompany the new program-
ming, the network is planning to offer a phone ser-
vice to link viewers directly to the offices of their
congresspersons, so that they can voice their opin-
ions about issues discussed on the network. In
addition, NET is developing a software subscrip-
tion package for viewers that includes information

Conservative political tatk network NET (formerly | on every member of Congress and congressional

National Empowerment Television) is taking off in a
new direction. In January 1998, new network chair-
man Robert Sutton plans to launch America’s Voice,
“a new network with four years of experience.” In
keeping with the conservation political theme that
was the network’s genesis, Sutton ptans to add new

committee, plus issue—oriented literature with direct
e-mail links to their representatives. America’s Voice
is even setting up video kiosks in cities across the
country for Americans can respond to issues on tape
so that for airing within a few hours of the initial |
recording. |

1
|
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Local and national spot cable
advertising continue 1o make
impressive gains thanks to the
growing appeal of basic cable
netieork progrannning and
system operators' increasing
investments in new technolo-
gles, research, promotions and
personnel.

The following report will give
Yout a concise update on the
tremendous strides thet local
and spot cable bave made in
the past yeas, as well as onr
industry’s conmmitment to their
Jutuere groweth.

We look forward to keepring you
posted on our anticipated
successes in the years abead.

Sincerely,

Joseph W, Ostrow
President & CIEQ
Cabletelevision
Advertising Bureau

S2

SPECIAL ADVERTISING SECTION

CABLE ADVERTISING ANNUAL REPORT

for cable
operators

This month, cable advertising will wrap up one of the most important years in
its history. Cable networks drew much of the spotlight with headline-grabbing
audience gains and aggressive new programing slates, but cable operators, after
several years of investment in new technology, training and audience research,
made impressive strides of their own.

“Cable operators are selling better than anybody anticipated,” reports Howard
Nass, senior vice president and corporate director of local broadcast at TN Media.

National spot cable revenues were up 24 percent for the year's first half, a
robust gain considering that last year's 18 percent increase for the year as a
whole got a healthy boost from election spending. Third quarter sales,
depressed last year by competition from the Olympics on CBS, have surged
ahead to an increase in the 40-percent range, according to Deborah Cuffaro,
senior vice president of rep firm Cable Networks Inc. For the year as a whole,
national spot cable revenues could end up ahead by as much as 24-28 percent,
predicts John Sawhill, chief operating officer of rep National Cable
Communications.

Part of the surge in national spot revenues can be traced to big increases from
relatively new categories, including telecommunications and packaged goods.
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Investments from automotive, fast food, retail, entertainment, financial services
and health care companies also continued to boost revenues.

Local sales, although a much more mature revenue stream, have also steamed
ahead this year and are expected to finish up at least 12 percent.

Operators’ sturdy ad sales increases can be traced in part to audience gains.

This past summer, ad supported basic cable ratings surpassed, for the first time
ever, the combined ratings of ABC, CBS and NBC. Then, during the first week of
the new fall season, cable networks captured a record 33.7 combined audience
share, up from 30.5 the previous year, while the top four broadcast networks
slipped to a combined 62.5 prime time share, down from a 65 in September 1996.

“It's becoming a horse race,” says TN Media’s Nass. "People are saying that if
cable is accounting for that kind of viewing, it's taking it out of the hide of over-
the-air, 50 | have to shore up my impressions there. When you see a 10 rating,
you're probably only doing an 8 in cable homes.”

Along with the audience gains, however, changes on the operator front have
had an even more far-reaching impact. Ownership consolidation, management
joint ventures and more tightly managed interconnects are rapidly transforming
the local cable marketplace, making it possible in some cases for national adver-
tisers to buy an entire cable DMA with a single phone call.

At the same time, steady investment in digital technology over the past two
years has begun to pay off in dramatic improvements in customer service and a
much broader array of networks available to local, regional and national spot
advertisers. Similar investments in research and training have created a more
sophisticated, aggressive sales force that has raised cable’s profile on Madison
Avenue as well as Main Street.

“Cable operators today are more equipped to take advantage of broadcast
audience erosion than they would have been even a year or two ago,” comments
Jim Klunder, director of local advertising sales for Turner Network Sales.

“Because of digital insertion, they can get advertisers on the air really quickly
now, and that's a big deal to agencies.”

Grey Advertising is among several major agencies that are boosting their use
of spot cable. “We're locking at national spot cable more closely,” says Karen )
Richman, senicr vice president, director of local broadcast. “We see it as a
viable alternative and we intend to use more of it in the future.” Many systems s
are more willing than in the past to price their inventory competitively with broad-
cast, Richman says, and they've gotten better at trafficking spots reliably and
invoicing in a way that agencies can more easily manage.

Cable advertising has had “an outstanding year,” says Pat Esser, vice presi- >
dent of advertising sales at Cox Communications, who doesn't see things slow- -
ing down any next year. “This is a business where once you make inroads, once
you get on plans, you tend to stay there,” he adds. “We're getting in doors we !
haven't gotten in before and we're getting on those plans.” -

Esser and a number of other cable operators note that cable’s efforts to estab-
lish strong interconnects in most major markets have paid off in a new attitude
among advertisers toward cable. “Once a market is interconnected, advertisers
really understand and believe in the value of cable,” says Filemon Lopez, senior
vice president of advertising sales at Comcast Cable. “They put their money
where their mouth is and they really spend.”
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trigger wave of
change

Some of the most sweeping changes taking place in local cable advertising
result from new technologies. Digital insertion systems had a significant
impact on local and national spot cable’s revenue growth in large markets
this year and will likely propel faster growth in medium and small markets
over the next two or three years. That, combined with a new generation of
much more powerful traffic and billing software, is beginning to allow opera-
tors to insert on many more channels, manage their inventory more effec-
tively and improve customer service. Satellite and fiber delivery of spots and
electronic data interchange promise another wave of change within the next
three or four years.

