J
|
I $4.95

. ”
Vol. 127 No. 50 67th Year 1948 Cahr
/

Ul

SPECIAL TO THE
WESTERN SHOW

. Can Cable
Make Good
on its Promises?

Washington

Time Warner's
Gerald Levin and
s Jcseph Collins

FIFHOHEHEE OO 3-DIG]T 591

Zeros in on AR (T N (I A A
Program Access T

265 WATERTON WAY
BILLINGS, HMT 59102-7755

www americanradiohistorv com


www.americanradiohistory.com

Owners of this

can see their

local channels free

with this



www.americanradiohistory.com

We’ve always
been in touch
with local

broadcasters.

Contrary to what you may have heard, the 18" DSS' system has always been fully compatible with

local channels offering consiamers a seamiess way to enjoy their local and network programming.

In fact, the majority of DSS system oumers receive their local channels by using an indoor or outdoor
antenna, which alliws them 1o switch to their local channels by simply clicking the remore control

A/B switch.

That's why we're working with the broadeasting indusory, antenna manufacturers and
retaiters, to help educate consumers abowt the quality picuere and sound that can be received free

with an antenna. Queality thar will soon improve when digital terrestriad TV arrives.
So whether it's the unsurpassed movie selection on US. Satellite Broadeasting)™ the widest

selection of sports, news and information on DIRECTV," your local news or favorite network

programs, the DSS svstem is about giving consumers the power to choose.

N
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U.S. Satellite
Broadcasting
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©1997, United States Sateline Broadcastng Company, Inc U S Sateline Broadcasting and USSB are service marks of Uniled States Salelite Broadcasiing Company. Inc  DSS® and DIRECTV are regisiered irademarks of
DIRECTV, Inc . a unil of Hugnes Elacironics Corporation Al other logos are trademarks or regislered trade marks of thew live owners  All subjecl to change Recepton dependent upon availabihty of local
broadcasl $igrals and anlenna qualty
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TOP OF THE WEEK |/ 6

Cable rates rising Just as congressional scrutiny of cable rates is intensifying, those rates will
be going up. Basic rate increases of 10% or more are common around the couniry, with US West
Media Inc.’s MediaOne unit and Time Wamer Cable posting some of the highest increases. / 6

intel plans DTV experiments Intel Corp. plans a series of digital TV tests with wide-
ranging implications in an experiment in Santa Clara, Calif. / 11

Computer companies make the cases to cable Computer companies are scram-
bling in the final weeks of the year to lock up their place in cable operators’ digital set-top-box
plans, with top executives shuttling among cable players to press their case. / 14

No changes soon to crossownership rule The FCC has no plans to repeal its
L1~ e restriction against common ownership of a newspaper and TV station in the same market
fv‘;'z’g",f,’ﬁﬁf;gﬁ:z;’gfigs before Tribune Broadcasting is required to sell either wpzi. Miami or the Fort Lauderdale Sun

dead at age 70./ 10 Sentinel. / 32
CABLE / 90

SBC Communications selling wireless cable
SBC Communications is actively shoppmg its PdClﬁC Beli
Video Services digital
wireless cable operation
in Los Angeles and
Orange counties. / 90

COVER STORY

Time Warner on a
cable high Geruld
Levin has changed his—
and Trme Warner's—
attitudes toward cable.
as investors drive cable
stocks to new highs and
cable gets more competitive
on the Internet. / 36 Cover
artwork by Nam-Andrew Kim

Cable’s promises:
Can it make good?
[ Cable has been promising alliances with com-
puter companies, accelerated modems, cable

Al Roker and singers from
the group Rockapella intro-
duce on-time-guarantee
spots from NCTA. / 80
Liberty will digitize Telemundo Liberty Media
plans 10-12 Spanish-language channels over co-owned
Tele-Communications Inc. digital cable tiers early next
year, with another 12 possible in 1999, / 92

telephony und better service since the early Cable booster NCTA President Decker Anstrom

1990s. Cable™s offerings at the Western Show boasts that cable beat out broadcast TV for market share in

may show whether the industry is ready to 1997 and is proving the superiority of its infrastructure for
stand and deliver. / 42 multimedia. / 94

. Mount Sutro hits DTV snag Construction of the
CBS grabs housholds in November sweeps 760-foot Mount Sutro tower has been halted as objections

NBC maintained its dominance in the all-important 18-49 | from residents of a nearby neighborhood appear to have led
demographic, but CBS eamed bragging rights in the to delay of zoning approval. / 109
November sweeps race—securing its first household win

for the rating period since 1994. / 62 Tele f112

Westlake will head Universal TV Universal Sw- | Pursuing a safety 'Net Intemet providers met with

dios has reorganized its television arms and named Blair government officials and watchdog groups in Washington
Westlake chairman, Universal Networks and Worldwide | last week over a strategy to protect children from oftensive
Television Distribution. / 62 | Websites, / 112

Nixon vs. networks Ncwly released tapes and other | Broadcast Ratings .86 Closed Circuit ........ I8 Fifth Estater ..........125
records from the Nixon administration show a White Cable Ratings........... 94 Datebook .....co.rer... 124 For the Reu)rd ...... 122
House bent on boosting its image in the media through a Changing Hands.....87 Editorials............... 130 InBrief......ccorner.. 128
series of legal threats. / 64 Classified ..............114 Fates & Fortunes...126 Washington Watch..26
4 December 8 1997 Broadcasting & Cable
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FOX KIDS SWEEPS
ASIDE THE COMPETITION

| WITHITS 20TH
X | CONSECUTIVE WIN!

LAY
e M PR TR

WWE

3.7 2.1

Saturday Average ( K2-11

ULTIMATE GOOSEBUMPS
(5.5 rating, K2-11)
among K2-11, K6-11 and P6-17

iU
, network

-

among K2-11, K6-11 and P6-17 NINJA TURTLES THE NEXT MUTATION
(3.7 rating, K2-11)

Source: NTI Average Audience estimates, 10/30/97-11/22/97, Saturdays 8A-12P, Monday-Friday 7-8A, 3-5P, all Fox Kids
Network programming and broadcast networks [ABC, CBS, WB). Sukiject to qualification which will be supplied upon request.
FCN Logo: ™ & © FOX.
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Cable ramps up rates

Industry cites program, rebuild costs for double-digit boost in some bills

By John M. Higgins

)

see double-digit-percentage increases in
their basic cable bills.

Systems and government regulators
report that basic rate increases of 10% or
more are common around the country,

ust as congressional scrutiny of
cable rates is intensitying. muny

with US West Media Inc.’s MediaOne |

unit and Time Wam-
er Cable Inc. posting
some of the highest
increases. Many
other systems are
passing through
basic hikes in the
7%-9% runge.

The new rates
continue cable’s
trend of increasing
prices far in excess
of the rate of overall
inflation. U.S.
Bureau of Labor
Statistics data show
that cable bills—
including pay sub-
scriptions and fees
other than basic

| The actual increase it will pass through | ofticials.

“I'm really fed up with what

[ 10 subscribers in January: just 2%, to | goes on here. [ think what they need is a

subscribers around the country will |

| $27.41 per month.
Tele-Communications Inc.—which
became a lightning rod by increasing
rates un average 13.7% in June 1996
for many systems—is delaying hikes
for a couple of months for systems that
had been scheduled for increases in
Junuary. TCI exccutives say the
increases will be more moderate, clos-

fmm 196.2 tn
the federal

12/96

rates—rose 6.9% during the 12 months | erto 5% on average.

ended October, more than triple the
gain of the urban consumer price index.

Some basic hikes are coming in at
more than double the cable inflation
rate. MediaOne subscribers in New
England will see rates jump 13%-17%.
Many Time Warner subscribers in
Manhattan, Massachusetts and Califor-
nia will see their bills jump about 10%.
Rates for Cublevision Systems Corp.
subscribers on Long Island, N.Y.. are
increasing 7% on average: they ve gone
up 9.8% in one system.

But big hikes are far from universal.
Comcast Corp.’s Sterling Heights,
Mich., operation recently raised rates just
2.2% . and some Cablevision Long Island
customers will see no increase at all.

A Jones Intercable system in La
Grange. llL.. notified local regulators

that under FCC rules it is entitled to
raise rates to more than $71 per month.

Still. it’s the hikes at the high end of
the scale that are drawing attention,

Deborah Reynolds. a Time Warner
Cuable customer in McLeansville, N.C..
says that she plans to drop the service
when a 9% increase drives her family’s
basic rate up 1o $29.83.

“The service is not worth it as itis.”
she says, adding that her system fre-
quently zaps out when it rains. “It's

just progressively gotten higher and

higher, und the service has gotten
worse and worse.”

scansumerpﬂw dex (ir I
for cities and suburbs. The indices base @
100 reflects prices of December 198

[ 9.3

| nel

Myra Nidetch, a San Diego County |

customer of Cox Communications,
says she won't drop. As a theater lover
and former New Yorker who retired to
California, she’d miss watching arts
channel Bravo.

But she was annoyed enough about a
6.9% basic increase that hit three weeks
ago to complain to local cable franchise

www americanradiohistorvy com

little competition.” Nidetch says.

Industry executives blame price
increases on their programming costs,
which also are rising far faster than the
inflation rate. In addition to facing high-
er costs for channels they already carry.
systems are spending heavily to
improve the product. executives note.
Systems passing through rate hikes gen-
erally add three to
sometimes a dozen
channels 10 basic and
enhanced  basic
pachages. (Some
subscribers aren’t
impressed.  com-
plaining that the new
channels  aren’t
much use to them.)

Miuany operators
also are aggressively
rebuilding systems to
increase  channel
capacity. signal gual-
ity and reliability and
to atlow the introduc-
tion of new products,
like high-speed Inter-
net aceess.

Ron Cooper, executive vice presi-
dent of operations tor MediaOne, says
that the average basic rate increase the
MSO has scheduled for January is
%. But many MediaOne systems are
bolstering their packages by adding net-
works like Animal Planet and Classic
Sports Network or The Disney Chan-
usually an $¥-or-so pay service.

“We're adding programming as we
complete rebuilds,” Cooper says. “Our
customers are getting more channels,
more multiplexed pay. PPV, better sig-
nal quality. The bottom line is, this still
represents a good value.”

“In most instances we are deliver-
ing stronger value,” says Decker
Anstrom. president of the National
Cable Television Association. “That’s
an important test for customers 1o look
for and an important test for policy-
makers to look tor.”

Competition was supposed to be

6197 10/97

_ 1
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exploding by now. spurred by
the 1992 Cable Act and the 1996
Telecommunications  Act,
which was aimed at cn-
couraging video warfare,

Rep. Peter DeFazio (D-Ore.)
has drafted legislation to tough-
en rate regutation. His spokes-
woman. Kathie Eastman. says
that the recent increases point 1o
the failure of the 1996 Telecom-
munications Act. which was
supposed 1o foster competition
that would keep prices in check.
“This proves that this bill was a
disaster tfor consumers and that
the cable companies are new-
cra robber barons.”
Siys.

“Fam extremely disappointed
that cable providers in my dis-
trict are raising their rates.” savs
Rep. Maurice Hinchey (D-
N.Y.). who is co-sponsaring the

Eastman |

Jop of the Weel

to push through cable price con-
trols.
Competition might help. In
Boston and Brookline, Mass..
Cablevision's rates are increas-
ing just 2.5%. There. Cablevi-
ston faces competition from
| start-up RCN Corp. and power
utitity Boston Edison. but an
MS0 executive insists that com-
petition had nothing to do with
the modest increase. noting that
the company boosted rates just
3.5% last year without the com-
petition.

fn the Boston suburbs, Time
Warner's systems are passing
through a 10%-13% increase. In
virtually every case. FCC regu-
lations would permit a slightly
higher rate hike. says Time
Warner's local vice president of
government affairs. Nick Leuci.

However. eacmpied from the

San Diego

Lebanon, Pa.
Mariborough, Mass.
Eastham_ Mass.
Greensboro, N.C
Mundelein_ Il

La Grange, Il
Washington Twp., Ohio
San Diego

[ DeFazio bill.

[ very harmful to people in my

[ district.
rehiant on cable even for [ broad-
cast| network channels.™

|

| trolled by regulation-shy Repub- |
! licans nor a new FCC s expected
|

|
L

l [

“This action is | hikes

most of whom are

Stills neither a Congress con- | strategy

Ask any cable operator why they can't
control cable rates and the same answer
will come back: programming costs.

For years, the license fees that cable
operators pay for programming from the
likes of USA Network and ESPN have
been escalating much faster than infla-
tion. Operators say the paceisn't slowing.

At least part of the increase in cable sub-
scription fees comes from stacking more
product onto the enhanced basic tier.
That's encouraged by the FCC's rate regu-
lations, which allow operators to pass
through programming costs to subscribers.

Fees range from a few cents per sub-
scriber per month for a small start-up net-
work to 30-50 cents for more established
networks to $1.50 for some regional
sports networks. The fees generally tick

up one to three cents each year until it's time to renegoti-
ate the carriage deal. Then rates can really spike.

Last year ESPN's monthly rate to some operators
jumped from about 50 cents to about 80 cents, a 60%
increase. The network had been seeking $1.

After acquiring two local sports teams in Philadelphia,
Comcast SportsNet put a rival sports network out of busi-

ness and sought a rate of $1.50 per month.

Broadcastmg & cable December 81997

are
Somerville. where RON is build-
ing @ system.
researching stage to understand
the pricing and programming

cmploved.”
I standing that strategy is difficult

customers  in
Eelit, Wis
“We are in the

that  RCN  has
Leuci says. Under-

Progr—at;rming_tgsts: cable’s catch-22

lncreasmg fees for sports are
putting upward pressure on rates.

Looking only
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San Antonio
K&hering, Ohio

Waukesha,
Broward County, Fla.
Charleston,
Sterling Heights, Mich.

RISING SUMS

Announced cable system rate hikes
System
Manchester, N.H.
Concord, N.H.
Watertown. Mass.
Milton, Mass.
Needham, Mass.
Quincy, Mass.
Durham, N.H.
Memphis

MSD
MediaOne
MediaOne
MediaOne
MediaOne
MediaOne
MediaOne
MediaOne

Time Wamer

Oid rate Mew rafe % inor

San Antonio, Tex. (rebuilt)Time Warner
Manhattan
Indianapolis

San Diego County
Baltimore

Time Wamer
Comcast
Time Warmer
Comcast
Time Warner
Time Warner
MediaOne
MediaOne
Time Warner
Jones Intercable
Jones Intercable
MediaOne
Cox
Time Warner
MediaOne
Time Warner
Wis. Time Warner

Comcast
SC. Comcast
Comcast

Average increase-0.2%

SOLCE I'J"lu:ﬂr' Tequiioe and lecal press reporty

Regional sports network Fox Sports
West has launched a second Los
Angeltes channel and has pressed
operators to pay up. in Detroit last Sep-
tember, Fox Sports outbid incumbent
PASS for rights to the Pistons and
Tigers. That put PASS out of business
and has Fox Sports seeking to double
its fee, to almost $1.50 per sub.

By converting from a superstation to
a conventional cable network, wTas(Tv)
Atlanta is seeking to more than double
operators’ cost, to 25 cents per sub.

“I don’t get to vote on this,” says Tele-
Communications Inc. President Leo Hin-
dery. “About 65% of my rate increase
last year was [related to] product cost.”

An analysis by Morgan Stanley’s
Richard Bilotti shows that programming

is TCl's single largest cost item. Total basic, pay, pay-
per-view and advertising revenue averages $39.33 per
subscriber. Programming eats up $9.53, or 24.2%.

at basic programming, TCl’s costs this

year have jumped from 31.7% of basic revenue to
35.8%. Cox says its programming costs will jump 12%
next year, with 58% related to the TBS conversion.

—John Higgins

S |

|
5
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The pioneers of music on television <
are staking out new territory. g R
Introducing the first complete pagkage of distinct
music channels created for the digital universe.’

W

MTV Rocks VH1 Soul 'VH1 Smooth + VHT Country
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because RCN is bundling cable and |

local phene service together.

In Columbus. Ohio, where Time
Warner fuces competition trom telco
Ameritech Corp.’s cable vverbuild. the
system isn't raising rates at all this
vear.

A nwist on rate regulation is driving
some ot the highest increases. at Time
Warner and MediaOne. Both operators
have cut “social contracts™ with the
FCC. settling outstanding rate disputes
by agreeing to upgrade their svstems.

In ¢xchange. the companies get o
pass through programming cost increas-
es and boost monthly subscriptions an
extra $1 cach year to pay tor rebuilds.

One media analyst says the social con-
tracts were “brilliant™ for the companies.
allowing them to charge much more and
recover the cost of investments they
probubly would have made anvway.

Subscribers
ceven a relatively maderate increase. In
San Dicgo. city cable admimistrator
Mare Jaffee says that Cox’s 6.9%
increase, 1o $30.95, has drawn tour or

can he provoked by |

Top of the Week-

Iive tinmes as many customer ¢oms-
plaints as last year

That™s because of the way that the
hike aftects the two elements of basic
cable. Cox's rute tor enhanced bisic
alone actually dropped S0 cents. Irom
$18.45 to $17.95 But the low-end
broadeast baste puckage—just local
TV stations, C-SPAN and home
shopping —jumped 23.8%. from
$10.50 10 $13.

The small cluster of subscribers who
Lihe anly broadeast basie—ofien
retirees on fixed mcomes—are particu
larly annoved. “Subscriber response is
a lot more than last year.” says Jaflee.
who has received 1530 complaints so
far. compared with 30-35 Lust year.

An ofticial i San Dicgo County
savs that 40 people showed up three
weehs ago ata public cable hearing tol
lowing a sinilar mcrease by Cox sys-
tems in unincorporated arcas.

Some rate increases are much suffer
than what's happening in San Diego.
MeduOne customers in Manchester.
N.HL tace o 16.9% basic increase. to

Julius Barnathan 192 7-1997

| see rates rise 13,2

$25.83. In nearby Concord. MediaOne
is passing through a 16% hike, o
$27.32. while Durham customers will
CoL 10 83046,

But those systems are inthe midst of
a rehuild. expanding capacity. For
cxample. Manchester customers have
received Bravo, Comedy Central. Fox
News Channel, MSNBC. Classig
Sports, Disney and Animal Planet m
recent months.

In suburban Boston. MediaOne i~
hoosting prices 14.7% 1o $32.05, in
Nalton: 13.6%. to $30.43, 1 Quiney.
and 9.3% 10 $30.740 in Eastham.

But customers will set eight new
channels on basic. meluding The Dis-
ney Channel.

MediaOne s Cooper savs that sub.
seribers will not be irate when they see
added product and strong customer ser-
vice and that even high increases won't
provoke Congress, “We are taking
great pains 1o be good communicators
on this. so people in the legislative and
reaulatory arenas inderstand why™ m

—Pave Abiniah comtribiited 1ot story

Julius Barnathan, a 38-year ABC veteran
when he retired in 1992, died of lung can-
cer Dec. 1 at his home on Long Islang,
N.Y. He was 70.

Born on New York’s Lower East Side in
1927, Barnathan went straight from high
schoo! into service as a combat airman in
World War Il. After the war, armed with a
degree in math and economic statistics
from Brooklyn College and a master’s
degree from Columbia, he joined ad
agency Kenyon & Eckhardt in 1952, He
moved to ABC as supervisor of ratings in
1954,

Before retiring from the network to run
his own consulting firm, Barnathan had
overseen several key areas for the net-
work. As head of ABC broadcast operations and Engi-
neering, he helped bring an array of projects out of the
lab and into the studio, including the first color slow-
motion and super slow-motion machines. Other post-
ings included stints as head of research, head of the
owned-TV stations, head of affiliate relations and gener-
al manager of the network.

On being inducted into BroapcasTING & CasLE's Hall
of Fame in 1994, Barnathan cited the development of
closed-captioning as his proudest accomplishment.
Long before Congress mandated the inclusion of
closed-caption decoders in TV sets, Barnathan was pio-
neering and championing the technology. Among his
other honors were Emmys for Olympics coverage,
NAB's Engineering Award and the Society of Motion

10

Barnathan at the
1984 Olympics.

Picture and Television Engineers Presi-
dential Proclamation Award.

“it's the end of an era,” said News Corp.
Vice President Andy Setos after attending
Barpathan's funeral last Thursday. Setos
first met Barnathan in 1970, when Setos
was an ABC engineering intern and Bar-
nathan urged him to pursue a career in
broadcast engineering. “His consummate
contribution to the industry is unique, both
in its scope and in its depth,” Setos said.

Bob Zitter, HBO senior vice president of
technology operations, remembers Bar-
nathan as a great teacher. “He was to me,
in the classic sense, a mentor,” says Zit-
ter, who worked with Barnathan in ABC |
operations in the early '70s.
“There are only a few giants in this business, and only 1

[
|

a couple on the technical side,” Zitter says. "Julie led the
way. Just look at the things that are commonplace in the
industry today that he developed, like slo-mo video and
hand-held cameras.”

Barnathan is remembered fondly by one of his main
rivals in the engineering arena over the years, CBS
Senior Vice President for Technology Joe Flaherty. “He
was a key figure in the technology of broadcasting, my
best competitor and a good friend,” says Flaherty. “The
business is going to miss him, and from my viewpoint it
won't be as much fun.”

Barnathan is survived by his wife, Lorraine; three chil-
dren, and three grandchildren.

—John Eggerton. Glen Dickson

December 8 1997 Broadcasting & Cable
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Intel plans DTV experiments

Will use low-power signals in Santa Clara to test data broadcasting

By Richard Tedesco

ntel Corp. wants to see how digital
TV tooks ona compuier.

Playing with the technology in its

Silicon Valley backyard. the company

plans to use an experimental FCC

license to send digital PBS signals-

along with such added data as interactive
educational material—to personal com-
puters. Intel hopes to learn how various
data broadeasting technigues work with

actual broadeast signals, says Serge Rut- |

man. [ntel senior staff architect.

“The list of what we're going to fid-
dle with is long.” says Rutman, In its
application to use channels 6, 12, 28
and 62 in Santa Clara, Calif., the com-
pany cites the possibility of 3-13 broad-
casts and interactive education. "We
will be trying to make sense of what can
work technically.”™ Rutman adds.

To study the delivery of DTV signals
to computers, the company will use tele-
vision signals supplied by PBS. Intel
plans to pull the signats of KQED(TV) San
Francisco and wErA-1v Washington
from a satellite, add supplementary
information and rebroadceast the signals
to computers on the experimental chan-
nels. Intel’s experiment will also use sig-
nals from noncommercial KTEHYV) San

Jose, Calif.

While Intel studies the digital sig-
mals, PBS also plans to explore new
uses forits Infinite C platform, devet-
oped with Intel. which permits users to
link 10 Website content through a CD-
ROM. IPC users now can use the push
technology built into the hybrid format
to order PBS videotapes. PBS could
use the technology to “push™ addition-
al content on particular subjects to
interested viewers.,

In o wide-ranging briching at its San
Jose campus [ast week. Intel officials
announced plans to launch several data
broadcasting market tests during the
lirst halt of 1998, Tt will make author-
ing tools available for that purpose
carly next year.

The company also plans o have a
reference design for PC receiver cards
by then, and it expects some of its data
broadeasting trials to turn commercial.

Intelis working with all of the major
broadcast networks, according to
Avram Miller, Intel vice president of
business development. The company
also plans to have its hardware in net-
work computers produced by the Ora-
cle unit, NCL ICs working with Zenith
Electronics on the receiver cards and
plans to work with Panasonic as well.

On the cable side. Intel expects to
pliy a role in developing digital set-
tops with Microsolt Corp. and has filed
a set of spees with CableLabs for a dig-
ital set-top design.

But it backed away from the stance it
adopted with Microsoft and Compay
Corp. at NAB last vear. which pushed a
vision of digital TV transmissions in the
PC-friendly format of progressive scan.

“That proposal was a smashing failure
because it was looked at as attacking
HDTFV." says Ron Whittier. Intel senior
vice president. Another Intel official
concedes that the three computer giants
had been “naive™ in their approach 10
broadeasters. Microsoft declined to
comment.

Supporters of the broadeast standard
welcome Intel™s decision. This is a nail
in the colfin of [the computer industry |
proposal.” says Gary Shapiro, president
of the Consumer Electronies Manulac-
turers Association.

Compayg Senmior Viee President Bob
Stearns says his company still backs a
progressive scan system. He adds that
Intel’s approach would not fare well
outside the PC world. “That may be
fine for watching TV on a small-screen
PC. but it wouldn™t work for a
widescreen TV.” Stearns says. ]

Intel has a vision with Nlckelodean

Intel's view of the future puts
Mickelodeon and Litetime in the
Iintercast picture next year.

Intercast enables PC users
equipped with $100 tuner cards to
receive TV signals on their PC. It
also enables them to access data,
embedded in the signals, which
carry information that comple-
ments or enhances the video pro-
gramming. NBC is currently offer-
ing NFL games and the Tonight
Show in the format.

With the help of Intel, Nick-
elodeon early next year plans to
test NickVision, an Intercast-like
service that would allow young

users to participate in interactive educational and enter-
tainment activities while watching Nick on their PCs.The
children would be able to freeze images from Nick video

Broadcasting & Cable December 8 1997
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intel will be adding material to Intercast from
Nickelodeon and Lifetime that can be accessed
on PCs. It has been offering sports from NBC.

www americanradiohistorv com

content, manipulate them, stora
them on a hard drive and send
them to friends through a “lea-
vee-e-mail" application, accord-
ing to Bill Boyle, Intel strategic
programs manager in its content
group.

The users would have access
to NickVision Dumpsite, stocked
with games and video content not
seen on TV. They would also be
able to hyperlink to Websites for

content related to specific shows.

At a press conference tast
week, Intel demonstrated the
potential of digital satellite trans-
mission, showing an Intercast

version of Weather Channel with moving weather satel-
lite imagery and an NCI application: a program guide
with a real-time video window.

—~Richara Tedesco
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ALONG WITH
THE NBC O:0's,
STATIONS FROM

THESE MAJOR

GROUPS ARE

ON BoARD
FOR FALL '98.

T

A.H. BELO CORPORATION
FOX TELEVISION STATIONS

~ FREEDOM COMMUNICATIONS
GANNETT BROADCASTING

e r——— A T S g s R Rl g

&

LIN TELEVISION CORPORATION
SCRIPPS HOWARD BROADCASTING

00K Who

MARKET BEFLIATION
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Computer companies
make the cases to cable

By Price Colman

omputer companies are

scrambling in the final

weeks of the year 10 lock up
their place in cable operators” dig-
ital set-top-box plans. with top
exccutives shuttling among cable
players to press their case.

PC executives™ hopes for quick
deals have already fizzled as oper-
ators have paused to more closely
assess the technology and financial
terms. But with or without major MSO
deals 10 announce, Silicon Valley and
Scattle players are expected to dominate
the buzz at this week’s Western Cable

Show. There they will try 10 make a big |

splash with & host of product demonstra-
tions and major alliances. at least among
hardwire and software companics.

[n the past twoe weeks, computer
industry rivals Bill Gates and Larry
Ellison have calfled on cable industry
big guns John Malone and Gerald
Levin. Microsoft Chairman Gates met
with Time Warner Inc. Chairman
Levin Thanksgiving week and fol-
lowed up last Monday with a meeting
with Tele-Communications tne. Chair-
man Malone. Oracle Corp. Chairman
Ellison also made a trip before Thanks-
giving to court Malone.

itisn’t clear how the two companies
fared with either operator, But cable
execntives say the key wrestling match
now is over the cost of the advanced
digital converters, which PC hardware,
software and cable converter manufuc-
turers are struggling to get down below
$300 on average.

That hasn’t stopped speculation that
there will be a Microsoft/Comcust1ype
deal—up to a $1 billion equity invest-

ment—or a similar-size deal in which |

the computer player somechow finances
its cable partner’s purchase of set-tops.
Sources familiar with the situation
say the cable and computer guys are still
figuring out how the other half lives.
“People who come from the PC hard-
ware and software environment view
the world as Internet-centric.” says a
source. “They see embedding the TV
into the Internet. People in the TV world
see it exactly the other way around.
“During numerous interagtions in

Jop of the Week

B,

the last several months between the
two industries. in all different disci-
plines—engineering to financial 1o
strategie—different views have begun
to mele a little bit™”

Some small links have been forged so
far: WorldGate and Charter: Wink and
Charter: and Seicentific-Atlanta plus
PowerTV, WorldGate and a player yet
1o be named. But those are primarily pi-
lot projects, mere toe-in-the-water deals.

A deal that had box-watehers buzzing
was last week’s @Home/Microsofl
alliance 1o offer an @Home-branded
version of Microsoft Internet Explorer
4.0, @Home, partly backed by rival
browser company Netscape. has consis-
tently rebuffed Gates’™s attempts to
squeeze in as a partner. The Microsoft/
@Home alliance. which one Wall Street
analyst likened to “Saddam Hussein
going to visit George Bush.™ had the
analyst wondering whether the deal was
an carly sign of a broader deal with
@MHome partners TCT and Cox.

Still, the reatly big hardware deal—
the Microsoft or Oracle or Sun Micro-
systems operating system in a box
bought by TCL Time Warner, Media-
One or Comeast—hasn’t happened yet.

The stakes in the set-top game could
be far higher—potentially. tens of bil-
lions of dollars annually in new revenue
from products and services that would
be delivered in digital torm not only 1o
the nearly 66 million cable TV house-
holds but also to the more than 30 mil-
lion TV homes that aren’t cabled.

If the potential rewards are huge. how-
ever, so is the risk. No one knows yet
whether consumers will embrace the idea

Comuter rivals Bill Gate (I)_ol Microsoft and iarry
Ellison of Oracle are courting cable over boxes.

of cross-pollinating PC and TV, creating a |

TV set enabled to send and receive e-mail.
surt the Web and do online shopping.
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Set-top scramble in Silicon Valley

Mcanwhile. carly ntemet-TV
cfforts have shown mixed results.
WebTV. an carly entrant in the
race. has encountered lukewarm
consumer acceptance so far. Only
about 150,000 WebTV set-tops
and services have been sold.

Microsoft had planned to do a
big retail Christmas push with
WebTV hardware but ran into
supply problems.

Microsoft isn’t alone in the
Internet-TV arena. Oracle.
through its Network Computers
inc. spin-off, is targeting similar
markets. as are WorldGate and Wink.

One of the main challenges cable
operators face with Internet-TV and
the accompanying set-top boxes is that
the technologies are all stightly differ-
ent, What works on one system won't
necessarily plug and play in another.
That’s exactly what Cable Television
Laboratories, the cable indusiry R&D
consortium, is trying to avoid with its
OpenCable initiative.

The idea is to establish open standards
for sci-tops and thus encourage a wide
range of hardware and software develop-
ers to supply components or build boxes.
More participants means more compelti-
tion. which in turn means downward
pressure on prices. Right now. boxes
cost $400-$450. Cable operators wiant to
get the price down to a point that would
be acceptable 1o consumers—near $2(X),
say—so that consumers can buy the
boxes and keep cable operators from
having 1o fiance the boxes themselves.

A couple of other important facets 1o
OpenCable: The objective is to muke
the set-tops. which would include cable
modems as well as converters. interop-
erable. Translation: A box that works
on a TCI system in Denver would also
work on a Time Warner system in New
York or a MediaOne system in Los
Angeles. That means that if a customer
moves, the box can move too, it also
opens the door to a consumer retail
strategy for boxes. selling them in Cir-
cuit City, Radio Shack or any other
consumer electronics store.

As TC1 President Leo Hindery noted
in mid-November. the horse race really
started when Cable Television Labora-
tories” executive board—the cable
industry’s top guns—put OpenCable on
a fast track, But the computer con-
tenders are heading for the stretch. =
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‘Sinclair dips into
S1 billion purse
for Max Media

Baltimore broadcaster pavs $255 million for station group

By Steve McClellan
inclair Broadcast Group’s agree-
s ment last week to buy Max Media
may be the start of another buying
spree for the Baltimore-based group
owner, which has up to $1 billion in
acquisition capacity for 1998, In addi-
tion to growing its TV portfolio past the
20% coverage level, Sinclair Broadeast-
ing President Barry Baker says he
intends to be a long-term player in the
radio business. The properties added via
the Max Media deal will give Sinclair
43 TV stations covering 19.4% of U.S.
households. as well as 75 radio outlets.
According to Bear Sterns analyst Vie-
tor Miller. the deal will make Sinclair the
eighth-targest operator of TV stations,
based on overall houschold
reach, and the cighth-largest
radio group, based on rev-
enue. Miller reaffirmed his
buy recommendation for
Sinclair. Strength in both

|
|
i

positioned as a consolidator in the televi-
sion business,” he says. Because of its
size and clout with program syndicators
and other suppliers. Sinclair can operate
stations more profitably than any operator
it acquires, according to Sweeny. Baker
plans to use the company’s borrowing
capacity to buy more stations in 1998,
Asked if the company is a long-term
player i radio. Baker responded. “Yes,
we are. We continue to find great oppor-
tunities in radio. and our radio cash flow
his been up double digits in the last two
or three quarters.” While he has had
“plenty of offers™ for the radio division,
Baker says, "we believe radio and televi-
sion in the same market really enhances
our prospects for suceess in both areas.”
The Max Media deal will give Sinclair

SINCLAIR BROADCAST GROUP INC., BALTIMORE

{David D. Smith, president/28.1% owner)

43 TVs/Full Coverage 19.4% of U5, Stetien/Markel rank
Affiliates; Fox, 13; WB: 11; UPM: 9;

KBSI-TV*+ Paducah, Ky./

“+ SyTRCLSE, N.Y.T2

six co-owned FM stations and a TV sta-
tion in the Norfolk market. Sinclair will
seek a waiver to keep all six FMs, two
more than the FCC per-market limit,

Baker says the company also will seek
waivers In markets where TV Grade A
contour overlaps occur. There's a three-
station overlap in Ohio. with stations in
Cincinnati, Columbus and Dayton. Sta-
tions in Asheville. N.C.. and the Tri-
Cities area of Tennessee also overlap.

The Max Media deal gives Sinclair
three more UPN aftiliates—in Syracuse,
N.Y.: Paducah, Ky.. and Charleston,
S.C.—representing combined coverage
of about 1% of U.S. homes.

They will bring Sinclair’s UPN affili-
ate total to nine stations, excluding the
five that are switching to The WB in
January. There are still two to three
years remaining on the Max UPN con-
tracts, Baker says. although Bear Stern’s
Miller reports that the Max Media UPN
deals run through 2001,

Sinclair is talking to both UPN and The
WB about the possibility of renewing or
switching those nine UPN affiliates, Baker
says. UPN and Sinclair are still waging a
war of words in Baltimore and Los Ange-
les courts regarding Sinclair’s announced
switch of five UPN atfiliates to The WB.
(UPN sued Sinclair for breach of contract.
Sinclair countersued for restraint of trade.)
“Our intention is to be Wamer Brothers
affiliates in five markets on
January 15, Baker says.

Max Media was founded
by Gene Loving and John
Trinder in 1991 after they
sold the TVX station group

radio and TV. he says. QGLEESIEEHFE] Cape Girardeau, Mo./79 (which Loving founded in |
“spells ultimate flexibility Sttion Marhid rank WETHTV" Normp;gg‘ NYS 1975) to Paramount. In 1993
for the company™ in access chm ;;‘t't';:e"p:;'%” F"'(")E’( Burlington, V.91 they sold Sinclair their Nor-
to TV programming. cost  @yopmy Sacra::gnto Caltf20 el LV G, T Va9 folk, Va., TV station, wTvz.
benefits associated with w2 RN Ve s, Te 1 0] Max Media is financed in

e . [ KDNL-TV St. Louis/21 ABC B wyz2(Tv) Peoria/Bloomington, /110 X X

scale and diversification ot WEFF(TV) Battimore/23 FOK [ wMMP-TV"+ Charleston. $.C./117 large part by private capital
[ revenue and cash flow. WTTV(TV)* Bloomington/indianapolis25 UPN B \wngaTy) Tuscaloosa, Ala./187 funds, including Virginia-
Last Thursday. Sinclair [ WLFL(TV) Raleigh/Durham, N.C/29  FOX based Colonnade Capital.
Broadeast Group's stock :lssn:g-TT:f(ammmé!mM o v:s‘ 'l Reached last week, Colon-

[ shot up 10%. w0 $39.50, as wcsv:TVMiIr;rs::keg:'izo ULPN we | nade’s Allen B. Rider con- |
Wall Street applauded the B wsyxmv) Columbus, Ohio/34 agc [ WRDC-TV Raleigh/Durham, N.C/20  UPN [l firmed that Max Media had
company’s announced deal [l wLOS(TV) Asheville/Greenville/ ABC [l WVTV-TV Mitwaukee/32 WB B considered a number of .
to acquire Virginia Beach- Spartanburg, N.C./35 WFBC-TV Asheville, N.C/Greenville/  WB B acquisitions as well as a
based group owner Max  [Jl§ KMB-TV San Antonio, Tex./38 mggﬁ"&:’mﬁ“ - wp ] Possible merger with anoth-
Media’s nine TV and seven rgg:xg&:&;‘;"gﬁu WABM-TV Birmingham, Ala /51 wy | er broadcaster. But ulti-
radio stations for $255 mil- WYTO(TV) Birmingham, Ala.J51 WNYS-TV"+ Syracuse, N.Y./72 wwy [l mately, he said, the deci- |
lion. Salomon Smith Bar- B wer-Tv-+ Dayton, Ohio/53 WDKA-TV*+ Paducah, Ky./ =4 @ sion was made to take |
ney broadeast analyst Paul [l WCHS-TV Charleston, W.Va./57 Cape Girardeau, Mo./79 advantage of Sinclair’s
Sweeny. who estimates that [l KUPN(IV) Las Vegas/61 KLSB-TV"+ Tyler-Longview, Tex./107_ NEC B yqractive bid to “cash in

l Sinclair is paying 11.3 times  [J§ WEAR-TV" Pensacola, Fla/62 Time Brokerage Agreement our chips.” Loving says he
1998 broadeast cash flow, w;%xdm;fn':sm';}g&’ﬁz WEFE TV Buringion, W U B and Trinder plan to explore

[ reaffirmed his buy recom-  @unvy Lexing’;ton, Ky.J67 Nobes; :&m:r“mﬂwm to buy; other opportunities in com-
mendation for Sinclair. KDSM-TV Des Moines, lowa/69 Hm; Sinclair Broadesst Groug ot munications, and Rider

| [ believe Sinclair is best says he will back them. =
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ABC’s spins
November

By Lynette Rice

ABC last week.

The champagne: The network
won more nights of the November
sweeps than any other network in the
18-49 demo and total viewers. The
rather large caveat: It finished third in
households (9.3 Nielsen rating/15 share)
and third in the key 18-49 demo (5.5/7).

For a network used to publicity this
season, ABC was noticeably absent
from the end-of-sweeps media blitz
Nov. 25—dubbed National Spin Day
by some reporters. But last week ABC
was ready to take its prime time pertor-
mance for a spin.

The new programming team of Stu
Bloomberg and Jamie Tarses began the
season with a plan to halt last season’s
double-digit ratings decline (did some-
one say stop the bleeding?).

Last week they pointed to November
as a sign of survival. Season to date,
ABC remains the number-two network
in 18-49 and leads in that key demo on
Monday, Tuesday, Wednesday and Fri-
day. So far, the beleaguered network
has managed to make good on predic-
tions it would dominate four nights—
mainly on the strength of Monday Night
Football and 20/20, although helped by
freshman hit Dharma & Greg and the
budding Wonderful World of Disney.

“We're very excited about where
we're headed,” Tarses says.

That excitement notwithstanding, of
the four major networks ABC so far
has dropped the most shows—Time-
cop, Total Security. C-16. You Wish
and Over the Top (it also began the
year with 12 new shows, more than any
other network). The future remains
uncertain for its struggling freshman
dramas Nothing Sacred and Cracker.

In short, difficuit decisions remain.
ABC has yet to announce how it will fill
the holes left in Saturday’s lineup by the
cancellation of Total Security and C-16.
There’s also the question of what to do
on Thursday should Nothing Sacred
move—possibly to Saturday—and how
to fill the hole left by You Wish on Friday.

“We've eliminated some of the
problems,” says Tarses. “Clearly, we
have long-range problems, but season
to date we’re doing fine.” ]

I t was champagne and caveat over at

Jop of the Week

CosealCieEit

WASHINGTON

Putting a price on digits
At their Dec. 18 meeting, regula-

tors may start setting the rules
for subscription broadcast services
in the digital age. FCC officials are
hoping to launch a proposal to col-
lect fees for subscription services
that stations offer over their digital
TV channels. The collection of fees
for such services is required by the
1996 Telecommunications Act.
Sources say the FCC’s proposal to
establish the fee plan carries three
suggestions, but little in the way of
detailed methodology. One proposal
would base the fees on revenue that
would have been generated in a
spectrum auction. Another would
base the fees on the profits that
broadcasters reap from subscription
services; a third plan would base the
fees on gross revenue.

NEW YORK
Taking on Turner

ngineer Peter Sclafani and for-

mer FCC attorney Laurence
Bloom are offering cable operators
the chance to continue carrying
superstation wTBS(Tv) Atlanta as a
distant broadcast signal after Turner
converts the station to a basic net-
work Dec. 31. United Network
Transport says it will deliver the
station via satellite to operators for
about five cents per subscriber per
month. Operators would still have
to pay an additional 10} cents in
copyright royalties. Turner is asking
for 26 cents for the converted super-
station. UNT started contacting
operators in late November and will
keep the offer open until Dec. 15. If
not enough operators have shown
interest by then, Bloom says, UNT
“won’t continue.” But if the
response is sufficient, it will begin
transmitting on Dec. 20.