“Our platform has improved dramatically,” says Pat Esser, vice president of
advertising sales at Cox Communications.

Ed Delaney, vice president of marketing at SeaChange International, estimates
that 65-70 percent of operations in major markets are now using digital insertion
technology “aggressively,” inserting on 20 or more channels and offering adver-
tisers several different geographic zones within a coverage area.

SeaChange, which has installed 75 percent of the digital insertion gear being
used by U.S. cable operators, estimates that the average number of channels
being inserted on today is 20, up from 10-12 three years ago. A few larger sys-
tems insert on as many as 30 channels.

By inserting on more channels, operators were able to target advertisers'
messages more precisely this year than they have in the past, says Jason
Malamud, national director of affiliate sales at MTV Networks. “By focusing on a
broader range of networks, operators are doing a better job of delivering the
viewers advertisers need to reach and they are helping advertisers avoid inef-
fective buys.”

Targeting more effectively can go a long way to help reduce account churn,
long a problem in local and national spot cable, Malamud continues. “If advertis-
ers get results because their commercials have been mere precisely targeted,
they are more likely to renew.”

Interconnects in Los Angeles, Chicago, Detroit, San Francisco and Atlanta are
now operating digital plants. New York is testing its new digital plant and hopes
to have it up and running early next year, and Washington, D.C., is nearing com-
pletion of its digital plant. Going digital has meant big revenue increases. Sales
at Los Angeles interconnect Adlink are up 52 percent this year and in Chicago,
they're up 35 percent, according to Jerry Machovina, senior vice president of
advertising sales at Tele-Communications Inc.
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Cox's Esser adds that digital conversions tend to pay for themselves remark-
ably quickly. “We invested $1 million in digital gear and within 12 menths, got $1
million in incremental revenue.”

Digital conversien has also meant faster service for advertisers. “Chicago
used to be the Tower of Babel of cable advertising,” quips Machovina. “Now,
you can bring a videotape into our Michigan Avenue sales office and it will be
encoded and sent out to any of five separate zones in the greater Chicago
area. We can generate an invoice within 15 minutes of the spot's running.”

Along with digital technology came “a proliferation of zoning to smaller and
smaller targets’ this year, according to SeaChange’s Delaney. “A headend of
100,000 subscribers used to offer two zones,” he says, “but now it will offer four
and five zones.”

In addition to increased zoning, more operators offered the ability to tag com-
mercials for different neighborhoods and target different products to different
groups of homes in the same ad campaigns. At Los Angeles interconnect
Adlink, S.C. Johnson has targeted Raid Ant and Reach Killer spots to suburban
neighborhoods and Raid flea spray spots to beach communities, with all spots
invoiced and accounted for as a single buy. “It's an incredibly powerful marketing
tool,” says Vicki Lins, director of marketing at Adlink, which uses psychographic,
A o Mackovina demographic and geographic research to help advertisers determine where to
target their efforts for different brands.

With digital insertion up and running in many major markets, operators have
turned their attention to the next big step in the automation process: traffic and
billing. Traditionally, operators have struggled with systems based on those origi-
nally designed for broadcast stations, which require much less processing power.

Newer systems, based on client server technology, can handle millions of
commercials airing on many different channels and in several different zones. A
LAN International system installed in Ontario, Calif., for example, traffics spots to
17 different headends and 20 different networks, generating 340 logs daily,
according to LAN International President Leif Bohman.

Cable’s new generation of traffic and billing systems also use open architec-
ture, enabling operators to design the reports they need and create invoices that
are more easily accommodated by agencies. In many cases, ad agencies don't
want an invoice to list every version of a spot and all the different zones in which
it aired, preferring instead to have a schedule expressed more simply so it can
be reconciled with agency software. Newer T&B systems enabie operators to
design invoices this way, while older systems didn't.

Newer systems also permit more accurate inventory management, enabling
operators to assess sellout levels weeks or months in advance so they can max-
imize the value of remaining inventory. They also automatically reschedule spots
that have been bumped to make room for commercials sold at a higher price,
further enabling operators to maximize inventory and deliver effective schedules
for advertisers.

Companies offering new generation T&B systems include LAN
international, which has completed seven installations of its product in the
U.S. and is in the process of installing more; CCMS, which has six installa-
tions of Novar, its new generation system, and SeaChange, which has beta
tested a new system and plans to unveil it at next week’s Western Show.
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The process of designing a workable traffic and billing system for cable has
been “a huge undertaking,” says Larry Zipin, vice president of advertising at
Time Warner Cable and chairman of a Cabletelevision Advertising Bureau com-
mittee that examines technological matter, including traffic and billing issues. The
newer systems now available are "oy no means the final version of the media
management system we are ooking for,” he says, “but they will get us past some
of the road blocks we face right now.”

TCI's Machovina adds that traffic and billing has been the “missing link” in the
process of automating cable’s complicated ad sales back reom. “We're full speed
ahead" in installing new software, he says. “By the end of 1998, we'll be well on
the way to eliminating the limitations and barriers that have held us back. There's
a light at the end of the tunnel.”

Although most of the digital insertion and traffic and billing upgrades have
taken place at larger systems, medium sized and smaller systems are likely to
take the plunge over the next few years. They'll partner to wire together sys-
tems in a DMA and share the same digital insertion, traffic and billing and
satellite delivery system, predicts Bill Everett, vice president of sales and mar-
keting at SkyConnect. Such partnerships will bring the economies of scale :
needed to offer fast, efficient service to advertisers even in very small markets, A ey zipin
he says.

Small markets will also get a boost from “scalable” systems that permit opera-
tors or interconnects to start out digitally inserting on four channels and build
eventually to 40 or more, Everett says.

The next steps in completing the automation circle at cable ad sales opera-
tions lie in satellite delivery and electronic data interchange. To date, systems
and interconnects haven't needed much satellite delivery because 90 percent of
the commercials they carry come from local or regional advertisers. As national
spot business builds over the next couple of years, however, demand for satellite
delivery will increase significantly.

TClI's Machovina sees satellite delivery becoming an issue for the industry
soon. “We'll be in a position here, within the next year, where we'll have a
satellite distribution network,” he says. “The industry will come together on it
as we do more and more interconnect activity on a broader basis. Some day,
you will be able to buy the top 100 markets in national spot through one orga-
nization.”

SkyConnect can deliver spots by satellite directly to a digital file server,
where they are stored until a traffic and billing system, which can be supplied
by sister company, VisionTel, routes them to airplay on different networks and
in different zones. A number of operators, including TCI, Time Warner, Marcus
Cable and Adelphia, have installed SkyConnect's digital insertion gear, Everett
says.

On the EDI front, a CAB committee of ad agency and MSO executives has
begun working on initial planning for an open architectural approach that will
serve operators’ complicated needs. "ED| would definitely make it easier for
national advertisers to use local cable,” says Kevin Gallagher, vice president and
media director at Leo Burnett. "We're excited to see operators moving to adopt
those guidelines.”

One company hoping to capitalize on cable’s demand for both EDI and
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satellite delivery is Video Networks Inc., which will have its technology on dis-
play in the Cable Net exhibit at next week's Western Cable Show. Its system
delivers spots via satellite or landlines and then uses landlines to automati-
cally confirm reception of the spots and transmit affidavits and invoices to
agencies.

National advertisers are already using other media to target different versions
of their advertising to various geographic, demographic and income groups,
says VNI President Tom Engdahl. “Billbcards from the same advertiser carry dif-
ferent ethnic or economic messages in different neighborhoods,” he says, “and
magazines like Time carry different ads depending on the newsstand delivering
them,

“Large corporate America wants the ability to be effective in spending 1o get
in front of the eyes of customers that want the product they are selling,’
Engdahl says. With its increasing use of fiber optics, cable has the ability to tar-
get smaller and smaller groups of consumers. “Cable has the best method for
getting to demographic commercial insertion,” he says. “If operators can help
large advertisers effectively reach the customers they need, advertisers will
beat a path to cable’s door.”

SeaChange
International
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tie-ins fueled
revenue gains

Cable networks delivered more than record-high ratings to their affiliates this
year. As operators broadened the array of channels available to advertisers, net-
works responded with a growing number of promotional tie-ins and co-branding
opportunities.

“Cable operators are really using network programming to go after specific
client categories,” says Bud Breheney, vice president, eastern region and local
ad sales at the Food Network. Los Angeles interconnect Adlink worked with the
Food Network to create Food Bites, a vignette series offering tips such as how
to dress up vegetables to make them attractive to kids. Adlink created the series
specifically to capture the interest of a major food advertiser, which sponsors the
series exclusively and, since becoming involved in it, has made its first signifi-
cant national spot cable buys.

Product-specific vignettes and tips are also great for attracting niche advertisers,
says Brian Hunt, director of local ad sales at NBC Cable Networks. “For example,
CNBC has produced a highly successful vignette series on tax tips that can be
sponsored by local financial advertisers. The New York Interconnect has, for exam-
ple, been very successful at selling these tie-ins to Chase Manhattan Bank.”

Along with tying into programming, eperaters and interconnects stepped up
their use of event promotions in 1997. When Comcast Cable of Philadelphia
wanted to boost its sales on Nickelodeon, it partnered with the network to create
Nick Night at the 76ers, a promotion designed to draw families to a pro basket-
ball game and turn the spotlight on animated characters such as Ren and
Stimpy. The event, sponsored by department store chain Boscov's, aftracted so
many families that the team, owned by Comcast, wants to repeat the promotion
next month.

At Comcast, which has also done mall prometions with Nick animated charac-
A Filemon Lopez ters, sales to children's advertisers have climbed steadily. “We have been able to

translate Nickelodeon's ratings success into dollars,” says Filemon Lopez, senior
vice president of advertising sales at Comcast Cable.

Mall promotions and other special events offered operators an opportunity to
generate extra advertising revenue outside what they got for air time, notes
Jason Malamud, national director of affiliate advertising sales at MTV Networks.
“With its ratings increase, Nick is beginning to sell out at the system and inter-
connect level, so we're trying to create more opportunities to sell promotions and
off-channel events.”