SAN FRANCISCO

Searching for encoders
RON-TV San Francisco Chief
Engineer Craig Porter says the

lack of HDTV encoders may prevent

the NBC affiliate from beginning

HDTY broadcasts on Nov. 1, 1998,
as planned. According to Porter,
NBC has agreed to transmit digital
programming compressed at a “mez-
zanine” level (probably 45 Mby/s) that
will allow local branding at the sta-
tion before encoding at 19.3 Mb/s for
broadcast. “But the problem I'm
finding is a lack of HDTV encoders,”
says Porter. *‘I'm not sure there will
be one in 1998. [ don’t have a vendor
yet that can deliver a true HDTV
encoder.” Porter adds that KRON-TV
also doesn’t have “any specific infor-
mation from the network on what
they 're going to send us"—HDTYV,
SDTV or a mix of both. “The content
people are not even awake.”

WASHINGTON

Courtesy call

SN Inc. Chairman Barry Diller

sat down with House and Senate
Commerce Committee staffers last
week to brief them on his purchase of
USA Neworks and other Univeral
assets and his new local program-
ming service, CityVision. Diller was
in town for last Friday’s meeting of
the Gore commission, which is
examining public service obligations
for digital broadcasters. Longtime
Diller lobbyist P.C. Koch was on
hand to introduce Ditler. One Hill
source called the meeting “very use-
ful for both our purposes.” Diller’s
current purposes are unclear, but he
has been quietly pushing for relax-
ation of the so-called duopoly rules,
so one broadcaster could own two
TV stations in a market.

NEW YORK
Disney eyes movie move

isney is looking at ways it can

help its struggling broadcast net-
work, including, sources say, giving
ABC first crack at televising the
studio’s theatrical films. Nothing is
firmed up yet, and company execu-
tives declined comment. One issue
Disney has to examine, sources say,
is to what extent sales of its theatri-
cals in broadcast and cable syndica-
tion would suffer if the network
gets them in an earlier window.
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After 25 years
as a TV star,
Robert Urich
has learned

one thing,

hoot first...
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One of primetime's
most popular stars

is taking on the role
he was born to plav...
himself! Introducing
The Robert Urich Show,
a unique blend of
talk, entertainment

and surprises.

AVILABLE FALL
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The ban plays on

FCC says it won't change crossownership rule
by deadline for Tribune divestiture

By Chris McConnell

he FCC has no immediate plans

to repeal its restriction against

common ownership of a newspa-
per and TV station in the same market,
the commission’s lawyers told a court
last week.

Responding to a Dec. | deadline set
in late October by the U.S. Court of
Appeals in Washington, the FCC said
the rule will stay as is at least until
March 22, the date by which Tribune
Broadeasting is required o sell cither
wWDZLETY) Miami or the Fort Laud-
erdale Sun Sentinel. The FCC set the
requirement carlier this year as part of
its approval of Tribune’s $1.13 billion
acquisition of Renaissance Commumi-
cations Corp. The commission gave
Tribune 12 months to spin off one of
the two Miami-area media holdings.
Tribune challenged the requirement in

“The commission’s staff
has not presented any
proposals to the
commission to eliminate
the crossownership rule
or modify it in a way
that would moot the
issue in this case,”
the FCC told the court
last week.
the FC(‘ was planning to ax the rule

illlyllnlt‘ Soon.
“The commission’s staff has not pre-
sented any proposils to the commis-

sion to climinate the crossownership
rule or modify it in a way that would

told the court last week.

The commission did not entirely rule
out the possibility that it might revicw
the rule ~in some fashion™ during the
next year. The commission cited the
1996 Telecommunications Act. which
requires the FCC to review all its

| broadcast and telephone rules every

two yecars. Last month the FCC
launched o broad review of its rules in
response to the provision,

“The fact of the matter is that they
are going to look at this rule in the near
future.” R. Clark Wadlow, a lawyer
representing Tribune, said of the
FCC's report.

Tribune is one of several newspaper
publishers pushing for elimination of
the crossownership rule. The publish-
ers have argued that the rule is keeping
them from taking full advantage of the
loosened broadeast ownership restric-
tions enacted in the 1996 Telecommu-
nications Act.

Earlier this year. the Newspaper
Association of America petitioned the
FCC to climinate the rute. On Capitol
Hill. Senate Commerce Committee
Chairman John McCain (R-Ariz.) intro-
duced a bill to drop the rule, but taw-

court. prompting judges to ask whether | moot the issue in this case.” the FCC | makers did not act on the measure.  ®
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The Company that hrings you BAYWATCH
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The gifts that keep on giving
Joseph E. Seagram & Sons, The Walt Disney Co. and
Time Warner are the 15th, 33rd and 44th companies on
the Center for Responsible Politics™ new list of the top
100 overall campaign contributors of 1995 and 1996.
General Electric, which owns NBC, is number 70. and
News Corp., which owns

Fox Broadcasting and sev-

eral cable networks, is num-

ber 79. Televisiorllqit;duslry‘MzaShl [ l .
donors are topped by the

NCTA, which contributed $560,646 (0 cam-
paigns in that cycle, followed by Time Warner,
which gave $549.975, and NAB, which donated
$452,757. Walt Disney gave $275.081, Viacom
$235.707, TCI $234,600 and Turner $219.765.

Seagram’s MCA entertainment unit, when sepa- Edited by Chris McConnell
and Paige Albiniak

rated from its parent. gave onty $155,375—eighth
among broadcast and cable entities.

The Bizzaro Universe Gore commission

I's the group that broadcasters wish made up the Gore
commission. Seeing a need for more input on the issue.
The Media Institute this month said it is forming its own
group to study the question of broadcast public interest
duties in the digital age. The group's lineup: First Amend-
ment lawyer Robert Corn-Revere, Thomas Jefferson Cen-
ter for the Protection of Free Expression Founding Direc-
tor Robert O’Neil. former RTNDA general counsel J. Lau-
rent Scharff, law professor Laurence Winer and Media
Institute’s Patrick Maines. Richard Kaplar and Alan
Moseley. The Media Institute said the group wilt submit
commenits 1o the Gore commission and also will consider
the public interest issue on its own.

Preserving prime time for politicians

Senate Commerce Committee Chairman John McCain (R-
Ariz.) wants 1o meet with the broadcast networks to make
sure they don’t cut back any more on coverage of the pres-
idential nominating conventions, he said last month during
a speech in New York. *"McCain has this fear that the net-
works may eventually seek to diminish the amount of cov-
erage.” says Mark Buse, Commerce Committee policy
director and McCain right-hand man. McCain has been
outspoken about network coverage of political events.
pushing free airtime for congressional candidates in his
campaign finance reform bill. Those provisions were
excised; McCain still supports the idea. but his fellow sen-
ators do not. Some contributors 10 the Washington rumor
mill say that McCain plans 1o be a presidential candidate
himsell, citing a stumping stop in New Hampshire last
month 10 prove it.

Building a ground swell

Senate Judiciary Commitiee Chairman Orrin Hatch (R-
Utah) is circulating a draft of the Copyright Office’s sug-
gested copyright act rewrite. The draft is serving as a “dis-
cussion starter” for statfers while Congress is in recess, says
a committee spokesperson. The Copyright Office report—
and the corresponding draft—suggest changing cable com-
pulsory royalty fees to a flat per-subscriber/per-month fee.

Jop of the Weele

}f A copyright arbitration royalty panel (CARP) would deter- l
mine the amount of the fee. which would replace cable’s
complicated gross receipts formula. A separate

royalty fee puyment scheme would be decided
er systems were required to
ton
television signals into their [
decision to raise to 27 cents the fee
| Leahy of Vermont are working on their own bill, according

- for small cable systems, The cable industry has
pay. The bill also would |
local markets for free. [t would leave
for satellite retransmission ot distant
to a Leahy spokesperson.
|

atc

4 told Congress that small systems would be

' Miiii~  hurt financially if they had to pay what larg- l x
nrr

allow satellite television

providers 1o retransmit local |
intact the current satellite CARP pro- |

cedure and the Library of Congress I I
and superstation signals. Hatch and | l

Democratic ranking member Patrick

Pouring it on N
Rep. Joe Kennedy (D-Mass.) brought his battle for an FCC | |
inquiry on broadcast liquor advertising to the new commis- |
sion yesterday. Kennedy sent Chainnan Bill Kennard a let- [
ter co-signed by 24 bipartisan House lawmakers urging the
chairman to move forward on the issue. Kennard indicated ’
he wanted to announce the inquiry during his first press |
conference. Broadcast liquor ads have received renewed ;
|

attention in Congress and at the FCC since the Distilled
Spirits Council of the United States dropped its voluntary
ban on the ads and Seagram’s ran some broadcast ads for its
products. Last summer Kennedy secured tunding for two
studies to gather data on the eftects of alcoho! advertising
on children and teenagers. [

Sky watch ‘

There will be no shortage of satellite-related rapping at next
year's broadcast convention. The National Association of
Broadcasters and the Society of Satellite Professionals
International will jointly sponsor five satellite incdustry pan- ’
els at NAB '98°s Communications and Connectivity Con-
ference in Las Vegas April 3-9. The discussions will tocus l
on financial prospects of the satellite industry, digital tech- |
nology and which consumer services sutellite companies

can offer. Those attending can choose from “Wall Street’s [ ‘

View of Satellite Business and Investments.” “Internet in

the Sky.” “DBS/DTH Rising International Markets,” |
“Mobile Satellite Services Brought 10 You Swiftly...by

. Land, Sea or Air”™ and “International Satellite Markets: l ‘

Open Skies. Privatization, Competition or Chaos.™

Regulators never take a day off

The FCC changeover has not slowed the commission's [
enforcement of children’s programming rules. Last month | ‘
the FCC handed out ut least $43.000 in new fines (o sta-
tions exceeding the limits on commercials aired during
children’s programming. Stations receiving letters from
| the FCC included wLAJ(TV) Lansing. Mich.. wksD(TV)
| Detroit and wuas(tv) Clevelund/Lorain, Ohio.

— — ]
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Available Fall 1998

COLUMBIA TRISTAR

B
TELEVISION DISTRIBUTION

TELEVISION ADVERTISER SALES

& SONY PICTURES ENTERTAINMENT company

1997 Conumten T5tar Tatevaieon inc. At Mgres Aeserea

The Leader In Young Aduft Programming.™
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’ Up Latenignt!

+& %
+D% +40%

VI BE The Tonight Late Show The Keenen
Show with with David Ivory Wayans
Jay Leno Letterman Show

COLUMEIA TRISTAR

TELEVISIOM DISTRIBUTION
TELEVISION MDVERTISER SALES
» 30T PICTURES SN I ATAINWLNT tompony

Source: “NSI WRAP Dvernights Weign£d Average The Leader In Young Adult Programming.-
Nov 'S7 vs Oct '37 Househald Racisg, Peguiar Teleeasts ©1397 Columbia TriStar Television Distribution. All Rights Reserved.
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Top of the Weelk

FCC holds off on digital
assignment wrap-up

Commnussion secks comments on MSTV, ALTV plans

By Chris McConnell
CC officials are putting o two-
week hotd on efforts to wrap up

I digitab TV channel assignments in

order (o cotlect comments on a pair of
broadeast industry suggestions.

The commission Last week said it will
give broadeasters and other interested
pairties through Dec. 17 10 comment on
proposals by the Association for Maxi:
mum Scrvice Television (MSTV) and
the Association for Local Television
Stations (ALTV) to alter the FCC's plan
for assigning a digital TV channel and a
power limit to cach broadeaster.

“1tis our intention that these filings
not delay ... the implementation of
DTV service to the public.” FCC
Office of Engineering and Technology
Chief Richard Smith said in setting the
new comment deadline.

The threat of detaying the Llaunch of

digital TV service worried broadeasters
reviewing the MSTYV plan tast month.

Aimed at cutting down interference,
the plan suggests making 357 changes
o the tahle proposed by FCC officials
this spring. The broadeast plan also
would add 32 channel assignments
between channels 68 and 69, spectrum
that the FCC plans to devote to public
safely operations.

Although MSTV decided to submit
the plan 1o the FCC tast month. not all
in the industry agreed with the move.
News Corp. did not sign onto the sub-
mission. and NBC took a pass as well.

“If there is an egregious problem, the
FCC can fix it later.” says one industry

source. Another agrees that the threat of

defay outweighs the need to revisit the
commission’s allocation ble.

FCC officials also have been wary of

There is a very good reason why over
2,000 radio and TV stations, networks,
cable systems and syndicators like

doing business with us on a Pl basis.
It can be summed up in one word...

PROFIT!

For nearly two decades, Lawrence Butner Advertising
has been a major source for thousands of savvy
broadcasters and cable operators who recognize the
benefits and rewards of per inquiry (Pl) advertising.

We can help you fill your unsold airtime in a hurry
with short-form commercials of the highest quality
from the bluest of blue-chip advertisers.

Increase your profits now with quality Pl from LBAI.
Call Larry Butner at 1-800-228-LBAI. Or fax him at

1-212-682-4866.

Lawrence Butner Advertising, Inc.
228 East 45th Street, New York, NY 10017

32
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inviting a new round of commenls.
fearing the submissions received might
force the commission to postpone its
DTV work even further.

Officials have been trving to com-
plete their review of more than 200
petitions for changes to the FCC's
table. Last month. several broadeasters
told the FCC they will ot be able 1o
start ordering digital TV transmission
gear until the commission completes
its review of the petitions and produces
a final table of DTV atlotments.

Although the FCC had hoped to com-
plete its review by vear’s end, broadcast-
ors now say they wilt be happy 1o see a
final allotment table by late January,
“We're cager to have this done.”™ savs
Jonathan Blake, an attomey tor MSTV.
But Blake cites the interference con-
cemns: “There are very serious problems.
You can’t just blink them away.™

NAB’s Jeff Baumann says he is con-
fident that the two-week comment peri-
od will not slow the Launch of digital TV
service, "The last thing we wanted was
defay.” he adds.

While reviewing the MSTV plan,
FCC officials also will be examining
ALTV's effort to address long-stand-
ing worries by UHTE broadeasters that
they will not have enough power 1o
deliver digital signals. ALTV has pro-
posed allowing stations to boost their
power. provided the power increase
does not add interference. =

EchoStar objects
to FX deals

EchoStar Communications has
filed another program access com-
plaint at the FCC, this one against
News Corp.—owned FX. EchoStar
says FX's exclusive deals with
cable networks violate program
| access rules because FX is a part-
nership of News Corp. and TClI
through TCI's Liberty Media pro-
gramming unit. TCI is subject to
program access rules, according
to the 1992 Cable Act, because it
owns both cable systems and net-
works. News Corp. contends that
FX is not subject to the rule
because News Corp. joined with
Liberty Media after the program
access rules went into effect.
EchoStar also has filed complaints
about FX sister network Fox
Sports Net as well as Cablevi-
sion’s Rainbow Programming.

December 8 1997 Broadcasting & Cable
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‘The View” just kee

women 25-54 Ratings

Nationally +20% l
Oct 97 vs Oct 96

+36% sweep to date
Nov ‘97 vs Nov 96
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ps getting better

women 25-54

Program Affiliation Statwn  Rtg Shr
NY Jerry Sprnger WB WPIX 3.0 23
View ABC WA3C 24 18 Improved
+ 85% Price is Fight CBS WCBS 2.7 13 local news
Extra/ News Ch 4 NBC ~ WN3C 1.1 8 lead-out to #1
Monte! Williams UPN WWOR 0.5 4
Huntes/Newly/Dat. FOX WNYW 0.5 3
Program Affiliation Station Rtg Shr
LA S o ABC  KABC 21 18 Improves over
Price is Right CBS KCBS 1.8 13 Resis & Kathie L
+3"|% ittle House wB KA 16 12 egis & Rathie Lee
Dr Quinn UPN KCOP 1.2 9 lead-in shzre
Arthel & Fred NBC KNBC 0.8 6
Newly,/Dating IND KCAL 0.8 6
| Home Team FOX KTTV. 0.3 2
. I 2rogram atfiliation Station  Rtg Shr
Cf-n Cago | Vew ABC WLS 3.0 25 Outperferms all competitive
Jenny Jones wB WGN 1.6 13 9—-12N programs in the
+30% Zrice is Right CBS WwBBM 1.4 12 market
30ss/Char. Angels UPN WPWR 1.1 9
People’'s Court NBC WMAQ 1.0 8
Regis & Kathie Lee FOX WFLD 0.9 7

‘The View.” 4 women, lots of opinions & Barbara Walters. @ daytime

Seurce: NSI Oct 96 sweep vz Oct "97 sweep
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THE WESTERN SHOW, the California Cable Television Association’s regional convention with national
appeal, drew more than 26,000 cable operators, programmers and vendors in 1996, Given rising cable
stock prices and optimism, it's a good bet altendance at this week's (Dec. 5-12) gathering in Anaheim will
go even higher. Now in its 30th year, the Western Show will once again be the place to examine cable’s
technological cutting edge—modems that promise high-speed Internet access and digital set-top boxes
that promise scores of new channels—as well as the latest niche networks intent on filling those channels.

COVER STORY

Time Warner reconnects

After threatening to restructure cable division. Levin now sees unit boosting stock

By John M. Higgins

or about three years, Gerald
FLevin was not a big fan of

cable. Worried about the g
terrible drag of his cash-hun-4
gry cable operation on the
company’s stock price.
beginning in December
1994 the Time Wamer Inc.
chairman repeatedly vowed
to restructure the cable
operation.

Levin sought w least 10
lighten up on cable. hoping
1o trade away pieces of the
porttolio to partner US West
Media Group Inc. 10 secure
100% ownership of Warner
Bros. and Home Box Office. Cel-
lulowd was preferable to copper.

As recently as last May, Levin
repeated his assertion that he and
the telco unit had reached a “con-
ceptual understanding”™ about
restructuring their Time Wamer
Entertainment LP partnership.

Levin has changed his
une, Now, instead of treat-
ing cable as a stepchild,
Levin is touting his 11 mil-
lion-subscriber portfolio as an engine
that he expects to drive the value of Time
Warner's stock.

Why the about-face? Because after
five years of pain from re-regulation and
looming competition, cable suddenly is
looking like a good business again.

It"s not just that cable is hot generally:
investors are driving MSO stocks to new
all-time highs in the wake of the interest
of Microsoft Chairman Bill Gates and
other computer industry players in
cable’s ability to provide screamingly
tast Internet access.

Time Warner Cable’s financial profile
looks much better than expected. The

MSO’s systems are generating strong
operating results, outpacing some of its
well-regarded MSO peers. Time Wamer
executives also are seeing the end of a cap-
ital spending surge that ballooned from
just $400 million four years ago to $1.6
billion annually for 1997, or from S50 per
subscriber annually to almost $2(X).

Part of that strength stems from a
handful of bets placec over the past few
years by Time Wamer Cable Chairman
Joseph Collins that now are paying off.
Particularly helpful: a somewhat con-
trarian decision to go very slow on
deploying digital cable.

After an embarrassing. hype-filled
foray into a system-of-the-future in

www.americanradiohistorv.com

Orlando. Fla.. the company has focused
mstead on medium-tech “advanced ana-
log™ converters that have generated
more immediate profits.

At the same time that Time
Wamner was holding off on digital.
Collins and Levin decided to push
ahead with plant upgrades. plan-
ning to expand capacity on most
systems to 750 mhz trom 400-450
mhz. That has allowed systems to
increase revenue from proven busi-
nesses such as pay TV and pay per-
view, while persuading the FCC 10
grant flexible rate regulation.

In fact, the FCC granted a
“social contract™ that did two
things: It settled nearly 1.000
pending rate disputes and

allowed the company to imme-

diately raise rates in anticipa-
tion of a rebuild.

However. securtties ana-
lysts note that much of Time
Warner Cable’s current
strength stems from a much

more mundane strategy: old-

tashioned basic rate hikes. With
many Time Warmer subscribers facing
another round of hikes of 10% and more
in January. some analysts fear that Time
Warner could provoke a rebellion by
consumers or. even worse, Congress,

The rebuilds. a longtime preference
for regional clusters. some system frad-
ing and Tele-Communications Inc.’s
move 1o shrink its own system opera-
tions will leave Time Warner the largest
MSQ. It has strong regional concentra-
tions in such markets as New York City,
Ohio, Central Florida, Houston and
North Carolina.

While disagreeing that he was ever
truly sour on cable. Levin says that his
enthusiasm for the business stems not
just from the promise of new revenue
from high-speed Intemet service or digi-
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tal cable but from the health of the base
business: “It’s really the meat-and-pota-
toes business that’s generating cash right
now.”

Collins, who expects to grow on the
base business for a while, predicts that
he can sustain strong growth indefinitely
before new services kick in meaningful-
ly. He points to 20%-plus increases in
unregulated revenue from systems that
have been fully rebuilt to 750 mhz of
optical fiber-rich capacity.

“When the rebuild is done we have
lots more channels to sell. lots more tiers
to put on,” Collins says. “Fortunately.
were not waiting for digital boxes.”

“Digital™ to Collins is high-speed
Intermet—more specifically, the compa-
ny's Road Runner service. Collins and
Levin insist that they have little interest
in the money being tossed around by
computer companies. particularly the $1
biltion in financing that Microsoft has
been offering operators.

But they are keenly interested in what
Silicon Valley contends it can deliver by
next summer—a more intetligent. sec-
ond-generation digital converter. Opera-
tors expect it to include not just video sig-
nal compression to expand channel capac-
ity, but a cable modem and Web TV-like
advanced digital capability for roughly
the same price as the first generation.

The advanced-analog and rebuild
strategy is no small move. "1 always
thought it was just a stopgap.” says Mor-
gan Stanley & Co. media analyst
Richard Bilotti. “They figured out that
advanced analog makes sense.”

Unlike digital cable. advanced analog
doesn't dramatically increase channel
capacity. But it does allow a certain
amount of additional interactivity. such
as electronic program guides, enhunced
pay per view and teletext services. Cou-
pled with a system upgrade. Time Wamn-
er has encountered a surprisingly strong
response from the systems that have
launched. with most subscribers willing
to pay a little more tor the guide and
sOMme new programming tiers.

Advanced analog converters cost
$150-$175 versus $350-3400 per digital
box.

“When you're rebuilding and you're
beginning to ofter people 78 channels
plus a box sophisticated enough to have
channel navigation, that works,” Collins
SAYS.

The bottom line is that the cable divi-
sion is posting double-digit-percentage
cash-flow growth, boosting revenue per
subscriber while keeping corporate
expenses in check. For the third quarter

Broadcasting & Cable December 8 1997

{ended in September), cable cash flow
jumped 16% despite revenue growth of
just 9%. During the first nine months of
1947, cash tiow rose {5% on a 9% rev-
enue gain. That's far better than MSOs
Cox Communications Inc. and US West
Media Group.

Levin’s initial distaste for cable
stemmed from both industry malaise and
his own political problems. Like other
operators. Time Warner had been rocked
by rate re-regulation imposed by the
1992 Cable Act.

In 1994 cable revenue went flat. while
cash flow slid 4%. At the same time.
looming competition from telcos and
DBS meant the company couldn’t back
oft from plans to double capital expendi-

SPECIAL TO
ZZ SHOW

The telco had put $2.5 billion into TWE
just a year earlier. expecting a big con-
vergence of the telephone and cable
businesses. TWE's initial Japanese
backers. Itochu Co. and Toshiba Corp.,
readily agreed to restructure their posi-
tions.

But US West Chairman Richard
McCormick and US West Media Chair-
man Charles Lillis heid all the leverage
in the negotiations, They were in no
hurry to help Time Wamer out and kept
holding out majority control and a high
valuation on the “software™ assets they

TIME WARNER STEI’S uP

| (NYSE: TWX)

1Ee7
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1980

tures to $800 million in 1995 and later to
$1.6 billion annually to upgrade systems
to expand capacity and improve sys-
tems.

Surging capital expenditures in the
face of weak cash-flow growth translates
into falling return on capital. the most
pivotal internal financial measure.

But Wall Street had other reasons to be
unhappy with Time Warner. Four years
after rejecting a huge takeover price from
Paramount Communications Ing. in favor
of acquiring Warner Communications
Inc.. Time Warner had little to show for it
but $20 billion in debt. Bringing in pan-
ners to create Time Warner Entertain-
ment shifted part of the burden from
cable but also put movie studio Warner
Bros, and pay movie network Home Box
Office beyond financial reach.

If Time Warner could shrink its Time
Warner Entertainment ownership from
74% to less than 50%. investors and
lenders wouldn’t penalize the parent
company for about $10 billion in debt on
TWE's books,

Thus began the dance with US West.

www.americanradiohistorv.com
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would give up.

They got close to a deal a few times,
but talks always stalled: at one point US
West sued, attempting to muscle Time
Warner into a corner over its planned
takeover of Turner Broadcasting Sys-
tem.

But a funny thing happened as the
negotiations dragged on. Frustrated with
cable’s slow pace in rolling out high-
speed Internet access that could create
new markets for computer software,
Microsoft’s Gates agreed last June to
invest $( billion in MSO Comcast Corp.
With the threat of competition fading
and the prospects of new revenue sud-
denly getting a vote of confidence. Wall
Street’s interest in cable revived.

Meanwhile. something less dramatic
but more fundamental was occurring.
Time Warner Cable started putting up
surprisingly strong cash-flow growth.
Collins contends that the gains should be
no surprise: “Around about 1995 we
started to get back to double-digit-per-
centage growth on cash flow.”

But almost anything would look good

THE WESTERN

a7
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[Hastory Channel

MOves YOULr world.

\;\/hut docs it feel like to be part of such a
moment? Ask someone who was there. Or ask

son cone who watches "The History Channel.

I'he History Channel’s programming s baa't
around the experience of moments like this.
And as vou can imagine, it's a pretey powerful
experience. Our viewers are invited to feel dhe
hig s of munkind's greatest miumphs. And visit
the vallevs of history’s darkest hours. 1'le
History Channel moves peeple’s hearts, aad it

maves their minds.

So what will adding The Hiswory Channel toyvour

basic linc-up do for vou? Aeve your bottom lwe.

THE HISTORY CHANNEL.

WHERE THE PAST COMES ALIVE.
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To Time Warner Cable Chairman Joe Collins (seated), ‘digital’ means ‘Road Runner,’
TW'’s high-speed Internet access service.

compared with the re-reg damage in
1993-9.4. When those gains ran into
1997, it indicated that the growth might
be sustainable,

What's driving the growth? Collins
cites the system rebuilds. The upgrades
are boosting 40-channel systems to 78
channels. That leaves about a third of the
750 mhz capacity open to future ser-
vices, either video or Intemnet.

But the immediate kick comes from
additional programming tiers. Basic
goes from 31 channels to 55. permitting
arate increase. The number of pay chan-
nels jumps from four to 11, filled in

mostly with “free™ multiplex feeds of

HBO and Cinemax that don’t directly
generile new revenue but make pay cus-
tomers happier. Another 11 channels
mike up new product tiers. which are
unregulated. And PPV goes from three
channels o 10.

The surprise is that the packages are
so appealing. with penetration hitting
50% in systems that have marketed the
upgrade for a year or so. Mini-pay rev-
enue per basic subscriber has jumped
19% in upgraded systems, Equipment
revenue rose 249%. PPV revenue rose
32% and new channels drove local
advertising sales up 26%.

Individually. none of those four items
is a big ticket, generating less than $2 per
basic sub even after the gain. But Mor-
gan Stanley’s Bilotti says that the new
revenue doesn’t generate much new
operating expense beyond initial market-
ing and programming costs.

“The incremental revenue is eventual-

ly ata 70% margin.” Biloti says. Collins
suys that the upgrade boosted cash flow
per subscriber by 219 in Time Warner's
Orlando system. 249 in Houston and
26% in northeastern Ohio.

But that™s only part of the story. The
other pan is rates. While the company’s
securities filings don’t detail how rates
affect its revenue. analysts say that basic
rate hikes play a big role. The MSO post-
ed 7%-9% basic increases last January
and is prepping 1o levy hikes at least that
high this year. the analysts say,

“They jammed through effectively a
couple of really good rate hikes here,”
says Sanford C. Bemnstein & Co. analyst
Tom Wolzien. “The question on rates is
how sustainable the growth is and how
much of what you see is due to rates,”

Collins says he’s not worried about
either a consumer or u legislative back-
lash. The compuny generally doesn’t
raise rates without adding services, he
says, and his goal is to keep subscribers”
bills about 50 cents per channel.
“Because we're enhancing all the ser-
vices. it's all going up on the screen.” he
says. “Go back yeuars and basic cable has
always run within a few cents of 50 cents
per channel. As long as you keep that
constant. the customer is pretty happy.”

But some analysts and money man-
agers say the importance of the rate
hikes points to a series of questions
about how much of Time Warner's gains
are coming from savvy management and
how much stems from a combination of
luck and rate hikes.

For example, should Levin be profuse-

www.americanradiohistorv.com

SPEGIAL TO
THE WESTERN
SHOW

of more than 100,000 subscribers
as of Sept. 30, 1997
Division’ Subscribars
Claglor {Ehousands)
1 New York City 1,127
2 Tampa Bay 740
3 Florida 554
4 Raleigh/Fayetteville 403
5 Greenshoro 358
& Charlotte 351
T Austin'Waco 344
8 Los Angeles 338
9 Milwaukee 331
10 Rochester, N.Y. 293

Note: Does not Include pending acquisitions or sales.

ly thanking US West Media’s Charles
Lillis for balking at restructuring Time
Wamner Entertainment for three years?

Did Collins shy away from digital
cable because he didn't like the financial
prospects, or was he under too much
pressure from corporate to spend the
capital?

“Are they being smart or are a lot of
things falling together—and is it tempo-
rary’?” asks one money manager.

But other Wall Street exccutives are
more supportive. Staying out of high-
speed online service @Home to go it
alone with Road Runner—and avoiding
giving up 35% of the revenue—is look-
ing smart now that @Home s parent
company is being valued at $2 billion-
plus in the public market. “"What's 100
percent of Road Runner worth now?”
asks one money manager.

Further. if the second-generation digi-
tal boxes play out the way operators
expect. Time Warner isn't going to end
up stuck with millions of pieces of semi-
obsolete digital equipment.

Howcever. one analyst notes that if
subscribers are clamoring for second-
genceration digital converters. Time
Warner could be holding about $500
million worth of truly obsolete advanced
analog boxes.

Collins says his ditferences with other
operators about digital arc less signifi-
cant than they appear: “This is where |
think there’s a lot of misconception. |
think we'll all el you we're going 1o the
same place. | think we 're going to have a
lot of digital in our systems.” ]
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Epic Opportunities.
High-prcfie, original drama premieres.

And dvnamic marketing programs to A;_E LITE R A RY
support them. We comtine the compelling COLLECTION

programming your customers long for

with the k:nds of co-branded opportunities
taat will enhance your customer loyalty.
This is marketing of epic proportions.

The best drama on television.  This is A&E Literary Collection.

Original movies coming in 1998
TJom Jones / Tess of the D'Urbervilles / The Ebb-Tide / Horatio Homblower Adventures

&

L]
WESTERN CENTRAL NORTHEAST SQUTHEAST MID-ATLANTIC
(310) 286-3eC0 (3121 819-1486

CaNADA
(212) 230-9190 (404) 816-8880 (212) 212-9831 (212) 2108124
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Stand and deliver

From digital video and data to improved customer service.
industry is preparing to make good on its promises

By Price Colman

hat is new for "98 in the cable

industry? Alliances. particular-

ly between cable and com-
puter companies: accelerated cable
modem and digital cable deploy-
ment: the first really serious push
with cable telephony: better cus-
tomer service.

Sound familiar? It should.
Cable has been talking about most
of this stuff since the early "90s,
What it really comes down 1o in
1998 is put up or shut up. After years
of promises. preparations and delays.
cable television has reached the
show-me stage.

“I think "97 was the year of the deal
and of the fix. particularly the latter in
our case.” says TCH President Leo Hin-

dery. "l think "98 is the year of

alliances and the year of delivery.
Ninety-eight is when customers will
see digital video and data in spades.”
“We know what we're going to have
to do to be competitive in the years
ahead—invest and exccute.” says
Decker Anstrom. president of the
National Cable Television Association.
"I think that’s the core activity for this
industry. ... We need to stay focused.
follow through and execute.”
Infrastructure upgrades are well
under way. with 46% of cable homes

REVENUE FROM CABLE SUBSCRIBERS
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passed projected 1o be at
550 megahertz or better
by year end. Cash flow is
up. as are cable stocks.
Cable networks continue
to make inroads on broad-
casters” audience share.
and cable programming
continues to step up to the
stage at award time,

Indeed. just about
cverything seems to be
coming cable’s way.
Now, it’s the industry’s
turn to step up and deliver
on its part of the burgain,

Just what that bargain is
depends on whom you
ask.

For ¢able customers it
means finally getting
their due: better customer
service. more and better
programming and the ncat
new stuff—particularly
high-speed Internet
access. For investors, it
means continued growth in cable
stocks, For cable regulators. it meuns
an casing of the acid exchanges over
franchises. For cable. it means holding
itself’ accountable: no more delays or
excuses,

What's the consequence if cable

www americanradiohistorvy com

—TCI President
Leo Hindery
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stumbles again? Jaundiced and mis-
trustful investors: an indifferent con-
sumer market, and a public relations
windfall for competitors.

The way things went in "97, cable’s
main challenge will be to avoid screw-
ing up,

FOB? (Gates, that is)

Ironicatly. it ok an outsider to
refocus attention on cable in a way
the industry itseif couldn’t.

The cable industry owes enor-

mous gratitude to Bill Gates and
Microsoft’s $1 billion invesiment in
Comecast Corp. In the past 12
months, maybe in the history of
cable. no other single event has
done more to highlight the indus-
try’s potential and endorse its tech-
nology.
“The psyche of the industry lift-
ed.” says Comcast President
Brian Roberts. A lot of people
are rebuilding. and this really
put a premium on those
who have decided to make
that investment.™

Overnight. cable stocks
went from being the red-
haired stepchildren of the
ongoing bull market to the
budding belles of the ball.
Even when financial mar-
kets rode the October
roller coaster. cable stocks
were relatively unscathed
and most have rebounded
to pre-crash levels.

When the Microsoft/
Comcast deal was signed.
Gates said his mission was
to “galvanize™ the cable
industry. Upticking stocks
weren't the only sign he
was successful, Private
investors who'd grown dis-
enchanted with cable
because of its tendency to
talk big and deliver little
got back into the act. All
that may be no more than
smart money following smart money.,
but it underscored a renewed faith in
cable.

The Microsoft factor had other
effects. in demonstrating that cable’s
conduit may be the digital pipe of
choice for the evolving cyber-society.
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it also ignited debate about the impor-
tance of the gatekeeper: a digital set-
top box that acts as a kind of traffic
cop for digital bits transported on that
network.

But it Gutes’s vote of confidence
for cable was the bright side. Micro-
phobia is the dark: Does the world’s
biggest computer software company
have a hidden agenda to dominate

cable the way it dominates the PC uni-
verse?

TCI Chairman John Malone is con-
cerned cnough about the possibility
that he issued a warning to the cable
industry at TClU's annual shareholder
meeting. “Bill Gates would like to be
the only technology supplier for this
whole evolunon.”™ Malone cautioned.
“We would all be very toolish to allow

SPECIAL TO
THE WESTERN
SHOW

that to happen. That doesn’t mean it's
a go or no-go with Microsott, What it
means is that Bill has to accept the fact
that he cannot have quite the domi-
nance in supplying our industry that he

CABLE’S STOCKS AND PROFITS PICTURE

year ago last week, John Malone

chided the cable industry—Tele-Com-
munications Inc. included—for a history of
disappointing investors.

"At some point, shareholders deserve
some kind of return,” Malone said during the
1996 Western Show. “That should take the
form of rising stock prices. We have not been
able to deliver that in recent years.”

That was then. This is now: As though
from Malone’s mouth to the market's ear,
cable stock prices have enjoyed one of their
strongest years in recent memory.

EBITDA) is the proper yardstick for their busi-
nesses because they're using those pre-tax
dollars to grow the business, not to pay divi-
dends. Even though such companies show
net losses instead of income, they're still
growing financially, and that growth is most
readily measured by what happens with cash
flow. In the media sector, the few firms that
do pay dividends tend to be closely heid and
dividends are the primary source of income
for the major shareholders. Two key cable
exampies: TCA and Comcast.

Malone has Jong been a leading advocate

TCI shares (Nasdag-TCOMA) have Since of the cash-flow model, which is why his com-
climbed nearly 65%—from $14 on Dec. 2, I ments about moving toward a profit model
1996, to $23.0625 on Dec. 1 this year. TCI Jﬂhn Malnne S were surprising. His words were music to
shares are hardly alone in appreciating in some Wall Streeters who figure it's about
value. Stocks of nearly all the top 10 MSOs comment IaSt time that cable stared growing up. But they'll
have climbed this year, mostly on the have to be patient a bit longer.
strength of Microsoft's $1 billion investment yeal" cahle With not quite half the cable infrastruc-
; : = -~
e gy 2 0o It ovoyed o entre  glqCK ppices e 7 al 550 meganetz o bettor

At last year's Western Show, Malone also haue snaped_ equipped to deliver two-way high-speed

raised the issue of profits, as in cable opera-
tors were going to have to show them—
someday.

With one noteworthy exception—TCA Cable TV—
investors are going to have to wait awhile for that to hap-
pen. But given cable stocks’ recent performance, they can
afford to.

“The curse of the cable industry over all these years
has been that every year the debt [increases] and that
every year all the money generated gets reinvested, and
then some,” Malone said at the 1996 Western Show.
“That’'s a paradigm that has to change as this industry
gets larger and matures. Equity and debt markets will not
support a constant compounding of that strategy.

“The industry needs to structure itself so that it does
generate earnings, which should be tax sheltered as
much as possible. That's very important if the industry is
going to raise capital in the future.

“It's irrational to say this industry should continue on a
course of borrowing every dollar it can ... without seg-
menting businesses and looking at profitability.”

The bottom-line puzzle is a tough one for cable, or for
any other capital-intensive industry for that matter. Cable,
broadcast, radio and DBS, as well as many other sectors,
push the argument that cash flow (typically earnings
before interest, taxes, depreciation and amortizaticn, or

data, voice and enhanced video products.
Current projections by the National Cable
Television Association indicate that 95% of
the cable infrastructure will be at 550 to 750 megahertz by
2000.

“There's still no focus on earnings per share by a large
percentage of the [cable] population,” says Jift Greenthal,
managing director of Donaldson, Lufkin & Jenrette’s
Media and Communications Group. “The only thing
focused on increasingly is the notion of free cash flow,"
which is typically defined as operating cash flow minus
interest expense and capital expenditures.

The problem with focusing on earnings per share is that
those earnings quickly become tied to stock dividends,
and once a company starts paying dividends, stopping or
cutting back is painful for the company and shareholders.

“It can be limiting in terms of companies’ acquisition
activities going forward,” Greenthal says. “I've looked at
clients that looked at acquisitions that made sense on a
valuation and cash-flow return basis, but when they
looked at earnings per share they found [the acquisition]
would be something that would be bad for the stock.”

In other words, as long as cable continues on a growth
curve, either by generating it internally or through merg-
ers and acquisitions, the bottom line won't be the top
priority. —Price Colman
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has developed in supplyv-
ing the PC industry.”

The digital dance

It doesn ttake the intel-
lect of a Malone or a
Gates to figure out that
sel-top boxes will be a—if
not the—hot issue in 1998
(sce "Top of the Week™).

The public portents first
cropped up in fate sumimer,
following Malone’s warn-
ing about Microsofl. Cable
Television Laboratories.
the industry’s research-
and-development consor-
tium. outlined its OpenCa-
bie initiative and accompa-
nying requests for informa-
tion to potential set-top box
suppliers in early Septem-
ber. otf a rush of activity
from Silicon Valley firms,
cable hardware vendors
and consumer clectronics
manufacturers.

OpenCable is so impor-
tant because it amounts 10 an open invi-
tation to cable’s digital dance. Histori-
cally. cable operators relied on a limited
number of industry-specific vendors—
primarily NextLevel (formerly General

tnstrument) and Scientit-
ic-Atlanta—to feed the
industrv’s  hardware
needs. Although cable had
previously opened its
doors by establishing
interoperability standards
for cable modems. Open-
Cable has a potentially far
areater reach: Cable's
roughly 65 miilion sub-
scribers vs. roughly 20
million modem-equipped
home PCs.

There had been consid-
crable behind-the-sceenes
activity on OpenCable
betore  the  official
announcement, with Cable-
Labs trying to get a prelim-
inary read trom the Valley
tang on how they'd react to
an interoperable design for
set-tops. Microsofl. accord-
ing 1o sources familiar with
the sitwation. heightened
the tension by sending
mixed signals. First i1
vowed to embrace OpenCable. Then it
reversed course and began pushing for
Microsoft-based standards, Ultimately,
Microsoft jomed at least 22 other compa-
nies or consortia n responding to Cable-
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Lab’s information request.

It was a great game of chicken. and
Bill |Gates| blinked.” says an execu-
tive at a leading MSO.