Event promotions also allowed operators to “take credit for carrying a marquee
event,” Malamud said. In addition to associating themselves with MTV's Music
Video Awards, affiliates generated $3.5 million in extra revenue through a local-
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ized merchandising program. E! Entertainment Television offered affiliates
Hollywood Party-in-a-Bag kits, enabling them to tie into its coverage of major
award ceremonies. Time Warner Cable in Palisades Park, N.J., dressed up a
local restaurant in red carpets and other ceremony trappings, filling the place on
a Monday night, when business is typically slow.

“Local ad sales continues to grow in importance as a revenue stream for the
cable operation,” says Amy Bates, E! vice president of affiliate marketing. “As
their revenue goals increase, the need to partner with networks increases.”

Along with generating extra revenue and associating operators with marquee
programming, events can raise an operator's profile locally. A number of opera-
tors have co-branded their systems by tying in with the Food Network's Cooking
Across America tour. Each one-day tour event features four well-known chefs, A E! Entertetinmiert
most of whom have appeared on TV, teaching cooking techniques to con-
sumers. Operators sell tickets to the events, offer sponsorships to advertisers
and, in many markets, bask in the glow of publicity the events generate.

The exposure operators, networks and advertisers were able to gain from co-
branding efforts goes well beyond event signage and on-air spots, notes Mark
Mersky, vice president of affiliate marketing at A&E Networks. “You get a lot of
cross-channel and importantly, off-channel promotional exposure,” he explains.
Off-channel exposure can come in the form of bill stuffers, retail point of sale
displays, cable office displays and sweepstakes entry forms, all emblazoned with
the logos of sponsors, network and operator, Mersky says.

This year, A&E Networks mounted a major co-branding effort Surrounding
Biography's 10th anniversary while co-owned History Channel built one around
its signature program, In Search of History. Lifetime offered an oppertunity for
operators to get involved with cause marketing when it mounted a sweeping
campaign connected with breast cancer awareness.

Operators’increased interest in network promotions and programming tie-ins
prompted both major national rep firms to boost their efforts in the area. National
Cable Communications hired former Lifetime affiliate sales director E.B. Moss to
specialize in linking advertisers with network promotions. Cable Networks Inc.
began inviting network reps to make stops at its regional offices and make pre-
sentations to sales reps to acquaint them with upcoming events.

Along with tying in to network branding efforts more often, some cable opera-
tors are doing more to draw viewers to their programming line-ups. One of the A SIS L L G
more aggressive efforts is underway at Comcast, where daily spots promoting History
“What's on Comcast Tonight” airs every day on the eight highest-rated basic
cable networks from mid afternoon to about 10 p.m. Boston-based Smash
Advertising produces the 30-second spots, which feature a Comcast spokesper-
son promoting two different shows a day.

"We try to promote genres,” says Jon Gorchow, Comcast vice president of
original programming. “We'll say: ‘if you're a sports fan, there are games tonight
on two different channels;’ or 'if you're a movie lover, TNT has this at 8 p.m. and
HBO has this at 11 The spots, which are inserted by Customized NuStar,
include clips from the shows.

Comcast initially tried promoting three shows daily in What's On Comcast
Tenight, but found it could do a better job of acquainting viewers with the shows
if it kept the number to two. It produces the same spot each day for all of its sys-
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tems. “The economics work if we distribute it nationally,” Gorchow says.

Time Warner and TCI continued to devote 25 percent of their commercial
inventory to promoting their services to viewers and as they insert commercials
on more channels, the number of promotional spots goes up. “We are doing |
more in terms of sheer numbers of networks and ad avails,” says Time Warner's
Zipin. “Promotion is included in that.” Time Warner also continues to mount about
six national network tie-in promations each year, Zipin adds.

Many cable operators’ efforts to insert on more channels will get a boost on
Dec. 31 when they will be able to add one of the highest rated basic cable net-
works, TBS, to their mix. The channel converts then from its long-time status as
a superstation to a network that will permit local systems to seli avails.

With TBS, operators will gain two minutes of advertising per hour at an aver-
age 1.1 rating, says Jim Klunder, director of local advertising sales for Turner
Network Sales. One major MSO has estimated that adding TBS will generate
$150 million in new revenue. “TBS will generate the kind of revenue that the
broadbased entertainment networks bring them,” Kiunder says.

Cable’s biggest networks, by stepping up their program production and acqui-
sition efforts this year and last, are delivering some of the highest average rat-
ings in their history, Klunder says. On Sunday Sept. 14, for example, the combi-
nation of TBS and TNT outdelivered three of the four largest broadcast networks
in prime time in national, not cable-universe ratings, Klunder says. “We did that
in spite of the fact that the broadcast networks are in more homes, and the fol-
lowing Sunday, we did it again.”

Significantly higher ratings on cable as a whole made 1997 a year in which
advertisers recognized “that viewing to basic cable is really significant, and con-
tinues to grow while broadcast continues to decline,” says Jerry Machovina,
senior vice president of advertising sales at Tele-Communications Inc. “More and
more advertisers recognize that basic cable advertising is very legitimate.”

Cable programming has seen a tremendous amount of change in the past 15
years, adds Filemon Lopez, senior vice president of advertising sales at
Comcast Cable. “We've come a long way from the days of Australian rules foot-
ball and arm wrestling. Wired viewership continues to grow and the quality of our
programming continues to rise.”
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a higher profile for

Audience research, a primary tool of the well-armed sales force, continued to
gain prominence at cable operations this year. Although operators remain frus-
trated at the quality of quantitative research, they expanded their use of available
methods, and explored alternatives that show promise for the future.

Most cable operators in the top 50 markets now subscribe to Nielsen, accord-

COM
MediaOne

.....

A Alcom’s Profiles

ing to Deborah Cuffaro, senior vice president of rep firm Cable
Networks Inc. “It's unusual to find a market, uniess it's very
small, that doesn't use Nielsen.” Many also use Cablescan,
which marries quantitative data with qualitative information about
consumer lifestyles and buying habits.

“Our research tools have improved dramatically,” says Pat
Esser, vice president of advertising sales at Cox
Communications. Cox signed three-year pacts to buy, for all of its
markets, quantitative data from Nielsen and qualitative data from
Arbitron and Cablescan, Esser says.

At Tele-Communications Inc., the emphasis is on qualitative
research, according to Jerry Machovina, senior vice president of
advertising sales. “We have deployed Claritas mapping software,
which is geo-coded cluster research that identifies consumption
patterns,” he says, “and we use other products of similar design
and capability.”

TCI also subscribes to Nielsen and Arbitron, but is disappoint-
ed at what Machovina calls, “the limits of the Nielsen methodolo-
gy, which is designed for a broadcast environment and highly
underreports our audience.” Larry Zipin, vice president of adver-
tising sales at Time Warner Cable, which also uses Nielsen,
expresses similar disappointment. “It's still very difficult to quanti-
fy local cable audiences. We still have a distinct absence of the
kind of ratings information we should have."

Because so much of an operator's advertising business comes

from tocal sources, which don't demand the kind of quantitative data that nation-

al advertisers do, the lack of good cable audience measurement hasn't yet
affected growth, Zipin says. “If our business depended on the data, we'd have no
business at all. A good, reliable, neutral and totally objective local cable ratings
service doesn't exist.”

Machovina points to efforts to create an alternative, such as that being devel-
oped by ADcom Information Services, which has been generating monthly rat-
ings and extensive market qualitative data for a year in Jacksonville, Fla.
ADcom’s method involves household meters placed on every set in the home; a
meter sample about twice the size of a typical Nielsen meter sample; and exten-
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KIM PHUC WAS ONCE POSTER CHILD
FOR THE VIETNAM WAR.
NOW SHE'S A COLLEGE GRADUATE.

N\

O F)

S/
CBSEYEONPEOPLE

real stcries-real people

TELL ME SOMETHING I DONT KNOW. CBS Eye On People is the network dedicated to bringing you
more. New shows offering timely updates, insightful revelaticns and retrospectives on the people and stories you

want to know more about.

Call im Babchak, Eastern Region: 203-965-6405 + Ken Mullane, Midwest Region: 312-245-4843 « Lynn E. Wells,
Western Region: 303-771-9800.

CBS EYE ON PEQPLE and design are service marks of CBS Inc. & 1997 CBS Inc. Al fights reserved
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sive telephone interviews of about 2,800 homes to glean information about
demographics, viewing habits and buying tendencies, including plans to buy
such large items as cars or a new house in the near future.

In Jacksonville, where Media One uses the
ADcom system, 1,300 meters produce data 24
hours a day, seven days a week, says Skip
Broussard, ADcom director of advertiser and
agency services. So far, the data shows “a huge
shift in audience share going from broadcast to
cable,” Broussard days. “People have predicted that
there would be almost a 50/50 split in terms of
share between cable and broadcast. Well, we're

proving it.”
LA Broussard routinely sees disparities of 4-5 rating
36.1% 10 27.2% points between Nielsen data, which still relies on
diaries in Jacksonville, and ADcom data. “There's a
I SN BiThe difference of up to four rating points in the late
18.0% 109.1% news and similar differences in prime time and
sports programming,” he says.
B 9.0%1000%

In addition to generating what Broussard believes
are more accurate audience measurements,

A CableScan ADcom'’s data has delivered results to Media Cne’s bottom line in Jacksonville.
“Right now, we ¢an point to well over $200,000 in new or additional revenue and
say that ADcom was involved in generating that money,” Broussard says. ADcom
is in discussions with a number of cable operators about expanding its service
to other markets and is "talking to agencies—Ilocally, regionally and nationally.”
BBDO in Atlanta uses ADcom data in analyzing buys on the Jacksonville Media
One system, he says.

Also expanding its services is Nielsen Media Research, which plans to add
metered ratings in five more markets—Greensboro-High Peint-Winston Salem,
N.C.; Jacksonwville, Fla.; Las Vegas; Providence, R.1., and Birmingham, Ala.

Even as operators expand their use of syndicated research, they also look for-
ward to deploying audience measurement techniques of their own. “As we initi-
ate our digital services and step up our two-way plants, we'll have technalogy in
place to provide finite data about who's watching what,” Machovina says. “Within
five years, we'll use this technology for audience measurement.”

Zipin believes agencies would play a major role in improving audience
research. “Quite frankly,” he says, “one of the missing elements in this equation
is the point at which the advertisers and their agencies decide that they'd like to
have better information than is currently available.”
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web packages
began to surface

Cable operators took their first steps to package cable advertising with expo-
sure on the Internet this year.