From late summer through mid-fall,
there were as many rumors about
cable/computer industry deals as there
were about Marv Albert’s sex life.
Microsoft was the common clement in
all the scuttlebutt: Microsott and TCI,
Microsoft and US West Media Group,
Microsoft and Time Warner. Microsofl
and cable plavers to be named later.

But as big as Microsoft is. it's hardly
the only non-cable giant interested in
sel-tops. Intel. Oracle. Sun Microsys-
tems. IBM. Netscape all are looking for
a piece of the action. So far, the “big”
Microsoft/cable set-top deal hasn't hap-
pened. although it almost surely wiil.
So will others. How effective OpenCa-
ble 1s in molding those deals could
shape the future of the cable industry.

“I'm hopeful that at the Western
Show and in the New Year. the negoti-
ations will settle out and the public pos-
turing by various partics slow down,”
says Roberts. “Obviously, we want
Microsoft actively involved. Even

WHERE THEY STAND: DIGITAL CABLE ROLLOUT STATUS

CI: TCI Digital Cable is in front of nearly 2 million TCI

analog customers at last count, but the number is
changing almost daily; uses the NextLevel DCT-1000 set-
top box and TCl's Headend in the Sky (HITS) digital sig-
nal transport. Cost: $10/month for roughly 36 channels.

Time Warner: Market trials planned for early 1998
using the Scientific-Atlanta Explorer 2000 digital set-
top; Time Warner is developing its own HITS-like digital
transport operation but may use HITS in certain sys-
tems. Cost: Undisclosed.

MediaOne: Launched MediaCne Digital TV trial to
employees in the Detroit area in mid-October; uses
both HITS and direct digital feeds from programmers.
Cost: Undisclosed.

Comcast: Launched Comcast Digital TV in Buena
Park, Caiif., in early summer and in Philadelphia in
November, uses DCT-1000 set-tops, HITS and direct
feeds from programmers. Cost: $9.95/month.

Cox: Launched Cox Digital TV in parts of its Orange
County, Calif., systems in late October and intends to
roll out digital cable product to all 275,000 Crange
County subscribers by mid-1998; uses DCT-1000 set-
tops, HITS and direct feeds from programmers. Cost:
$5.95-$10.95/month.

Cablevision Systems: Testing digital product.

Adelphia: Launched Adelphia Digital Cable to 1.2
million subscribers, or about 70% of its customer base,
in mid-November, uses DCT-1000 set-tops, HITS and
direct feeds from programmers. Cost: $9.95/month.

Jones Intercable: Testing digital cable product in its
Pima County, Ariz., system with launches there and at
other undisclosed locations planned throughout 1998;
uses HITS and direct feeds from programmers. Cost:
Undetermined.

Marcus Cable: Developing product under working
name Marcus Digital Cable, market tests pending. Con-
sidering various transport services, including HITS,
TVN Entertainment and direct feeds from program-
mers. Cost: Undetermined.

Century Communications: Testing Century Sky-
Box digital product in its 400,000-subscriber headend in
Los Angeles; standing order for 100,000 DCT-1000 set-
tops,; plans to use HITS. Cost: Undetermined.

Buford Television: Launched digital cable product
to a 1,500-subscriber Texas system in mid-1997; uses
DCT-1000 set-tops and HITS. Cost: $12.95/month for
basic package, $69.95/manth for deluxe package.

Launches pending: FrontierVision, Fanch Commu-
nications, Galaxy Cablevision, Southwest Missouri
Cable. —Price Colman
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1t takes more than a box full of parts to build a

well-viled, high-performance 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
efficient, smoothest-functioning, digital video
systems in the industry. We were the first to ship
integrated MPEG-2 compliant encoders, and
many sites now have over a hundred each of
our encoders.

Our customers are some of the biggest
names in the business— Bell Atlantic, Zenith,
Thomson Consumer Electronics, and EchoStar

Communications.

With DiviCom's technology, our clients are
building the next generation of hold new digital
video systems — interactive television. direct-to-
home satellite broadcasting, two-way cable TV,
and more. These svstems are changing how we
view T\  and are ushering in a new era of interac-
tivity, choice, and richer content.

OUR EXPERTISE KEEDPS
YOUR SYSTEM HUMMING.
Digital video technology incorporates many
specialties: TV broadcasting, networking,
compression technology, and systems integration.
At DiviCom, we have years of experience with

each of these specialties— alone, and together.
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Manage and control
a complete digital video
compression system
with DiviCom'’s powerful graphical interface.

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

integrate them into vour existing system.
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GREATER EFFICIENCY

DRIVES COSTS LOWER.
Efticiency is the comerstone of compressed digual
video, With greater efticiency, you squeeze more
chanrels onto a satellite transponder or cable
wire — dramatically cutting vour costs.

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

We add adaptive spatio-temporal filtering to
the adaptive tield/frame motion estimation-hased

algorithm. This produces a fully-integrated

DiviCom Ing., 1700 MeCarthy Blvd., Milpreas, CA 95035 USAL

encoding svstem resulting in the industrv’s best

picture quality, highest compression efficiency,
and a new price/performance standard.
FRODUCT MODULARITY
SINMPLIFIES INTEGRATION
As digital video evolves, vou need flexibility to
accommodate new advances. Qur products offer
remendous flexibiliny for integration with other

products and systems. This plug and play
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- DIVICOM
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Phone: +1.408.944.6700 or +33. 149192110

DiviCom offers a fumily of highly efficient,

inmovative digitul video compression products.

flexibility makes these products ideal for a wide
range of applications.

As vou contemplate who can take vou digital,
make sure you look at the whole package. You
don't want to be lett spinning your wheels. Call
+1.408.944.6700 or +33.1.491921 10, or reach us
at www.divi.com. We'll take you to your Jigual

Jdestination in style.
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though there are healthy
concerns by all parties to
make a fair arrangement. |
fully believe that Bill
Gates’s vision and intellect
and Microsoft’s incredibly
successful track record are
helpful in so many ways to
this industry.

"My New Year's reso-
lution: Have some con-
structive denouement to
the negotiating process.™

The TCI turnaround

TCI often gets credit as
the cable industry’s bell-
wether. That's probably
not as true today as itonce g
was, but cable’s rising for-
tunes in 1997 closely par-
allel the impressive turn-
around engineered at TCL

When Leo Hindery
joined TCi in February
1997. the nation’s largest cable compa-
ny was limping badly. having just
come oft one of the worst years in its
history, During 1996, subscribers fled
TCl1 in droves. revenue and cash flow
declined and debt jJumped as the MSO
spent itself into a black hole in a race to
upgrade systems. develop new prod-
ucts and services. centralize its far-
flung operations and prepare for the
onslaught of competition.

After a disastrous third quarter in
1996, TCI took remedial steps. cutting
2,500 jobs. bruking its capital spending
program and reassessing growth plans,
That was the foundation Hindery used
10 get the MSO buck on track.

He quickly identified and attacked
key concerns: continuing subscriber
crosion. cxcessive debt and a central-
ized approach to a business that is
essentially local. Ina matter of weeks.
Hindery had moved to undo ahmost
every major initiative by the previous
cxecutive management team. He halted
construction of regional customer ser-
vice centers. pushed decision-making
down to managers at the regional and
system levels and accelerated work on
an alternative approach to digital cable.
The approach is intended to let TCI
offer more channels but at far lower
cost than required by upgrades to 750
megahertz hybrid fiber/coux networks.,

In his most crucial ploy. Hindery
also began a drastic pruning of the
unruly tree that TCI had become.

In the 10 months he has been on the
job. Hindery has signed joint-venture

—Brian Roberts’ New
Year's resolution

or partnership deals with
18 other MSOs. all with
one purpose in mind:
bringing TCT's size down
to a manageable level. If
Hindery hits his targets.
TCI by year end will have
put systems encompass-
ing 4.7 million sub-
scribers into partnerships
or joint ventures. in the
process reducing TCI's
subscriber base to around
10 million, He has also
signed deals o swap sys-
tems with 1.4 million sub-
scribers for other proper-
ties that will enhance
whalt the company consid-
ers key clusters.

The challenge for TCI
and Hindery was really
twofold, Not only wus it
necessary to unravel more
than three years of work
that had driven TCI to the edge. but it
was also imperative to ready the MSO
for the launch of new products and ser-
vices that could drive new revenue
streams and improve the company’s
financial health by adding something
instead of cutting back.

In many ways. that’s been Hindery s
most ambitious undertaking, He has
vowed 1o have TCI Digital Cable.
which adds an average of 36 channels
1o the analog offering. in front of about
929 of homes passed by TCI's tradi-
tional cable network by year end. it's
unclear whether the company will hit
that goal. The launch schedute for TCI
Digital Cable will hit a crescendo in
December. peak holiday season.

Hindery himself seems almost awed
by what’s happened at TCI since Feb-
ruary,

“Being part of it-——this is going to
sound corny—is sort of the culmina-
tion of my career.” he says. "It has been
fun. We're substantially remaking an
industry here.”

What are the dangers for TCI if it
fails to meet internal and external
expectations? Having to play catch-up
in 1998, a year in which Wall Street is
counting on the cable industry to deliv-
er on its promises of better revenue.
improved cash flow and strong returns
on investment and equity. B digital
cable launches hit a snag. if cable
modem deployment encounters obsta-
cles. if subscriber losses continue. then
TCI could once again find itself behind
the curve that's lifting other MSOs.

www americanradiohistorv com
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Let’s make a deal

I 1997 was the year of the deal in
the cable industry. it may go down in
history as the peak in a succession of
record years,

While the big MSOs. most notably
TCI. remained active in the deal mar-
ket. the transactions conducted indicate
a maturing market. The focus by the
big players was on swaps and/for acqui-
sitions designed to fine-tune clusters,
System sales primarily were aimed at
shedding nonstrategic systems. That
proved to be a boon for midsize and
smalter operators. Charter Communi-
cations worked its way into position as
a potential top-10 MSO.

Midsize operators such as Fron-
tierVision. Rifkin and Associates,
Prime Cable and Mediacom LLC took
advantage of buying opportunities pre-
sented by larger operators to expand
operations.

Absent from the 1997 deal market so
far: billion-doltar mergers and a gigan-
tic splash by an outside player.

“The question is. "When will there be
another significant merger involving
two of the top 5 or top 10 cuble opera-
tors?” asks Gregg Seibert, managing
director and head of the Global Media
Group at Merritl Lynch. “There’s lots
of rationale for u merger occurring. but
then, a lot of |cable] management teams
have done a good job of building their
existing businesses.”

Perhaps the most distinguishing char-
acteristic of the 1997 deal market was
rencwed interest by outside investors.
The Curtyle Group. Robert Bass's Kev-
stone Inc.. and the Blackstone Group.
perhaps keying off Microsoft’s invest-
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The biggest story at Loral Skynet is that the success of your business
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In March, ASkyB and EchoStar said the y would pool their resources, but luckily for
cable, the satellite TV venture fell through. Making the merger announcement: Carl
Vogel and Charles Ergen of EchoStar, and Rupert Murdoch, Preston Padden and

Paul Haggerty representing ASKyB.

ment in Comcast. all poured money back
into cable. The Carlyle Group bucked
Prime Cable’s buyout of SBC Media's
majority stake in Maryland and Virginia
cable systems. Bass is buying a 40%
stake ina TC/Bresnan joint venture, and
the Blackstone Group is investing in a
Fanch Communications/Time Warner
Cable partnership and a TCl/InterMedia
Partners partnership.

The competitive landscape

The competitive picture for cable
cleared up only marginally in 1997. On
one front, DBS providers DIRECTV and
EchoStar showed strong growth. with
DIRECTV passing 3 million subscribers
and EchoStar on target for hitting | million
subs by year end. It was more of a mixed
bag on the telephone company side.
Ameritech. GTE and BellSouth expanded
their beachheads in the Midwest, the South
and on the West Coast. but SBC Commu-
nications all but folded its video hand.

SBC subsidiary Pactel in late spring
announced that it was shutting down its
full-service network in the San Jose.
Calif., arca. It has since disclosed it is
entertaining bids for the system that had
enrolled only about 8.000 subscribers by
the time it was switched oft. Pactel contin-
ues (o pursue a wircless cable strategy in
Los Angeles and Orange County, but there
are persistent rumors that the wireless
cable system is for sale as well. Mean-
while. SBC sold its majority ownership in
cable systems in Virginia and Maryland
back to cable operator Prime Cable.

The biggest potential threat for
cable—the merger of EchoStar and
News Corp.’s ASkyB—self-destructed
before it got off the ground.

It the Sky venture had been successtul
in delivering local programming. cable
operators likely would have taken a sub-

stantial hit on
subscriber num-
bers.

EchoStar
Chairman Char-
lie Ergen con-
linues 1o pursue
a strategy of
delivering local
signals and is
poised 1o
announce movement on that front short-
ly before or during the Western Cable
Show. But EchoStar faces stift financial
obstacles and a regulatory environment
that’s anything but clear.

The key question: Is cable’s video
competition sleeping or merely resting
before the big push? After launching
wireless cable in New Orleans and with
launches planned for Atlanta and Florida
in 1998, BellSouth is gaining momentum.
Ameritech continues to add franchises on
a weekly basis, and GTE, while quiet.
continues its competitive efforts. Unlike
SBC. none of those players appears likely
to walk away, and 1998 could well mark a
redoubling of their efforts.

19495
60.9
0.7
0.9
2.5
1.8

{in miliions)
Cable
Wireless Cable

SMATV
C-band
DBS
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Regulatory uncertainty

Cable’s biggest challenge in 1998
may come on the regulatory front (sce
story, page 54). DIRECTV and EchoStar
have filed program access complaints
against Comecast, Cablevision Systems
and Liberty Media Group. Unfavorable
rulings for the cable side would be
more important for their long-term
effects than for short-term impact.

There’s also potential for cable rate re-
regulation o rear its head again in 1998,
Cable rates continue to outpace inflation,
giving consumer groups and certain
politictans plenty of ammwnition to attack
the cable industry. It's no stretch—and
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there’s plenty of precedent—to imagine
election-sensitive lawmakers taking up
the cable-rates standard again.

“The most ominous cloud, in my
opinion, is the specter of more regula-
tion,” says Mike Pandzic, president of
the National Cable Television Coopera-
tive, the organization that represents
small and midsize operators. “The
whole issue bothers me. The govern-
ment would never do to newspapers,
magazines and book publishers what
they do to cable. Was it a necessary evil
some years ago? Yeah. maybe. Is it
warranted in 1997-98? Absolutely not.™

Unlike years past. though, cable has
some arrows in its quiver. The lawmakers
eyeing cable are effectively the same
oncs who passed the Telecommunica-
tions Act of 1996. Cable can point to mul-
tiple examples of real competition. and
some of those competitors—who don’t
bear the same regulatory burden—appear
headed for their own rate increases.

Still. says Anstrom. I think it would
be a mistake for our industry to ever
relax when it comes to rates. ... The bur-
den for now and the foreseeable future
is to explain the prices we charge and
the value we deliver. Increasingly. as
the fruits of investments in infrastruc-
ture and programming ripen. we’'re
going to be able to make that value case
in a very compelling way."” ]
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Program access tops

Washington agenda

Cuable rates, copyright also await action

By Chris McConnell and
Paige Albiniak

ashington cable lob-
byists are looking for-
ward to another year

of staving off angry ratepayers
and competitors in "98.

Cable rates and cable’s con-
trol of programming both
came under attack in 1997.
And while neither Congress
nor the FCC has shown signs
of revisiting rate regulation,
the industry may get a pro-
posed set of tougher program-
access rules for Christmas.

“The objectives our com-
petitors appear to have is to make cable
programming a commodity,” National
Cable Television Association President
Decker Anstrom says of the program
access push.

But the complaints of cable competi-
tors appear to have won favor with reg-
ulators, who have shown more interest
in revisiting the program-access rules
than in revisiting the industry’s rate
regulations.

The FCC’s proposal to revise pro-
gram-access rules was initiated under
former FCC Chairman Reed Hundt. The
overhauled FCC-—which includes a
new chairman and three new commis-
sioners—had planned to issue the pro-
posal last month but tabled it to give the
new crew more time to study the issues.

Last week, officials said the measure
might be voted at the FCC’s Dec. 18
meeting.

The current rules have drawn criticism
by Congress and at the FCC by cable
competitors who say they do not have
adequate access to cable programming.

Competitors such as Ameritech New
Media, DirecTV and EchoStar say
independent cable programmers and
regional sports networks are not mak-
ing their programming available at rea-
sonable prices, if at all. These compa-
nies want the access rules changed so
that programmers cannot cut exclusive
deals or sell programming to larger dis-
tributors at lower prices.

The FCC may propose tougher rules to give cable’s competitors
access to popular cable programming services.

Mandated by the 1992 Cable Act, the
program-access rules prohibit cable sys-
tem owners and cable networks from
cutting exclusive programming deals.

But since the rules becume law,
independent cable programmers not
subject to the rules have cropped up.
They include TV Land, the
Microsoft/NBC joint venture MSNBC,
CBS Eye on People. and News Corp.'s
Fox Sports Net.

Usually these programmers cut
exclusive deals only to persuade dis-
tributors to carry new networks.
Mature programming—such as ESPN
or MTV—is available to all comers.

Earlier this year, Ameritech filed a
petition at the FCC asking regulators to
speed up processing of complaints and to
impose fines for violations. And
EchoStar has filed a series of complaints
against FX, Fox Sports Net and Rainbow
Programming. DirecTV ulso has filed a
complaint against Comcast Sports Net.

While bracing for new program-
access rules at the FCC, cable also is
facing congressional hearings on the
issue. Ken Johnson, spokesman for
House Telecommunications Subcom-
mittee Chairman Billy Tauzin (R-La.).
says Tauzin is interested in “fine tun-
ing” the rules to make sure that all new
cable competitors have fair access to
programming.

And Senate Commerce Committee
Chairman John McCain (R-Ariz.)

www.americanradiohistorv.com
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plans to add program access to his
committee agenda in 1998, Committee
chairmen in the House Judiciary Com-
mittee, House Telecommunications
Subcommittee and the Senate Antitrust
Subcommittee were
concerned enough about
the issue to invite cable
compelitors to testify
before their committees.
But lawmakers and
regulatoers have had a
cooler reaction to calls for
more rate regulation. Ear-
lier this year the Con-
sumers Union and the
Consumer Federation of
America said the indus-
try’s rates are rising faster
than the rate of inflation.
The FCC invited
comments on the peti-
tion but have taken no
action. On Capitol Hill, the relevant
House and Senate commitiee heads
have no plans to push for a rate freeze.
“1 don’t think it is accurate to say
that this has reached an intense level
here,” NCTA President Decker
Anstrom says of the rate complaints.
In addition to the rate and program-
access issues. lobbyists are facing a full
plater of business in Washington.
Among other pending issues:

Copyright fees

Cable may face an increase in its
compulsory license fees next year as
Congress looks to rewrite several sec-
tions of the Copyright Act.

The Copyright Office issued a
report in August recommending that
Congress set a “fair market” rate for
the cable compulsory license. Cable
operators currently pay a single
license fee based on a sliding scale of
gross receipt percentages to retransmit
broadcast signals. The fees go to a
money pool at the Copyright Office.
which redistributes the funds to copy-
right holders.

A “tair market” rate would be based
on how much a copyright arbitration
royalty panel (CARP} determined
copyrighted programming was worth
in the fair market.

Senate Judiciary Commitiee Chair-
man Orrin Hatch (R-Utah) is circulating
among Hilt staffers a formal draft of the
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Copyright Office’s proposed legislation
to “start discussion,” a committee
spokesperson says. But Hatch plans o
work with ranking Democritic member
Patrick Leahy (of Vermont) to cradt their
own copyright legislation next year.

The satellite industry. whose rates
are decided by a CARP. was shocked
carlicr this year by a recommendation
that its compulsory licenses (o retrans-
mit distant network and superstation
signals should increase to 27 cents per
subscriber per month. The satellite
industry now pays 6 cents (o retransmit
distant network signals. and 14 cents or
17.5 cents to retransmit superstations,

The satellite industry would like its
rates lowered to be more comparable
with cable rates (which average about
9.5 cents per subsceriber per month), but
lawmakers seem more inclined to raise
cable’s rates.

Primestar

Cable-owned Primestar is seeking to
acquire DBS spectrum at one of three
orbital locations that cover the entire
continental United States (CONUS).
The license currently is held by MCI.
which paid $682.5 million for it but
never pul the spectrum to use.

Primestar’s application is strongly
upposed by DBS competitors and oth-
ers. who say that allowing the deal will
stifle competition to cable. FCC offi-
cials are reviewing the application and
have not said when they plan to make a
decision. The deal also is under review
at the Justice Department. which

recently invited a second round of

comments on the application.

While secking to acquire the MCI
license. Primestar also wants to acquire
another 11 “Tull-CONUS™ DBS chan-
nels now controlled by one of its part-
ners. TCL Satellite Entertainment
(TSAT). TSAT launched a Loral-buili
satellite to the orbital slot in March,
although the satellite has been suffer-

ing power losses. Justice has signed ol T

on Primestar’s bid to acquire the TSAT
license. but FCC officials still are
reviewing the application.

Digital TV must carry

FCC officials carlier this year
dodged the issue of how the law man-
dating cable carriage of local broadeast
signals should apply to the digital sig-
nals that broadeasters are expected o
start transmitting lale next year.,

The Supreme Court’s March decision
o uphold the law. however. has forced
the commission to address the matter.,

At issue is whether the law applies to the
digital stgnal during the industry’s tran-
sition to digital TV and. if so. how

Broadcasters say the faw shouid
apply to the digital signal and all pro-
grams—whether high-definition or
multiplexed—carried within the signal.
If. for instance. a station transmits four
programs within its digital channel. all
should be covered by must carry,
broadcasters say.

Cable lobbyists disagree. They say
the law applies only to analog signals
and that extending must carry to the

digital signals would be a matter of

FCC policy rather than law.
Commission officials plan to
address the issue in a rulemaking. The
FCC has not said when it will launch
the must-carry review. although FCC
Chairman William Kennard has listed
the unrcsolved digital TV issuces

Congress
M_G.I'Fm
of the Copyright Act
may mean figher
royalties for cable

1908 &'mmn

among his top priorities.

l'.n.l

Digital TV subscription fees
The 1996 Telecommunications Act
requires the FCC 1o collect fees from sta-
tions for any subscription services that
broadcasters offer over their digital chan-
nels.
The law instructs the commission 1o

recover fees that represent the value off

the spectrum over which the subscrip-
tion services are being delivered. The
law also instructs the FCC 1o use some
of the fee revenue to offset the cost of
collecting the fees and to deposit the
rest with the U.S. Treasury.

The act leaves it to the FCC 1o figure
out the details of the fee program. Offi-
cials left the issue unresolved in April,
when they issued their digital TV con-
struction schedule and gave the indus-
try its spectrum for the service. Com-
mission officials have not said when
they will propose a fee collection plan.
As with the question of digital must
carry. however, Kennard has placed
the issue high on his agenda.

www americanradiohistorv com
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Navigation devices

The 1996 Telecommunications Act
requires the FCC to set rules that
ensure the commercial availability of
the set-top equipment that viewers use
to access programming. The law also
instructs the commission not to set
rules that place signal security at risk.

The FCC issued a proposal to imple-
ment the requirement earlier this year
and collected industry comments. Con-
sumer electronies retailers said the
commission should reqguire cable oper-
ators 1o support a series of set-top tech-
nical standards. The standards, retailers
sald, would allow consumers to take
their set-top box with them when they
move 10 another town.

Manutacturers did not like the idea,
insisting that the government should stay
out of the standard-setting business. And
cable operators said the commission’s
rules should cover only non—sccurity-
related features of set-top boxes.

Although they collected comments on
their proposal this year. commissioners
did not complete the rulemaking before
this summer’s turnover in FCC commis-
sioners. An FCC official said the staff is
still consulting with equipment makers
on the rules and must also brief the new
commissioners on the issue before a vote
on final rules can be scheduled.

Pole attachments

Regulators in March proposed revis-
ing the rates that utility companies
charge cable companies and others to
use telephone poles and other rights-
of-way.

The commission’s proposal would
establish a new method for determin-
ing “just and reasonable™ rates for pole
attachments. The methodology would
apply 1o all welecommunications carri-
crs using the utility potes.

FCC officials collected comments
on their proposal during the spring and
summer but did not wrap up the rule-
making before the Reed Hundt com-
mission disbanded. Outgoing Cable
Burcau Chief Meredith Jones has
recused herself from the proceeding.
and FCC officials have not scheduted a
vote on final rules.

Inside wiring
In October, FCC officials wrapped
up a new set of cable inside-wiring
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rules aimed at helping new video dis-
tributors gain access to the wires inside
apartment buildings and other multi-
ple-unit dwellings.

The rules require building owners to
give an incumbent video provider 90
days™ notice of any plans to terminate
access 1o the building. The incumbent
operator then has another 30 days to
decide whether to remove or abandon the
inside wires or 1o sell them to the build-
ing owner or the new video provider,

Adopting the new rules. FCC offi-
cials left unresolved the question of
exclusive contracts between building
owners and video providers. Reguta-
tors invited comment on the prospect
of placing a cap on the length of exclu-

sive contracts
Comments on the proposal are due
Dec. 23.

Effective competition

Regulators have been processing
cable system requests for rate deregu-
tation since last year. The petitions are
based on provisions in the 1996
Telecommunications Act for the dereg-
ulation of systems facing “effective
competition™ from a local telephone
company or its affiliate.

Bureau officials lust week had 34
petitions for deregulation pending.
Most of the petitions are from cable
systems that cite competition from a
local phone company.
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Telephone interconnection
pricing

In August 1996 the FCC set national
standards for the prices telephone com-
panies could charge cable tirms and
others seeking to hook up with the
local phone network,

The rules. which were welcomed by
cable companies, were struck down by
the U.S. Court of Appeals in St. Louis,
Last month the U.S. Solicitor General
filed an appeal of the court’s decision
with the Supreme Court, ]

Peters takes broadband view

MediaOne's new president sets course for telephony push, growing core business

By Price Colman

anice C. Peters,

MediaOne's new

president. is the first
10 acknowledge that she
has a lot to learn about
her company and the
cable business.

That said. she has a
clear vision of where
she wants MediaOne to
be in 12 months.

“A year from now,
we'll see that we ve had
strong growth in our
core business,” she says.
"We will put in place our headquarters
team and enterprise management model

. where |[we're| able to do things as a
team across all of our regions. We're
going 1o have 1o make progress on that.
... We will have made a lot more
progress on the MediaOne Express
product with more subscribers, and we
will have taunched telephony service.”

What’s MediaOne Express?

More than the company’s Baby Betl
connection and Peters” own back-
ground are behind MediaOne's tele-
phony push—there are also the oppor-
tunities to exploit the capacity of the
broadband network and gear up the
marketing machine, which just hap-
pens to be one of her strengths.

“From the marketing standpoint, it’s

=
= .
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“Our key chalienge...

is making broadband

an opportunity to grow this business on
a revenue-per-customer model.” she
says. “"Now the challenge becomes
*‘How do you add services to customers
and grow revenue on a per-customer
basis?" Chuck [Lillis| likes 1o use the
Nike tennis shoe model: one pair per
home versus several pairs per home.”

MediaOne is testing cable telephony
in Atlanta and will launch commer-
cially there in the first half of 199%.
Peters is circumspect about further
telephony plans but makes it clear it's
a business line that figures large in
MediaOne’s plans,

“We want to make sure we do it
right,” she says. "but we're fully com-
mitted to doing it.”

Peters has purposely maintained a
low profile since taking the helm of the

wwWw.americanradiohistorv.com

come to fife for customers.”

i ©
H
£
o
|
°
>
]
o

nation’s third-largest cable TV opera-
tor. No sweeping statements about
transforming the company or revolu-
tionizing the cable industry. She even
canceled plans to appear on the open-
ing general session panel of the West-
ern Cable Show.

Don’t get the idea that Peters, 46, is
diffident or overpowered by her new
role in what's for her a new industry.
She has the reputation of being o hard-
driving., somewhat unconventional
executive. It’s not so much the 12-
l4-hour days. the working on week-
ends or her cut-to-the-chase
approach—it is her impressive intelli-
gence, say colleagues and observers.

“She really leads with her intellect.”
says a MediaOne executive. "IUs her
most significant strength.”™

That combination of intellect and
relentless work enabled Peters to tumn
around Mercury One-2-One, the 50-50
partnership of US West and Cable &
Wireless for wircless phone service in
the United Kingdom. But Peters faces a
different situation at MediaOne. Far
trom tloundering. MediaOne is one of
the more successful cable operators.
It’s one thing to get a struggling com-
pany on its feet. In some ways. there’s
more risk in fine-tuning a firm that’s
already operating smoothly.

What does bother her are criticisms
that she is ill-equipped for the cable
business.

“What s hard about it is the dismissing
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... of any and all of your experience. In
other words, because | have no cable
expericnce, [it] is a total mismatch. That
is, personally, a hard position to hear
because it discounts everything else
you've done. | think that is a bit extreme.”

What Peters went through in taking
over One-2-One armed and armored
her for the move to MediaOne. When
she assumed the CEO role at the
British firm in summer 1996, she fuced
resistance on two fronts: First, she was
a female top boss: second, she was an
American female top boss.

By the time she departed for
MediaOne a little more than a year

—Janice Peters

later. her gender and
nationality had
become invisible,
What stood out was
her leadership.

When asked
whether he  likes
Peters., one self-

described cynic at
One-2-One responds,
* *Like' 1s an amor-
phous word. | was
proud to work for her.
She got every bit of
my creativity out of
me. It was draining but rewarding.”

For the stafters at MediaOne, how-
ever, Peters was an unknown outsider.
When she took the helm of the MSO
two months ago, she didn’t get a hero’s
welcome.

Hardly surprising. Lillis. CEO of
MediaOne parent US West Media
Group. had recently dropped a bomb:
The cable company was abandoning its
longtime Boston headquarters in favor of
Denver. Amos Hostetter Jr.. founder of
MediaOne predecessor Continental
Cablevision, abruptly resigned in protest.

Many staffers at the company’s
soon-to-be-closed Pilot House head-
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quarters were feeling double-damned
and double-crossed. They'd lost their
longtime boss, widely respected as a
senior statesman of the cable industry,
under circumstances that looked gues-
tionable at best, deceitful at worst.
They were getting a new boss with no
experience in the cable industry. And
adding insult to injury, the new boss
was—gasp—ia Bell-head.

By most accounts, however, Peters
has managed to soothe ruftled feathers
at the same time she is learning to run
MediaOne.

For now, she’s immersing herself in
learning a business that differs from
wireless in some ways but also has
similarities.

“What I'm concentrating on is the
things I need to learn that are uniqgue to
cable and ... trying 1o apply my own
model of management discipline where
there are similarities between the two
models,” she says.

She cites some obvious differences
between the two industries: Cable is
young, but wireless is younger: cable is
strongly regulated. while wireless is

| not: cable historically has been sub-

scription-based, while wireless is more
transaction-based.

“I'm on a steep learning curve.” she
acknowledges. “The interesting thing |
find is that the issues tend to be quite
similar ... The unigueness of our posi-
tion is something I need 10 learn.”

What MediaOne staffers are learning
about Peters is that she constantly ques-
tions the status quo and stresses hard
data, dismissing vagueness and unsup-
ported hunches. “You need to have done
your homework™ betore talking busi-
ness with Peters, says one executive.

Tough-minded and decisive but fair,
she has earned a reputation for a quick
sense of humor and a down-to-earth
manner that's quite difterent from the
patriarch persona Hostetter projected.

But 1o Peters, it is the customer who
ultimately determines whether she has
done her job.

“Our key challenge. the way 1
describe it. 1s making broadband come to
lite for customers.” she says. “That’s the
path we're on, the path we're going 1o
work hard 1o make exciting and real for
customers. [ think of broadband as the
capability. What we have 1o do is deliver
meaningful products and services to cus-

Intermnets htip: Awwsebiacompanies.com  E-mail: consulting@biacompanies.com

tomers that fit their needs.” D
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There shall be
religious diversity

on Cablle. That's the word according to

"Odyssey is a religious
network that covers many faiths.
We feel it best represents our
customers."”

65 religious groups.
One network.

Manatee County, Florida, like most
regions, is religiously diverse. And
Time Warner Communications responds to
that diversity by carrying Odyssev.

|

Odyssey is a unique blend of religious and values -
based family programming that entertains,
empowers, inspires and explores life's journey
for viewers of many faiths. Rose Carlson says
it "really touches on family values." And, it's
the religious network with the greatest local
presence —Odyssey is in touch with religious
leaders and congregations in
communities, both large and small,
across the US.

Switching to Odyssey is the kind
of smart programming decision that's
helping Time Warner Communications stay
competitive by satisfying its 8€,000
customers in Manatee County.

While you can't carry a channel for each religion,
you can carry a channe! that represents more
religions than any other network.

Call Claude Wells at 1.800.841.8476 ext. 125
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exploring life's journey"”
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NBC tops 18-49, but
shows some slippage,
Fox second in denio

By Lynette Rice
nance in the all-important

N 18-49 demographic, but

CBS carned the bragging rights
in the November sweeps race—
securing its tirst household win
for the rating period since 1994,

CBS finished the month with a
10.3 Nielsen rating/17 share in
households, barely enough 10 outrank
NBC's 10.2/17. The win represented
some growth tor CBS—19% over last
year—while it spotlighted declines for
NBC— 0% in houscholds. ABC, which
wrote off its performance as a building
period, linished with a 9.3/15 in house-
holds, and Fox carned an 8.1/13.

CBS also reigned in total viewers,
attracting 151 million over NBC's
14.8 million. ABC followed with 13.8
million and Fox had 12.3 million.

In adults 18-49, NBC held the top
spot (6.9/18) but still lost some 4% trom
last year. Fox—{ueled by a bevy ot spe-
cials and kev performances by The X-
Files—ecasily nabbed the number-two
spot (6.0/16). ABC. down 7% in the
demo, timshed with a 5.5/7, while CBS

All-time high for WB

In the race between the emerging
networks, The WB enjoyed its all-
time highest-rated sweeps for the
month with a 3.0/5—a jump over
last year's 2.8/4. The WB also
posted gains in adults 18-49 (1.6/4
vs. last year's 1.4/3) and teens
(4.1/12 vs. last year's 3.3/10). UPN
saw a slight decline in house-
holds—3.3/5 vs. last year's 3.5/5.
The network remained flat in
adults 18-34 (2.2/5) and saw a
drop in aduits 18-49 (2.0/5 vs. last
year's 2.2/6).

BC maintained its domi-

| ‘Touched by an Angel’ IenTw?ngs to CBS’s
. November schedule.

came in fourth with a 4.4/11

CBS remained cautiouslv optimistic
m the final days of the sweeps. which
ended Nov. 26. Not wanting to be out
runked by NBC. CBS rustled up some
special programming for the final
night: Candid Camera Looks at Love
(R.8/15) and a repeat of a Touched hv
@it Angel starring Bill Cosby (8.3/14).
NBC had its own star power with
World's Greatest Magic (10.0/17).
Although NBC (9.9/17) outranked
CRBS (8.8/15) for the night, CBS man-
aged to sustain its lead. ]

(CBS grabs household win

| W;s_tlake irea&s Universa—ITV

| Worldwide distribution head McNamara expected to exit

By Lynette Rice
¢ss than two months
after the $4 billion

L investment by Barry

Diller. Universal Studios
has reorganized its televi-
sion arms and named Blair
Westlake chairman, Uni-
versal Networks and
Worldwide Television
Distribution.

Under Westlake. the
new organization will

Westlake

ra. president of worldwide
distribution for Universal.
is expected to exit the
company; his dutics over-
seeing demestic and inter-
national sales were shifted
to USA Networks atter the
Diller deal.

Most of Universal’s TV
production activities have
already shifted over 1o
USA Networks as part of
the billion-doltar deal. Uni-
versal TV Group Chairman

oversee international television pro- | Greg Meidel has moved to the new enti-

gramaiing devetlopment, production
and distribution, as well as domestic
television distribution of Unmiversal’s
feature film library in all forms of tele-
vision. The units were excluded from

the deal struck by Diller in late Octo- |

ber, in which the HSN Inc. chairman
snagged Universal’s TV production
and cable network operations.
Westlake. a 15-year veteran of the
company, also will continue 10 oversee
the company’s overall TV husiness
developmient activities. including pur-
chase of broadcast and cable services.
In a related move, James McNama-

wwWw.americanradiohistorv.com

tv as chairman and CEO but will virtual-
Iv maintain the same dutics—oversee-
ing domestic network and firsi-run pro-
duction and domestic distribution.

Westlake joined MCA Inc. in 1982
as a lawyer, Most recently. he served as
president, Universal Studios Payv Tele-
vision and Television Business Devel-
opment Universal Studios.

The newly created Universal Net-
works also will oversee the company’s
participation in other networks that don’t
fall under the USA umbrella, including
Telecine in Brazil, Cinecanal in Latin
America and Star Channel in Jupan. =

December 8 1997 Broadcasting & Cable
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The biggest turn on in Latin America.

As the world leader in satellite television, SKY is committed to providing the ultimate in home entertainment experience
to millions of homes throughout the world. Already present in Brazil and Mexico, we are now inaugurating the SKY
International Satellite Broadcast Center in Miami Lakes, Florida. With this center, we're bringing this revolution in home
entertainment to the rest of Latin America backed by some of the largest and most influential corporations in the
entertainment and communications industries. We're changing the way you watch TV.

-

ES TU ENTRADA
Grupo Televisa, News Corporation, Organizagbes Globo, Tele-Communications international

www.americanradiohistorv.com
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Nixon vs. the nets

Newly released tapes and niemos detail White House
efforts to manipulate TV network news coverage

By Chris McConnell

n inctusiry with a long st of cur-

rent complaints ubout government

INtervention 1 programnting is
getling a new look at a past administra-
tion’s effort to control broadeasters.,

Newlv released tapes and other
Nixon adminisiration records show a
White House bent on boosting ils
mage in the media through a combina-
tion of fegal threats.

Among the nitiatives—itirst report-
ed last week by the Washingron Post
were an effort 10 use pending antitrust
litigation as a weapon against the net-
works and a plan to elicit tuvarable
coveriage from CBS in exchange for
help with the network’s troubles with
Congress.

“IFormer CBS President Frank|
Stanton is willing to personally involve
himsell in news matters.” Nixon aide
Charles Calson wrote ina Julv 9, 1971,

memo 10 White House Chiel’ of Staff

H.R. Haldeman. “This is the considera-
tion it we will help,” Colson wrote. I
think there is a possible gain 10 us of
some magnitude.”

Colson wrote his memo as CBS was
facing a House vote to cite CBS and
Stunton for contempt atier the network
refused to supply lawmakers with sub-
poenaed outtakes front its documentary
The Selling of the Penragon.

Administration memos on the vote
suggest that officials hoped to gain
more favorable coverage m exchange
for helping CBS avoid the citaton, A
July 9 memo from another aide 10 Col-
son reported that Sandy Lankler, a net-
work attorney. had agreed to serve as a
“conduit through which we could get1o
CBS on those matters which we think
mportant o the country {(and 1o the
Administration).

According 10 the documents. Colson
met with Stanton (o discuss the net-

work’'s coverage two davs atter the
House voied against issuing the con-
tempt citation.

“I proceeded 10 point out 10 Stanton
some recent tllustration of CBS
“screwing us,”” Colson reported in a
memo to Haldeman on the meeting. *“In
most cases, he sad that he had seen the
clip in question and agreed fully that
we were Justilied it our criticisn.”

Colson went on to report that Stan-
ton “has promised that he is 1aking
steps 1o try to straighten out the
acknowledged CBS news bias against
the Administration.”

Stanton remembers it differently.
“No such conversation ever took place
with me.” he savs of the suggestion that
CBS might agree to solten its caverage
in exchange for administration help
with the contempt citation. He asks
why the network would bother resist-
ing Congress only (10 mike program-
ming pledges 10 the administration.

Stanton remembers thanking the
White House tor its “atleged help”
afier the House vote, but he describes
the gesture as a mere courtesy call,

Other administration memaos about
network news show recurring dissatis-
faction with CBS among the White
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House officials. In a July 12, 1971,
memo to Haldeman, Colson reported
that he had spoken about a White
House ceremony with then—CBS
Chairman William Paley, “whose cov-
crage was the poorest.”

“NBC and CBS have given us a hard
time on the economy and the war re-
spectively.” a May 1970 memo to Col-
son reported. The document included a
detailed breakdown of network cover-
age, with individual stories labeled
“favorable,” “negative” or “balanced.”

Conversely, ABC often ranked as
the network most favored by the offi-
cials, described as “quite good™ in one
memo and “almost beyond reproach™
in another.

While looking for the congressional
pressure on CBS to yield gains for the
administration, Nixon officials also
were hoping to win improved coverage
from the threat of antitrust litigation.

In a July 2, 1971, conversation with
Nixon, Colson and Haldeman described
an antitrust suit that Attorney General
John Mitchell was preparing 1o file
against network ownership of prime
time programming. Discussing the
planned suit, Colson advised the Presi-
dent not 1o proceed with the action but

—Broadcasting

“As far as screwing [the

networks] is concemed, |
would be very glad to do

it. But if the threat of

screwing them is going to

help us more with their
programming than doing
it, then keep the threat.”

Richard Nixon, in a 1971

conversation conceming a possible

filing against network ownership
of prime time programming

instead to keep it hanging as a “sword of :
Damocles™ over broadcasters.

“Keeping this case in a pending status
gives us one hell of a club on an eco-
nomic issue that means a great deal to
those three networks,” Colson said.
“They know this thing is in the works.”

Colson also voiced concemns that if
the government moved ahead with the
action, broadcasters would think there
was nothing left that the administration

could do *to hurt them or to help them.”

Nixon appeared to agree and instruct-
ed his aides to hold off on the suit. “We
don’t give a goddam about the econom-
ic gain. Our game here is solely politi-
cal,” Nixon said.

“As far as screwing them is con-
cerned, | would be very glad to do it. 3ut
if the threat of screwing them is going to
help us more with their programming
than doing it, then keep the threat.”
Nixon said of the suit, which govern-
ment officials did not file untl 1972. =

“lalk about a

major change.

Controlling production costs has always

been a hair-raising experienee for Hollvwood.

Or for any business that relies on ereative
work. Finally, there's a solution. IBM Digial

Going digital can

dVe

both budgets and

production time,”

Lihrars —a series of new technologies that
are dramatically changing production.

Imagine evervthing, in all vour libraries,
condensed into digital Bles. Fites which ean
then he accessed from your desktop or sent
over a network, to collaborators any where,
Suddenly, steps are trimmed and expensve
production time is compressed.

Now all vour work. whether it he G,
art, sound or photography, is in one place.
Giving you greater control of vour assets.

So what are you waiting for? See how
you can get more from vour assets in a
digital world at www.ibnicamn/Zsolutions.

Or call 1800 1BM-2108. ext. IV 131

Solutions for a small planet”
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More %ogey
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Entertainment and topics that affect your life.

Nostalgia Goodety captures the highest adult post - 49 composition in cable for primetime
Adults post - 49 equal 92% of our Monday-Sunday primetime — 28% hiaher than our nearest competitor.

Eastern 215-653-7900 Western 303-694-1811

NPROVE YOUR
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Entertainment In A Clean Environment
www.goodtv.com
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REAL SPIKE

POWER

REAL TV scored its highest weekly rating
ever, a 3.7. Then topped itself with a 3.9
the following week!

39

I = | rating for ; — 1
!

3 7 week Ql]dlllg IJJZB
rating for !

week ending 11/18"
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King Brothers to split...stock, that is

Company asks shareholders to approve doubling number of shares

KWP said the proposed stock split

By Steve McClellan |
ing World will ask shareholders
K to approve a resolution to double ‘
the number of authorized shares
of common stock to 150 million shares.
The company said approval of the
resolution at the January shareholders
meeting is needed to proceed with a
planned two-for-one stock split. In an
SEC filing, the company said the new |
shares and stock split will give it “addi-
tional flexibility to maintain a reason-
able stock price.”

KWP’s stock price has climbed more
than $23 over the past six months. Last
Tuesday, the stock reached a 52-week
high of $57.4375. Two factors have
helped the stock, analysts say: Oprah
Winfrey's decision to continue her talk
show through the 1999-2000 scason,
and the signing of Roseanne to do a talk
show starting fall 1998, |

WABC-TV tops in New York
As it did last year, waBc-Tv New York
was the market winner in the Novem-

individual investors.”

in the contract of company president

bonus equal to 1% of KWP's annual
net profit above $150 million. A com-
pany proxy statement says Haimovitz’s
base salary is $1 million.

The clause. it approved. would give
Haimovitz added incentive 1o make a
major corporate acquisition. which has
been on his agenda since he joined the
company carlier this ycar. The compa-

ended Aug. 3t, 1997, was $143.4 mil-
lion. down about 3% from the previous
year. Revenue for the year was up 1%,

with an average 6.6 rating/16 share
(sign-on to sign-off, Nielsen Media

was number-two, with a 6.2/15.

wcess-Tv, fourth last year, eked out
a third-place showing with a 4.2/10,
‘The Rosle O'Donnell Show’ buoyed  narrowly beating Tribune-owned
wasc’s morning numbers. wrIx(Tv), which slipped to fourth
from third a year ago with a 4.1/10. Fox-owned wnyw(Tv) was fifth, with a
3.7/9, and BHC-owned wwoRr-Tv was sixth, with a 2.8/7.

WABC-TV won the early morning, noon and early evening news races,
while wnse won the 11 p.m. news contest.

Jerry Springer on ABC performed well in New York, as it did nationally.
In New York it won its 11 a.m.—noon time period with a 5.5/20, a 67% gain
over the time period performance a year earlier. Springer also knocked
The Price Is Right (4.3/16) on wces-Tv out of first place for the first time
since July 1996.

would help boost trading volume. and.
with a lower price per share, “make the
common stock a more affordable,
attractive investment. particularly for

The compuny is also asking share-
holders 1o approve an incentive clause

Jules Hatmovitz that would give him a

ny’s net income for the fiscal year

ber sweeps in the nation’s top market |

Research figures). wnBc(Tv) again |

waBc-Tv dominated the 9 a.m.—11 a.m. time period with Regis & Kathie

p.m. with an 8.7/21, although it was down 2 rating points and 4 share
points from a year earlier. Judge Judy at 4 p.m. on wces-Tv doubled its
year-to-year time period average with a 5.9/15, and Hard Copy on wces-
Tv at 4:30 p.m. did a 4.3/10, boosting the time period average by 1.5 rat-

In late night, wrix dominated from 11 p.m. to midnight with Seinfeld
and Frasier, giving the station its highest average rating in a sweeps
with a 9.3/18. Seinfeld averaged a 10.5/18 at 11 p.m., and Frasier aver-

Lee (6.3/23) and Rosie O’'Donnell (8.1/29). Oprah Winfrey won easily at 4 |

ing points and 3 share points. |

aged an 8.1/17. —Steve McClellan

www.americanradiohistorv.com

to $671.3 million.

While Oprah’s re-signing has helped
KWP’s stoch. the talk diva’s new deal
will depress the company s net profits
and cash flow going forward. accord-
ing to its annual report filed with the
SEC a week ago. In addition to “sub-
stantially higher™ production and
license fecs. Winfrey's Harpo Produc-
tions will receive distribution fees
based on a percentage of gross revenue
derived from the series. Previously,
Harpo’s distribution fees were based
on the show s net profit.

KWP also urged sharcholders to
vote down a proposal—by the Amalga-
mated Bank of New York LongView
Collective Investment Fund—to
declassify the company’s board of
directors. so that every board member
is required to stand for election annual-
ly instead of every three years.

According to Comish F. Hitcheock, a
lawyer for the fund. the proposal is
designed to “send a signal about the sat-
isfaction with the company’s perfor-
mance,” long term. “The company s
stock is up. and it has had a few good
quarters, but over the past three to five-
year period. it has not done as well as
some of its counterparts on the S&P 500
or as well as the S&P 500 generally.”

Responding to the resolution. which
is nonbinding. KWP said the current
three-year director terms and a system
in which one-third of the directors are
elected annually provides stability and
the ability to “"maintain the continuity
of corporate strategies and policies.™

Separately. the company says it has
renimed its barter ad sales arm King
World Media Sales (previously known
as Camelot Entertainment Sales). The
media sales unit is headed by Steve
Hirsch. who will make $820.000 in
salary and bonuses this year, according
to the KWP proxy statement. He also
has stock options with a potential value
of more than $3 million.

Michacl and Roger King will each
make about $3 million in salary and
bonuses this year. The King family
owns about 23% of the company’s out-
standing common stock.

King World will hold its annual
meeting in New Orleans on Jan. 19,
1998, the first day of the NATPE con-
vention. ]

‘December 8 1997 Broadcasting & Cable
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It’s about time.

Committed in over 65 television markets.
Launching August 31, 1998.

l1 I q o~
Haxson
Uomnmnirations oarporaiion

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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Feature Shows

More to come...
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Feature Shows

More to come...
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More to come...
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Original Programming

&8 Produczd

in associat an
with National
Media, Inc.

EGST

Dan Stmecher
Produced in association with

Christian Networh, Inc.

HOST
Mike Levey

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

Movre to come...
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Movies

A ROTHER'S NSTINCT

~indsay Wagner
D:bora) Fazenrins

4nn jl!lian
Tracy Gold

Patricia Ned
Richard Thowas

G0, THE UNIYERSE
AND BT RDGE SukDAEs

Jim Hyme
Hclane Geffin

R cnard Crennd

ONPHANS,
WAIFS & WARDS
Rite Moreno

Brooke S]liil;
Vanessa Williaxs
sait O'Grady

NIRACLE LANDING
Weyne Rogers
Cannie Sclleca

Ara-Alica

LOVE, MARY

Piper Laurie

Hundreds more
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1. Mystery Lights of Navajo Mesa
2. Escape from Fise Lake
3. Legend of the Desert Bigioot

“Famibies need quality alternatives for television viewing...options that suppcrt and
complimzant traditional alues. We applaud PAX NET's plan to provide thosc 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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‘48 Hours’ moves to Tuesday

- Will take on *Dateline’ and *NYPD Blue' at 10 p.m.

| By Steve McClellan

BS's 48 Houwrs out-

' gunned the Thursday

| edition ot ABC’s 20/20)
during the November sweeps.

| Its reward: a move from the
tough Thursday 10-11 p.m.
time slot where ER devours all
contenders 1o Tuesday at 10
p.m.. where it will face Dare-
fine NBC and NYPD Blue. The

| move is effective tomorrow
(Dec. 9).

| But according to 48 Hours
executive producer Susan

| Zirinsky. the show in some
ways 18 jumping out of the frving pan
mto the fire,” given the strong competi-
tion from Dareline. which is first in its
Tuesday time period with an average |

‘ 12.9/22 and the highest-rated network

1 prime time news magazine among
women and adults 18-49 this season.

\ Dareline. says Zirinsky. is a “formi-
dable tranchise | respect and admire.” i
But she also believes that 48 flowrs has

‘ an opportunity to build its audience now |

S YND

Let's remake a deal

Buena Vista Television is reviving
| game show Let's Make a Deal. The
former Monty Hall-hosted show will
likely come to syndication in fall
1999, but Buena Vista executives say
| they haven’t ruled out 1998, In addi-
tion 10 11s original network run on
‘ NBC and ABC (1963-76) it resur-
faced on NBC in 1980. in syndica-
tion in 1984-85 and in vet another
| NBC incarnation in 1990-91, when it
‘ was produced at Disney/ MGM Siu-
dios. Former talk show host Gordon
Elliot is reportedly in talks with the
Disney syndication wing about the
praject. Ellot is aiso said to be a
| favorite for a couple of Pearson All
American game show revivals, Nei-
ther Buena Vista nor Pearson offi-
cials would comment.

Martial marshal

Pearson All American is launching its
| new action hour Kickboxer and the
Kid in syndication for a September

80

|l C AT

Afler a strong sweeps
performance in November,
‘48 Hours' gets a new slot.

that it won’t be in the shadow of ER.
“I’ve been wanting to see what we'd
be like on a night that isn’t Thursday,
she says. “Tuesdays will be tough. but
the tact is there are more available eve-
balls™ because there isn’t a ratings jug
gernaut like R dominating the night.
Season to date, 48 [Hours has an
average 7.3/12. compared with a 7.7/13
tor 20020 on Thursday. But in Novem-
ber, 48 Hours surged, averaging an

Il O N

I ' NSS POCKETPIECE
Top ranked syndicated shows for the week ending
Nov. 23, as reported by Nielsen Media Research. Mum-
bers represent average audience’stations/% coverage.
1. Wheel of Fortune 12.5/230/99
2. Jeopardy! 10.7/222/99
3. Home Improvement 8.6/233/98
4. The X-Files 8.3/237/98
5. Oprah Wintrey Show 8.1/237/99
6. Seinfeld 7.9/223/96
7. Buena Vista | 7.8/178/97
8. ESPN NFL Football 7377
9. Xena: Warrlor Princess 6.8/233/98
10. Entertalnment Tonight 6.5/178/95
10. Star Trek: Deep Space Nine 6.5/240/97
12. Hercuies, Journeys ot 6.2/239/99
13. Simpsons 6.0/164/86
13. Whee! of Fortune~wknd 6.0/178/76
L 15. Rosie O'Donnelt 5.7/235/99

1998 launch. Kickboxer is being de-
veloped with Rick Husky. a network
producer whose credits include Walker
Tevas Ranger. T.J. Hooker and Touwr
of Dury. The series stars Robert Daniel
Phelps and martial arts specialist Jeff
Speakman, Kickboxer tollows the
adventures of Jack Cody, a former

www americanradiohistorv com

8.4/14 versus 20/20°s 7.8/13. Lead-ins
are a1 key factor in the performance of
both magazines. During the sweeps,
20720 1ead-in Cracker averaged a dis-
mal 4.3/6: 48 Howrs lead-in Diagnosis
Murder averaged a 10.7/16. Given tha
handicap in lead-in, an ABC source
says. 4& Hours “really should have
trounced us, but only beat us by one
share point.’

At CBS. a source says the switch is
motivated by several fuctors. First, i’s
an atlempt to counterprogram Thurs-
day with Dellaventura (moving from
Tuesday), which is compatible with the
audience profiles of Promised Land
and Diagnosis Murder. Those shows
are seen respectively at 8 and Y pam,
two of the network’s fastest-growing
time periods this season

“Eventually we have to start trying
10 nibble awav at ER—that is, it we
don’t buy the damn thing,” the CBS
source says. “So we're giving it a shot.

At the same time. 48 flowrs should
benefit from being on carlier in the
week, when viewers have nol yel had
their fill of magazine shows. It will ulso
be casier to promote 48 Howrs on 60
Mimres. the usual time period winner

M ARKETWPLATCE

U.S. marshat and martial arts expert.
wha teams with a 17-year-old boy
wha had been wrongfully imprisoned.

This new house

A quarterly magazine based on the
syndicated TV series Michael Holi-
gan’s Your New Fouse will be
launched in late January. The maga-
zine will expand on the series, which
educates viewers on building, im-
proving and financing their own
homes. Your New Hoiuse has been in
syndication since the full of 1995.

College kickoff

TWI has cleared its 16th annual Col-
fege Foothall Preview show in over
90% of the country. The hour special
is hosted by Bill McAtee and Univer-
sity of Southern California coach John
Robinson. College Foothall Preview
looks back on the recently completed
college season and previews the
upcoming howl games. The special
wrs 10 syndication during the last two
weceks of December——Joe Sciilosser

Beceﬁaer 87997 Ero;acast;\g &T:abfe
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Consumer Electronics Manufacturers Association
A sector of the Electronic Industries Association
Lulevard ® Adington, Virginia 22201-3834 USA

Tel 703/907-7600 ® Fax 703/907-7601 ® www.cemacity.org

December 1997

RE: Invitation 1O See HDTV at CES

Dear Colleagues in the Broadcast and Cable

industries:

Recognizing the many questions you face about the transition 0 digital television. the consumer”
electronics industry invites you to see the public debut of digital TV sets which will be sold in 1998

by major TV set makers. You will be able to see first-

hand how they will be marketed, how they

work and the reaction of thousands of retailers, press and analysts who attend the CES.

International Consumer Eiectronics Show, Las Vegas, Nevada

WHAT: The Commercial Debut of HDTV
WHEN: January 8-11, 1998

WHERE:

HOW: Register online - www.CESweb.org

Call: (703) 907-7600 or use Fax-on-demand | -888-CES-Show

| hope you can join us at this historic occasion.

Sincerely,

ary hapiro)

President
Consumer Electronics Manufacturers Association

PS. We will also have several conference sessions on digital television and the faunching of a
program promoting outdoor antennas for free over-the-air television.

HDTYV:Tomorrow’s Clearly Here — Don’t miss:

Key CES Sessions addressing HDTV broadcaster issues. Digital Television information Booth.
New Outdoor Antenna Program for free overthe-air television Broadcasters Reception.
Every major TV Set manufacturer is exhibiting HDTV at CES!

Save $75! Regster Today. www.CESweb.org

Sponsor, Producer and Manager of The Consumer Electronics Shows

i
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on Sunday nights at 7. The show.
which s hosted by Dan Rather, may
also benefit from the recent ratings
surge of the CBS Evening News with

Dan Rarher. "Ratheris ona roll and his |

nanmie is now an assel instead of a lia-
bility.” the source says.

Zirinsky says the theme of tomeor-
row’s show. which this season has
reverted primarily 1o a single-topic for-
mat. is about “cheating deuth™ and how
surviving a disuster atfects people’s

Broadcasting

professor who survived o Unabomber |

attack. Another segment will feature a
Florida sky diver who hailed out of a
plane betore it crashed and killed sev-
cral people on hoard.

“IUs survival of the fittest. but we're
all fi” savs Zirinsky. “Beating 2020
on Thursday shows the strength of
what we have 1o offer on a mght that
has unparalleted competition.”

At Dateline, exccutive producer

48 Hours, "0 |48 Howrs) is a long
standing franchise with real strengths,
but 1it's not like we haven™t heen up
against strong. solid shows.” he says,

7 You ahwavs worry about dividing up

Neal Shapiro says he isn't aliering |

1

the news andience. but they could also
bring more news viewers”™ o the time
period. he sayvs.

As tor tomorrow’s show. Shapiro
wasn 't telling much. “We'll have a big
interview and an inveshigative piece.
That s what Dareline does all the

lives. Rather will interview the Yale | strategy for the new competition from |

3\

time.” a

~—7f
Z  Russert extends
NBC stay

™ Tim Russert has
signed a new seven-year
deal to stay at NBC News as
anchor of the Sunday morning
newsmaker program Meet the

Press. Sources say Russert will
be paid nearly $2.5 million a year
under the contract, which extends
to 2004. Russert has anchored the show since 1991. He
also will continue to serve as the network's Washington
bureau chief and as political analyst for NBC Nightly News
and Today. News of Russert's new contract came as
Meet the Press won the November sweeps competition
among Sunday network news interview shows for the first
time in 17 years. The show, now celebratling its 50th
anniversary, is the longest-running program on TV.

Fox picks up ‘Brothers’

Fox has picked up four more episodes of the slow-grow-
ing freshman comedy Between Brothers from Columbia
TriStar Television. The comedy, which airs at 8:30 p.m.
on Thursday, has averaged a 5.0 Nielsen rating/8 share
in households yet only a 3.4/9 in the key 18-49 adult
demographic.

Record-breaking ‘Today’

NBC's Today has broken all previous records set by
morning news programs since the start of peoplemeters
in 1987. For the week of Nov. 17-21, Today averaged a
5.2 Nielsen rating/22 share—its 100th consecutive
week in first place without a tie. The morning show has
now been in sole possession of first place since the
week of Dec. 25, 1995,

Newman re-ups with 20th

Executive vice president Gary Newman has re-upped
with 20th Century Fox Television. Newman, who had
served as the studio’'s executive vice president, busi-
ness and legal affairs, will continue to work closely with
20th Century Fox International Television and Twenti-
eth Television. He'll also take on additional creative
responsibilities with the studio, which will have 16 net-
work series in production by midseason.

Spicing up UPN

UPN averaged a 5.8 Nielsen rating/9 share in metered

markets on Dec. 2, thanks to a lineup that included the
first American TV special starring the Spice Girls. The
performance marked a 57% improvement from the pre-
vious Tuesday. The 9-10 p.m. Spice Girls special, Too
Much Is Never Enough, earned a 6.4/9 in the metered
markets, a 94% improvement cver the previous week's
encore broadcasts of Malcoim & Eddie (3.3/5) and In
the House (3.2/5). National numbers for UPN will be
released this week.

Fox catches ‘Bus’ for '98

The Fox Kids Network
has picked up reruns
of PBS’s animated
The Magic School Bus
for fall 1998. The sci-
ence adventure series,
produced by the TV
arm of Schélastic Inc.,
features the voice of
Lily Tomlin as the
teacher, Ms. Frizzle. She takes her grade-school class
on field trips that emphasize science. The series
debuted on PBS in 1994,

Ms. Frizzle and her class wi e
seen on Fox next year.

‘Magnificent’ for midseason

CBS will offer a special two-hour premiere of its mid-
season drama The Magnificent Seven on Saturday,
Jan. 3, at 8-10 p.m. In subsequent weeks, the show—
starring Michael Biehn (“Alien”}, Eric Close and Ron
Perlman ("Alien Resurrection”)—will air on Saturday at
8-9 p.m. Dr. Quinn, Medicine Woman will return to the
Saturday 8 p.m. time slot on Feb. 28. The Magnificent
Seven picks up the tale of seven men committed to jus-
tice where the classic motion picture left off.

Jerry Goldman leaving Paramount

Jerry Goldman will exit his post as senior vice president
of finance and production for Paramount Network TV to
enter a deal to produce long-form programming for the
division. In his place, Paramount has appointed Reid
Shane as senior vice president, production. Shane—
who will oversee physical production for all series, pilots
and long-form programming—ijoined Paramount from
The Kushner-Locke Co., where he was senior vice pres-
ident of production since 1994. Goldman joined Para-
mount in 1982 and most recently oversaw production of
the series and long-form programming. —Lynette Rice

www americanradiohistorv com
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./;Ei. their attention

There are nearly 2 million French-speaking Americans \‘L,
living in the United States. And they e yearning for
exciting, high quelity French-language television. N

. ulfill cheir every desire

24-hours a day. TV offers French-language programming
from France, Belgium, Switzerlind and Canada, featuring
direct newscasts with an international perspective, current
affairs, fiction, movies, art. culture and entertainment.

. Jatisfy their appetite

Digital compression ensures high quality uninterrupted
broadcasting across the United States.

7 elebrate

Once vou've reached this profitable murket. there's
only one thing left to do: crack open a bottle

of the finest French champagne. v

For the past 14 vears, TV5 has been bringing the best in French-language programming o 70,000,000 subscribers in more than 100
countries on 5 continents worldwide. And it's available today for passionate viewers right here in the United States.

If the thought of becoming a French lover excites you, call

1-303-267-73175

THE ULTIMATE FRENCH EXPERIENGE ws
WWW. V3. 0rg

T".'i is T'tprfsenlﬂl by Int-:mmmngi Channel W e
Yisit us in booth pumber 3271 ar the Western show Channed
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48. Champions of Magic 2
7.8/13

17.Cosby 10.5/16

OPLE’S CHOICE

KEY: RANKING/SHOW [PROGRAM RATING /SHARE] = TOP TEN SHOWS OF THE WEEK ARE NUMBERED IN RED « TELEVISION UNIVERSE ESTIMATED AT 98.0 MILLION HOUSEHOLDS; ONE RATINGS POINT=380.000 TV HOMES
YELLOW TINT IS WINNER OF TIME SLOT + (NR)=NOT RANKED; RATING/SHARE ESTIMATED FOR PERIOD SHOWN + *PREMIERE » SOURCES: NIELSEN MEDIA RESEARCH, CBS RESEARCH * GRAPHIC BY KENNETH RAY

_NBC

48. Suddenly Susan 7.8/12

JFoR

48.Melrose Place 7.8/t2

20.Ev Loves Raymd 10.1/15

54. Fired Up 7.5111

UPIN

82.In the House 3.6/6

Ratings according to Nielsen

Nov. 24-30

84.Mal & Eddie 3.5/5

(B

81.7th Heaven 3.7/6

7.NFL Monday Night
Football—Qakland
Raiders vs. Denver
Broncos 13.0/22

10.0/16
51. Grace Undr Fire 7.7/13

38.Murphy Brown 8.7/13

35.Caroline in/City 8.9/13

3. Magic’s Biggest

44 George & Leo  8.2/12

54. Naked Truth 7.5/11

Secrets 15.0/22

42. Soul Man 8.5/14

61. Brooklyn South 6.8/11

35. JAG 8.9/14

6. Dateline NBG  13.2/22

12.0/19
12. Mad About You 11.1/18

23. Fox Tuesday Night

29. NewsRadio 9.4115

Movie—Home Alone 2:

9. Home Imprvmt 11.8/18

20. Spin City 10.1/16

13. NYPOD Blue 11.0M19

39. Spin City 8.6115

44. CBS Special Movie—
Indefensible: Ed

Brannigan 8.213

37.Candid Camera Looks

B. Frasier 12.619

Lost in New York

17. Just Shoot Me 10.5/17

9.9M16

5. Dateline NBC  14.4/24

86.Good News 3.2/5

89.Sparks 3.0/4

87 Moesha
92 Clueless

31
2.8/4

78.5tar Trek:

99.Mal & Eddie 2.3/4}
102.In the House 1.9/3|

84, Buffy/Vampire
Slayer 356

93 Smart Guy  2.7/5

>
q 3 .
ﬁ 33.Dharma & Greg  9.1/15|  at Love 8.8/15 22 world’s Greatest 8. ;‘;’;m::'ft:g?églr_ Voyager  4.1/7[ 89 SmartGuy 3.0/5
9:00| 19.0rew Carey  10.2/17| 43 Touched by an Angel Magic 10.017 7 0/12| 93.The Sentinel 93 Wayans Bros 2.7/5
é 9:30| 51.Ellen 7.7113 8.314 2715 96. Wayans Bros2.5/4
1828 25.PrimeTime Live 9.7/17| 31.Chicago Hope 9.3/17] 27.Law & Order 9.617
: ) 1) 0
> 8:00| 80.Sabrina/Witch  4.0/8 13, Seinfeld 11.0/23
57.Promised Land 7.1/15 ;
2 8:30[ 63 Home Imprvmt_66/13] * 72.Sears Family
Theater—Miracle on
@ 9:00( 68.Drew Carey  6.0/12 B R 34th Street 5 9/10
2 30| 75 Hiller & Diller  4.8/5) 39, CBS Special Movie— | ™ accic park  10.6/21
10:00| 73. Spin City 5.110 Unlikely Angel  8.6/17
10:30| 78. Ellen 4.1/8
00| 54.Sabrina/Witch 7.5/14
i d 34.Snowden on Ice 9.0/16 _ 4
a 8:30| 64. Teen Angel 6.4/12 29 Movie of the Week— | 82.Skate International—
2 9:00| 67. Boy Meets Wrid 6.1/11 Richie Rich 9.417 Canada 3.6/7
[£ 9:30] 75.MeetHanson  4.8/9] 31.1ce Wars: USA vs. the
10:00 World 9317 ;
46.20/20 8.0/15 59. Dateline NBC  6.9/13
10:30
U
2= 8:00 102.U.S. Open P
74.C-16 5.0/9 ; i 3 _ .U.S. Open Pro
& 830 O S oA ovie— | 47 Movie of tne Week— | 77 Skate International— | Figure Skating
& o0 Mifs: Saita Glaus Sy France 4.4/8]  Championship
P o3| 7 Nothing Sacred  5.3/9 6.77121  Movie 7.8h4 193
ko
NI000f g6 the practice  g.2r12| 39 Walker, Texas Ranger | o o ionder  5.0/11
10:30 8.6/16
D.6 ) 4 .
7:00 (nr} NFL Game 2 12.4/21] 55 Annabelle's Wish 100.Nick Freno 2.03
2. i 15.6/25 100.U.S. Open Pro
7iop] 4 HETEETHISNIGL B0Minutes 18 8/ e Dateline NBC  7.6/12 69/11|  Figure Skating | 91 ParentHood 295
isney—The Love Bu - ; b -
: 8:00 y 6.4,1% 4.Touched by an Angel | 28. All-Star-TV Censored | 24. The Simpsons  9.8115| ~ Championship | 87 Jamie Foxx 3.1/5
2 &30 148/22|  Bloopers 9.5/14[ 25 King of the Hill 9.7/14 20731757 Tom Show 243
9:00 . » 10. NBC Sunday Night i 97.Unhap Ev Af2.4/3
? 43| 70 ABC Sunday Night 1.CBS Sunday Movie— Miovie—Rational ULTRE R L5716 10 Alright Airdy 1772
Movie—Street Fighter Borrowed Hearts L .
10:00 ampoon's Christmas
5.4/8 18.4/28 .
Vacation 11.7118
10:30
WEEN AVG 7.7/13 9.9/17 9.9/17 7.4/12 2.6/4 2.8/4
STD AVG 9.0/15 9.9/16 10.9/18 7.4/12 3.2/5 3.0/5
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Changing Hand's

of station sales

|
} The week’s tabulation

Proposed station trades

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

THIS WEEK:

Tvs $00
Combos - $13,777,000 8
FMs 154,319,901 9
AMs 1 $1.910,000 6

Total -1 $20,006,901 23
50 FAR IN 1997
TVs1$6,991,180,330 109
Combos 1$7,767,964,551 - 305
FMs — $1,887,696,233 11383
AMs 1 $354,239,108 228
Total - $16,976,070,222 - 1,025

] SAME PERIOD IN 1996
TVs$10,430,892,145 - 95
Combos 1 $11,999,023,436 336
FMs$2,562,802,463 1391
AMs - $200,040,306 1 242
Total :1$25,192,758,350 - 1,064
Source: BROADCASTING & CABLE

KTCS-AM-FM Fort Smith, Ark.

Price: $9 million

| Buyer: CapStar Broadcasting Part-
ners LP; Austin, Tex. (Thomas O.

| Hicks, owner); owns/is buying 226

FMs and 93 AMs

Seller: Big Chief Broadcasting Co.,

Fort Smith (Bill Harper, president);

no other broadcast interests

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

99.9 mhz, 100 kw, ant. 1,918 ft.

Formats: Both country

Broker: Broadcast Transactions

WSDR(AM)-WSSQ(FM) and WZZT(FM)
Sterling/Morrison, lll.

Price: $1.5 million

Buyer: Withers Broadcasting Co.,
Mount Vernon, lil. {W. Russell With-
ers Jr., president); owns three TVs,
six FMs and eight AMs

Seller: LH&S Communications,
Chicago {Alex R. Seith, chairman};
no other broadcast interests
Facilities: wsDR: 1240 khz, 1 kw;
wssa: 94.3 mhz, 6 kw, ant. 309 {t.;
wzzT: 95.1 mhz, 3 kw, ant. 328 ft.
Formats: wsDR: news, talk, sports;
wssa: AC; wzzT: classic rock
Broker: Frank Boyle & Co.

KVOP-AM-FM and KKYN-AM-FM
Plainview, Tex.

Price: $1 million

Buyer: Texrock Radio Inc., Austin,
Tex. (Dain Schult, president);

Broadcasting & Cable Dec;mT)er 81997

|

|

Broadcasting

owns/is buying KBAL-AM-FM San
Saba, KGRw(FM) Friona, KQFx(FMm)
Borger/Amarillo, kvou(AM)-KUVA(FM)
and kyur(Fm) Uvalde and kePs(am)-
KINL{FM} Eagle Pass, all Tex.

Seller: Radio Music Box Co., Plain-
view (Michael Fox and Donald
Williams, principals); no other broad-
cast interests

Facilities: kvoP{am): 1400 khz, 1 kw;
KvoP-FM: 97.3 mhz, 100 kw, ant. 440
ft.; kkyn(am): 1090 khz, 5 kw day,
500 w night; kkyN-Fm: 103.9 mhz, 25
| kw, ant. 361 ft.

Formats: kvoP(AM): Spanish; KvOP-FM:
AC; KKYN({AM): coUNtry; KKYN-FM:
country

Broker: Patrick Communications

KERV({AM)-KRVL(FM) Kerrville, Tex.
Price: $702,000

Buyer: Barbwire Communications Inc.,
Port Arthur, Tex, (Kent Foster, presi-
dent); Foster and family own KPxS-FM

Seller: Griffin Broadcasting Corp.,
Kerrville, Tex. {Richard Griffin, presi-
dent); no other broadcast interests
Facilities: AM: 1230 khz, 1 kw; FM:
94.3 mhz, 50 kw, ant. 550 fi.
Formats: AM: news, nostalgia; FM:
country

Brokers: Whitley Media Inc. and Sun-
belt Media Inc.

WBCO(AM)-WQEL(FM) Bucyrus, Ohio
Price: $640,000

Buyer: Anchor Broadcasting Co., Bu-
cyrus (Michael J. and Donna C.
Laipply, owners); no other broadcast
interests

Seller; Brokensword Broadcasting
Co., Bucyrus (J. LaVonne Moore,
principal); no other broadcast inter-
ests

Facilities: AM: 1540 khz, 500 w; FM:
92.7 mhz, 3 kw, ant. 300 ft,

Formats: AM: AC; FM: classic rock

KTFS(AM)-KTWN-FM Texarkana,
+ Ark./Tex.

Vidalia and kzwa-Fm Lake Charles, La.

Price: $435,000

Buyer: CapStar Broadcasting Part-
ners LP; Austin, Tex. (Thomas O.
Hicks, owner); owns/is buying 227
FMs and 94 AMs

Seller: KATQ Radio Inc., Texarkana,
Tex. (John Bell, presidert); no other
broadcast interests

Facilities: AM: 940 khz, 2.5 kw day,
11 w night; FM: 107.1 mhz, 2.9 kw,
ant. 479 ft.

Formats: AM: news, talk; FM: AC
Broker: John Barger and Wally Tucker

KRHD-AM-FM Duncan and KSWO(AM)
Lawton, Okla.

Price: $425,000

Buyer: Monroe-Stephens Broadcast-
ing Inc., Anadarko, Okla. (Stanton M.
Nelson, president/86% owner); owns
KJON{AM}-KRPT(FM) Anadarko

Seller; Duncan Broadcasting Co. Inc.,
Lawton, Okla. (Robert H. Drewry,

| principal); Drewry family owns KSwo-
| Tv Lawton, Okla., and Kxxv(Tv)
Waco, Tex.

Facilities: KRHD(AM): 1350 khz, 250 w
day, 100 w night; KRHD-FM: 102.3
mhz, 3 kw, ant. 207 ft.; kswo: 1380
khz, 1 kw

Formats: AM: religion; FM: hot AC;
KSwO: news, talk

Broker: R.E. Meador & Asscciates

50% of KGWA(AM)-KOFM(FM) Enid,
Okla.

Price: $75,000 for stock

Buyer: Hammer Williams Broadcast-
ing Inc., Enid (Kyle D. Williams, pres-
ident); no other broadcast interests
Sellers: Hoby and Larry Hammer,
Fairview, Okla.; no other broadcast
interests

Facilities: AM: 960 khz, 1 kw; FM:

1 103.1 mhz, 25 kw, ant. 298 ft.
Formats: AM: news, talk; FM: country

ll

WMHS(FM) (formerly WDHT)
| Luverne, Ala.

‘ The person you describe

www.americanradiohistorv.com

is the person we deliver.

Joe Sullivan & Associates, Inc.

Fxecutive Search & Recrutment

ST i 2

765-5050

I
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Price: $1.733 million

Buyer: CapStar Broadcasting Part-
ners LP; Austin, Tex. (Thomas O.
Hicks, owner}; owns/is buying 226
FMs and 93 AMs

Seller: Joan K. Reynolds, Greenville,
Ala.; owns wauL{aM} Brantley, Ala.
Facilities: 104.3 mhz, 13.5 kw, ant. [
1,841 fi.

Formats: Dark

WIZK-FM Bay Springs, Miss.

Price: $553,000 for stock

Buyer: Blakeney Communications
tnc., Laurel, Miss. (Larry K. Blake-
ney, president/33.3% awner); no
other broadcast interests

Seller: Mitchell Jerome Hughey, Bay
Springs; owns wizk{am) Bay Springs
Facilities: 93.5 mhz, 3 kw, ant, 328 ft,
Format: Real country

WPRE-FM Prairie du Chien, Wis.

Price: $500,000

Buyer: Robinson Corp., Virogua, Wis.
{David and Jane Robinson, owners);
no other broadcast interests

Seller: Prairie Broadcasting Inc.,
Prairie du Chien (Walter C. and Mary |
Ellen Schlaught, principals); no other
broadcast interests

Facilities: 94.3 mhz, 36 kw, ant. 525 ft.
Format: MOR

Broadcasting

KACO(FM) Ardmore, Okla.

Price: $475,000

Buyer: A.M. & P.M. Communications
LLC, Dallas (Richard E. Witkovski,
president/75% owner); Witkovski
owns 75% of kxiL(Fm) Sanger and
15% kDsx{am) Sherman-Denison, Tex.
Seller: KRIG Inc., Ardmore (Homer
H. Hillis Jr., president/46% owner);
owns KOMH(AM) Pawhuska and
KRIG(FM) Nowata, Okla.

Facilities: 98.5 mhz, 25 kw, ant. 330 ft.
Format: Country

KWMX{FM) (formerly KVTF) Williams,

[ Ariz.

Price: $421,400

Buyer: Red Rock Communications |l
Ltd., Sedona, Ariz. (Thomas S. Rock-
ler, president); Rockler owns kSED
{FM) Sedona and krFLx(FM) Flagstaff,
Ariz.

Seller: Jana Tucker, Tucson, Ariz.;
Jana and Ted Tucker own KCDx{Fm)

Florence, kLae(FM) Oracle and a con-

struction permit in Winslow, all Ariz.
Facilities: 96.7 mhz, 1 kw, ant, 804 f1.
Formats: Dark

KKMT{FM} Columbia Falls, Mont.
Price: $337,500
Buyer: Bee Broadcasting, Kalispell,

[ Mont. (Benny Bee Sr., president/95%

WICHITA FALLS SUPERDUOPOLY
APEX BROADCASTING, L.L.C.

Bruce Holberg, President

has agreed to acquire

KNIN-FM: $2,000,000
KWES-AM/FM: $1,400,000
KTLT-FM: $1,400,000
Patrick Communications was proud to serve
as the broker in this transaction.

PATRICK

(410)740-0250, www.patcomm.com

www americanradiohistorv com

owner); owns KDBR{FM) and KBBZ(FM)
Kalispell and wuJr(am) Whitefish, Mont.
Seller: Radio 2000 Inc., Whitefish,
Mont. (Frank Copsidas Jr., presi-
dent/owner); owns KT0Z-FM Pleasant
Hope, kamo{Fm) Ash Grove and
KHTO(FM) Mount Vernon, all Mo., and
KCHZ(FM) Ottawa, Kan.
Facilities: 95.9 mhz, 59 kw, ant. 285 ft.
[ Format: Dark

KWCO-FM Chickasha, Okla.
Price: $200,000
Buyer: Tyler Enterprises LLC, Okla-
homa City (Ralph H. Tyler, manag-
ing member); owns KTSH(FM)
Tishomingo, Okla.
Seller: Martin Communications Inc.,
Chickasha {Robert T. Martin, presi-
dent); no other broadcast interests
| Facilities: 1560 khz, 1 kw day, 250 w
‘ night

Format: news, talk

| 51% of CP for WZYQ{FM] Mound

| Bayou, Miss.
Price: $75,001
Buyer: Larry G. Fuss, Cleveland,
Miss.; owns wDsK(aM)-wDTL-FM Cleve-
land and woHT(FM) Drew, Miss., and

| KDTL(FM) Lake Village, Ark.
Seller: Stephen D. Tarkenton, New-

| nan, Ga.; no other broadcast interests
Facilities: 102.1 mhz, 500 w, ant. 85 ft.

] Format: Dark

CPs for WNAN{FM| Nantucket and
WHMV(FM)} Woods Hole, Mass.
Price: $25,000
Buyer: WGBH Educational Founda-
tion, Boston (Henry Becton Jr., presi-
dent); owns wGBH-FM-TV Boston and
| waBy{Tv) Springfield, Mass.
Seller: Cape & Islands Community
| Public Radio Inc., Woods Hole {(Jay
Allison, executive director); no other
broadcast interests
Facilities: wnan: 91.1 mhz, 2 kw, ant.
73 ft.; whmv: 90.1 mhz, 6.5 kw, ant.
| 300 ft,
| Formats: Both dark

| continues on page 122

! Amplification

®m The sale of WRAM{AM])-WMOI(FM}

Monmouth, lit., by KCD Enterpris-

es Inc. to WPW Broadcasting Inc.

for $1.7 million (BaC, Nov. 24) was

brokered by both Kozacko Media
' Services and The Connelly Co.

® The sale of wice(FM) and
|| WTKA(AM)-waKL(FM) Ann Arbor and

wDEO(AM) Saline, Mich., by Arbor
| | Radio LP to Cumulus Media LLC

for $14.975 million (BaC, Nov. 24)
| | was brokered by Bergner & Co

| N ==
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Broadcasting

Capstar commits stations to Internet venture

By John Merli

apstar Broadcasting has signed

its Northeastern cluster of 60

midsize-market radio stations
(Atlantic Star Communications) onto
an infant online Website venture
known as Radio-VillageNet tfrom Katz
Radio Group and Electric Village.

The goal is to produce Internet-gen-
erated income for Capstar’s regional
group stations.

Radio-VillageNet is designed to pro-
vide station groups, networks and indi-
vidual operators with means of devel-
oping and maintaining Websites that
will, in turn, attract new revenue
sources via national advertising and

|
|
|
|
E
|
|
r

electronic commerce,
Atlantic Star President Jay
Sterin says the agreement
ensures that his stations will
gain access “'to the many rev-
enue streams that exist for
radio on the [Internet].”
Radio-VillageNet says it
provides turnkey online

P
st

ElectricVillage

N
2

resources that include mem-
bership in a national network
of radio Websites with
access to “significant nation-
al revenue streams through Katz's
broadcast and Internet sales divi-
sions.” Participating stations will
share whatever revenue is generated
and will have the opportunity to create
their own income from local Website
advertising. Capstar’s Atlantic Star
group is the first to sign onto the Vil-

INTERNET RESOURCES

FOR RADIO

lageNet venture. the formation of
which was announced last September
at the NAB Radio Show.