At Comcast, on-air promotions drive viewers to local Web sites, plugging adver-
tiser home pages linked to the Comcast sites. To date, 20 Comcast locations have
their own local Web sites and three of those offer Internet-cable advertising pack-
ages, says Filemon Lopez, Comcast senior vice president of advertising sales.

The Web sites, such as In Philadelphia.com, In Detroit.com and In
Sarasota.com, offer local news and sports, restaurant reviews (retrievable by
types of cuisine) and information for travelers, as well as job listings.
Comcast partners with local newspapers and magazines to create content
for the sites.

For a local advertiser interested in a Web presence, Comcast will design a
cable package and develop a site that is linked to the local Comcast site. “A lot
of local advertisers want to be on the Internet, but they don't need pecple from
across the country looking at their site,” Lopez says. “What they want is a con-
nection to a local site, so local consumers will see what they offer.”

Each Comcast location offering Web advertising has its own Web master, who
trains the advertising account executives, helps them make presentations and
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with millions more on the way!
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"It is a revenue-

enhancer—and it generally keeps the Web activity “top of mind,” Lopez says. To date, most Web advertis-
keeps us on the ing sold has been to existing cable advertisers.
P : Time Warner Cable of Maine also builds Web sites for advertisers and offers them
cutting edge rotating button and banner ads on the Around Town Section of Roadrunner. {Around
Town is viewable to the entire Internet, while much of Roadrunner content is for sub-
—Bill McEnaney, scribers only). Cable spots promoting Roadrunner also plug advertisers with a presence

{ln‘ﬂ‘mr qf”atlt’en‘l's- in Around Town.
ing sales, Time

Warner Cable of Since April, when the Internet advertising effort began, Time Warner of Maine has
Maine sold Web-cable packages to three advertisers and has several more getting ready to
mount sites. Typically, it sells six month packages.

In addition to revenue generated by the cable and online ad schedules, Time Warner
charges for developing and maintaining the Web site, hosting the site on its server and
creating the Web buttons and banners.

At Time Warner Cable of San Diego, which boasts 6,000 Roadrunner subscribers,
local Web advertising is just getting off the ground, according to Rick Winet, director of
advertising sales. The system offers button and banner ads on Roadrunner to existing
cable advertisers that already have their own Web sites. The Roadrunner site is linked
to the advertiser's site and the advertiser's 30-second cable commercial is loaded so
that when a user calls up the site, the commercial runs before the site comes online.
“We're offering a multimedia experience,” Winet says.

When a major local event happens...

People with News 12 choose News 12

NEWS12 31.4%
WNBC-TV  17.0%
WABC-TV  14.8%
WCBS-TV  6.8%

NEWS’Z NEWS'Z ’2 NEWS’Z

CONNECTICUT  LONG ISLAND  NEW JERSEY  WESTCHESTER

The leader in local news. Now seen in 2.2 million homes in the NY ADI.

*Nielsen phone survey 10/97, based on 2.2 million cable homes in the New York ADI carrying News 12
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Watching a sit-com won’t make you funny.

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

And watching a soap won't make them babe magnets.

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

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

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

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

50 unchain your brain about programming as usual,
and give your customers something fresh, meaningful and unduplicated.

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

"Beta research, November ‘96 @

KIIOW'Edge

w

UNCHAIN YOUR BRAIN
B Ad Sales: Stan Weil « 1-800-727-5663
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Metsopt: fomans | Philadeiphia

Comcast EEEI ;—-;__ F— = @j Cable operators that haven't ventured
far into online territory may soon be able

to sell advertising on it anyway. thanks to
the efforts of cable networks. The Food
Network, for example, is in the process of
regionalizing its Web site, according tc
Bud Breheney, vice president, Eastern
Region and local ad sales.

“We just launced the mid Atlantic
region,” he says. Users can access it and
find regional recipes and restaurants.
Cable operators will be able to sell adver-
tising on the regional pages and will have
other revenue-sharing opportunities.

Web advertising offers “a tool to bring in
new clients” and enables cable operators to compete with other media entities that are
offering the Internet for advertising,” says Bill McEnaney, director of advertising sales at
Time Warner Cable of Maine. “It is a revenue-enhancer,” he says, “and it keeps us on the
cutting edge.”

u..-..}-' — ]

ALL MVP.

In the New York ADI,

viewers in 600,000 households
watch News 12 per day’

They get the message about local news in their region.
Shouldn't they be getting the scoop on your products and services?

Call Bob Sullivan at 516/393-1540

NEWS’Z NE WS’Z ’2 NEWS’Z

CONNECTICUT  LONG ISLAND  NEW JERSEY  WESTCHESTER

The leader in local news. Now seen in 2.2 million homes.