Electric Village (www.electricVil-
lage.com) is a Web resource provider
that offers an array of online services
for radio stations. including creation of
listener databases. [

Calendar offers
expostre to radio talent

By John Merli

calendar publisher in Texas
A is marketing a holiday prod-

uct using what most radio
personalities don’t have to rely on
for their success—their looks.

The 1998 pinup calendar being
sold by EML Productions of San
Antonio may be tame by today’s
standards. but several of the
female on-air radio personalities
in the full-color glossy photos are
wearing of underwear and other
revealing garments. looking
more like professional models
than DIs. (Some are both.)

Cody Robins of KCIz(FM) San
Antonio sits atop a studio control
board wearing a black negligee
and showing lots of leg. Ellen K.
of Kis-FM Los Angeles braces
herself against a tape machine,
holding a large mike, dressed in a
cream-colored jacket that ends
just below the hips and just above
white stockings. Irma Blanco. repre-
senting wRCX(FM) Chicago, reposes in
a white bathrobe with a parrot on her

1996
SPECIAL
FOITIOMN
CALENDAR

gy |..|I|,| AN THE-AIR el

W

Ellen K. of kns-Fm LOs Angeles graces the
calendar’s cover and the month of July.

Kristi Knight of KFMB-FM San Diego
poses in a sheer white dress over a biki-
ni with satellite dishes as backdrop.
Later this month she will hold a calen-
dar signing at a local Borders book out-

let, where she says “two dollars out of
every culendar we sell will go directly
to the [nonprofit] Make-a-Wish Foun-
dation.” Knight co-hosts her afternoon
drive-time shift with her husband,
Mark Jagger.

Calendar editor Roy Morales says
that some stations had to be turned
down because their personalities
“were not suitable™ for the publica-
tion. Other stations (which he said he
could not recall) were asked to appear
but did not want to be included. The
idea for the radio-oriented publication
was unknowingly inspired by Howard
Stern. whose book-signing appear-

ance at a shopping mall drew a lot of

customers away from the calendar dis-
plays.

Given the increased sensitivity to
others in the workplace in recent
years. however, might some of the
pinup pictures be inappropriate in an
office? “This would probably be more
suitable in a home office or a mechan-
ics’ shop, something like that.,”
Morales acknowledges. EML Produc-
tions is marketing the calendar
through a service called Calendar
Club. which sets up displays at local
malls for the holidays. It's also using
an 800 number and its Website
(www.CalendarDepot.com). About
3.000 copies of the $12.95 calendar
were printed in September. Morales
says. No sales figures were available
by early December. ]

Larn1.

Broadcasting & Cable December 8 1997

www americanradiohistorv com


www.americanradiohistory.com

90

Big

December 8, 1997

Management buvout said to he most likely scenario

By Price Coiman

BC Communications is
activelv shopping its
Pacitic Bell Video Ser-
vices digital wireless cahle
operation n Los Angeles and
Orange counties. A deal 10 sell
the business mav not be fur off’

While at least one cable
MSO and a Californii utility
have shown interest in the dig-
itial svstem. which has just
under 15.000 subscribers. a
management buyout is more
probuble. sources say.

“The current management of
the company is trying to get the financ:
ing to huy 1. savs 4 source familiar
wilh the situation.

A spokeswoman at Pacific Bell
Video Services. the division that over-
sees the wireless cable operation. said
she had not been notified of a sule and
referred questions 10 SBC. An SBC
spokesperson said that the company
does not comment on speculation.

On-time
- spots unveiled

Today weatherman and
anchor Al Roker and a cap-
pella group Rockapella
helped the cable industry to
introduce two on-time cus-
tomer guarantee spots last
week. The first 30-second
spot features a groom late to
his wedding ceremony who
offers to reimburse his
bride’s parents for the wed-

often as possible during ad avails.

L _ L Au

ding and a newborn baby handing her parents $20 because she arrived past
her due date. The second tells the story of a cable repairman who ignores
offers of a free car and a free cruise to show up at a customer’s house on
time. Not surprisingly, NCTA encouraged cable systems to run the spots as

Pacific Bell’s digital compression center in El Monte, Calif.

Sale of the digital and analog wire-
less systems would be consistent with
other recent moves away from video
competition by SBC. Since merging
with Pacific Bell parent Pacilic Telesis,
SBC hus shut down or shed all of its
domestic wired video networks.

Alter merging with PacTel. SBC
abandoned its hvbrid tiber/coux net-
work in Richardson. Tex. Earlier this

_——_——

—~Paige Albiniak

www americanradiohistorv com

SBC selling LA wireless cable

vear, Pacific Bell turned oft s
hybid tiber/coux full-service
nerwork in the San Jose. Calif..
area and has acknowledged
that it is looking for a buver for
the network. At the ume Pacif-
ic Bell pulled the plug. the ser-
vice had about 8.000 sub.
scribers.

More recentlv. SBC sold ns
majority ownership in cable sys-
tems 1 Virgimia and Marving
1o Prime Cable. which was
backed financially in the deal by
the Carlyle Group. Further i
tancimg iselt trom the video hat
tleground. SBC m late July with:
drew from the Americast joint venture
with Disney. Ameritech. GTE. Bell
South and Southern New England Tele-
phone. That withdrawal has prompted a
legal bande hetween SBC and Americ
ast’s renmaining pariners,

I's unclear whether SBC intends to
couple the sale of the digital wireless
system with the sale of an adjacent anu-
log svstem in Riverside. Calif. That
svstem. Cross Country Wireless, has
some 43.000 subscribers. Whether the
analog and digital svsiems go in a
piackage or are splitup. SBC is not like-
Iv to get anything close to what 1t has
invested in the operations.

Pacific Telesis hought the existing
Cross Country Wireless svstem in
Riverside and additional licenses for
Los Angeles and Orange counties in
April 1995 for $175 million—3$120
million in PacTel stock and $535 million
in assumed deht. In addition, Pucific
Bell Video Services has spent at least
$50 million on the digital svstem’s

| headend and to upgrade its billing sys-

icm 1o handle the video business.

The other probleny is that while build-
ing a digital wireless infrastructure 1s
considerably less expensive than build.
mg a cible network or creating a DBS
system, once it comes (o getting cus-
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Romance falls
" in love with
originals

|

in an effort to give viewers more
‘ of what they want, Romance

Classics is launching a slate of
five original series next year on
themes of romance, escape and
[ love.

Romance’s parent company,
[ American Movie Classics, has
tapped a number of independent
producers to provide program-
ming exclusively for Remance
Classics. AMC’s budget for pro-
duction of the criginal series is
pushing $10 million, according to
sources close to the deal.
Romance, which launched nearly
a year ago, claims 9.7 million
subscribers.

Romancing America, a travel-
themed program, focuses on
romantic sites in various U.S.
cities; Table for Two teatures
recipes for romantic dinners and
profiles of celebrity chefs, rela-
tionship advice show He Said,
She Said, discusses the differ-
ences between men and women
in open debates; Great
Romances of the Twentieth Cen-
tury details celebrity love affairs,
and Real Romance, tells the sto-
ries of current romances between
average people.

AMC President Kate McEnroe
says viewer feedback and
research over the past quarter
showed that audiences want
more shows about family, rela-
tionships and “lifestyles from a
positive spin.”

The series' debuts mark
Romance's first major move into
original programming. “We're try-
ing to take the network from 5
percent or 10 percent ariginal
production now to 50 percent by
the year 2000,” says McEnroe.

“After being in existence now
for 11 months and spending the
last four months looking at
research, we see there is a need
and a desire from the viewer for
programming that gets them
more intimately involved.”

—Donna Petrozzello

92

Cable

lomers, the cosls approuch those of |
cable. [t costs as much as $1,200-$1.700
to complelely equip a home—including
fabor, antenna and an average ot 1.5 set-
top converlers per home—-for the ser-

i vice. PucBell had hoped to achieve |

economies of scile more guickly by
purchasing | million Thomson sci-top
boxes at about $400 each for the service.
But with SBC-mandated spending cuts,
that number has been reduced 10 sonie
50.000 set-tops. which means PacBell’s
volume discount was much smatler.

On the plus side, those who have
seen the 150-channel service, which
includes about 30 channels of digital
music, sav it has excellent picture qual-
ity and at a base price of $31.95 4
month is competitive with cable and
DBS. Conversely, the line-of-sight

nature of wireless cable. including dig-
ital, otten translutes inlo interference
from trees. buildings—even weather.

Estimates are that PacBell has
roughly 8250 million invested in the
digital and analog wireless services.
Converting Cross Country Wireless's
45,000 customers from analog to digi-
tal—which would make the combinexd
properties more altractive—is improb-
ible because of the substantial costs.

I's highly unlikely you'lt see u
price anvwhere close 10 what they have
it says o source familiar with the
operalons.

Ultintately, that could work in favor
of & management buvoul because it
would be casier 1o obtain tinancing
from the investiment banking commu-
niy. |

Liberty to digitize Telemundo

Will launch 10-12 digital Spar
product from newlv acquired 1

By Donna Petrozzello
iberty Media has confirmed
plans 10 launch 19-12 Spanish

Llunguu e channels over co

owned Tele-Communications Inc.’s |
digital cable tiers early nexi vear. |
Those may be followed by another |2
channels in 1999,

The announcement comes a week
alter Liberty linked with Sony Pic-
tures Entertainment—and financiers
Apollo Capital Management and Bus
tion Cupital Fund—to acquire Span-
ish-language broadcaster Telemundo
for $44 per share. or roughly $340
million cash.

Liberty plans to tap programming
that would typically air first on Tele-
mundo before making its digital
debut. “Liberty has signed a contract
to become an investor in Telemundo.
so our hope is that those efforts will
be strong complements to each
other.” savs Liberiy Media Vice Pres-
ident David Jensen.

Liberty will also distribute pro-
gramming (rom independent produc-
ers and other Spanish-language
broadcust networks for the 24-hour
digital channels.

The company sayvs il plans 1o
approach Discovery Communications
about distributing Discovery's Latin

wwWw.americanradiohistorv.com

ush-language channels with
wetwork, among other sources

“We’re not talking
about reheating
English-language

programming with a
Spanish audio track.
We’'re talking about
programming that is
new, fresh and
inventive and
created specifically
for Spanish speakers
in its original format.”
—Liberty’s David Jensen

1
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Cable companies across

America are promoting the

Terry Cooper, GM, Jones [ntercable, Surtside Beach, SC and Lassi

C A B L E T V

e
ON TIME.GUARANTEED.

It you would like more Information about the OnTime Customer Service Guarantee

or have an OTG success story, contact Kim Elek at the NCTA

n-Time Guarantee.

i, ¥

Animal Plan

2, 775-3619

Oneis
even barking
about it.

Terry Cooper and his team at Jones Intzarcable do an
outstanding job telling their customers about the
OTG. Here's how they spread the word:

dx’ With Animal Planet, thev sponsored an appearance by

f, lassic and publicized it with the ling, “lust like Lassie

Ay A. was always on ume for Timmy, lones Intercable is
on time tor you — guaranteed.” To top olt the event

ih
fireworks saying “On-Time. Guaranteed.” liv up the skv

-~
\: On their customer service phone line, they play an
s on-hold message explaining the guarantee

Thev un OTG television commercials three rimes a
day on eight networks,

\

1
~ Ti
b | %ls Your Job,” 1o motivate the staff 1o deliver great
-~
*

austomer service

“hev developed an internal company slogan, “Every lob

w@ They put the OTG message on all mailings and
e
2= postcards thev send to their customers

The more your customers know about the OTG, the
more satisfied they’ll be. And Terry or Lassie will tell
you that’s good for business.

www americanradiohistorvy com
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The cable industry not only beat out
broadcasters for market share in 1997, it
also proved the superiority of its infra-
structure for offering multimedia ser-
vices. At least that was the contention of
NCTA President Decker Anstrom at a
press briefing last week. *In 1997, cable

emerged as a leader not just in televi-
sion, but in telecommunications,”
Anstrom said. Last year, cable program-
ming claimed 54% of household market

mercial broadcasters. More than 80% of
available children's programming airs on

Decker Anstrom claims
cable has a 54 percent

Cable accentuates the positive

tions,” he said, adding that "more than 75
percent of TV-watching kids watch their
favorite shows on cable.” The industry
also rolled out cable modem service to
75,000 people in 67 markets and 29
states, he said, and 9.5 million homes
have access to high-speed Internet ser-
vices via their cable company.

Regarding rising cable rates, Anstrom
said: “It's most important that operators
thoroughly brief customers about why their
rates are rising. We have learned very
painfully not to underestimate our cus-
tomers’ and policymakers’ reactions with

cable "without any government regula-

America—bascd programming over
the digital channels. Other possibili-
ties include distributing Fox Sports
Americas and CNN en Espaiol on
two ol the channels. Liberty and TCl
also are collaborating o develop orig-

I
‘ share, with less than 40% going to com-
L

PEOPLE’S CHOICE
Top Gable Shows

Following are the top 25 basic cable programs for the week of Nov. 24-30, ranked by rat-
ing. Cable rating is coverage area rating within each basic cable network’s universe; U.S.

rating is of 98 million TV households
Rnk Program Network
1 NFL/Denver & San Diego ESPN
2 Nonstop Nicktoons Weekend NICK
2 Nanstop Wicktoans Weekend MICE
2 Nonstop Nicktoons Weekend NICK
5 Nonstop Micktoons Weekend MICE
5 Beavis & Butt-Head MTV
7 Honstap Micktoors Weekend NICK
7 Nonstop Nicktoons Weekend NICK
9 Nanstap Micktoans Weekend NICK
9 Nonstop Nicktoons Weekend NICK
9 Nanstap Nicktoors Weekend MICK
17 World Champ. Wrestling TNT
13 Nanstop Micktoons Weekend MICK
13 Monstop Nicktoons Weekend NICK
15 Nonstop Micktaors Weekend MICK
15 Hanstop Nicktoons Weekend NICK
17 Augrats MICH
17 Nonstop Nicktoons Weekend NICK
17 Nanstap Mickioars Weekend MICK
17 Rugrats NICK
21 World Cnamp. Wrestsng THT
21 Nonstop Nicktoons Weekend NICK
21 Nonstop Micktoons Weekend MICK
21 Nonstop Nicktoons Weekend NICK
21 Wonstop Mickteans Weekend NI

household market share.

regard to our behavior.”

—Paige Albiniak
]

inal Spanish-lunguage programs in-
house for digital diswribution.,

Jensen says the programming mix
will include general entertainment,

| children’s shows. movies and sports
and will cons.st almost entirely of

Rating HHs
Day Time Duration Cable U.5 (000} Share
Sun 0800p 199 &5 51 5030 109
Wed07:00p 30 45 33 3231 83
Sun 00:30m 30 45 33 321 141
Sun 11:00a 30 45 33 3188 123
Sun 10:D0s 30 44 32 3114 128
Fri 1000p 30 44 30 2971 738
Wad0730p 30 43 32 30 T7
Sun 11:30a 30 43 3.1 3063 114
Sun 10:30a 30 &2 30 304 120
Sun 1200p 30 42 3.0 2990 10.6
WedDE:30p 30 42 30 2055 A0
Mon0800p 60 41 30 299 64
Sun 09:00s 30 &0 208 2B53 135
Sun 1230p 30 40 29 2826 97
Sun N:A0p 30 €9 209 208 BB
Sun01:00p 30 39 249 2802 90
ManD7:30p. 30 28228 212 &0
Wed08:0ip 30 38 28 2715 65
Sun 02:00p. 30 38 28 2711 BO
Tue 07:30p 30 38 27 2678 6.2
Mon{800p 76 37 2T 2B 54
Fri 09:00a 30 3.7 2.7 2642 124
Fri 0830 30 37 27 2837 117
WedD6:00p 30 37 27 2611 74
Sun 04:30p 300 1Y 26 2508 6B

www.americanradiohistorv.com

original Spanish-language produc-
tions rather than programs dubbed
trom English. The exception. he says.
may be Spanish-subtitled theatrical
releases.

“We're not talking about reheating
English-language programming with
a Spanish audio track.” Jensen says.
“We're talking about programming
that is new. fresh and inventive and
created specifically for Spanish
speakers in its original tormat.”

Liberty is planning for most of the
channels to launch as advertiser-sup-
ported. but Jensen says that some may
be offered as premium or mini-pay
services. After the inital 10-12 ¢han-
nels roll out next year. Liberty and
TCI are considering launching anoth-
er 12 digital channels in 1999, Jensen
SUuys.

TCH officials have discussed
launching a Spanish-language digital
package for months, partly to beter
serve TCEs relatively high pereent-
age of Spanish-speaking subscribers.
Among the nation’s 29 million His-
panics. 40% are in communitics
served by TCILL he says.

“The push to do this comes from
the public service cthic of TCL™ says
Jensen. “This is the largest language
minority that TCI serves—and could
serve a ot better.”

“The problem with distributing
Spunish programming has always been
that it’s too inetficient to use analog
bandwidth to speak to an audience that
is only a fraction of the marketplace.
One of the great promises of digital for
operators is that it drives down the
commadity price of bandwidth and
allows us to serve more and maore spe-

| cial interest communities.” ]

]
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Carlton to

Webcast
TV music
show

UK commer-
cial broad-
caster Carl-
ton broad-
cast its music
show, Video-
tech, simultaneous-
ly on ITV and the World Wide Web, a
first for UK TV. The hour show aired
Nov. 27 in conjunction with Webcast-
ers AMX Digital using RealVideo soft-
ware. The show had a one-time deal
with music copyright bodies, which
used it as a test case for licensing
music on the Internet.

Wiz,

@

Cartoons into Hong Kong

TNT/Cartoon Netwark will launch on
Hong Kong's Wharf Cable netwaork
Jan. 18. The channel will be available
to 130,000 subscribers at launch.
Wharf Cable also renewed a contract
to carry CNN International, which is
available to 383,000 Hong Kong
homes.

Atlantis’ profits up

Canadian TV group Atlantis Commu-
nications reports revenue of C$89.5
(U.S. $6.3 million) for the nine
months ended Sept. 30, compared
with C$91.6 million for the same peri-
od in 1996. Operating profit rose from
C$%1.8 million to C$3.2 million. The
company also had a one-time C$5.3
million profit from the sale of a stake
in channel YTV Canada.

Flextech to launch
travel channel

UK cable programmer Flextech is
developing a transactional travel
channel. Flextech will own 87.5% of
the unnamed channel, with founders
Harry Goodman and Denis Strauss
holding the remainder. By phone,
viewers will be able to book holidays

as well as to access services such as |

car rentals and currency purchases.

French to limit media
ownership

The French government plans a bill
to reduce the maximum individual
share in media companies to 25%
next March, says Claude Bartolone,
chair of the parliamentary cultural

Cable

commission. The previous govern-

ment raised the limit from 25% to

49%. The bill also will end DTH ser-
| vice TPS's exclusive carriage of pub-
| lic channels France 2 and France 3.

| Sky plans TV movies

UK pay operator BSkyB will begin
| production of TV movies with bud-
gets of up to £5 million ($7 million),
according to new CEO Mark Booth.
On Dec. 1 Sky launched the UK's
first PPV movie service, Sky Box
Office, in preparation for its digital
PPV rollout next spring.

| DirecTV Japan launches

Japan's second digital DTH service,
DirecTV Japan, launched Dec 1
with 63 channels. The basic pack-
age of 20 channels costs Y2,00)0
($15) per month. Analysts say many
censumers will wait for the launch cf
News Corp.—backed JSkyB next
April before choosing among t12
| new services and PerfecTV, whica
| has been operating since 13C€.

Prices are expected to fall once th2
| three-way competition begins.

—NMicnael Ketz

Somebody s

i i."' .y
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Finally, i s

35

&,

Americans have a lot to say. Now there’s
a new network that listens to them.
Premiering January 1998. Visit us at
the Western Show, Booth 1468,

or contact America’s Voice affiliate
sales: Washington, D.C., 202-544-6384;
Denver, CO., 303-486-6950.

wwWw.americanradiohistorv.com
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Cablevision’s chorus line

Cablevision Svstem Corp. has agreed 10
buy Radio City Productions. the compa-

v that nroduces shows for the famed
New York theater and al=o owns the
Rockettes. Tishman Speyer Properties
[ recently bought the hall trom Rocke-
feller Group. but the theuter was leased

and operated by Radio City Productions

| and it was unclear whether the reat

estate developer would renew the lease.

Now Cablevision’s Madison Square

Garden subsidiary will lease the theater

Broadcasting & Cable December 8 1997

for 25 years and spend $25 million on
improvements. including high-end TV
production equipment. There will be
more events each year. MSG had been
battling with Radie City for big con-
certs and eves during the past few
years after MSG's previous owners ren-
ovated a similar-size hall attached 10 the
SPOTts drena,

TCI sells Northeastern assets

TCl Communications has completed
the sale ol its cable svstem assets in

www.americanradiohistorv.com

New Humpshire and Vermont to Fron-
tierVision Operating Partners LI”. The
svstems encompass about 22.000 sub-
scribers in Lebanon and Newport.
N.H.. and Hardwich, Morrisville and
St. Albans, all Vermont. Financial
terms were not disclosed. but at the
industry benchmark price of roughly
$£2.000 per subscriber, the deal would
be worth about $44 million. The sale
furthers TCIC's strategy ot shedding
nonstrategic systems and increases ihe
size of FrontierVision, one of the
fastest-growing medium-size cable
operators, which now has more than
450.000 subs.

Onset of OnSet

Lentest Commumcations Inc.’s Subur-
ban Cable operations in suburban
Philadelphia have launched a digital
video-on-demand network called
OnSet. OnSet. which was developed
by Diva Svstems Corp.. offers uccess
1o some 2.000 new movies, library
titles and special interest programs
trom Warner Bros.. Disnev. Columbia
Tristar. Umversal Studios. HBO. PBS,
Children’s Television Workshop. Live
Emertainment, Worldvision and
National Geographic. Diva says al
least 10 MSOs—including Suburban
Cable. Cablevision Systems and
Ritkin & Associates—passing 1.6
million homes have committed 10
offer OnSel. The service uses a
Sarnoft Corp. massively parallel pro-
cessing svslem lo stream video via the
cable operator’s hybrid tiber/coax net:
work serving up 1o 500 homes per
node. The OnSet service has a com-
pression ratio of 8:1 and emplovs a
remole control that permits VCR-like
features. including pause. fast forward,

| rewind and bookmarking. The last is a

feature that allows viewers 1o stop a
movie al a specific point and return
hours later where thev left oft.

Dissing the dish
MediaOne last week hecame one of
the first cible companies 10 openly

{ tuke on emerging cable competitor

j

direct broadeast satetlite. The compa-
ny launched a public relations cam-
paign 1o educate consumers about the
henefits of its multimedia broadband
network as well as the hidden costs of
satellite welevision. “With the holiday
buving season under way. the satellite
TV industry is targeting consumers
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with extensive come-ons,” says Steve
Bouchard. MediaOne’s VP of video
marketing. The campaign will advise
consumers to “read the fine print”
when buying satellite systems and ser-
vices, with attention to “equipment
cosls. programming sct-up charges,
costs 1o wire multiple TV sets and the
loss of local broadeast signals.™

NetChannel adds sports
partners

NetChannel has announced partner-
ships with nine leading online pro-
gramming partners. including
NHL.com. the official site of the
National Hockey League: GoltWeb, a
popular golf site: and seven other
commerce and lifestyle partners.
Among them is NetNoir, dedicated o
Atfro-centric programming. and |
ThirdAge.com. which provides ser-
vices and products to older adults, Kid
Tools offers children’s educational
products. and Spree.com is an online
provider of books. flowers and gifis to
partners like ACOL's Digital Cities,
Hecklers and Antagonists. Rent.Net
features nationwide apartment listings.
and Abele Owners Network is a
national registry of homes for sale by
owners. JAMTYV ofters daily music
news, feature articles and interviews
and a comprehensive database of live
and archived streaming audio/video I
concert performances. NetChannel's
new partners join TV programming
partners A&E. CBS Sportsline, Lite-
time and E! Online. |

Court TV covering sting trial

Court TV will broadcast the trial of a
man charged with second-degree ,
felony murder although he was not |
present during the commission of the

crime. Defendunt Michael Albanese |
wis charged in the death of Joseph ,
Riley. who was shot and killed during |
an FBI sting operation. Albanese was |
allegedly waiting for Riley ina car
during the shooting, but Missouri’s
telony murder statute atllows a defen-
dant to be charged with murder in the
commission of a felony, even if law
enforcement fires the shots. The state

contends that Riley intended to steal
cocaine from an informant and that
Albunese agreed 1o act as the getaway
driver. Court TV's Jane Okrasinski
will be reporting on the case live from
Platte City. Mo.

TCIC deals, swaps

TC1 Communications (TCIC), con-
tinuing its partnership and clustering
push. signed deals with Insight Com-
munications to create a 50-50 part-
nership in Indiana and swap systems
to improve TCI's Utah clusters.
Insight will manage the Indiana part-

[ nership. which encompasses about
[ 320.000 subs in central and southern

portions of the state. TCIC und
[nsight are contributing an equal
number of subscribers to the puartner-
ship. In an carlier related deal. TCIC
is swapping about 62,500 of its Indi-
ana subscribers for the 58,000 that
Insight has in Sandy. Brigham City
and Vernal, all Utah. The swap
allows TCIC to strengthen its Greater
Salt Lake City cluster, which will
have about 250.000 subscribers once
the swap is completed. For Insight.
the swap augments its Indiana opera-
tions. New York-based Insight,
which is privately held. is one of the
fuster-growing small cable operators.
In barely a year it has grown from
about 170.000 subscribers to about
420.000 (pending completion of the
deals with TCIC).

Comcast commercial net

Comcast is targeting small and mid-
size business users with its Comcast
Commercial Internet Service (CCIS).
which the MSO launched last week
in portions of New Jersey. CCIS,
which is being offered by Comcast
Commercial Online. a new
division, uses @Home Net-
work's high-speed Internet
backbone to provide Internet
access and communications
capabitities over Comcast’s
hybrid fiber/coax network. The ser-
vice includes the Motorola Cyber-
Surfr cable modem and Microsoft
Internet Explorer 4.0 Web browser.
Matt Fanning. director of business
development for Comcast Commer-

[ cial Online, says that Microsoft

Internet Explorer was picked because
of its features and not because of

| Microsoft's $1 billion investment in

Comcast carlier this year. Costs for
the service include $3.000 to install
hardware and software and connect
to the network and monthly charges
ranging from $750 to $2.600.
depending on the number of users
(with a maximum of 100}. CCIS will
be available in markets where Com-
cast offers Comcast @Home. During
1998. Comcast Commercial Online
intends to launch CCIS in Baltimore,
Philadelphia. Detroit. Orange Coun-
ty, Calif., and Sarasota, Fla.

Discovery video
distribution deal

Discovery Communications Inc. and
BMG Video have announced a mar-
keting and distribution agreement for
Discovery’s branded home video
lines. Discovery said the agreement
was DCI's largest video distribution
deal ever. “Discovery has one of the
largest libraries in the world.” notes
BMG President Alvin Reuben. Under
the deal. BMG will release a mini-
mum of 12 new Discovery titles each
year in addition to reissuing at least
cight of its catalog titles. Titles will
be released under Discovery Chan-
nel, TLC and Anmimal Planet brands.

| The first titles to be distributed under

I

|

the agreement will be released in
second quarter 1998,

Bankers purchase EchoStar

shares

EchoStar Communications Corp.
says that Donaldson. Lufkin & Jen-
rette. BT Alex. Brown and Unterberg
Harris have exercised their overallot-
ment option to purchase an addition-
al 294,787 EchoStar shares. The
three investment banking firms were
underwriters of EchoStar’s Oct. 30
offering of 3.1 million Class A
shares. The overallotment shares
went for $19.50 each. the same price
as the Oct. 30 public offering. bring-
ing the net proceeds to EchoStar
from the public offering and over-
allotment sales to $63.3 million.
EchoStar plans to use the proceeds
primarily to grow its subscriber base.

| The DBS company originally had

intended to sell 5 million shares for
$23 euch. but market conditions
prompted EchoStar to scale back the
size and price of the offering.
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Counting down to the new TBS

As switch from superstation nears, over half of svstems have signed to carry basic channel

By Donna Petrozzello

ith less than a month to go. more

than half of the affiliates of

Turner Broadcasting System’s
superstation wres(1Tv) Atlanta have
agreed to carry TBS once it converts to a
basic cable network on Dec. 31

An agreement between Tele-Commu-
nications Inc. and Turner clinched an
affitiation deal earlier this year, and Time

Warner Cable has agreed to continue car- |

rying TBS as a basic network. Com-
bined. TCH and Time Warner systems
represent about 28 million subs for TBS.

Jones Intercable was the first cable
operator outside the Time Warner/
Turner family to complete
its agreement with Turner
(on Nov. 17). giving TBS
another 1.5 million subs.
Cox added its name o the
carriage list on Nov, 20
adding 3.3 million sub-
scribers: Falcon Cable
reached an agreement with
Turner on Dec. | for
another million subs while
Prime Cable reached an
agreement on Dec. 3,
adding 750.000 subs.

Likewisc. the National
Cabtle Tetevision Ca-op
agreed on Nov. 2t 1o carry
TBS as a basic network o
its 7.5 million subs. Cable
industry sources say Turner offered a
lower subscription rate for smaller net-
works, which helped 10 attract NCTC
members. The total subscriber base for
TBS on Dec. 3 was roughly 41.5 mil-
Hon, say Turner officials.

TBS President Bill Burke says Turn-
er wants to sign TBS's full slate of 73
million subscribers by year’s end. The
deal is a good one for Turner. For the
first time in TBS's 20 years. Turner
will be able 10 recoup subscriber fees
(its superstation status prevented this).
Converting TBS will “stabilize the
business™ by giving Turner revenue
from both ad sales and affiliate fees,
rather than relying strictly on “eycli-
cal” advertising revenue as Turner has
previously. Burke says.

Operators had been paying carrier
Southern Satellite Systems satellite
uplink fees averaging three cents per

100

TBS President Bill Burke
hopes to have equal
carriage when his
superstalion goes basic.

month. plus about 10 cents
in copyright fees funneled
o Hollywood studios that
scll programming to the
superstation,

But the deal is not
deemed so ideal by opera-
tors. They are expecting to

the new basic network. In
relurn. operators are given
an average of two minutes
of local ad inventory to scll
in-house. Turner contends
that operators will be able
to make up their outlay in
subscriber fees with the ad revenue. but
some operators have balked at that.
Before Cox Communications com-
pleted its agreement for TBS, Bob Wil-
son. Cox vice president of program-
ming. said some operators felt the con-
version deal would be “ua total wind-
fall”™ for Turner and amounted to a
“significant inerease™ in costs for oper-
ators. Wilson declined 1o comment
atter Cox signed its agreement.
Likewise. Marcus Cable Corp. Chair-
man Jeffrey Marcus in August said the
deat could work against operators. Mar-
cus, like other operators, argued that
advertisers willing to spend money on

| TBS likely would divert money from

other basic networks. resulting in a zero
sum gain for operators.

“You have to ask yourself how much
advertising is out there to scH. and are
you cannibalizing other services so you

wWWwWWw.americanradiohistorv.com

pay Turner an average of |
26 cents per subscriber for |

TBS has purchased rights to movies including, ‘The English Patient,’
and has contracted for several original productions.

cun get revenue on TBS,” Marcus said.

Now Marcus says he is “getting
close to” striking an agreement with
Turner. although he insists that the
“jury s stith out™ on whether operators
can sctl local inventory in TBS pro-
gramming without diverting dollars
from other networks.

“I think the Turner people believe
that the market will expand and that
operators will be able o selt incremen-
tal ads [in TBS].” Marcus says. “You
can argue about this all day long. but |
guess we won't know until we try i

Burke argues that TBS's program-
ming is so compelling. particutarly the
slate of movies and sports specials
planned for 1998, that “it is worth
broadcast dollars.”

TBS plans to air basic cable’s pre-
micre of Castle Rock Entertainment’s
“An American President™ next sum-
mer, following its premiere last Sep-
tember of New Line Cinema’s “Dumb
and Dumber.” which carned 4.7 mil-
lion households. according to Nielsen
Media Research. The movie became
the most-watched theatrical in basic
cable history. Turner says.

TBS also has purchased basic cable
rights to “The English Patient.”
“Mighty Aphrodite™ and “The Game.”
Burke says. Other premieres will
include “Batman and Robin.” “Austin
Powers™ and “Michael.” slated for 1999
between TBS and ¢o-owned Turner
Network Television. Burke says.

[n sports. TBS will air basketball
games as a partner with TNT. which
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David Cornwell

recently contracted with the National |

Baskethall Association in a multiyear
deal including regular-season and playof T
games. TBS will ramp up its NASCAR
FACING COVERIEe, i ratings wWinner anmong
men 1849 It alsa will cover more golf,
including the PGA Championship. and
will air more figure skating.

TBS has contracted for several orig-
inal feature productions, inchuding a
documentary in 1998 commemorating
the 30th anniversary of the assassina-
tions ol Robert Kennedy and Martin
Euther King Jr. TBS will continue air-
ing a longtime staple. Atlanta Braves
games., although it will air 90 games
next scason as opposed to the typical
125-game state, Burke says.

Aside from its special programs. TBS
ratings are relatively consistent. During
third gquarter 1997, it was third in prime

Cable
time with a 2.0 Niclsen rating. up 1%
from 1.8 for the same period last year,
TBS s delivery of adults 18-49 also
increased 23% in the third quarter over
last year. The Braves games posted an
11% increase in ratings in the third
quarter compared with 1996, and the
team remains baseball’s highest-rated
(ranchise on basic cable., Turner says.
But TBS's prime time ratings suf-
fered a steep drop cartier this fail—
down some 25% from the year before.
TBS's prime rating for October 1997
was |4, compared with 1.9 for Oclo-
ber 1996. Likewise. it carned a 1.5 in
prime time for November 1997 com-
pared with 1.9 in November 1996.
Based on upcoming programming
and consistent ratings for many of its
core shows, Burke is bullish on opera-
tors” ability to sell advertising on TBS.

“Cable operators tell us that tle most
asked guestion they hear from clients is
when can they advertise on TBS.” Burke
says. “We'll be giving operators local
avails in the most watched network on
cable. This is not like adding a niche net-
work.”

With less than four weeks to go

| hefore its deadline. Turner has to hink

deals for some 30 million subscribers
and convince operators that they can
offsct the cash outlay in subscrider fecs
with ad sales.

Marcus. for one. is optimistic about
the deal. “Turner as a compeny is i
master programmer, and ! wou d guess
[operators] are going to get vilue for
our license fees,” he says. “But the jury
is out on whether we'll be ablz (o sell
the kinds of advertising that Turner
says we will. Hopetully we can” ]

Making billing the bottom line

CSG has propelled itself to the top of an unsexy vet profitable business

By Price Colman

he (elecommunications services

of the future. and increasingly the

present, may be wildly different
in what they offer, but they have a fun-
damental element in common: sub-
scriber bills.

Third-party billing services that
increasingly handle the chore are like
the folks who keep the trains running:
absolutely indispensable but unsung,
often obscure and definitely not sexy.

CSG Systems International doesn’t
care whether its appropriatety nick-
named “backshop™ business is sexy.
The company knows iCs providing a
pivotal gear in the elecommunications
money machine. It also knows that that
money maching is poised to shitt into
overdrive.

During the past year, CSG roared
into the lead in the cable television
billing race. A [S5-year, $1.8 billion
contract with Tele-Communications
Inc. was the main contributor. It
increased CSG's TCH customers from 4
million o 13 million. boosting CSG's
base (total number of billed homes) by
nearly 50%. But the company is not
solely beholden to TCI for where it is
today. Consider CSGs third-quarter
results, which reflect only a hint of the
impact from the TCI contract: nel
mcome up a whopping 1.003%. to

lBroa;!caistiI;g &7 CaBleiDecfember 81997

‘Convergence and the advent of DBS—that’s what generated all the activity in the

billing world," says Jack Pogge, president of CSG.

$10.5 million. on revenue of $43.3 mil- |

lion, up 22.5%.

CSG's heady growth is largely a
function of rapid changes in telecom-
munications. There's more competi-

tion than ever before as cable compa- |

nics, DBS providers and Baby Bells try
1o carve a chunk out of cach other’s tra-
ditional territories. It's no longer
enough to provide a single service: all

major players are jockeying to offer |

www americanradiohistorv com

one-stop shopping for video. voice and
data services. since those who are lirst
to market often gain a strategic advan-
lage.

That has translated into a boom for
billing companies such as CSG.

“Convergence and the advent of
DBS—that’s what generatad all the
activity in the bithing world.” says Jack
Pogge. new president of CSG. People
had to be able to bill for new product

J
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lines so they could start packaging
products to compete with new entrants
in the field. To do either, you have to
have a billing system, Previously, that
was pretty mundane.”

No longer. We're nearing the day
when cable, telephone, Internet and
perhaps even utility bills will be
wrapped into one, On top of that, add
five pay-per-view movies per month,
one or more tiers of digital channels and
Internet transactions over and above the
monthly fee, and suddenly the simple
telecommunications “utility” bill looks
like a page out of the U.S. budget.

“One part that has changed dramati-
cally is cable and satellite operators’
understanding of how complex the
billing business is—that they’re not in
that business, don’t know that busi-
ness,” says Ted Henderson, an analyst
at Janco Partners in Denver.

In the past year, TCI and Time
Warner abandoned costly in-house
efforts to develop proprietary customer
service and billing operations. It was a
pivotal moment for CSG, TCI, after
spending an estimated $150 million on
SummiTrak, sold its assets to CSG for
$132 million in a transaction linked to
the 15-year contract. After spending
$30 million, Time Warner discontin-
ued its own effort to develop a billing
system and turned 1o CSG, in part, to
pick up the slack.

CSG isn’t alone in the billing busi-
ness. USCS International’s CableData
division, Cincinnati Bell Information
Systems, Andersen Consulting, Ameri-
can Management Systems (AMS),
Kenan Systems Corp. and Saville Sys-
tems all are pursuing it, although CSG
and CableData account for most of the
cable-specific business.

For years, cable billing was a quietly
profitable segment of the backshop
business. Quiet because cable histori-
cally has functioned under a subscrip-
tion model, meaning essentially one
biil a month. Profitable because cable’s
subscriber base, now about 66 million,
has grown steadily for decades.

CabieData had been the historical
front-runner in cable billing until this
year. Then a combination of vision,
timing and plain old smart tactics
pushed CSG into the lead. There also
are reports that CableData effectively
shot itself in the foot on the digital
cable front by charging excessively for
its billing services.

Indeed, that likely was what drove
TCI and CSG together. Even absent
that, however, CSG has demonstrated

“My sense is these
guys are looking at
their business as it is
and moving forward,”
he says. “l don’t
think they’re being
distracted by being a
potential takeover
target by Microsoft or
anyone else.”

enviable strength for a company that’s
been a stand-alone for barely three
years and has publicly traded for not
quite two years.

Neal Hansen, who co-founded
billing giant First Data Corp., created
Cable Services Group as a division of
First Data in 1982, Hansen left First
Data but teamed with colleague
George Haddix to lead a 1994 investor
buyout of Cable Services Group from
First Data for $137 million.

In retrospect, First Data’s decision to
sell may appear short-sighted, but it
was facing a tough choice: Pour money
into the cable group, which had been a
steady but uninspiring performer, or
focus finances on the core business,
which was growing strongly,

The timing was perfect for Hansen
and Haddix. There was still consider-
able skepticism about “convergence,”
and the cable billing niche had only
one other major player—CableData.
But the buyout wasn’t without pain,
Absent attention from the parent, Cable
Services Group had lost its sense of
direction and had become complacent.
When Hansen and Haddix took over,
they made it clear it would no longer be
business as usual,

“Neil Hansen is fond of saying that
if there were a law against selling,
none of the previous sales staft would
have been convicted,” says CSG’s
Pogge. “Every few years, the local
sales staff would take the local cable
company representative out to play
golf and drink beer and renew the con-
tract—maybe. We've taken a different
view.”

The new attitude prompted a lot of
departures. Of the 550 employees in
CSG at the time of the buyout, 350 hit

the road in the weeks and months fol-
lowing the deal. The Englewood,
Colo.-based company is now up to
about 1,100 and hiring.

More than just the sales department
adopted a gung-ho attitude. Software
development—essentially R&D—got
religion and began work on new prod-
ucts and enhancements of existing
products.

The centerpiece of CSG’s line is
ACSR (Advanced Customer Service
Representative), a sophisticated infor-
mation coliection and cross-referencing
tool. An ACSR entry for a specific cus-
tomer will show everything from what
basic and premium services the cus-
tomer takes to pay-per-view usage,
what his or her bill payment record is—
even whether the customer has a mean
dog. Human customer service reps,
whether with a specific cable system or
at CSG’s call center in Colorado
Springs, use ACSR’s graphical user
interface to take an order, check a bill or
roll a truck to hook up service. CSG’s
print-mail operation in Omaha handles
the printing and mailing of bills.

CSG isn’t immune to missteps. The
company spent the past two years
developing CSG Phoenix, which
would provide a single bill for pack-
aged video, voice and data services.
But beta testers uncovered bugs in the
software, prompting more testing and
delaying commercial launches. In its
most recent quarterly report to the
Securities and Exchange Commission,
CSG acknowledged the problems and
conceded that continuing problems
with the Phoenix software “could have
a material adverse effect” on the com-
pany’s financial condition.

Little wonder that with all the buzz
about billing, companies such as CSG
and CableData come up as possible
takeover targets, often mentioned in
the same breath with companies like
Microsoft and Oracle. There’s specula-
tion that CSG and CableData are for
sale. A CSG spokesperson declined to
comment on the rumors, and CableDa-
ta didn’t return phone calls. But given
the convergence theme, such deals
wouldn’t be surprising.

Janco Partners’ Henderson puts little
stock in the takeover talk.

“My sense is these guys are looking
at their business as it is and moving for-
ward,” he says. *1 don't think they're
being distracted by being a potential
takeover target by Microsoft or anyone
else. They built the business; they like
the business.” ]
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PPV rides a roller coaster

Buy rates and revenue 20 up and down durine second and third quarters
y ) ,

By Price Colman

losing out second quarter 1997,

cable television’s pay-per-view

business had rarely looked
stronger, thanks primarily to the
Tyson-Holyfield bite fight.

Tele-Communications Inc., the
nation’s largest MSO, reported that
PPV revenue jumped 41.4% in the sec-
ond yuarter, to $41 million. At Com-
cast Corp., the fourth-largest MSO,
PPV revenue skyrocketed 89.4%. 10
$16.1 mittion. And Cablevision Sys-
tems, the most aggressive cable mar-
keter of Tyson-Holyfield 11, reported
buy rates of greater than 9% for the
fight.

But third-quarter numbers, absent
the Mike Tyson factor, tetl a more
familiar and more painful story: rev-
enue flat or down; disappointing buy
rates on the Holyfield-Moorer fight. In
short, a business in need of a boost.

In its most recent report on the state
of the PPV indusiry, Showtime Enter-
tainment Television projects PPV rev-
enue will hit a record $1.2 billion this
year and $1.7 billion next year, driven
by addressable cable penetration,
growth in PPV homes and increases in
PPV channels. It’s important 1o note,
however, that the report tooks at the sit-
uation primarily from the program-
mers’ perspective, not the operators’,
and a big part of what's driving the
PPV business these days is the strong,
steady growth of DBS.

Cable MSOs clearly aren’t feeling
complacent, They know that events—
one of three key PPV categories—as
big as Tyson-Holyfield are rare blips
on the revenue screen. That's under-
scored by the lackluster numbers for
Holyfield-Moorer—about 700,000
sells.

“Tyson-Holyfield was a mega-
fight,” says Mark Greenberg, executive
vice president of Showtime Networks,
whose Showtime Entertainment Tete-
vision is responsible for a big chunk of
the event PPV programming. “J don’t
think you'll see many approach that
level. ... In the industry, we will have to
work harder in terms of not having
Mike Tyson around.™

PPV movies, the sector’s second
major category, continue to be cable’s

Broadcasting & Cable Decernber 8 1997
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Events, such as the Tyson-Holyfield tight on Showtime last summer, are key for PPV.

steadiest long-term performer. But
growth there has shown recent signs of
slowing.

It's a different story for satellite
PPV. There, movie revenue shot up
necarly 862%. to $202 miflion, in 1994-
96, according to a recent Paul Kagan
Associates study. Cable, meanwhile,
saw revenue increase a considerably
more modest but stitl healthy 37%. 10
$215 miltion. Of course, that doesn’t
reflect rising movie rights fees.

Movies accounted for roughly one-
third of cable’s PPV revenuc in 1996, |
according to Kagan. The total take was
about $661 million, with the biggest
driver being the event category—pri-
marily boxing. wrestling, combat and
other sports, concerts and miscelta-
neous events. According lo a recent
study by Request, boxing draws the
biggest chunk of the event category’s
revenue, growing from 52.6% in 1995 |
1o an estimated 63.5% in 1997,
Wrestling is second—34.2% in 1995—
but the Request study suggests that its
drawing power is declining, falling 1o
an estimated 309 share this year.

Given competition from DBS. it’s
hardly surprising that MSOs are seck-
ing to increase PPV buy rates. One of
the methods, right out of Marketing |
101: Increase channels devoted to |
PPV. MSOs are leveraging the new |
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bandwidth activated by rebuilds and
upgrades in a number of ways, inctud-
ing giving more space to PPV,
Upgrades also are a chance 10 make
systems addressable, removing a tech-
nology barrier DBS doesn’t have.

“What cable is doing new s trying
10 meet a lot of the things that satetlite
has been offering, and PPV is certainly
one of them.” says Tom Cliappetia,
director of marketing at Request Tele-
vision Inc. “Much of it is technology-
based, having the equipment avalable
to make this work. This is finally hap-
pening. It's not happening ot the rate
cveryone anticipated several years ago,
but it is happening.™

PPV is important to cable for two
reasons: as a revenue generator and as
a customer retention tool. Given DBS's
attractive subscriber demographics-
higher income, more freqient PPV
buyer—retention may be the more
important of the two.

“In a low competitive area, you want
to build the PPV bottom line as best
you can.” says Tony White, vice presi-
dent of research at Viewer's Choice, a
hey PPV programming supplier.
“When you're looking at a more com-
petitive environment ... ycu're trving 1o
protect your customer base ‘rom intru-
sion.”

Along with increasing PPV channels
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and removing technology
barriers. cable operators are
becoming more effective
and creative marketers of
PPV,

Consider Cablevision
Systems’ recent maoves
First. there was Tyson-
Holyfield | for $9.95 a
round. up to a maximum of
$49.95. Buy rates exceeded
8% by some accounts, the
fight went 11 rounds and
subscribers and MSOs
were pleased with the out-
come. Next., Tyson-Holy-
field 1. again $9.95 a
round. with carty buyers
getting the Pernell Whitak-
er-Oscar De La Hoya fight
thrown in for $9.95. While
the deal angered certain
other MSOs and Nevada
hoxing officials. it once
again drove buy rates. Even
though the fight went only
three rounds, Cuablevision
walked away on the plus
side.,

“They've been very creative in the |
deals they 've been willing to do.™ says
Showtime’s Greenberg.

DBS. particularly DirecTV/USSB,
wis quick to recognize the bandwidth |
and technology advantages it held and |
Just as quick to exploit them with PPV
At the same time. the bigger-is-better
equation goes ondy so tar,

According to Viewer's Choice
rescarch, inereasing the number of
PPV movie channels (in other words.,
increasing PPV choices) has a marked
impact on buy rates. Increasing PPV
movie channels from one or two— |
where buy rates are slightly less than
[0% —to 10 translates into roughly
S0% buy rates. the research indicales.
Boost PPV channels to 20 and buy
rates go up to roughly 81%. At 25 PPV
movie channels, Viewer's Choice pro-
jects buy rates of 100% , but go heyond
25 channels and the law of diminishing
returns kicks in.

Encore Media Group President John
Sie offers more conservative numbers:
“You get into diminishing returns in
buy rates after 15 channels.”

There s no hard-and-fast rule for
channel capacity driving PPV, says
Tracy Wagner. TCI's senior vice presi- |
dent of programming distribution.
“The number of channels before you
get to diminishing return varies from
system o system,” she says.

Movies, such as ‘Jungle to Jungle’ seen
on Viewers Choice, represented roughly
one-third of PPV revenue in 1996.

Wagner also cautions that PPV,
while an important retention tool for
cable. is no be-ull and end-all. =“Our

PPV strategy is really a proactive strat- |

cey in our overall goal of increasing
the price-value equation for the cus-
tomer. PPV is an integral element. but
not the only element.”

I cable has to play catch-up on the
PPV front. it"s largely because cable is
primarily a subscription-based busi-
ness. PPV, on the other hand. is consid-
ered a transaction-based business, like
retail. The operator has to pursue the
PPV customer repeatedly.
big bucks for marketing and promo-
tions. historicatly not cable™s strong
points. But if Cablevision Systems is
any indicator, that's changing,

Cox, Comcast, Time Warner and
MediaOne (formerly Continental) have
been the most aggressive in adding
capacity. TCIL. which dramatically

That means |

reduced capital expenditures for sys- |

tem upgrades Late Last year.is focusing
on TCI Digital Cable to boost its chan-
nel capacity and PPV offerings.

“Consumers are really gravituting
toward choice.” says White.

While cable and DBS may he com- |

peting on one PPV front, they ‘re allies
on another. The toughest competition

www americanradiohistorv com

tor PPV, whether delivered
by cable or satelite, remains
home-video rental. a $12 bil-
Hon annual business com-
pared with roughly $1.05 hil-
fion in total revenue for cable
and satellite PPV in 1996,
according to Kagan.

With its deliberate and
focused rollout of TCH Digi-
tal Cable this full. TCI will
offer up to 27 channels of
PPV, Wagner savs. Varied
start times for the movies
may be as important as the
sheer volume of channels.
TCH Digital Cable will offer
roughly four movies with
half-hour start times, four
movies with hour starts and
three or four with two-hour
start times each month, It
may not be the elusive video
on demand that cable was
grving lip service 1o in the
late "ROs and early "90s, but
that’s pretty much been dis-

—missed as pie in the sky,
Hd”-h(!lll start times seem 1o
make a lot of sense,”™ White says, “No
one in TV watches on the quarter of
the hour. Television for the last 63 to
70 vears has been scheduled on the
half hour.™

Time Warner Cable’s launch of its
digital cable service carly next vear.
using Scientific-Atlanta’s Explorer
20000 digital set-top. will attack the
PPV market. but using a ditferent strat-
cay.

"It will be fundamentally a movies-
on-demand interactive box.” says a
Time Warner spokesperson. The result:
an even bigger array of PPV choices
for subscribers. Much of the cable
industry’s evolving strategy for PPV
hinges on digital set-tops and their abil-
iy to power impulse buys, That's
another advantage of DBS's platform
that the digitat cable strategy intends to
negate.

“Our idea about digital mnitially
would be to use it o drive very robusi
pay-TV and PPV environments.” savs
Lou Barrelli, executive vice president
of Marcus Cable. “"We're not thinking
we need to put in g bunch of [basic|
type channels. ... Over time. 1 suspect
we will introduce other types of pro-
gramming packages. It might be
through a proven strategy someone
else has perfected. But to reclaim our
pay-TV franchise, we have 1o stake a
bigger claimin the PPV franchise.” =
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Cable nets look abroad
for profits, partners

Programmers start small with shows and blocks while
working to sell entire channels

By Larry Leventhal

.S.-based niche

cable networks

that consider the
growth of interna-
tional business essen-
tial to future prof-
itability often follow
worldwide strategies
that minimize initial
investment. They do
this by first selling
individual programs
and branded blocks
1o terrestrial broadeasters. cable opera-
tors and satellite services before
launching full-fledged channcls.

Additionally. taking on local part-
ners in other countries is considered
important not only 1o defray costs but
1o co-produce programming suitable
tor different national and cultural sen-
sibilities and to meet the legal require-
ments of host governments.

With almost a decade of experience
in international markets, E! Entertain-
ment Television has succeeded using
this approach, according 1o Christopher
Fager. senior vice president of interna-
tional development: “"What we have
become is a boutique program setler and
distributor of our own programming.
selling our product to terrestrial broad-
casters as well as cable and satellite ser-
vices worldwide. This differs dramati-
cally from a lot of our cable cousins.
who decided to establish networks and
deliver satellite scrvices from the start.
We don’t have to make huge, risky
investments, because we have created
viable local joint ventures.™

Since the programs produced by E!
and its partners revolve around enter-
tainment and pop culture happenings
and hype, Fager says “our genre has to
be driven by heavy local content.™
Thus, most shows, which Fager reports
are licensed to as many as 90 clients
worldwide, generally mix locally shot
entertainment news tootage with ¢lips
from Hollywood and wraps featuring
local hosts. A recent successful exam-
ple: E! Hollvwood Express, a co-pro-
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duction with a Japancse company.
Movie Television, for TV Asahi.

E! also sells branded programming
blocks “gencrally with only an equity
stake, or a plan to create that equity at
some future date.” Fager says. “This
allows us to ereate an environment. and
we want to move into something bigger
from that.”™ The latest E! block. which
premiered in October, is for the UK
market on Granada Sky Broadeasting's
Granada Plus.

These sales have led to the launching
of two channels: E! Latin America. a
pan-regional service in Spanish that
debuted almost a year ago in partner-
ship with HBO Latin America: and
Estilo, a co-venture with Le Canal+
Spain for the Iberian Peninsula.

“International activities now account
for about 15 percent of our business,”
Fuger says. It has been profitable from
day one because that was our mandate.”

Knoxville. Tenn.-based HHome & |
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Cable channels such as Food Nelwork
(left}, HGTV (above) and E! (below) go

international with local partners or by

selling program blocks.

Garden Television
(HGTV). owned by
the E.W. Scripps Co.,
also entered the world
marketplace without
making major capital
investments.  “"We
decided we didn't
want to go in with both
feet” explains Kristen
Jordan, vice president,
international «develop-
ment. “Makin2 money
in foreign tesritories
wias as important as
getting exposure for our content.” This
was made possible by estanlishing
branded programming blocks, which
not only carn revenue trom licensing
fees but also help in the develosment of
stracegic relationships. “ICs important to
choose your local distribution company
carcfully in cach territory, because they
could be your future partner in full chan-
nel development.” Jordan says. HGTV
blocks now air in the UK, Aus ratia and
Japan and on NBC Europe.

While the choice of HGTV original
programs for Heensed blocks is “tai-
lored as necessary to fit local sensibili-
lics.” programming is produced with
the U.S. market in mind. Prog-ams fea-
ture hands-on gardening and home-
improvement instruction, as well as
visual tours of gardens around the
world. “To a surprising degree, what
['ve discovered is that our Jrogram-
ming is broud-based in appea [ Jordan
says. The momentum and profitability
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of our international eftort. launched

only a year ago. speak to the appeal of |

this kind of content.”

HGTV recently taunched its first 24-
hour channel outside the U.S.. in Cana-
da. Itis carried by Life Network, which
formerly carried an HGTV block.

Life Network now atso offers the
Food Network (formerly TV Food Net-
work) and FiT TV, which are actively
pursuing international distribution,

"l is part of leveraging our assets,
since we own 90 percent of our pro-
gramming outright.” says Greg Willis,
senior vice president. worldwide distri-

bution, aftiliate sules and marketing for |

the Food Network. tor which E.W,
Scripps is the managing general part-
ner. At present, the Canadian venture is
a feed of Food Network's U.S. channel.

“We have an application with the
Canadian Radio-television and Telecom-
munications Commission to convert this
to the Canadian Food Network.”™ Willis
says. "We cannot sell fairtime for] ads on
a U.S. service. Because of Canadian law.
we are required to have a significant per-
centage of Canadian-produced content.™
This makes Food Network™s partnership
with Atlantis, a Canadian production
company. that much more important,
Cuanadian cable MSO Shaw Communi-
cations also has a stake in the venture.

In addition, Food Network has
stgned an agreement with Digital Plan-

et in Japan to distribute at least of 480 |

hours of programming annually to be
shown on Perfect TV, a DBS service.
“"This will be used as a core of their
Japanese channel. They will keep tak-
ing our programming and eventually
will take it 1o a full 24-hour channel,”
Willis says.

White the Japanese are satistied with
the U.S.-produced Food Channel
shows, other territories, like Germany
and France. want more locally produced
content. Witlis says. "We are also look-
ing at developing a regional model. For
example. in Latin America we envision
producing content in Brazil. Argentina
and Mexico so it has a local feel.”™ he
says. "We would mix this with dubbed
versions of our U S, programs.”

A simitar local sirategy undertics Fit
TV s international business, according
to Jake Sweinteld. CEQO. who says he has
had an cye on the worldwide market
since he set up the network in 1993,
While the recently established partner-
ship with Fox Sponts gives FiT TV both
capital and global resources. Steinfeld
stll betieves that taking on local partners
in foreign territories is essential. “We
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Jake Steinfeld of FitTV is a believer in
local partners. He says the channel is
now eyeing Japan and China.

give them three options.” he explains. |

“"They can take our domestically pro-

or they can create their own program-
l ming. which we will oversce, so it
reflects the flavor of the territory. The
third choice is a combination of both.™

Aside from its carriage on Life Net-
work. U.S.-produced FiT TV program-
ming is now shown 14-16 hours a day on
cable and satellite on TPS in France. “Fit-
ness (ranslates,” Steinfeld says.

Another niche network with major
backing is the Sci-Fi Channel, part of
USA Networks. which was recently
acquired by Universal. Sci-Fi Channel
Europe. launched in November 1995, is
availabte in the UK, Benelux and South-

ern Africa. Rebecca Lieb. director of

marketing and public relations, USA
| Networks International. says that brand-
cd blocks are important for “nesting and
testing” in certain foreign markets.

In addition to the USA Newwork
Latin America carriage of a 24-hour
weekly block of Sci-Fi Channel pro-
gramming. which is scheduled to be
spun off into a full channel in 1998, the
company is taking advantage of its
affiliation with Universal by launching
a block on its 13th St action-and-sus-
pense channel in France. Licb says.
“The exact nature of the relationship
between USA Networks and Universal
has yet to be determined.” Lieb notes.

I 13th Street channels in Germany. UK
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duced original programs and dub them, |

I

“But we are in discussions with the |

and Spain. And there will probably be
13th Street blocks on USA Networks
properties.” USA also is “aggressively
pursuing launches in a variety of Asian
countries.” Lieb reports “getting close™
to establishing operations in Japan.
Taiwan. Singapore and the Philippines.

“"We think the most crucial thing is
customizing and branding for every
territory we are in,” Lich says, “For
exampte. for the Sci-Fi coneept. we
found through research that Scandina-
vian countries have more interest in
scienee facts, while Asia sees it as u
spiritual thing. In Germany, our focus
groups wanted to see physical battles.”™
At present. however. onty a handful of
Sci-Fi Channel programming is origi-
nal. but Lieb expects production, bath
domestically and with partners over-
seas, Lo increase.

This differs from the approach taken
by Spredvision and Outdoor Life Net-
work. both owned by Cox Communi-
cations. Comcast Corp.. MediaOne and
Times Mirror, Roger L. Werner. presi-
dent of both niche-oriented networks,
reports producing 1.200-1.400 hours of
original programming a year.

“Qur ubjective is o clone our two
U.S. channels, in descending order of
importance, in Latin America. Western
Europe and Japan, over the next 12 1o
18 months,” Werner says, "We will do
it n partnership with local players.
This requires substantial investments
from [us| and our local partners.”

However. Werner sees no need for
locally preduced programming. “The
basic concepts of both networks have
been well received by people we are
now in discussions with. We don’t see
any radical changes overalt. 1Us a
matter of fine-tuning 1o meet locat
tastes.”

Werner reports “stronger demand on
a per capita basis for Speedvision in
Latin America and Western Europe
than in the U.S. because there is more
interest in motorsports and vehicles in
these cultares. In some territories, we
might carry tess stock car and more
sports car racing than we do in the
U.S.” Outdoor Life. he adds. “probably
has the same appeal in Europe. Japan
and Latin America as it does in the
us.”

“While we don’t expect our interna-
tional business 1o be immediately prof-
itable. we see not onty future potential
in toreign markets but enhanced prof-
itability for our U.S. operations through
scale economics and other synergies
that accrue to us as a global player.”™ =
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Special Report: New Cable Networks

oday, there are approximately 200 new
retwcrks in search of an audience. And
despite high costs and competition,

cable programming's payoff can be huge —
with niche nstworks most likely to succeed.

With a new 2rop of contenders poised on the
television harizon, Broadcasting & Cable will
present a ~ust-read report on New Cable
Networks. This December 29 issue will span the
spectrum, featuring an A-to-Z list of pianned and

Issue Date: December 22 u Ad Close: Decerﬁber !5

new cable networks. Our in-depth caverage will
also provide insider’s perspective on what cable
system operators and viewe-s are ooking fo~.

If you're looking to launch a cable n2twork, you'll
want to be included in t1is report. Your message
will reach 35,000 key players — including MSO
and cable system operators. To be programmed
for success, call you- Broadcasting & Cable
sales representative to reserve your advertising
space today. &€

ONE MARKETPLACE. ONE MAGAZINE.

Advertising Offices: New York 212.337.6940  los Angeles 213.549.4113
Western Technology/Cable 317.815.0882  Washington D.C. 202.655.2340
Classified Adverfising & Cable Marketplace: 212 3376941
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Interactive services lurch toward launch

By Richard Tedesco

he age of interactive cable
TV is stitl on the horizon, but
imminent digital box deploy-
ments may actually fuel broad
commercial introductions of inter-
active services early next year.
ACTYV plans to launch a strictly
digital interactive sports service
with Fox Sports Southwest and
Fox Sports Westin the tirst halt of
1998, but it's not making any pro-
jections on cable system penetra-
tion, according to Dave Alworth,
ACTV executive vice president.
Alworth reports that a test with a
select group of MSOs will begin in
January. followed by a first-quar-
ter rollout with Fox Sports Southwest.
The key to ACTV s success is incor-
porating its software in NextLevel
DCTI000 digital boxes. NextLevel
demonstrated its confidence in
ACTV's potential with a $1 million
investment several months ago. That
deal also includes marketing support.
Next for ACTV is a deal with Scientif-
ic-Atlanta and Pioneer for inclusion in the
Pegasus digital boxes they’lt be produc-
ing for Time Warner Cable. And Alworh
sounds confident about ACTV's 30 kilo-
bits of software being in the Pegasus
boxes when they are deployed. “The
heavy lifting and the hard work to get
ACTV as a digital TV application are
completed. ft's a simple matter to port
ACTYV to another platform.” he says.
ACTYV is touting its service as a
$9.95 monthly premium to enable
viewer access to alternative camera
shots of key players during games,
along with statistical overlays on-
screen, instant replays and other fea-
tures now being developed. A multimil-
lion-dollar production facility in Datlas
is currently under construction. The
$9.95 price tag apparently was viable
among the 1,000 subscribers who tried
the service during a year-long test in
Tele-Communications’s  Ventura
County system in Southern California.
Sceding its software in digital and
advanced analog cable set-tops is also
the key to Interactive Channel’s plans
tor a first quarter 1998 launch. Deals
are in place with NextLevel and S-A,
according w IC President Tom Oliver.
who sees digital and smart analog

boxes populating the cable landscape |

Getting viewers involved is the goal of
both the Interactive Channel (above) and
ACTV's sports venture with Fox.
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over the next five years.

Interactive Channel’s multifaceted
mformation service is creating a new
wrinkle by enabling casy migration
between a cable service and enhanced
Websites. 1t alrcady has deals in place
with Court TV and Rainbow Program-
ming for its Bravo and Independent
Film Channel services. "We will have
the ability to access the Web at no
cost.” says Otiver, "Bul we are creating
cable super-sites, Web matertal and
repurposed on-air information,™

Oliver proposes to sell the service on
programming tiers, with an imminent
launch planned with Cablevision Sys-
tems Corp. in its Brookline, Mass., sys-
tem. [C had been sciling the service as
a stand-alone for $6.95 monthly to
1.000 takers in Century Cable’s Cot-
orado Springs system. A technical test
also is under way with Marcus Cable in
Denton, Tex.

As IC partners with cable program-
mers 1o create Web content, it’s count-
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g on striking deals with cable
operators tfor 50-50 ad revenue
splits to drive the service. In addi-
tion to the cable services, IC
expects to partner with local news-
papers—its Source Media parent
has deals with 275 papers in its
primary voice information busi-
ness—to provide branded online
news services. "Weve had a ot of
nterest from newspapers because
we can run an ctectric updating
process all day tong.” Oliver says.

1Cs target appeal is to the intel-
ligent couch potato.” says Oliver,
who predicts he will have MSO
deals in place at the Western Show.

GTE MainStreet is not quite as
certain about its future. according
[ to Thomas Grieb, vice president and
| general manager of the service. which
| boasts 14.000 subscribers in GTE's

Clearwater and Thousand Qaks, Fla.,
[ systems. Reception of MainStreet’s
combination of educational, entertain-
ment and information content there is
via software embedded in NextLevel
CFT 1000 boxes.

IC pulled the service out of MediaOne's
Boston area systems as  the service made
the transition to a software-delivered ser-
vice, abandoning the proprietary hardware
schemie it had been pursuing. according to
Grieb, who says MediaOne’s S-A boxes
weren’t compatible, “We're not going to
expand until we can be in the digital boxes
which eliminated the proprietary box
we've had.” he says.

Therefore. the momentum of GTE
MainStreet, priced at $9.95 monthly,
depends on its inclusion in digital
boxes as they penetrate cable systems
| next year.

As these interactive services threaten to
become sustainable businesses. one inter-
active cable service is going south next
year. The Sega Channel. a joint venture of
Time Wamer Entertainment, Tele-Com-
munications Inc. and Sega of America,
will putl the plug on itself next June.

With Sega Channel. it's a case of not
keeping up with videogame technolo-
ay: its 5S0-game menu is offered for the
16-bit videogame platform. while the
rest of the world has moved on to 32-
bit. A PC-based solution was contem-
ptated. but ultimately—probably due
to a sub basc of only 150.000—the
partners decided the idea was better

| shelved than salvaged. [
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Mount Sutro hits DTV sna

December 8, 1997

Northern California digital tower plan runs into local opposition

By Glen Dickson

f the 26 stations that pledged in
April o begin digial elevision
broadeasts by November 1998,
San Francisco stalions KRON-TV. KPLx-

v oand KGo-1v seemed 1o have one of

the casier DTV paths. None of the sta-
tions needed to erect a new 1ower for
digital service: instead. the Mount
Sutro tower cooperative used by the
three planned 1o spend $4.5 million
strengthen an existing NTSC tower and
mount a new DTV antenna in January
VY8,

So tar, the DTV transmission line
has been delivered and structural work
en the tower 1s near completion. Bul
Sutre Tower Inc. is unable o continue
construction on the 760-fool Kline
tower, which was 1o support a | 23-tfoot
Diclectric DTV antenna that would
extend down from the top of the tower
(existing NTSC antennas already
extend 200 feet up from the top).

“We can't get a construction per

mit,” savs Bob Ross. vice president of

engincering lor CBS Television Sta
tons. who has heen oversceeing the
DTV vansition of CBS s Kirix-rv,

As Sutro Tower pursued city approval
for its DTV project. people who live in
the nearby neighborhood strongl
objected 1o changes 1o the tower. savs
Gene Zastrow. general manager ol Sutro
Tower Inc. “One of the requirements ol
the |Environmental hnpact Report] is 1o
allow public mput.” says Zastrow,
“Well, we got i ot of input. and you can
magine it wasn’t very positive. People
are concerned about a lot of things
increased RE radiation, interference to
consumer clectronics devices and seis-
mic issues.”

Sutro Tower is responding 1o the
public comments. "Now we have to get
all of our experts to answer all of these
concerns.” Zastrow savs, adding that
he needs 1o have the building permit iy
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March | for Mount Sutro to be ready |

for DTV transmission by Nov. 1. [998.
Nonetheless. he remains confident that
the three stations will remain on sched-
ule. “IUs hard 1o tell what the polineal
arena’s going (o be like.” Zastrow says.
“But we started carly enough, and
we re ready 1o get the thing constructed
and on-wir.”

Hawever, local epposition isn’t the

onlv stumbling block for the Mount
Sutro plan. Like other transmission

contractors readying for DTV, Sutro |
| Tower s waiting for the FCC’s channel

allocation plan to be finalized. Antenna
and transmitter design are dependent
on channel assignment. The FCC's
decision is especially crucial in Sun
Francisco. because Sutro Tower plans
(o use channel-combining equipment
1o eventually tramsmit DTV signals for
[0 Bay Area stations rom one broad-

DVCPRO gets solid reviews

band-panel antenna svstem.

“We still don’t have delivery on the
antenna or the channel combiners,
Zastrow savs. "We're waiting tor the
commission lo do the final assign
ment.”

To make the Nov. | target date.
Sutra Tower needs the channel assign-
ments no later than July. Zastrow savs
it will take at Teast 60-90 days 10
receive the antenna afier the FCC chan-
nel assignments are finalized, and then
several weeks 1o mount it

Zastrow has no idea what the FCC
will do with the chunnel allocation plan
submitted by the Association tor Max-
imum Service Television. “From the
sideling, itseems fine 1o me” he savs.
“IThe MSTV tuble| secems to have
resolved some adjacent channel issues
that were a problem, so it looks like an
improvement.” ]

CBS and NBC O&Os are impressed with new digital gear

By Glen Dickson

anasonic made big news fast
spring when both the CBS and

the NBC sttion groups commit- |

ted to it's DVCPRO tormat tor their
newsgathering operations in deals
worth more than $30 million ¢com
hined. Now the CBS and NBC owned-
and-aperated stations are starting 1o
convert to the new digital equipment.
So tar, they like what they see.
Panasonic has delivered DVCPRO
acar to mine CBS stations and seven
NBC stations (counting cable network
CNBC). Most of the CBS stutions are
using the new Panasonic gear to
replace aging Sony Betacam cquip-
ment, while the NBC O&Os are con-
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KkDKA-Tv Pittsburgh has instalied
DVCPRO laptop editors in its E/G vans.

verting to DVCPRO irom their old
Panasonic MII gear.

One excepuion is wCAU(Tv). the
NBC O&O in Philadelphia. As a CBS
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O&O until September 1995, wean had
an instatled base of Betacam gear.
“While the other O&Os were desperate
to repliace their old M stutf, for us it
wis, "Why 2o 10 DVCPRO?™ savs Jim
Barger. weat manager of news and
engineering operations. “But then we
started looking at the doltars involved.
and DVCPRO was pretty incredible
it"s preuy cheap for what you get”
woal decided to test DVCPRO by
converting its sports department to the
new tormat. The station created a new
feed recording room dedicated 1o
sporting events, which helped take the
load off the main satellite feed room.

The sports feed room. configured with |

cight DVCPRO record decks and two
edit stations. has been running as a sep-
arate operation sinee June.

“IUs been a godsend.” savs Barger
ol DVCPRO. ~It's clean—1 can tell
that the sportscast has been [recorded]
on DVCPRO. There are fewer
dropouts. you don’t see any hits in the
tape. and s a much cleaner image.”™

echnology

York's burcau in Moonachic, NJ., 1o
feed the story back to Philadelphia.
“That saved us tfrom hustling all this
expensive equipment around.”™ Barger
Says.

woat also took advantage of
DVCPRO s compact size when it sent
a crew 1o Germany this fall to cover a
Philadelphia-refated business story.
instead of going through the usual pro-
tracted customs procedures required
for crates of heavy editing gear. weal
news staftfers simply carried a
DVCPRO camera and laptop onte the
plane and then waltzed through Ger-
mMan customs.

Skip Erickson. director of engineer-
ing for CBS O&O woeco-tv Minneapo-
lis. is wlso & big fan of the DVCPRO
laptop. “We have one laptop. and iCs
spent most of its time on the road this
full foltowing the Vikings as a sports
cditing machine.” savs Erickson. "W
regret we [bought] only one. We

[ should hine [bought| two—it"s a popu-

woat also bought two DVCPRO

cameorders and two laptop editors o
tollow Philadelphia sports teams,
When Barger wanted a story last week
from the New Jersey Meadowlands
leading up 1o Sunday’'s Giants—Eagles
game. he dispatched a crew with a
camera and laptop n o car instcad of
sending a $300.000 microwave truck.
The crew then went 1o WNBCCTV) New

| While Tribune Broadcasting is
testing Sony Betacam SX at
‘ its owned stations in New
i York, Chicago and Atlanta,
ChicagoLand TV (CLTV), Tri-
bune's 24-hour cable news
channel in Chicago, is evalu-
ating Panasonic’s DVCPRO
| as an acquisition format.
CLTV has spent $450,000
on 16 AJ-D700 camcorders,
18 AJ-D640 player/recorders
| and four AJ-D230 desktop
VTRs. Two weeks ago,
CLTV switched all of its pho-

tographers in the field to DVCPRO camcorders and also |
| started using DVCPRO decks to record satellite feeds.
The cable channel will continue to master on Betacam
SP as it considers server-based playback for the future.
| CLTV Director of Engineering Craig Harrison says
that DVCPRQO's picture guality, even when mastering to
analog tape, is good and that the edit decks emulate his

ChicagoLand Television has made a complete con

lar item.”

woeco-Tv, which has received 108
picees ot DVCPRO gear. made a com-
plete news conversion to the format in
late September, “"We took alt our
Betacam equipment off the street and
did the conversion in one day—we
converted all the decks and handed
out all the cameras.”™ Erickson says.
“The big difference is [that] the pic-
tures are so much better. We had

aging Beta gear with some head prob-
lems. and we went from a lot of
dropouts 10 none. The cameras are
lighter. and I think the low-light
response of the AJ-D700 camera is
| outstanding. It's a much better in-the-
dark ENG-type camera.”

KDKA-TV Pittsburgh is also using
DVCPRO extensively. Since it began
its conversion in early September. the
station has received more than 140
picces of gear and is “98% converted™
to the format for news, according 1o
Jerry Kalke. KDKA-TV s director of
broadcast operations and enginecring.

All of KbRA-TV s field acquisition is
now done on DVCPRO. including the
| work of its three news burcaus, five
ENG vans and one SNG truck: only its
helicopter hasn’t been converted. The
CBS 0&O0O also is using DVCPRO to
record its satellite feeds and perform its
news editing.

“The transition has been very
smooth, particularly in the editing
arca.” says Kalke. "The DVCPRO
decks work a {ot like the machines
I we ve been using—they edit and han-
dle like the Betacam we were using for
years.”

Kalke says that along with improv-
ing KbKA-TV's picture quality. the
DVCPRO machines have been reli-
able—only one of 105 tape decks has
had a problem. which Panasonic recti-
| fied quickly. ]

| CLTV uses format for acquisition

quality feeds.

version
to DVCPRO gear for its news acquisition (this image was
actually shot with a DVCPRO camcorder).

old Betacam equipment very
well. He adds that the cam-
corder’'s light weight has
made a big difference to
CLTV shooters: The old Beta-
cam SP units with batteries
weighed 28 pounds apiece,
while a DVCPRO camcorder
with battery weighs only 19
pounds. |
However, CLTV has had dif-
ficulties recording “even slight- |
ly dinty” satellite feeds with the
DVCPRO decks, Harrison |
says. “It has trouble digitizing |

and compressing them if they're a little noisy, so we have
to go through a frame synchronizer and then record,” he |
says. Because of the noise problem, which results in pic-
ture banding, CLTV hasn't been able to use some low- |

Harrison says Panasonic knows about the problem
and is working to resolve it.

—Glen Dickson |
]
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And score big in the digital age.

To win at the digital game, you've got to assemble your
whole team—everyone from managers to engineers-
and go to NAB98. With so much to see, do, hear
and learn, every player counts as you map out your
game plan at the most comprehensive broadcasting and
e-media convention in the world! Start assigning your
key players to test drive and learn about the latest
technologies. Register now and enter the digital age like

a Hall of Famer!

Don’t turn this page until you've
contacted us for more information!

» Visit www.nab.org/conventions/
» Call Fax-on-Demand at 732.544.2888
» Call 800.342.2460 or 202.775.4970

Spotlighting DTV—
in the sessions, on the exhibit floor
and at special events!

D Explore more than 1,300 exhibits and uncover
hundreds of new products that will change the rules
of the game

» Examine critical issues that will lead your statian to
victory in more than 150 sessions and workshops

» Take a look at the play books of the convercence
markets to see how they impact your business
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nternet Comtent Regulation

Online leaders promise safety ’Net

Unseen threat of regulation may have been key conference player

By Paige Alliniak

aking a cue from broud-

casters” skirmish with

the White House and
Congress over television rat-
ings. the Internet industry is
preempting the threat of gov-
crnment regulation by taking
matiers into its own hands,

Internet service providers,
parents’ advocacy groups,
content providers and faw-
makers last week came togeth-
er at the Internet Online Sum-
mit in Washington to agree
that the industry will offer fil-
tering. blocking and rating
tools that parents can use to
keep children from finding
pornographic material on the
Internet. The indusiry also is
launching public education
campaigns to teach parents
how to use those tootls,

The summit was conceived
in July after the Supreme
Court overturned the Commu-
nications Decency Act, which
was intended to hold Internel
access providers responsible
for “indeccent™ content on
their networks. After that faw
was declared unconstitutional
in June. the administration
catled on the industry to offer
technological solutions to
help parents monitor their
childrens”™ Internet activities.

Vice President  Gore
announced four administra-
tion initiatives at the summit:
a Tzero tolerance™ policy
toward child pornography on

112

the Internet, a pubtic
cducation campaign
called “Think, Then
Link.™ a 1-800 hotline
to take complaints
about pornography on
the Internet and a par-
ents’ euide to the
Internet.

Attorney General
Janet Reno announced
that  the  Justice
Department would
convene the first-ever
meeting of Justice and
Interior  ministers
from the U.S.. United
Kingdom, Germany. Japan,
Ialy, Canada, France and
Russia to discuss ensuring
that there are no “safe havens
tor cyber-criminals.”

Gore defended the adminis-
tration against critics who say
that rating the Internet starts
the industry on a slippery
slope toward violating citi-
zens” First Amendment rights.

“Blocking your child’s
access to offensive speech is
not called censorship.™ Gore
said. Its called parenting.”

Several groups—including
the American Civil Liberties
Union. the American Society
of Newspaper Editors and the
Society of Professional Jour-
nalists—scparately formed a
group called the Internet Free
Expression Alliance. The
group will waltch to make sure
that government-encouraged
measures, such as filtering

Vice Pre-srn'mr Gore says blocking access by
children to offensive Websifes is nof
censorship, but parenting,

and rating programs, do not
result in Internet censorship.

Gore lauded the induastry
for working voluntarily to
keep children safe from inde-
cent and obscene material.

“This initiative must be
industry-led. or the industry
must prepare for a nationwide
backlash against this exciting
new technology.”™ Gore said.
Addressing the industry direct-
ly. he said: " You've gotalot at
stake. so the focus cught to be
finding a solution.”

Several family advocacy
groups ok this stance during
the summit, saying that compe-
tition and customer demands
are persuading the industry to
provide parents with tools
more effectively thun govern-
ment threats, And Internet
access providers did not want
to be seen as caving in to gov-
crmment pressure.

I don’t think this
should be viewed as the
industry coming togeth-
er to self-regulate to
avoid government regu-
lation.” said AQL
Chairman Steve Case,
Conferences on Internet
privacy. advertising and
marketing practices and
content are expected o
follow,

The industry seems
to have convinced
Congress that it can
give parents the tools
they need without the
added motivation of legista-
tion.

“| The industry is| just start-
ing, so we want to give them
time 1o Iind selutions.”™ said
an aide to Rep. Edward
Markey (D-Mass.). “The
technology fix. while imper-
feet, is certainly preferable to
government regulating the
actual content.”

Rep. Bob Goodlatte (R-
V) asked the administration
o go further toward fighting
pornography on the Internet
by relaxing encryption laws.
Commercial distributors of
adult material could then
encrypt their content with the
stronger software so that only
consenting  adults could
access it

The US. allows only a cer-
tain level of encryption to be
distributed on the Internet
because the government is con-
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cerned that international crimi-
nals will use U.S.-developed
technology to transmit mes-
sages about illegal activity.

Several bills were intro-
duced regarding Internet
pornography during the last
session of Congress, but only
one of them would create a
law similar 1o the Communi-
cations Decency Act.

Sen. Dan Coats (R-Ind.)
introduced a bill last fall that
some have called “CDA lite.”
The bill specifically would go
after an individual engaging
in the distribution of pornog-
raphy on the Web, says a
Coats aide. instead of the ser-
vice provider.

Other bills that have been
offered in the House separate-
ly by Reps. Markey, Zoe Lof-
gren (D-Calif.} and Joseph
McDade (R-Pa.) would
require Internet access
providers to offer screening
software to new customers for

 Telemedia -

Standards help develop modem marketplace

The advent of universal cable modem standards is
expanding the field of modem hardware makers,
with Samsung Electronics and Rockwell Semicon-
ductor Systems the latest to join the high-speed
Internet access fray.

Rockwell will produce chips for cable modems.
Samsung plans to produce an MCNS-compliant
modem, code-named Infolink, scheduled for demon-
stration this week with all the other new multiple
cable network system models at the Western Cable
Show.

The moves are further indications of the growth
anticipated as universality enables manufacturers
to put cable modems in the consumer retail
pipeline. Motorola will be introducing MCNS cards
for cable routers in headends to upgrade systems
to the MCNS standard and prolong the life of the
CyberSurfr modems it already has deployed.

Motorola also has introduced a sized-down ver-
sion of the CyberSurfr that incorporates the 16
Quadrature Amplitude Modulation spec for MCNS.
The company plans to produce MCNS models with
an eye toward retail distribution once the standard
is field-proven. Meanwhile, it's knocking down the
price of the streamlined CyberSurfr 20%, to $325,
apart from volume discounts to cable operators.

its Generation 4 MCNS modem in retail out ets
within 18 months. Its MCNS model for operators,
selling for less than $500, will provide dow nstream
data speeds of up to 10 Mb/s and upstrear1 data
speeds up to 36 Mb/s.

ayon announced plans to introduce their raspec-
tive versions of MCNS modems or modem devices.

cable modem VSP cards for $199 and $249 early

out MCNS modems to work with Com21's ComUni-
ty Access systems to be demonstrated at the West-

Bay Networks expects to have a $200 model of

Last month Bay, 3Com Corp., Com21 aqd Ter-

3Com expects to start selling its US Rob tics

next year. Its basic adaptor card will offer users 38
Mb/s downstream speed and a 33.6 kb/s return path.
Field trials are under way with Charter Cabl2, Subur-
ban Cable and Century Cable.