*Nielsen phone survey 10/97 of 24-hour viewing recall based on 2.2 million cable homes in the New York ADI carrying News 12
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A&E Television Networks
Mark J. Mersky

Vice President,

235 East 45th Street
New York, N.Y. 10017
(212)210-9714

America's Health Network
Ruth Katz

Director, Affiliate Marketing
1000 Universal Studio Plaza
Building 22A

Orlando, Fla. 32810-7610
(4071224-6800

BRAVO

Ed Carroll

Senior Vice President,
Marketing & Development
150 Crossways Park West
Woodbury, N.Y. 11797
(516)396-4526

Black Entertainment TV
Tallulah Anderson
Manager, Local Ad Sales
1900 W Place NE
Washington, D.C. 20018
(202)608-2247

CBS Cable

Jay Jordan

Director, Local Ad Sales
250 Harbor Drive
Stamford, Conn. 06904
(203)965-6000

Comedy Central

David McFarland

Director, Affiliate Ad Sales
1775 Broadway, 10th Floor
New York, N.Y. 10019
(212)767-8770

Courtroom Television Network
Jim Esposito

Manager, Local Ad Sales

600 Third Avenue

New York, N.Y. 10016
(212)973-2800

for insertable

basic cable networks

Discovery Communications
Jennifer Reichenbach
Senior Manager, Affiliate
Marketing

7700 Wisconsin Avenue
Bethesda, Md. 20814
(301)986-0444

E! Entertainment TV
David Avalos

Director, Local Ad Sales
5670 Wilson Boulevard
Los Angeles, Calif. 90036
(213)954-2508

ESPN

Joan Wilson

Director, Local Ad Sales &
New Business

ESPN Plaza

Bristol, Conn. 06010
(860)585-2258/2424

FX Networks

Steven Carcano

vice President, Local Ad
Sales

1440 S. Sepulveda Boulevard
Suite 241

Los Angeles, Calif. 90025
(310)444-8123

Fox News Channel

Paul Rittenberg

Vice President, Advertising
Sales

1211 Avenue of the Americas
New York, N.Y. 10026
(212)556-8266

Galavision

Michelle Bella

Director, Markeling &
Communications

605 Third Avenue, 12th Floor
New York, N.Y. 10158-0180
{212)455-5214/5224

www.americanradiohistorv.com

Game Show Network

Dick Block

Vice President, Advertising
Sales

10202 W Washington
Boulevard

Cutver City, Calif. 90232-3195
(310)244-8902/3049

Great American Country
Craig Chambers

General Manager

9697 East Mineral Avenue
POB 3309

Englewood, Colo. 80155-3309
(303)792-3111

Home & Garden TV
Janice Brandon
Manager, Local Ad Sales
9701 Madison Avenue
Knoxville, Tenn. 37932
(423)694-2700

International Channel
Networks

Maryline Lewett

Director, Adverlising Sales
12401 W Qlympic Boulevard
Los Angeles, Calif. 90064
(310)442-2346

JEC Knowledge TV

John Cooke

Vice President

9697 East Mineral Avenue
Englewood, Colo. 80155-3309
(303)792-3111

Kaleidoscope

Bonnie Busekrus

Senior Vice President,
Marketing & Sales

1777 NE Loop 410

Suite 300

San Antonio, Tex. 78217-5235
(210)824-7446
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Lifetime Television
Colleen Glynn

Regional Vice P-esident,
Affiliate Relatiors

309 W. 49th Street

New York, N.Y. 10019
(212)424-7262

MTV Networks

Jason Malamua

Director, Affiliate Ad Sales
1515 Broadway

31st Floor

New York, N.Y. 10026
(212)258-8409/6284

MuchMusic USA

Joe Leonard

Director, Marketing

100 Crossways Park West
Woodbury, N.Y 11797
(516)393-5304/0847

NBC Cabel Networks
Brian Hunt

Director, Local Ad Sales
2200 Fletcher Avenue
Fort Lee, N.J. 67024
(201)346-6513/2132

NET—Political NewsTalk
Network

Judy La Greca

Director, Advertising
717 Second St., N.E.
Washington, L.C. 20002
(202)544-3200

Nostalgia Television

Trudy Jacoosen

National Diector, Marketing
650 Massachusetts Avenue
Washington, D.C 20001
(202)289-6633

Odyssey

Claude Wells

Senior Vice P-esident, Affiliate
Relations

74 Trinity Place, 9th Floor
New York, N.Y. 10006
(800)841-6476

Qutdoor Life Network

Becky Ruthven

Senior Vice President, Affiliate
Sales & Marketing

Two Stamford Plaza

281 Tresser Boulevard
Stamford, Conn. 06901
(203)406-2500/2353

Prevue Networks, Inc.
Rich Millar

Director, Sales Services
7140 South Lewis

Tulsa, Okla. 74136-5422
(918)488-4542/4638

Product Information Network
Rick Wright

Director, New Business
Development

9697 East Mineral Avenue
Englewood, Colo. 80155-3309
(303)792-3111/5608

Speedvision Network
Nickolas Rhodes

Senior Vice President,
Business Development
11111 Santa Monica
Boulevard

Site 1750

Los Angeles, Calif. 90025
(310)268-2130

The Box

Jeff Elgart

Vice President, Adverlising
Sales

175 Fifth Avenue

Suite 700

New York, N.Y. 10010
(212)253-1722/1443

The Family Channel
Aalph Trentadue
Director, National
1301 W 22nd Street
Suite 902

Qak Brook, lIl. 60521
(630)990-8399/0463

The Food Network

Bud Breheney

Vice President, Local Ad Sales
1177 Avenue of the Americas
New York, N.Y. 10036
(212)997-7822

The Golf Channel

Kimberly Cantu

Manager, Local Ad Sales
7580 Commerce Center Drive
Orlando, Fla. 32810
(407)345-4681