Terayon's universal cable modem will function
in three modes: as an MCNS-compliant machine,
in an 5-DMA mode or as a high-end 30 Mb/s
modem. The company is apparently waiting to put
production deals in place before it reveals pricing
plans.

Finally, Com21 and Cisco Systems plan to put

ern Show. No shipping date has been set
—~Richerd Tedesco

free or at wholesale. ™

@Home, RoadRunner add multimedia, seek ‘mainstream’ status

By Rickard Tedesco

multimedia-pumped version of the
A@Hume Internet access service

launches this week. Road Runner
will be showing off its recast service too.
with relaunch slated for early next year.

The revamped @ Home product bears
the fruit of a relationship with CNN in
the form of a video-on-demand page of
clips from the 24-hour cable news pro-
grammer. A relatively new Tuneln fea-
ture of @Home enables PC users to
access CD-guality music content and
sports/talk radio shows. Interactive net-
work gaming has become a mainstay as
well. in the wake of an enthralled
response from @Home users to the vio-
lent Quake game.

More multimedia is on the way. accord-
ing to Richard Gingras, @Home vice pres-
ident of programming, who revealed some
of the plans several weeks ago (B&C. Oct.
27). The idea of streaming pay-per-view
concerts is a live one. particularly with the
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imminent merger of
TCI Music and Son-
icNet's Paradigm
Music parent compa-
ny.

A How Do I? section will provide PC
users with instructions for a range of
tasks. Content will be reorganized into
categories—Finance, Games. Just Kids,
Lifestyle. News. Pop Arts. Shopping.
Sports Technology and Chat—and
@Home users will be able to access their
e-mail from anywhere on the [nternet.

Road Runner. which trails @Home in
subscriber count. will follow with a
makeover sometime during first quarter
1998. Time Warner Cable’s Rouad Run-
ner Group will run demonstrations at
the Western Cable Show this week.

Tighter integration of e-mail, message
boards. chat listings and personal home
pages tops the list of changes. A
redesigned interface will enable users to
gain ready access to features of Road
Runner 2.0 without drilling through lay-

www americanradiohistorv com

Cable modem services recast

ers of content.

As a Time Warner
product. Road Run-
ner already has pro-
vided access 10 CNN
news and Time, along with content from
Bloomberg and CNet. Now users clicking
on Road Runner’s news icon will immedi-
ately sumnon a news-summary screen
that provides breaking news from interna-
tional, national and local venues.

Tim Evard. Road Runner president.
expects the next iteration to push the ser-
vice past presenl 2%-4% penetration
rates.

But with prices for @Ho ne and Road
Runner in the Cadillac ranze relative to
those of the Internet access services,
achieving mainstream status may be a
long-range goal for both. ™
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See lust puge of classifieds for rates and other information

RADIO
HELP WANTED TECHNICAL

Chief Engineer, WKMS. Position to begin Feb-
ruary 1998. Qualifications: A minimum of six
years experience with high power FM transmit-
ters as Chief Engineer with CPB-qualified public
radio station is required; substitution with some
equivalent commercial broadcast experience may
be considered. Applicant must have a current
FCC General Radio Telephone Operator's Li-
cense. Society of Broadcast Engineering (SBE)
Certification or equivalent as a broadcast
engineer in radio, or better. is required. A
Bachelor's degree in Electrical or Electronic
Engineering, or in Electronic or Electrical
Engineering Technology. or in closely related
field is required; and Associate degree in
Electrical or Electronic Technology may be con-
sidered if coupled with excellent work experience
and other evidence of high proficiency in lead-
ership and communications skills. Familiarity with
Harris FM Transmitters strongly recommended.
as is past attendance at Harris transmitter main-
tenance seminars. Responsibilities: set and main-
tain high standards of audio excellence; assist in
ownership transfer planning and physical site
reorganization of existing low power television
service; monitor station's compliance with FCC re-
gulations and maintain required fogs: maintain
Harris FM broadcast transmitters and associated
air-chain; maintain solid state low power televi-
sion transmitter; install and maintain studio pro-
duction and broadcast equipment; plan and in-
stall signal extension equipment; design, acquire.
implement. and train station staff to operate state
of the art broadcast, production, and
transmission chain computer hardware and soft-
ware for control and automation systems and
LAN; perform repairs as necessary. Applicaton
Deadtine: December 22, 1997. To apply: Send let-
ter of application, resume, and the names.
addresses. and phone numbers of three re-
ferences t0: WKMS Search, 2018 University Sta-
tion, Murray, KY 42071. Equal education and
employment opportunity, M/F/D, AA Employer.

Chief Engineer for Trumper Comm. 6 station
Albuquerque, N.M. cluster. Requires working
knowledge of both AM & FM xmirs; experience
with installation and maintenance of analog and
digital studios, computer networks and station
automation. Excellent communication and in-
terpersonat skills necessary. EOE. Fax resume
and cover letter to (630)789-0102 or E-mail to
ropb@mcs.com

HELP WANTED PRODUCTION

Major Christian organization seeks producer-
writer for syndicated financial radio programs. Pro-
ven track record of creative, user friendly reporting
on consumer and economic issues. Tape/resume
to Steve Moore. Christian Financial Concepts, 601
Broad Street SE. Gainesville, GA 30501. No calls
please. EOE.

SITUATIONS WANTED ANNOUNCER

Seeking DJ or news position. Strong delivery.
Excellent pipes. Call for tape and resume. Also
can sell. Ted 212-737-2997.

SITUATIONS WANTED MANAGEMENT

Sixteen years of profitable, successful station
management. Twenty-six years radio experience
with very strong organizational skills. Eleven
years present employment ending with sale of
stations. “Hands-on” operator seeks long term
general management opportunity with stable
ownership. Patrick Chambers 417-667-3113
days. 417-667-8108 evenings.

Seeking GM/GSM/Announcer position in small
to medium market. Buyout potential if interested.
Experienced. Top biller. Turn arounds. Top re-
ferences. Willing to relocate. Ted 212-737-2997
or 212-421-7699. 448 E. 78th Street, Apt. 2A,
NY. NY 10021.

TELEVISION

HELP WANTED MANAGEMENT

General Manager. Small market Fox affiliate -
Eastern U.S. seeks sales oriented leader. Top
salary / with ownership potential. Resume to Box
01283. EOE.

HELP WANTED SALES

COORDINATORS

Fox/Liberty Networks, LLC has
opportunities available in Los
Angeles and New York in our
Commercial and Sales
Administration areas. We are
seeking talented, dedicated,
flexible Coordinators with
television traffic or sales
administration experience and a
desire to work in a fast-growing,
fast-paced environment.

=

It you have experience with
formats, log editing, copy or
sales order processes and are
seeking growth and challenge,
we’d like to hear from you! A
love of sports is a definite plus.

We offer competitive salaries
and excellent benefits. For
immediate consideration, please
submit your resume and salary
history to: Fox/Liberty
Networks, LLC, Human
Resources Dept. Code: TC,
1440 S. Sepulveda Blvd,, Ste.
118, Los Angeles, CA 90025 or
fax to: (310) 444-8490. NO
PHONE CALLS, PLEASE. EOE.
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Local Sales Manager. KSTW UPN 11 is looking
for a motivated. creative and aggressive individ-
ual to lead and inspire our local sales team.
Knowledge of inventory control, budgeting, com-
puter literacy, BIAS. Scarborough, TV Scan and
the ability to train and motivate AEs a must. Col-
lege degree plus a minimum 5 years' TV sales
experience also a must. You have the chance to
work for Paramount Stations Group. so send
your work history and salary requirements to Dick
Williams. KSTW UPN 11, P.O. Box 11411,
Tacoma, WA 98411.

General Sales Manager needed to lead sales
team. Small market affiliate with tremendous up-
side. Ready for the challenge of management or
are you a local sales manager ready for the big
job. If you're not aggressive. creative, innovative
or self-motivated. you need not apply! Women
and minorities are encouraged to apply. Reply to
Box 01286 EOE.

Account Executive. KMBC, Kansas City's #1
TV Station {ABC), is looking for a strong Account
Executive. This talented sales pro. with at least 2
years broadcast sales experience, must have ex-
cellent communication, marketing and business
development skills. Minorities and women are
strongly encouraged to apply. Send cover letter
and resume 10: Denise Dailey. LSM. KMBC-TV,
1049 Central, Kansas City, MO 64105. EQE.

NBC6 (WCNC-TV), a subsidiary of A.H. Belo Cor-
poration and a growing station in the 28th
markel, is currently recruiting for a Director of
Sales & Marketing. We are looking for a hands
on. highly motivated, high energy. proven leader
with a lengthy experience in a large market broad-
cast environment. Qualified candidates need to
possess strong skills in... Sales Planning/
Management; Revenue/Expense Budgeting; New
Business Sirategies; Interpersonal and in-
terdepartmental Communications; and AE De-
velopment and Motivation. Computer literacy with
a proficiency in Excel spreadsheets is a must. A
4-year degree is preferred. Qualified applicants
need to send your resume and salary history to:
{No Phone Calls, Please) NBC 6. Human Re-
sources Department, Re:97-37., 1001 Wood
Ridge Center Drive. Charlotte. NC 28217. EOE
M/F/V/H.

Local Sales Manager. WWAY-TV3, in Coastal
Wilmington, NC is looking for a Local Sales Man-
ager to lead our successful sales team. Strong
team building and coaching skills through posi-
tive motivation essential. Candidate should be pro-
motionally oriented, computer literate with knowl-
edge of TVScan, Media Audit and STAR. If
you're ¥ooking for a great opportunity in a great
community send resume and cover letter im-
mediately to General Sales Manager. WWAY-
TVv3, PO Box 2068, Wilmington, NC 28202. No
phone calls please. EOE M/F/V/D.

Account Executive - New England Cable News
seeks a hard-working advertising sales pro-
fessional ready for more challenges and op-
portunity. Base salary, commission. bonus and
an excellent benefits package. Experience suc-
cessfully selling cable or broadcast television is ex-
pected. We're looking for people with a passion
for success. Mail resume and cover letter outlin-
ing compensation expectations to: David Buon-
figlio, GSM. New England Cable News, 160
Weils Avenue. Newton. MA 02159, EOE.
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Classifieds

 HELP WANTED TECHNICAL

ECHNICAL DIRECTOR DTV EXPRESS: DESTINATION DIGITAL!

UNIQUE: The DTV E£xpress is a traveling road show, sponsored by Harris Corporation and PBS, that
will demonstrate DTV (including HDTV) to broadcasters throughout the United States. If you have suit-
able experience and are interested in working with the latest equipment in a dynamic environment,
we would like to hear from you.

POSITION: Immediate opening for a highly motivated experienced broadcast engineer as Technical
Director for new mokile broadcast truck and state-of-the-art digital television systems. Requires famil-
iarity with video, audio, control, transmitter, and satellite equipment. Maintenance experience a plus.
Understanding of current digital broadcast technology and knowledge of the ATSC television standard
essential. Must be able to present demonstrations and technical training material to broadcasters.
Management experience and SBE TV Certification or FCC General Class license preferred.

Duties will include hands-on digital television system implementation, testing, and trouble-shooting,
management of on-site technical staff and maintenance programs, DTV demonstrations and presenta-
tions, coordination of set-up and tear-down of road show, and management of budget expenditures.

TRAVEL: Based initially in Alexandria, VA, extensive travel will be required.

DURATION: This will be a 15 - 18 month position.
URGENCY: Review ol resumes will begin immediately.

RESPONSE: If you are interested, please submil your resume and salary requirements to:

Internet: hdunton®harris.com
Fax: 703-739-8080
Mail: DTV Express - Suite 310
Harris Corporation
1201 E. Abingdon Drive
Alexandria, VA 22314
Attn: HDunton

m)

a HARRIS

YPBS

BROADCAST ENGINEERS |

Consulting firm has openings for engineers
Our Products Make An Impact.
Our Employees Make A Difference.

We're a world-wide leader in the design, manufacture,
and marketing of software and systems for the
broadcast, multimedia, and post-production
industries. We have immediate opportunities for
professionals who can quickly seize responsibility in
the following challenging positions:

SENIOR ENGINEER. Heavy TV transmission
background. Knowledge of DTV
proceedings. Prefer BSEE or equivalent (P.E
a plus). Experience with FCC/FAA filings. 5
years related experience

STAFF ENGINEER. BSEE {equiv. Educ, plus
experience considered). Good computer
skills. Broadcast radio/TV experience a plus.

Technical Suppor Engineer
» Troubleshoot HW/SW problems on-site
and in-house
* Knowledge of audio and/or video
equipment required
Digital Video Engineer
« Schematic Software, Attera Design. CCIR601
Software Design Engineer
= Experience designing Windows NT
software using Visual C++ required
Graphics Programmers
* 2 years' programming experience
| * Visual C++. 20 & 3D library. open GL
Technical Support Engineer
* 2 years’ experience with video equipment
* Engineering experience with routers and
master controls

We offer excellent compensation and benefits
packages. For confidential consideration. please
send/fax/e-mail your resume, with salary
requirement and indication of position of interest. to;
H.R. Dept-BC, Chyron Corporation, 5 Hub Orive.
Melville, NY 11747; FAX #: (516) 845-2090 e-mail:
careers@chyron.com. We are an equal opportunity
employer dedicated to affirmative action.

CHYROWK /oo

MOLE WORLO waeCHye”

Send resumes in confidence:
John F.X. Browne & Associates, PC
500 N. Woodward Avenue #350
Bloomfield Hills, MI 48304
Fax: 248.642.6027 or
202.293.2021
www.jfxb.com

Chief Transmission Engineer. Arkansas Educa-
tional Tewevision Network IS seeking an experi- |
enced engineer to direct the operations and main-
tenance of a transmitter state wide network. |
Candidates will have a formal education
equivalent to a high school diploma; plus two
years vocational or related training: plus four
years of high power RF experience. FCC general
license. and a valid drivers license. In-state travel
will be required. Submit a current resume with cov-
er letter; three professional references and salary
history to: AETN-Human Resources Supervisor.
PC Box 1250. Conway, AR 72033. Application re-
view will begin Cecember 22, 1997. AETN is an
AA/EQ/ADA Employer. Minorities and women are |

enn mOmMpame on

encouraged to apply
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@ KEYSTONE INT'L., INC.
16 Laflin Road, Suite 900
Pittston. PA 18640, USA
Phone (717) 655-7143

Resume/Fax {717) 654-5765 ™

KWGN-TV Benver's WB 2, a Tribune Eroadcast-
ing Company. i$ moving into the digital age. Our
Broadcast Engineering Depariment has s everal ex-
citing opportunities available immediztely: Dir/
Operations and Engineering: Needs a highly
motivated individual with a BSEE and or 5 plus
years TV broadcast operations and engineering
management experience with a major market TV
station. Extensive background in rews and
sports operations with knowledge of tctal station
automation concepts and strong management.
communication and interpersonal skills. are also
required. Experience in the design &nd imple-
mentation of serial component television systems
a plus. Engineering Supervisor: Minimum 5 years
hands-on and supervisory experience. Strong
knowledge and experience with VHF/UHF
transmitters. and digital/analog broadcast
systems. inCluding multiple tape formats and disk
recorders. Self starter and strong organizational
skills are a must. PC and LAN skills a plus. This
position supervises the Engineering Maintenance
staff. sets work schedules and priorities, and im-
plements routine maintenance and que lity control
procedures. FCC General Class license and/or
SBE Centification required. Transmiti2r/Building
Engineer: Requires 3-5 years hands-on main-
tenance of VHF/UHF transmitters. microwave.
and building systems. This position is responsible
for the day-to-day transmitter. microwave, and
building maintenance. and compliance with FCC
and OSHA rules. FCC General Class license
and/or SBE Centification required. Sexd resume
to HR Dept. #51, KWGN-TV, PO 3ox 5222,
Englewood, CO 80155. ECE.

KCRG TV seeks applicants for a Satellite Uplink
Technician. Individual will be responsible for
transportation. operation and maintanance of
mobile satellite earth station. Xnowledge of elec-
tronics including video, audio. RF transmit and re-
ceive systems as well as mechanical systems is
required. Two year degree in electronics or
equivalent experience. Ability to ccmmunicate
with others. Ability to work in news gathering
environment within the broadcast time con-
straints. Overnight travel, out of state, extended
travel may be required. On call position requir ng
regular attendance. Must maintain valid class
“D", Chauffeur drivers license. FCC General
Class Radiotelephone Operator Liceise desira-
ble. Please send resumes to Mrs. Terry Zaruba.
Personnel Coordinator, KCRG-TV. Box 816.
Cedar Rapids. towa 52406. EOQE.

Audio Engineer/Utility Operator. KDNL TV 30,
St. Louis' ABC affiliate is looking for an audio
engineer for our daily newscasts. Applicant
should be proficient at operating audio consoles
and associated equipment. inCluding telephone
and IFB interface. Also, responsible for some
preparations of programs and cornrercials for
air. College degree or equivalent exp is aesired.
Person must be organized. work well under pre-
ssure and have strong communicatons skills.
Send resumes to: Personael Adiministrator,
KDNL TV 30. 1215 Cole Street, St. Louis, MC
£63106. Pre-employment drug screening required.
Minorities are encouraged to apply. EOE. No
phone calls please. Resume deadlive s
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Teleport Operations Technician: San Francis-
co bay area satellite teleport is seeking job appli-
cants for the position of Teleport Technician.
Qualified applicants have at least 2 years of op-
erations experience in a satellite teleport or broad-
cast facility. applicants with broadcast TV, or
satellite related telecommunications experience
may be considered. Experience witt include
pertorming C and Ku uplink/downlink services,
and familiarity with transmission scheduling/
coordination and quality control. Computer and/or
maintenance experience are both a plus. We are
seeking a team player with strong communica-
tions skills and the ability to grow and learn new
technology. No phone calls are being accepted
with regard to this position. Please send Resume
with references to attention of our Human Re-
sources Dept. at 5200 Huntington Ave., Suite
300. Richmond, CA 94804.

TV Chiet Engineer. Shop at Home, Inc., one of
the nation's oldest and most rapidly growing In-
teractive Retail Networks. is actively seeking
qualified candidates to fill the following positions:
TV Chief Enginger - Station in Boston needs chief
engineer 1o take charge of all technical main-
tenance for UHF transmitters and commercial in-
sertion equipment. Strong technical skills and the
ability 10 work in a self-directed environment is
essential. Will work with local cable headends to
ensure the highest possible quality of signal car-
riage. Studio Chief Engineer - for network studio
in Knoxville, TN. This person will be responsible
for technical maintenance of all studio and
satellite uplink equipment at the network’s main
studios. Will supervise staff of maintenance
technicians. We offer exceptional opportunities
for growth, a competitive salary and a compre-
hensive benefits package. Interested candidates
should forward a resume to: Shop at Home, Inc.,
Human Resources - TAF, 5210 Schubert Road.
Knoxville, TN 37912, Fax 423-689-5096.

TV Studio Engineer. Tuscon TV station with
LMA has a proposed new position in the 1998
budget for a studio engineer. Responsibility for in-
stallation and maintenance of the on-air. com-
mercial, promotional production facilitates and
Sports Microwave transmission facilities as well
as light building maintenance. Versatility in all
types of studio equipment a must. Computer
skills and knowledge a definite plus. Send re-
sume to KMSB-TV Inc., Attn: HR Dept., 1855 N.
6th Avenue, Tucson, AZ 85715. ECE.

Senior Maintenance Broadcast Engineer: Min-
imum of five years experience on broadcast
studio equipment. Ability to troubleshoot and re-
pair the component level. cameras, lape ma-
chines, switchers, character generators, still
storers, STLs and TSLs and all Supporting
equipment. Experience on transmitters, com-
puters, and microwave Systems is a plus. Re-
sume: Fred Bragg, Chief Engineer, KOAT-TV,
3801 Carlisle Bivd. NE, Albuguerque, NM 87107.
No phone calis! Drug free workplace. Equal Op-
portunity Employer.

Director of Engineering - Group owned FOX af-
filiate/UPN (LMA) looking for a hands on Director
of Engineering. Candidate should have 3+ years
as a Chief or strong assistant with a de-
monstrated track record of both management
and technical skills. Superior ability to diagnose
problems and correct them along with the com-
petence to develop a sound preveniative main-
tenance program a must! Staticn is in process of
adding new digital equipment for a start up News
operation and requires the appropriate experi-
ence 1o complete this and other related tasks. An
EEO degree or SBE certification is preferred.
EOCE. Send resume to: Lew Freifeld, VP/GM,
1000 James Street, Syracuse. NY 13203,

HELP WANTED NEWS

Mac, Liberty, Premere and After] flecrs.

-Enjoy diverse creative
projects
-Learn new equipment
-Develop your design style
-Work hard--play hard-
4 wks vaca

TURNER BROADCAST NETWORK

GLOBAL LEADER IN ENTERTAINMENT, NEWS AND SPORTS
including CNN, International, Latin America, Interactive, Sports

CNN SEEKING MID-LEVEL PRODUCTION DESIGNERS

with 3-5 years expericnoe in the television production environment. Design, implement and pro-
duc e still and amimated graphics including afl design elements and show looks. Collaborate with a
team ol top-notch art directors, producers and editors. Supervise productinm sessions. Art direct
set designs. Meet intensely pressured deadtlines while maintain a positive. flexible aftitude. Use

An equal
opportunity
emplovyer.

Send reels and resumes to:

HANDS-ON BROADCAST
124 West 24th Street, #6B, New York, NY 10011 www.jobopts.com

News 12

News 12, the 24-hour regional cable news operalion
sarving the Southwestem Connagi;a area has iwo
exciting careers available:

One of our main, hour long newscasis seeks an
enterpnsing, unflappable, and resourceful individual, with |
terrific news ju ent and leadership skills. Our programs
are “hyper local” so folks who spend their days "stripping”

the national teeds need not apply. |

ANCHOR/REPORTER

Must be willing to report for a 5pm Newsdal, take a dinner
break, do another package, then anchor a late rwwszust

The reporting component of this job is just as important as
the archoring!

Non-returnable tapes and resumes to lan Rubin,
Executive Producer, News 12 Connecticut, 28 Cross

St, Norwalk, Connecticut 06351. EOE

G.A. Reporter-Min. 2yrs. exp at a network af-
filiated station. College deg. preferred, but not re-
quired. Must be able to do live & remote reports.
good writing/communication skills, handle con-
frontation, gather & develop facts. meet
deadlines. Computer lit. nec. Send resume &
tape to: KOB-TV, Job # 49-97, 4 Broadcast Plaza
SW, Albuquerque, NM 87104, EOE/M-F.

WXII-TV, the NBC affiliate in Winston.-Salem,
NC is looking for an Executive Producer. The
ideal candidate must be a leader with a passion
for news. We want a creative, high energy
motivator, who thinks graphics and can sell a win-
ning show everytime. If you're an EP in a smaller
market or the best line producer in your shop
ready for a new challenge we want you! Please
send resumes and tapes to: Personnel Dept. PO
Box 11847. Winston-Salem. NC 27106. EOE.

Top north Texas NBC affiliate is seeking a
General Assignment Reporter. Responsibilities in-
clude shooting. editing and reporting hard and
feature stories. A college degree and one year's
experience required. Send cover letter. resume
and non-returnable VHS tape to: Scott Coppen-
barger, News Director, KFDX-TV, 4500 Seymour
Highway. Wichita Falis. TX 76309. No telephone
cails. KFDX is an Equal Opportunity Employer.

FOX News in the Fort Myers/Naples market
seeks a General Assignment Reporter, a Trou-
bleshooter. and 2 Videographers. Reporters must
be FOXIFIED with two years experience and
videographers must have one year shooting and
editing experience. College degree preferred.
Send resume and non-returmnable tape to Mark
Pigrce. Station Manager. 621 SW Pine Island
Road. Cape Coral, FL 33991. We are an Equal
Opportunity Employer.

News Photographer. Immediate opening for ex-
perienced photographer with a creative eye and
ability 1o move fast. Tapes and resumes to Dave
Busiek, KCCI-TV, 888 Sth Street, Des Moines, 1A
50308. A Pulitzer Broadcasting Company station.
EOE.

Meteorologist needed. WBNG-TV is looking for
a morning and noon meteorologist to join our ag-
gressive news department. Send tape/fresume to
News Director, Darcy Fauci, WBNG-TV, PO Box
12. Johnson City, NY 13790,

General Assignment Reporter. Do you know
how 1o tell people stories? Is your writing crisp,
clear. and to the point? Dees your style have an
edge? We're an aggressive news team that is on
the move. if you are a real team player with one
year of reporting experience and want 1o work in
a medium size market, send a VHS tape and re-
sume to Box 01285. EQE.

Live Truck Operator/Editor/Photojournalist for
#1 news station in beautiful southwest medium
market. Must have 1 year experience in televi-
sion photojournalism, live truck experience, work-
ing knowledge of Betacam 3/4" and Live ENG
Equipment. and have a ¢lean driving record. We
offer a competitive salary, excellent benefits. and
a fun environment in which to learn and grow.
Please send a resume. references, and non-
returnable tape with some of your live shots and
stories to Box 01281. ECE.
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Chief News Photographer: Supervise news
photography and editing staff. Responsible for all
ENG/SNG equipment and vehicles. Ability 1o
motivate, critique, teach and discipline. Leader
who can take great staff 10 next level. Lots of
toys: Helicopter, saiellite truck, bureaus, eic.
More managing than shooting. Minimum 5 years
TV photography experience with a significant
amount of time in news. Experience with Beta, 3/
4, SVHS required, some non-linear experience
preferred. Resume, cover letter and non-
relurnable tape: Pahl Shipley, News Director,
KOAT-TV, 3801 Carlisle Bivd. NE, Albuquerque,
NM 87107. Drug free workplace. KOAT-TV is an
Equal Opporiunity Employer.

Chiet Meteorologist: Midwest network affiliate
seeks trained meteorologist 1o lead our weather
department into the future. The successful candi-
date will know how to turn science into a forecast
that means something to viewers. This person
will have a great on-air delivery. be completely com-
fortable using computers and graphics 10 prepare
weathercasts, and be highly competitive in handl-
ing severe weather situations. Degree in
meteorology and 3 years broadcast experience
required. Send tapes and resume by December
15, 1997. Reply to Box 01284. ECE.

Assignment Manager. Looking for hard-hitling,
aggressive and experienced newsperson to run
the assignment desk. Must know what makes
good TV. We think out-of-the-box and so should
you. Send resume and cover letter to Kathy
Gazda, News Director, WXXA-TV FOX23, 28
Corporate Circle, Albany, NY 12203. No phone
calls. EOE.

Assignment Editor, Atlanta, CBS affiliate needs
"lake charge, take no prisoners” leader to run our
daytime assignment desk. Must have superior
news judgement and logistical smarts, as well as
good people skills. Minimum 3 to 5 years experi-
ence on a medium or large market assignment
desk. Knowledge of Atlanta market and Georgia
news is very important. College degree preferred.
No calls. Resumes to Paul Powers, Assignment
Manager, WGNX-TV, 1810 Briarcliff Road, NE,
Atlanta, GA 30329 or email:
ppowers@wgnx.com A Tribune Company/
Station. EOE.

6 and 10 Co-Anchor/Reporter. Award winning
Midwest NBC alfiliate beginning search for
weeknight 6 and 10 ancher to compliment female
co-anchor. Our guy is moving up 100 markets
after 4 years. We need a community leader, solid
reporter, and someone who knows news. Send
non-returnable VHS cassette to: News Director,
KTTC TV, 601 First Avenue SW, Rochester, MN
55906. KTTC is an Equal Opportunity Employer.

Reporters and Anchor 3 positions open now!
We are looking for 2 reporters who know how to
dig and do serious reporting. These are key posi-
tions in a very aggressive and dynamic news
room. We have the resources and the dedication
to do it right. If you're experienced and excited
about great reporting, then we should talk. Fill-in
Anchor experience exiremely helpful for one of
the reporting positions. The ability to tell a story is
critically important. We are alsc looking for an
experienced anchor who is comforiable and confi-
dent. These are not entry level positions. experi-
ence is required. Send tape (less than 1 week
old). Resume, references, and salary require-
ments lo Allen R. Sandubrae, News Director,
KARK-TV. 201 W, Third, Litlle Rock, AR 72201.
Equal Opportunity Employer. Males, females,
minorities are encouraged to apply.

Reporter. Solid well organized journalist to pro-
duce strong people oriented stories. Live experience
needed. Non-returnable tape and re-
sume 1o Jim DePury, News Director, WPMT FOX
43, 2005 S. Queen Street, York, PA 17403. A
Tribune Broadcasting Station. EOE. Drug test.
No calls.

Photographer/Editor: KJRH 2 News NBC in
Tulsa seeking aggressive, eager, easy to work
with photographer. Previous video photography
and editing experience preferred. Must know how
to operate a microwave live truck. No phone calls
please. Send resume to KJRH 2 NBC. Lori
Doudican, 3701 S. Peoria, Tulsa, OK 74105.
EOE.

KULR 8 Television, the NBC affiliate in Billings,
MT is seeking a News/Public Affairs Director. The
candidate ideally will have a degree in Journal-
ism from an accredited institute of higher learn-
ing, at least five years of work experience in the
field, possess good written and verbal skills. have
an affinity for people and the ability to work with
others, have the will to win, administrative expe-
rience as a News Director/Assistant News
Director/Assignment Manager or Executive Pro-
ducer, and have a sincere desire 1o live and work
in a great, small market television station. KULR
8 observes EEQ and all related programs. Send
correspondence only to General Manager, KULR
8 Television, PO Box 80810, Billings, MT 58108.

Meteorologist: A meteorologist is needed in
Tornado Alley. Looking to complete a four-
member weather staff at KIRH in Tulsa. Three
years on-air experience preferred. No phone
calls please. Send resume fo KJRH 2 NBC, Lori
Doudican, 3701 S. Peoria. Tulsa, OK 74105.
EQE.

Weekend Anchor. Experienced anchor with
solid reporting skills needed at #1 news station.
Tapes and resumes to Dave Busiek. KCCI-TV,
888 9th Street, Des Moines. |A 50309. A Pulitzer
Broadcasting Company station. EOE.

Writer/Producer Promotion. KARE11, The Gan-
nett owned, NBC affiliate in Minneapolis is |00k-
ing for a top writer/producer to join our excep-
tional staff. Demonstrated ability to do quality
work under deadline pressure required. Two
years minimum station promotion experiénce
needed. Technical skills in Protools and AVID
editing systems are a plus. Send non-returnable
reel and resume to: Tim Stanko, Executive Pro-
ducer/Promotion, KARE 11, 8811 Olson
Memorial Hwy.. Minneapolis, MN 55427. No
phone calls please. We are a drug free. equal op-
portunity employer committed to a diverse
workforce.

"~ HELP WANTED PROMOTION

Promotions Producer. East Texas FOX/UPN af-
filiates has an immediate opening for creative, ag-
gressive writer/producer. Duties will include. but
are not limited to, wriling and producing eye-
catching station promotion and daily episodic pro-
mos. College degree or equivalent. Computer
skills essentiai. Minimum two years experience in
writing and producing on-air station promotion.
EOE/MF. Send resume and/or non-refundable
tapes to Keith Paxton, Director of Marketing.
KFXK-FOX 51/KFXL-FOX 30 UPN 22/48, 701
North Access Road. Longview. Texas 75602.
Email: FOX51@JUNO

Promotion Writer/Producer. If you cin write,
edit and produce killer news topicals, we want to
add you to our award-winning Promotion team.
KMTV, Omaha's CBS affiliate, has an exciting op-
porfunity for a Promotion Writer/Producer. Creativi-
ly, aggressiveness and self-motivetion are a
must. Strong organizational and personal skills
are a plus. Minimum 2 years experier ce in broad-
cast news promotion preferred. No phane calls
please! Send resume and reel to Jane: Tidwell,
KMTV, 10714 Mockingbird Drive, Omaha, NE
68127. KMTV is an Equal Opportunity Employer.

Promotion Producer/Writer. WCNC-"V/NBCE,
an A.H. Belo subsidiary in Charlotte, NC, seeks a
creative, aggressive promotion praducer/writer
who specializes in news promotion. Must be self-
motivated with hands on editing experience. Abili-
ty to write and edit compelling topicel and special
report promotions that sell our newscasts is
necessary. We are looking for someone with a
minimum of 2 years experience in news/news
topical promotions preferably with a natwork af-
filiate. Charlotte is market #28, we're metered
and we're growing fast because »nur City is a
great place to live and work. Please send your tape
and resume with salary history tc: (Vo phone
calls, please), NBC6, Human Resources De-
partment, RE: Position 97-33, 1001 Wood Ridge
Center Drive, Charlotte, NC 28217 or fax resume
to 704-357-4984. EOE/M/F/V/H.

Topical Promotions Producer. W.LA Washing-
ton DC's ABC affiliate has immediate openings
for a top notch addition to its promotions team.
We need conceptually sirong, creative talents
who have imagination, energy and a contem-
porary style to make its mark in the 7 market. Pro-
motion and advertising for all on-air news pro-
ducts, local program specials and news topicals.
A minimum of 2 years as a news promotion/
writer producer at a television stalion cable op-
eration or broadcast network. Exparience in Top
50 market preferred. No Phone Czlls; EEQ; M/F.
Send your resume and a non-réturnable reel to:
Human Resources, WJLA-TV, 3007 Tilgen
Street, NW, Washington, DC 2000€.

Promotion Director: Responsibe for internal
and external promotional activities ¢f TV station. In-
teracts with public service organ-zations 1o
ensure promotion opportunities or tha station by
assisting in the preduction of such ads. A degree
in Marketing or closely related field preferred.
Must write, shoot and edit effeztiva TV com-
mercials. Resume and tape to EZQO Officer,
KJCT-TV, 8 Foresight Circle, Grard Junction, CO
81505. EEC

Promotion Guru wanted for growing market.
Witty writing, great eye, nerves of steel, ability to
juggle a must. Top FOX affiliate in 100+ market is
looking for Promotion Manager to lead the troops
to prome nirvana. Experience in madia buying.
analog/non-linear editing a plus. V/inrers send re-
sume, references, and reel to Diane Frisch, Gen-
eral Manager. KTRV FOX 12, PC Box 1212,
Nampa, Idaho 83653. No phore calls please.
EOE.

Writer/Producer. Creative Promction Writer/
Producer needed! Soon-to-be Pa-amount O&QO in
top 20 market that produces 5 hours of news a
day, is in search of versatite, creative writer/
producer with a great attitude. Will work with
news. sales and programming and must be a
self-starter. AVID editing and/or shcoting skills a
definite plus. Salary DOE. Please send your
creative, non-returnable demo r2el along with a
resume to KPWB-TV, Personnai CP 9-1, 500
Media Place, Sacramento, CaA €5815. EOE.
Qualified applicants will be called for interview.
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HELP WANTED RESEARCH

Research Director. KDNL TV 30, St. Louis’ ABC
affiliate is seeking an experienced Research
Director. Candidate should be computer literate
and have experience with Nielsen, TVScan.
Scarborough. Qualitap. market Manager. and Of-
fice '97. Strong analytical. written. and pres-
entation skills are a must. Send resumes to:
Personnel Administrator. KDNL TV 30, 1215
Cole Street. St. Louis. MO 63106. Pre-
empfoyment drug screening required. Minorities
are encouraged to apply. EOE. No phone calls
please. Resume deadline is 12/19/97.

Research Director/internet Coordinator. Chan-
nel 7WKBW-TV. Western New York's dominant
ABC affiliate. is looking for a creative, sales-
minded research director who will also handle
some Internet duties. This motivated individual
must be proficient in MS Office products. Harvard
Graphics, and PageMaker. Knowledge of BMP/
TVScan, CMR. Qualitative research, Columbine/
S.A.P. and HTML preferred. If you can make
sales one-sheets shine and produce effective
targeted presentations, send your resume and
samples of your work to Jeff Guilbert, GSM.
Channel 7 WKBW-TV, 7 Broadcast Plaza, But-
falo. NY 14202. No phone calls please. Channel
7.WKBW-TV is a Granite Broadcasting station
and an Equal Cpportunity Employer.

Senior Research Analyst. Programming op-
portunity of a lifetime. Universal Television has
an immediate opening for an analyst in their re-
search department. You should have prior expe-
rience at ether a TV syndication company, TV
station or rep firm. This position requires a
knowledge of all Nielsen systems and SNAP. ex-
cellent writing skills. in depth knowledge of both
syndication and network TV, as well as a passion
for this business. This position works closely with
domestic syndication sales and our network pro-
duction arm and affords excelflent growth poten-
tial for the right candidate. Communications de-
gree preferred. strong mathematical skills are a plus.
Universal offers a competitive salary and benefits
package and is an Equal Cpportunity Employer.
Please fax resume and cover letter to Universal
Television. Sr. VP/Research, 818-866-5041.

HELP WANTED PRODUCTION

NV TELEVISION
\/xJ. PRODUCER

FOR PRODUCTION FACILITY OF LEADING
GLOBAL SPORTS ENTERTAINMENT
COMPANY IN SOUTHERN CONRECTICUT

Must have extensive post-production experi-
ence; ability to work with on-air talenl; strong
management skills. Bilingual {Spanish) profi-
ciency a big plus. The person hired will be very
organized, possess excellent skills and thrive in
a leam-based environment.
Fax Resume To: (203) 359-5151
Or mail to: Human Resources Dept TV
Titan Sports, inc.
1241 East Main St, Stamford, CT 06902

It's warm and sunny where we work and play!
Looking to add several creative and talented
shooters & editors with 2-3 years experience to
our team. If you have strong lighting skills, audio
abilities. Toaster and non-linear knowledge a
plus. then send your resume and demo reel to
The Firm Multimedia. Attn: Production Director.
PO Box 770787, Ccala. FL 34477. EOE.

Creative Services

Senior Producer &
News Topical Producer

KDFW, the FOX O&Q in the 8th
market is looking for two
producers. it's the perfect
opportunity for creative,
ambitious individuals to excel
promoting a dynamic network,
a major news operation and
winning sports teams, Work with
a Quantel Editbox, AVID Media
Composer and ProTools audio
production system. You'll enjoy
the support of an Emmy award
winning Dasign Department.
You must be a responsibie,
hard working, self-starter with a
sarious commitment

to excellencs.

Sanlor Preducer will concentrate
on high end news, station and

programming promotion. Sports
promotion is strongly preferred.

Mews Toplcal Producer will

handle daily news promotion
and other productions as
assigned.

Rush resume and reel to:
Creative Services Personnel,
400 N. Griffin Street, Dallas, TX
75202. EOE/M/F/DN J

WJAC-TV, NBC in Central Pennsylvania,
seeks an experienced Executive Producer. The
ideal candidate has experience as a line pro-
ducer. understands that hard news is our
mission. has strong production, graphic and writ-
ing skills and knows how to communicate and
motivate a staff. Send resume and a non-
returnable tape of your best work to Mark Carros,
News Director, WJAC-TV. 49 Old Hickory Lane.
Johnstown, PA 153805. No phone calls. WJAC-TV
is an Equal Opportunity Employer.

Broadcast Personnel. Technical Directors (GVG
300 Switcher with Kaleidoscope). Audic (mixing
for live studio and news broadcasts). Studio
Camerapersons (studio productions and news
broadcasts). Chyron Operators (Infinit), Still Store
Operators. Tape Operators (Beta), Maintenance
{plant systems experience - distribution and
patching). Lighting Director Engineer. Employ-
ment would commence fall/winter 1997 Out of
town applicants accepted for these positions will
be reimbursed for airtare. hotel. and per diem ex-
penses. Send resumes to: MMS, Suite 345, 847A
Second Avenue, New York. NY 10017 or fax
212-338-0360. This employment would occur in
the event of a work stoppage and would be of a
temporary nature 10 replace striking personnel.
This is not an ad for permanent employment. An
Equal Opportunity Employer.

Producer: WTVC is seeking a producer for our
top-rated 5:30 PM newscast. Daily we take the
first block of our 5:30 PM newscast and produce
a detailed segment on a single story or issue.
Need someone who can produce a strong first
block with many elements each day for that
single topic and. when appropriate. blend the
topics into the rest of the newscast. Strong news
judgement a must. Send cover letter and resume
to Richard Simms. WTVC. P.Q. Box 1150. Chat-
tanooga. TN 37401, or via e-mail to
RSimms@NewsChannel3.com. Equal Opportuni-
ty Employer.

ENG Personnel For A Major Broadcast Facility
in NYC. ENG field operations with camera {(and
microwave) experience, video tape editors. and
ENG maintenance., employment would com-
mence fall/winter 1997, Qut-of-town applicants ac-
cepted for these positions will be reimbursed for
airtare, hotel and per diem expenses. Send re-
sumes to. Media Management Services. Suite
345. 847A Second Avenue. New York. NY 10017
or fax to 212-338-0360. This employment would
occur in the event of a work stoppage. and would
be of a temporary nature to replace striking
personnel. This 1s not an ad for permanent
employment. An Equal Opportunity Employer.

Documentary Producer. KING 5 TV. a sub-
sidiary of AH. Belo and the number one station
in the Pacific Northwest. 1s currently seeking a
Documentary Producer. Will report, wnte and
produce documentaries for news and public af-
fairs and work closely with news anchors who will
report and host most documentaries and
specials. Must have a college degree with mini-
mum 3 years documentary specials producing
experience. excellent wnting and production
skills. solid news judgement. and ability to work
closely with reporters. anchors. and managers. if
qualified, send 2 copies of your resume to: KING
5 TV, Attn: HR Dept. #K97A47. 333 Dexter Ave.
N.. Seattle. WA 98109.