The Travel Channel

Lisa McCabe

Advertising Sales Manager
2690 Cumberland Parkway
Atlanta, Ga. 30339
(770)801-2455

The Weather Channel
Courtney Jewell

Director, Local Ad Sales

300 Interstate North Parkway
Atlanta, Ga. 30339
(770)226-2850

Turner Cable Network Sales
Jim Klunder

Director, LAS & Promotions
One CNN Center

POB 105366

Atlanta, Ga. 30348-5366
(404)827-1700

USA Networks

Diane Weingart

Vice President, Affiliate
Marketing

1230 Avenue of the Americas
New York, N.Y. 10020
(212)408-9156

WGN Cable TV

Mark Gall

General Sales Manager
220 East 42nd Street
Suite 400

New York, N.Y. 10017
{212)210-5903

Katby Haley, a Philadelpbia-based
business writer speciulizing in the
media, researched and wrote and this
special advertising supplement.
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Tom Brokaw  Katie Couric  Matt Laver  Stone Phillips  lane P&ulé].l Brian Williams  Don Imus  Keith Olbarmann

FASTEST GROWING NETWORK FOR LOCAL AD INSERTION.*
THE LOCAL AD SALES INDUSTRY HAS RECOGNIZED MSNBC’S REVENUE POTENTIAL.

UNBELIEVABLE PROMOTIONAL OPPORTUNITIES
THAT CAN BE CUSTOMIZED TO FIT YOUR INDIVIDUAL MARKET TRENDS.

Y2 NBC ano MICIrOSOft ::ano recocnition.

REACHES_A_DIFFICULT TARGET DEMO.
(YOUNGER, UPSCALE, NON-TRADITIONAL CABLE NEWS VIEWERS)

...NEW INTERACTIVE.

THAT UTILIZES ¢

THE EXPERIENCE. LEADERSHIP & RESOURCES OF NBC NEWS,
WITH OVER 1,200 JOURNALISTS WORLDWIDE, NBC NEWS IS
RECOGNIZED AS THE #1 TELEVISION NEWS ORGANIZATION.

FUTURE GROWTH.

MSNBC CURRENTLY HAS 37 MILLION SUBSCRIBERS AND COMMITMENTS TO
OVER 55 MILLION BY THE YEAR 2000. WITH THE FINANCIAL RESOURCES

OF PARENT COMPANIES GE AND MICROSOFT, MSNBC IS A CLEAR CHOICE FOR

FUTURE AD SALES GROWTH.

NBC
N EWS

When You Really Want To Know

About Local Ad Sales Please Call Brian Hunt at (201)346-6513.

* Kagan "97 w/3Q 97 Growth
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For four days,
these will be

your most
effective tools.

Walk the floor. x

NATPE ‘98 « NEW ORLEANS ' ,
JANUARY 19-22 NATPE

Register Today! 1-800-NATPE-GO
Outside the US, call 1-310-575-5093

or visit our web site: www.natpe.org

2425 OLYMPIC BOULEVARD o SUITE 550E e SANTA MONICA, CA 90404 o PHONE: 310-453-4440 s FAX: 310-453-5258
797 NATPE
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A LEADER IN MEDIA
INVESTMENT BANKING

$100 Million
DM 140 Million

WVE

Central European Media
Enterprises Ltd.

Offering of Senior Notes

August 1997

$112 Million

BLI

General Communication, Inc.

Offering of Class A Common Stock

July 1997

$180 Million

Bl
GCl, Inc.

Offering of Senior Notes

July 1997

$100 Million

f‘-ﬂ'
[CARIBINER

INTERNATIONAL, INC,

Offering of Common Stock

Bebruary 1997

Yorkshire-Tyne Tees
Television Holdings Ple
has been acquired by

Granada Group Plc

August 1997

$100 Million

R 2

STC Broadcasting, Inc.

Offering of Senior Subordinated Notes

March 1997

$260 Million

G

PT. Datakom Asia

Offering of Guaranteed Senior Notes

N

July 1997

Rank Film Distributors Limited

has been acquired by

Carlton Communications Plc

April 1997

$303 Million

i

AN
AMF Bowling, Inc.

Offering of Common Stock

November 1997

Schroders is a leader in investment banking to the media industry. By combining
our specialized industry knowledge and investment banking expertise, we help our clients achieve

their financial and strategic objectives around the world.

# Schroders

For further information call Ivan L. Lustig, Managing Direcror, at (212) 492-6253.
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Media Investment

Sanking

They’ll show you the money

Behind the scenes of media’s biggest deals are the money mavens who shuffle billions

By Price Colman and john Higgins

household name on Wall Street

today. he certainly wasn’t in 1993,
The chairman of EchoStar Communi-
cations Corp.. Ergen was cruising
along in obscurity. manufacturing C-
band satellite receivers largely for rural
TV junkies with enough land for giant
backyard dishes,

But Ergen had bigger ambitions. He
wanted 10 jump into direct broadcast
satellite. a high-power service that.
with its much smaller 18-inch dishes.
would open satellite to millions of sub-

If Charlie Ergen isn’t exactly a

Broadcasting & Cable December 1 1997

urban and city dwellers soured on their
cable operators.

He needed enormous amounts of

cash. Building and launching satellites.
marketing a new service and support-
ing debt eventually would require more
than $1.5 billion.

But e