Broadcast Personnel Needed. ENG Field Op-
erations with Camera and Microwave experience.
Videotape Editors. Studio Operators. and Main-
tenance. For the Midwest. Would commence fall/
winter 1997, Out-of-town applicants accepted for
these positions will be reimbursed for airtare.
hotel, and per diem expenses. Send resumes to:
MMS. Suite 345. 847A Second Avenue. New
York. NY 10017 or fax: 212-338-0360. This
employment would occur in the event of a work
stoppage and would be of a temporary nature to
replace striking personnel. This is not an ad for
permanent employment. An Equal Opportunity
Employer.

Television Producer. Join our expanding. award
winning team. Create high qualty news and in-
formation programming for clients. Guide the
creative process. write scripts, appear on
camera. narrate and interview. Seeking ag-
gressive, creative producers with strong attention
to detail and ability to meet deadlines. Two posi-
tions open. Salary $27.400 & excellent benefits.
BetaSP and nonlinear Media 100xr facility. Re-
sume and non-returnable VHS demo reel by 12/
19/97 10: Dave Currence. Government Television
Network, 7245 Stillwater Bivd. N., Oakdale. MN
55128.

Fax your classified ad to
Broadeasting & Calle
(212) 206-8327
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HELP WANTED MARKETING

| Promotion Writer/Producer |
REINVENT TOPICALS

We're NOT Jooking for your typical topical
Producer! W*USA, Gannett's flagship
station in the 7th largest market, wants a
crackerjack wriler who shares our view |
that News topicals ARE image promos,

| showcased in cur premier prime time

| positions, and that a break through [
concept is long overdue. Must think like a |
Viewer and have the ability to reach inside
your toal box to create promos that fit
THAT day's News and Programming. An |
experienced, take charge Writer/Producer |
who can direct Anchars and Reporters,
Photographers and Editors. Avid or non-
linear editing know how a plus. Send non- |
returnable reel and writing samples to: ,

Director of Marketing and Promotion [
W*USA Channel 9 |
4100 Wisconsin Avenue, N.W.

Washington, D.C. 20016 '

|  EOE. Nophane calls, please. |

1
OW‘IH'NETUN [N

HELP WANTED
FINANCIAL & ACCOUNTING

KWBP-TV has an immediate opening for a Busi-
ness Manager. Candidates must have a strong
financial background. along with management
experience in broadcasling or related field. Cre-
dentials should include a Bachelors degree in ac-
counting. CPA preferred. Proficient in Computer
Software is a must. Send resume 1o Steve Dant.
VP/GM. KWBP-TV. 10255 SW Arctic Drive.
Beaverton. OR 97005. KWBP is an Equal Op-
portunity Employer

KSTU Fox 13 Television, a Fox O&0 in Salt
Lake City, has an opening for a Director of Fi
nance. Full benefits package available. Essential
functions of the position include overseeing day-
to-day accounting operations: performing month-
end closing. weekly P&L. journal entries;
participating in annual budget preparation: acting
as liaison with home office personnel; assisting in
identifying and mmproving station financial pro-
cesses. Essential qualifications include a
bachelors degree in accounting/finance, business
or related field or equivalent with 3-5 years expe
rience as an accountant. preferably with a "Big
Six” accounting firm or in the broadcasting field. If
interested. please FAX resume with salary re-
quirements to KSTU Personnel (801) 536-1315.
5020 W. Amelia Earhart Drive. Salt Lake City. UT
84116. KSTU is an Equal Opportunity Employer

HELP WANTED CREATIVE SERVICES

Wanted: Experienced Art Director for a me-
dium size market in the northeast. Must have two
to three years working experience with Mac
based Adobe PhotoShop. lllustrator. After Effects
and Electnic Image. Must be able to c¢reate 3D
animations, graphics. opens and print in a busy
television envircnment. Send resume and tape
WYOU-TV is an Equal Opporiunity Employer.
Please reply to Box 01282

Broadcasting & Cable December 8 1997

GRAPHIC
DESIGN

MANAGER

Your Chance To Move Up
To Management

Highly motivated,
creative individual who can
confidently manage intense

deadlines and possesses
the ability to cooperate
and communicate with
news, programming,
premotion and station
management.

Design and execute graphics
and animations fer mews,
programming, prematicn

and sales.

Dversee statisn Chyron
and font requirements,
training and scheduling
font operaters. Quantel
Paintbox proficiency
required, S61 praficiency
preferred.

S5

For immediate consideration
sand resume and demo tape 1o
Al McQueen
Graphic Art Director

3001 Euclid Avenue
Cleveland, OH 44115

Committed To A Diverse
Work Force

www.americanradiohistorv.com

Creative Services
Senior Designer

KDFW, the FOX Q&0 is
seeking a creative and
motivated Senior Designer
to join our Emmy Award
winning design team in
Dallas. We have the tools,
if you have the ability and
the drive. Applicants must
have 3-5 years experience,
good technical skills,excel-
lent communication skills
and demonstrate a strong
sense of design.
Responsibilities include:
news graphics, promotior.al
spots, special projects,
photo shoots and prin:.
Must be proficient with

the following: Quante:
Paintbox, Picturebox,
Macintosh (illustrator &
photoshop). Editbox a
plus. Rush tape/resume
fNetter of interest to:

Design Personnel

400 N. Griffin St.

Dallas TX 75202

No calls please! ECEMF/DNV

% J/

~ HELP WANTED MISCELLANEOUS

WPSG/UPNS57 Philadelphia. Flagship of the
Paramount Stations Group. loci/ Sales Man-
ager: Seeking motivated. aggressive and creative
LSM 1o lead our sales team into our next growth
stage. A proven track record and 3 5 years TV
sales management required. Knowlecge of inven.
tory control. forecasting. Bias. Searhorough. TV
Scan and CMR a must. Now is the time to have
an impact on Philadelphia TV znd Paramount.
Research Direclor: Seeking a ¢ eative and
motivated candidate to develep sales pres
entations and research. Must hive experience
with Scarborough. TV Scan. CMR. A true desire
to equip our creative sales team with revenue
generating sales tools a must. lLocal
Salesperson: Seeking a competitive and creative
salesperson who can turn our rating ¢ains into im
mediate revenue. Proven track resord with a
‘growth  station” preferred. Knewledge of TV
Scan and Scarborough a plus. Send resumes to
Box 578, WPSG/UPNS7, 420 North 20ih Street.
Philadelphia, PA 19130.
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As one ol the lastest growing, st

| progressive broadeast gronps m the nation,
NC owns or

s L 29 1\

LNy servi
1 0 nnarkets amdd engoys
s with AU, CBS, FOX WEB and UPN
adlo gronp operates m R separate
tarKets aned is dso ane ol the largest i the countre: As our
phienomenal growth continues, we seck the oue elenent
wltic hogives s the sdge ot the conpetition arad the prwaer to
stay annfop the best preople i the business I you are a
miotivated tean plaver with a suceesstal track record. an

opporiumly may await youal Sinclaw
We currently have the lllowiig positions

SINCLAIR i

availahle

¢ Columbus - WTITF-TV-FOX
Business Manager
Imnexdiate opetingg lor o 138 xperienced m
television-broadeasting, Responsibllities i hude
station budgel, hnancial reports, payroll APZAR
stpervisien of two Business Assts. Must Due able to
work undor tght deadlines and steesstul comditions
Sed resiune including daytine phone number 130431

¢ Asheville - WLOS IV - ABC/WEFBC IV - IND
Reporters
Previons cn-air reporting exp Live on-the-seene

LOOKING OUT FOR YOU
NOW HIRING:

NEWS DEPT: Weekend Anchor/Reporter.
Executive Producer, Reporters, Photojournalists,
Assignments Planner, Sports Producer, Desk
Assistants, Helicopter Photojournalist, and
Investigative Researcher

POSITIVELY TEXAS: Senior Producer.
Reporter

. CABLE

’ ~ HELP WANTED MISCELLANEOUS
i
|

‘ Houston Opérations Centar

World's largest distributor of cable sports

l programming is currently updating its

resunie files. Resumes are being accepted for
the following positions: Master Control
Operators, Editors, Promotion

:e-;:;-rlm;i{ Familianty with videotaps u(linn,:i MARKETING: Creative SErYiCes | “'riter/l)r()ducerﬁ. Tr‘afﬁC PTUfCSSiU[‘IaJS,
allege degree Cui2 ‘ . o K
| || writer/Producer | Operations/Maintenance engineers.

¢ Asheville - WLOS TV-ABC/WEBC- IV - IND
Photojournafist
Iinnediate opening lor a storyteller that can shioot,
edit and gather information Expenence with sNG
& LNG live tracks prefereed T will traim. NFPA

| SALES: Internet Manager

| Experienced only. Sports Knowledge a plus.
Resume to:

style shuaster thiat canwork well with reporters or . . v
e e Send non-returnable tapes and resumes to: Fox Sports Net |
reconnended Sewd tape and resame BUwis 5251 Glllﬂ
on
¢ Wllkes-Barre/Scrantun - WRRZ-FM l bt RESOURC.ES
Account Executive ' Attn: Christina Medina Houston, Texas 77081,
dding three niew sales pasinons due to | 5233 Brid e St t
unprocedented sales growtin 'rio E ‘ g fee Atin: Human R-EHHM
evpeTienee In:-: essary ;\‘:1 i n:l\al.nr\ HH(K Y, Fort Worth, TX 76103 F (7]3) 661 |
il vacation IR | 'ax 560
. l‘.‘r:'u';‘u"’:::“’"d;:;':‘r"“ WhRZEM We are an Equal Opportunity Employer. E.O.E.
Excellent at production 35 vears expenienee No phone calls p'lease.
Tape required B{'#35 | http:llwww.ktvt.com
. ;n Louis - KDNL-TV-ABC Job Line: 817-451-111 Ext. 755 _
esearch Director - — E
Conputer experien e m Nictsen. 1V 5 an.
:;'.trlmn.uglu.E)\tn.uli:a[ﬂ?ln‘rkvl \Inn.nm-rnmul(HII;-_:.J". ‘ I HELP WANTED PRODUCT’ON
Strond presentation shalls o nust i T DO R - .
o1 Louln - KDNL TV ABC [ SITUA TIONS WANTED RESEARCH Producer. ARE Television Networks is currently l
+ 5t Louls - TV H -
Audio Engineer/Utillty Operat seeklng a producer to support our proquctlon
l’::.til('n r:‘l".l:‘:;valillg‘mn?ilur:.w‘n‘lrsnlt- nehudling i team in creating and editing programming for
IFB mterface. Prepaations of coammercial for aie Looking for Meter Market / Group Research A&E and The History Channel. The individual will 1
AU GTERTEHEUR G Hewi Director? 12+ years experience working for sla- | pe responsible for researching, writing and pro-

. ?Imr-:;nil:‘:‘nmm(lnh-allom. . :g’;l%-sg"ésglés';fb”m" & Tapscan. Paul Heine: | ducing program segments: rewriling, renarrating
raffic Vianager _— . and post producing programs and producing
Westert location. Expeneticed Traffic M. g fexl . A 2
,\\:llr('1M|l|'|II)|:ln-;:x-?i:;:; !l:;ll:‘l’l'd "m“;;(‘::!.':ﬂ _ | special programs and projecls as assigned.

5 P S ] TV SALES TRAINING | ?ualified Iapplic.gnls Iml;:st goss:ass a rglini?\lljm of
Repueter, Phokgrapher. Prochacer & Videotape Febibor - | = yrs. major national broadcast or cable pro-
m_u;nr-\-; L\'Nem |;nmmm}ikx},{\m1\ will el \ duction experience. inCluding 2-3 yrs. writing/
VPPN New seast forits TMA KRR 1TV, soon tae tw i i A i H

. ! ! producing experience. Additional requirements in-
WHSS M 2 years 0t el Ny . e X " &
e e e i ARl | ci.cc: sirong witing & eciting ki, prior oxper |

. Call for FREE Info Packet | ence working with talent. extensive experience
¢ New Oreans - WA T 870-AM E . .
Local Sales Manager | Hext F'rl:l-gr:am: 1-18-88 :m“;] .Stale'og'l:'IE'.?{:t aUdlg k& p?eS(; pro:ﬂt:jcllon
Fxp i selhmng the News Talk Sports-Talk Rachio echniques acilities, an now| e of docu-
ll)l?llﬂ' Nuceessful irack ree unll,:um Al dl::‘l TUS TS nNTﬂNELLI “ E DIA‘ 9 i 9 -
mentary program production. College degree pre
anust Detail onented. safes traning, people skilfs | TRAINING CENTER ferred. Please forward resume with salary require-

and ahility 1o motivate are part of what top billing
talion in New Cirleans is lookwig for Muumam 5 |
vears i Fadio sales required Seted resune BOC#40

ments to: A&E Television Networks, Att: Human
Resources/Prod. 235 East 45th St. New York,
NY 10017.

(212) 206-8063

»  New Orleans - WWE R70-AM
News Reporter/Anchor
Fnthusiastic. versatile news repurtersuclior
w/steang writing and comnugmcation skills. Abalty
toturn stories gocklv. Momnum 2 years

" PROGRAMMING SERVICES

ALLIED FIELDS

Entry to senior level jobs nationwide in ALL fields
(news, sales, proguction, management, eic.). |
| Published biweekly. For subscription information:
[ (800) 335-4335

in CA, (818) 901-6330.

={={c] I

SINCLAIR BROADC AST GROUP

expenence in radio news reporting anchormg, o S ,
‘rsotal velicle. dr e . woodd dri voord
M b ot g i ot o s e EMPLOYMENT SERVICES
working long hrs and or whends  Flease send STUDIOS T B -
resurie, references, air chieck & lelter of interest A
5 National Weather Network
LS Your own on-air meleorologist via satellile, Cusiom and ' P R 0 FE SSI 0 N A L J o BS ‘
Mail v«u;r resunn mmu-«li&:l:lyln | |ocallzed="|"’\.f.:;ﬂher|:lll u!rurr:: tor Fox'el::’dm? vlu::}: ‘ WITH ENTERTAINMENT COMPANIES
Broacleasting & Calblke
23 1Ml St | maertamo make money. E.’(‘::u:v::’r::t: o g:r'e'ervrﬁ:E:’; BROADCAST & CABLE TELEVISION, DISTRIBUTORS. f
NY,? o
At ol # ;5"‘2"6673 ;;‘;‘,"":r':’l‘oé‘;; e a MOTION PICTURE, POST PRODUCTION & MORE |

NEWS COACHING SERVICES

Coaching services: We provide comprehensive
tape critiques and coaching/consultation for news
professionals. Expert, approachable. affordable.
Media Mentors (334)665-5553

Sinclair is proud to be an
EQUAL OPPORTUNITY EMPLOYER

Entertainment Employment Journal™ J
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Classifieds

A W e W Waw
MEDIA’S INNOVATIVE |
STAFFING SOLUTIONS

4 Sales & Buyers
a Traffic & Promotions

a Assistants |
a4 Managers & Rescamh S TEMPS.INC™ . bT

1 (800) 556-5550
a B WK Wam w~ ~_— |

\'A‘ 51‘
Radio & TV Jobs in the Beautiful Northwest
On-air, sales, engineering, production,
management. Washington State Association of
Broadcasters Job Bankc
Phone: 360-705-0774 Fax: 360-705-0873

A -

 FINANCIAL SERVICES

Loans By Phone: Leaseffinance new oOr used
broadcasting equipment. Flexible payment plans.
Flexible credit criteria. Call Jeff Wetter at Flex
Lease. Inc. 800-699-FLEX.

~ WANTED TO BUY EQUIPMENT

Used videotape: Cash for 3/4" SP, M2-90%,
Betacam SP's. Call Carpel Video 301-694-3500. |

|
Satellite Equipment and Television Transmit- |
ters bought and sold. Including HPA's. anten- |
na's. UPS's. generators. exciters. plus much

more. Megastar 702-386-2844. {

 HELP WANTED INSTRUCTION

The University of Montana School of Journal-
ism seeks two professionals for tenure-track fac-
ulty positions for its nationally recognized pro-
gram in photojournalism and design and its de-
veloping curriculum in multimedia. Applicants
must be well qualified in photography, publication
design or multimedia, preferably in at least two of
those areas. Significant full-time professional
journalism experience is required. Teaching ex-
perience is preferred. Master's degree preferred.
Courses in the program include news and docu-
mentary photojournalism, publications design
and digital multimedia, among others. Send letter
of application. resume and samples of work to
Professor Shaown Barrett, Chair. Search
Committee, School of Journalism
The University of Montana, Missoula, MT 59812,
Review of applications will begin January 10,
1998. The University of Montana is an equal op-
portunity/affirmative action employer and en-
courages applications from women, minorities,
Vietnam-era veterans and persons with dis-
abilities. |

~ FOR SALE EQUIPMMENT

ATTENTION C-BAND SHOPPERS!

Galaxy VIl Fully Protected Transponder
Available for Immediate Full-Time Use
Uplink from N.Y. with DigiCipher Il MCPC
Below Market Rate!
Commit now for Huge Discount!

Only Two Channels Left!
First Come, First Served!

Call Today (714) 263-9900 x217

_— — — S —_
Broadcasting & Cable December 8 1997

General

Instrument
IRD’s
575 DSR-1500's
& 80 DSR-2200's
Almost new, available for
sale at a very low price!

Call now to place your order!
(714) 263-9900 x217

I
e S e

S
TAPES.

For video duplication, demos,
audition reels, work tapes, our
recycled tapes are technically
up to any task and downright
bargains. All formats, fully guar-

anteed. To order call:
(800)238-4300 GARPEL
i

Lowest prices on videotape! Since 1979 we
have been beating the high cost of videotape
Call Carpel for a catalog. 800-238-4300.

o SR e

Broadcast Equipment (Used): FM/AM transmit
ters. RPU's, STL's, FM antennas. Consoles, Pro
cessing. etc. Continental Communications, 3300
Chippewa, St. Louis. MO 63118. 1-800-664-
4497 Fax: 314-664-9427

Bogner B16U M Series Antenna Ch. 33, Omni-
Pattern; Top Mount. and 21KVA Rotroverter
Phase Converter, Includes 240-208 Stepdown
Transformer. (616) 775-9813.

AM and FM transmitters, used. excellent condi
tion, tuned and tested your frequency. Guaran-
teed. Financing available. Transcom. 800-441
8454, 215-884-0888, Fax 215-884-0738.

[FOR SALE STATIONS _

John Gran

BROADCAS

MG BROKER

Station for Sale. Famous Colorado Ski Resort,
Class C FM, all new equipment. The most beauti-
ful place you'll ever ski. Asking $650,000 or best
ofter. Bill 970-243-1111.

Delmarva Penninsula. Class A FM {6 kw). Full-
Time AM. Owned Real Estate. Bill Schutz
(410)745-3900.

Class A FM, in Bartlesville, Oklahoma area.

Reasonably priced with some owner financing.
Call Barbara Milleson, 818-287-245%

www americanradiohistorv com

WANTED TO BUY STATIONS

Investor seeks purchase of small AM ¢r FM up
to 450k. Ted 212-737-2997.

~ CAPTIONING SERVICES

C tioning For Less!

Digital CapTioaing
and Subtitling

BD2-3566

CAPTIONIYY®]

~ VIDEO FIBER SERVICES

LOWEST RATES
for

www.lriumpheco.com

Broadcasting & Cable
is now offering

COLOR

Classifieds.
Call today!!

Antoinette Pellegrino
(212) 337-7073

or

Sandra Frey
(212) 337-6941

N

|
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“For the Record” compiles applications filed
with and actions taken by the FCC. Applica-
tions and actions are listed by state; the date
the application was filed or the action was
taken, when available, appears in italic.

—— -

i Abbreviations: AOL- asignment of license: an,
antenm; che—clhannel: CP—construction permit:

| 1L —debtor in possession: ERP-—etfective rudiated
power: khz- kilohientz: km—kilometers: hw —kilowatts:
m--meters, mhz-—megahertzs mi- -miles: TL—irans.-
mitter location: TOC —trunster of control: w- —wars,
One meter eyuals .25 fevr.

OWNERSHIP CHANGES

Granted

Vicksburg, Miss. (BTCH-961031GE)—Bish-
op Broadcasting Inc. for weev(Fm): involuntary
TOC from Bobby F. Bishop, deceased, to
estate of Bobby F. Bishop, care of Billie J.
Bishop, administrator. Nov. 19

Shamokin, Pa. (BALH-970915GG)—North-
east Broadcasting of Northcumbertand Inc. for
wiSL-FM: involuntary AOL from Northeast
Broadcasting of Northcumberland Inc. to
Northeast Broadcasting of Northcumberland
Inc., debtor in posession. Nov. 19

Spokane, Wash. (BTCCT-97012918)—
KSKN Inc. for kskn(Tv): involuntary TOC from
Met Querio to Roy Querio, executor of the
estate of Mel Querio. Dec. 2

Filed

Dalton, Ga. (BTC-971114EA)—Pye-Wilson
Broadcasting Inc. for wiTi(am): involuntary
transfer of negative control from Robert R. Wil-
son, deceased, to L.F. Pye Sr. Nov. 24
Dalton, Ga. (BTC-971114EB)—Pye-Wilson
Broadcasting Inc. for wrTi(am): involuntary

TOC from L.F. Pye Sr., deceased, to estate of |
L.F. Pye Sr. Nov. 24 ‘

_NEW STATIONS

Filed
Antioch, Calif. (BPED-971114MD)—Stock- |
ton Christian Life College (Paul Price, chair-
man, 9019 West Lane, Stockton, Calif. 95210) |
for noncommercial FM at 89.7 mhz, 1 kw, ant.
-8 m.; owns KcJH-FM Stockton, Calif.; is build-
ing a new FM in Livingston, Calif.; and has
applied to buitd new FMs in Reno and
Kalispelt, Mont. Nov. 24

Baker, Calif. (BPH-971105MC)—Joseph G.
Cavallo (319 E. 17th Street, Second Floor,
Santa Ana, Calif. 92706) for FM at 94.9 mhz,
11.4 kw, ant. 147.3 m., 1.6 km W of intersec-
tion of Rasor Road and Rte. 15, Section 10in
the Soda Mountains, SW of Baker. Nov. 24

Baker, Calif. (BPH-971107MS)—KHWY Inc.
(Howard B. Anderson, president/50% owner,
12381 Wilshire Boulevard, Suite 105, Los
Angeles, Calif. 90025} for FM at 94.9 mhz, 1
kw, ant. 399 m., Turquoise Peak, 23 km NE of
Baker, owns krxv(FM} Yermo, kHyz{Fm) Moun-

fain Pass, knwy(F™) Essex and kHwz{FM) Lud-
low, all Calif., and KCCN-AM-FM and KINE-FM
Honolulu Nov. 25

Baker, Calif. (BPH-971107MP)—Puoint
Broadcasting Co. (John Q. Hearne, president,
100 Wilshire Boulevard, Suite 1000, Santa
Monica, Calif. 90401) for FM at 94.9 mhz, 25
kw, ant. 100 m., Nickel Mountain; owns 95%
of kutv(am) Palmdale, kLkx{FM) Rosamond,
KHJJ(AM)-KGMX-FM Lancaster, and 88.5% of
KkzZ{AM) Santa Paula, kocp-Fm Camarillo,
KTRO(AM)} Port Hueneme, kcaQ-rM Oxnard, |

KxsP(aM) Ventura and xxee-rM Qjai, all Calif.
Nov. 25

China Lake, Calif. (BPED-971114MG)—
Family Stations Inc. (Harold Camping, presi-
dent, 4135 Northgate Boulevard, Suite 1,
Sacramento, Calif. 95834) for noncommercial
FM at 91.7 mhz, 3 kw, ant. 391 m., El Paso
Peak, 4 km W of Hwy. 395, 18.5km S of cen-
ter of China Lake; owns one TV, 32 FMs and
seven AMS. Dec. 1

Lemoore, Calif. (BPED-971029MR)—
Lemaare Union High School District (William
T. Black, superintendent, 101 E. Bush Street,
Lemoore, Calif. 93245} for noncommercial FM
at 88.5 mhz, .1 kw, ant. 30.5 m., 101 E. Bust
Street, Lemoore. Nov. 25

Lenwood, Calif. (BPH-971107ME)—Point
Broadcasting Co. {John Q. Hearne, presi-
dent/owner, 100 Wilshire Boulevard, Suite
1000, Santa Monica, Calif. 90401) for FM at
96.9 mhz, 2.3 kw, ant. 165 m., 33320 | Street,
Barstow, Calif. Nov. 24

Port Reyes Station, Calif. (BPED-
961107MT)—West Marin Community Radio
Inc. {Richard Dillman, executive director, P.O.
Box 1262, Port Reyes Station, Calif. 94956)
for noncommercial FM at 90.5 mhz, .18 kw,
ant. -87.5 m., 501 Mesa Road. adjacent to
Red Bam building. Nov. 25

Colorado City, Colo. (BPED-971114MC)—
Broadcasting for the Challenged Inc. (George
S. Finn Jr., president, 188 South Bellevue,
Suite 222, Memphis, Tenn. 38104) for non-
commercial FM at 89.9 mhz, 9 kw, ant. 44 m,,
4.8 km SW of Cedarwood, Colo. Nov. 24

—Compiled by Sara Brown

Changing Hands

continued from page 88

WIOD({AM)]) {formerly WSTK) Rich-
mond, Va.

Price: $860,000

Buyer: Hibernia of Richmond LLC,
Philadelphia (Mike Craven, Jim
Thompson and Kevin Reymond,
principals); owns WEZE(AM) Boston; is
buying wHIM(AM) West Warwick/Prov-
idence, R.I.

Seller: Fletcher Communications
Inc., Richmond {Dave Fletcher,
president); no other broadcast
interests

Facilities: 1290 khz, 5 kw

Format: Nostalgia, big band

Broker: Bergner & Co.

KVIN(AM] Turlock, Calif.

Price: $350,000

Buyer: Threshold Communications,
Modesto, Calif. {James Arata,
50% owner); owns KRvVR(FM) Cop-

peropolis, Calif.

Seller: Silverado Broadcasting Co.,
Sacramento, Calif. (Marv Harris, prin-
cipal); owns KwiN(FM) Lodi, KWNN(FM)
Turlock and Ksar(aMm) Sacramento,
ali Calif.

Facilities: 1390 khz, 5 kw

Format: Spanish

WINC{AM] Jacksonville, N.C.

Price: $300,000

Buyer: Jacksonville-Topsail Radio
LLC, Emerald Isie, N.C. (Hoyle S.
Broome Jr., principal); is buying
wzxs-FM Topsail Beach, N.C.
Seller: WJINC Inc., Jacksonville (Glen
Hargett, president); no other broad-
cast interests

Facilities: 1230 khz, 1 kw

Format: News, falk

Broker: Snowden Associates

WHEE(AM) Martinsville, Va. :

Price: $200,000 for stock

Buyer: William D. Wyatt Jr., Mar- I
|
|

tinsville; no other broadcast inter-
ests

| Seller: Nannette P. Wood and Debra

Doss, Martinsville; no other broad-
cast interests

Facilities: 1370 khz, 5 kw day, 500 w
night

Format: Country, talk

KIMM({AM] Rapid City, S.D.

Price: $150,000

Buyer: KIMM Radio Inc., Rapid City
(Matthew Ward, president/owner);
no other broadcast interests

Seller: Thomas E. Ingstad, Orono,
Minn.; owns/is buying 10 FMs and
five AMs

Facilities: 1150 khz, 5 kw day, 500 w
night

Format: news, talk

36% of WIXE[AM] Monroe, N.C.
Price: $50,000 for stock

Buyers: James E. Reddish and
Archie W. Morgan, Monroe
Seller: Eleanor Gardner Randall,
Marshville, N.C.

Facilities: 1190 khz, 1 kw
Format: C&W, gospel

—Compited by Sara Brown

t22
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du Treil, Lundin & Rackley, Inc.

A swubnaliary o A1) Rug 1A

240 North Washington Blvd
Suite 700
Sarasota, Flonda W2 W
(941) Wb 2611

— VM EMBER AFC(F —

JOHN F X BROWNE 8 ASSOCIATES

BLOOMFIELD HILLS | Broadcast - Cable

§10-642.6226 + Wireless -
WASHINGTON
202.293-2020 Member AFCCE

PROFESSIONAL CARDS

==CARLT. JONES= LOHNES AND CULVER
CORPORATION CONSULTING RADIO ENGINEERS
CONSULTING ENGINEERS 8309 Cherry Lane
7901 YARNWOOD COURT Laurer, MD 20707 4830
SPRINGFIELD, VIRGINIA 22153 7. 1301) 7764488
(703 ) 569-T704 Lac
MEMDER APCCE Stomr VM Membe: AFCCE
S -

.
HAMMETT & EDISON, INC.
CONSUL TING ENGINEERS

Boa 280008
San Francisco. Californio 94128

707/996-5200
202/396-5200

v marl engrefth oo

CONSULTING ENGINEERS
AM FM TV Engineenng Consultants
Complete Tower and Rigging Services

Servme the brouds ast imlusin for
e M ey’

Box 807 Bath, Onio 44210
(330) 659-4440

CARL E. SMITH ‘

E. Harold Munn, Jr.,
& Associates, Inc.
Broadcast Engineering Consultants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339

OMMUNIC STIONS TECHNOLOGIRS I .
Bl AST EAGIMERALNG 0URS L] TanTS

Clarence M Brverage
Laura M Mizrah

PO Bos #1130, Maron, N1 (8031
(609} 985-0077 + FAX: (609) 965-8) 24

e
'Mullaney Engineering, Inc.

Consuling Telecommunications Engineers

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0115

Member AFCCE

Consut 1inGg ENGINTERS

Technical Broadcast
Consultants, Inc.

Transmission Specialists
TV (NTSC & DTVY STL Microwave / FM
P.O. Box 97262 - Raleigh, NC 27624

Tet/ Fax (919) 846-2976

Y0 GRET N 00D AvEL N
SEATTEE, WasHINGITON Y8103
12060 TRV OIS Facsisnne 12061 TRO-98

MEMBIR ATCEHY
4

e-mail: tbc @vnet.net

NEW!!
6 Week Rate
$115.00/week

COHEN, DIPPELL AND EVERIST, P.C.
CONSULTING ENGINEERS

Domestic and Inlernabional Comnmuncalions
Snce 1937
1300 1" STREET, N.W.

SUITE 1100
WASHINGTON, D.C. 20005

E-MAIL. COEPC@WORLONET ATT.NET
Member AFCCE

PHONE: (2(2) 898-01 11
FA»: (202) 898-0895

Denny & Aisc:iales.rc
Consulting Enqineers

pH 202 452 5630
Fx 202 452 5620
tM info@denng com

DERMMY

Member AFCCE

— —

HATFIELD & DAWSON | | KW HANNEL & ASSOCIATES

Registered Professional Fngineers

Y11 Edward Street
Henry, Ninois 61537
(309) 364-390:3
Fax (:309) 364-3775

[Cava Mertz & P_errym;l, Tnc.-f

Engineenng, Technology
& Managemeni Solutions

10300 Eaton Mace, Sute 200
Fairfax. VA 22030

(703) 59140110 (202) 33240110

FAX (703) 5810115

RATES
13 weeks — $105/week
26 weeks — $90/week
52 weeks — $75/week

AND
SERVICES

TOWERS TOWER TRECTOM

ANTENNA INSTALLATION

TOWER ANALYSIS |
TRANSMITTER BUILDINGS

Tower Structures Inc.

1869 NIPVANA AVENUE
i CHULA WSTa, CALIFORMIA -vig11
(618} 421-1181 FAx (619) 421-0533

W TOWERSTRUCTURE.CO A

S —— — East Coast Video Systems
Shoolbred Eng'nelcts‘ lnS' d 8'8\\700' d l)ataX ert ™ |consultants * engineers - systems integrators|
*  Audicnee Data 3 Mars Court
Towers and Antenna Stru fures *  Programming [Jala Boonton. NJ 07005
Robert A Shoulbred. PF K00-36K-5754 * Contact Information 201.402.0104
inforeddataw orld.com *  Technical Statation ata Fax: 201.402.0208
1048 Morrieon Drive WWW: hitp: dataworld.com « Contour Maps www.8CvS.Com on line m
Crareston, 5C 29403 + (807) 577-4681
5023 W 120m Ave [ I, Phene 9163831177 |
Sumte 154 JASEBD Fax  916-18)-1182
W A S el RF DES NSTALLATION SPECIALISTS ”H'!:\rnj.mrnws RFSYSTEMS
Dennis Wallace LARCAN / LARCAN -TTC TRANSMITTERS P = )
RFS ANTENNAS COMBINERS XMISSION LINES | | *Anteanas UHFAVHF'FM  “Rigid line
e g e | | YOUR CARD HERE

SPECIALIZING wallacedtv@
IN DTV TRANSMISSION SYSTEMS

LEBLANC TOWER SYSTEMS
1 ~N

£50 S0 N7

| TEL:303-665-8000 FAX:303-673-9900

COMPLETE SYSTEM SOLUTIONS
f-mail ampro@ns net hitp /www ampro comy

YOUR CARD HERE
Call:
{202) 659-2340

ERECTIONS - OUMIMANTLES - ANTENMA - RELANP
A TRASOUND - STRUCTURAL ANAL TSNS - PAINT
SIRPECTIONS - REQUY - EROIMEERING

P.0.BOX 130 POOLE. XY 424440120
PHONE (982) 5330000 FAX (35) $X-0044
2 HOUR EMERGENC Y SERVICE AVARABLE

NATIONWADE TOWER COMPANY

R Systeme Ing

* Remote Camerq Syiterms

= Tionsmitter ana Studio Instaation

» Mcrowave and Satelte
Eigprs=aing ond Instolgton

244 wanld's faw Drive

SOf-5h1.1144 Sewmersel. N|BHT7)

Call:

(202) 659-2340
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Dec. 8—Cleveland Achievement in Radio
Awards recognizing excellence in Cleveland-area
radio, presented by The March of Dimes. Wynd-
ham Cleveland Hotel. Cleveland. Contact: Bren-
dan Hurley. (914) 997-4588.

Dec. 8-9—High Definition & Digital Television."
conference presented by /BC USA Conferences
inc. Caesars Palace. Las Vegas. Contact: (702)
731-7110.

Dec. 9—DBS '98: Executive Briefing.” seminar
sponsored by DBS Digest. Hyatt Regency/Alicante
Hotel. Anaheim. Calif. Contact: (719) 545-1210.
Dec. 9—"New York Sports Critics,” seminar pre-
sented by the /RTS Foundation Sports Division.
Official All Star Cafe, New York City. Contact: Jon
Kienker, {212) 867-6650.

Dec. 9-11—Broadcast, Cable & Satellite India
'97/Communications India 97, exhibition and ¢on-
ference presented by Creative Expos and Confer-
ences. Pragali Maidan. New Delhi, India. Contact:
(508) 660-7099.

Dec. 9-12—The Western Show. presented by
California Cable Television Assaciation. Anaheim
Convention Center. Anaheim. Calif. Contact:
(510} 428-2225.

Dec. 11—Federal Communications Bar Associa-
tion 11th annual FCC Chairman’s Dinner. Grand
Hyatt Hotel, Washington. Contact: Paula Fried-
man, (202) 736-8640.

Dec. 11—Holiywood Radio and Television Soci-
ety Holiday Party Benefit. Beverly Hilton Hotel,
Beverly Hills, Calif. Contact: Neith Stickells. (818)
789-1182.

Dec. 11—New York Women in Film & Television
annual gala holiday luncheon and 1997 MUSE
Award presentation. New York Hilton and Towers.
New York City. Contact: (718) 263-6633.

Dec. 11-12—15th annual Telecommunications
Policy and Regulation Conference. sponsored by
the Federal Communications Bar Association and
the Praclising Law Institute. Grand Hyatt Hotel,
Washington. Contacl: Paula Friedman. (202) 736-
8640.

Dec. 11-12—"Using Customer Opinions to Drive
Corporate Profitability.” conference presented by
the Strategic Research institute. Crowne Plaza
New Orleans. New Orleans. Contact: Janet Wig-
field, (800) 599-4950.

DECEMBER

Dec. 15—Deadline for entries for the fourth
annual Radio and Television News Directors
Foundation/Radio in the American Sector Berlin
Commission competition for excellence in radio
and television reporting on German/American
issues. Contact: Pat Seaman. (301) 977-7210.
Dec. 16—Nashville Achievement in Radio
Awards recognizing excellence in Nashville-area
radio. presented by The March of Dimes. Music
City Sheraton, Nashville. Contact: Brendan Hur-
ley. (914) 997-4588.

Dec. 17—International Radio & Television Soci-
ety Foundstion Christmas benefit. Waldori-Asto-
ria, New York City. Contact: Marilyn Ellis, {212}
867-6650.

JANUARY 19298

Jan. 8-11—"International CES: The Source for
Consumer Technologies,” consumer electronics
exposition presented by the Consumer Electron-
ics Manufacturing Association. LVCC, Sands,
Hilton and Alexis Park. Las Vegas. Contact: (703)
907-7674.

Jan. 9-11—"Civic Journalism: Advances in
Reporting.” workshop sponsored by the Radio and
TV News Directors Foundation and the Pew Center
for Civic Journalism. Terrace Garden Hotel,
Atlanta. Contact: Sarah Pollack, (202) 331-3200.
Jan. 11—The Caucus for Producers, Writers &
Directors 15th annual awards dinner. Regent Bev-
erly Wilshire Hotel, Beverly Hills, Calif. Contact:
David Levy. (818) 843-7572.

Dalehoo.

Jan. 15—International Radio & Television Soci-
ety Foundation newsmaker luncheon. Waldor{-
Astoria, New York City. Contact: Marilyn Ellis.
{212) 867-6650.

Jan. 15-17—Cable Sales Management School
1998." conference presenied by the Cabletelevi-
sion Advertising Bureau. Grenelefe Conference
Center, Orlando, Fla. Contact: Nancy Lagos.
{212) 508-1229.

Jan. 16—40th New York Festivals International
TV Programming & Promotion Awards and Inter-
national Non-Broadcast Awards gala. Marriott
Marquis, New York Cily. Contact: (914} 238-4481,
Jan. 18-21—National Retail Federation Conven-
tion convention. Jacob K. Javits Convention Cen-
ter. New York City. Contact: (800) 673-4692.
Jan. 19-22—National Association of Television
Programming Executives 34th annual program
conference and exhibition. Ernest Morial Conven-
tion Center. New Orleans. Contact: (310) 453-
4440.

Jan. 19-22—25th annual Association of Local
Television Stations convention. Ernest Morial
Convention Center, New Orleans. Contact:
Angela Giroux, (202) 887-1970.

Jan. 23—40th New York Festivals International
TV & Cinema Advertising Awards gala. Marriolt
Marquis. New York City. Contact: (914) 238-4481.
Jan. 26— Nebraska Broadcasters Association
state legislative reception. Cornhusker Hotel, Lin-
coln, Neb. Contact: Dick Palmquist, (402) 333-
3034.

Jan. 26-29—Electromagnetic Energy Associa+
tion Short Course on Management of Electromag-
nelic Energy Issues: Relevant Strategies. The
Fairmount Hotel, San Antenio, Tex. Contact: (202)
452-1070.

Jan. 28-30—Building the Digital Platform.” 10th
annual Saciety of Cable Telecommunications
Engineers Conference on Emerging Technolo-
gies. San Antonic Convention Center, San Anto-
nio. Tex. Contact: (610) 363-6888.

Jan. 29—New York Achievement in Radio
Awards recognizing excellence in New York-area
radio. presented by The March of Dimes. The Sup-
per Club. New York City. Contact: Brendan Hur-
ley. (914) 997-4588.

Jan. 29-31-—Eckstein, Summers & Company
annual conference on new business development
for the television industry. Don CeSar Beach
Resort. St. Pete Beach. Fla. Contact: Roland Eck-
stein, (732) 530-1996.

Jan. 30—Tampa Achievement in Radio Awards
recognizing excellence in Tampa-area radio, pre-
sented by The March of Dimes. Ramada Inn Air-
port. Tampa. Fla. Contact: Betsy Herman. {813)
287-2600.

Jan. 31-Feb. 3—55th annual National Reli-
gious Broadcasters convention and exposition.
Sheraton Washington, Washington. Contact:
{703) 330-7000.

FEBRUARY 1998

Feb. 2-4--"Profiting from Research Today.” 15th
annual CTAM research conference. San Antonio
Marriott Rivercenter, San Antonio, Tex. Contact:
(703) 549-4200.

Feb. 3-4—"The Five Burning Questions.” DBS
conference presented by The Carmel Group.
Sheraton Gateway Hotel, Los Angeles. Contact:
Frangoise McAvinchey, (408) 626-6222.

Feb. 3-4—Arizona Cable Telecommunications
Association annual meeting. Airport Hilton Hotel.
Phoenix. Contact: {(602) 955-4122.

Feb. 5-7—32nd annual Society of Motion Picture
and Television Engineers Advanced Motion Imag-
ing Conference. Sheraton Centre Hotel. Toronto.
Contact: John 1zzo, (914) 761-1100.

Feb. 5-8—18th annual Radio Advertising Bureau
Marketing Leadership Conference. Wyndham
Anatole Hotel, Dallas. Contact: Dana Honor, (800)
722-7355.

Feb. 8-10—North American National Broadcast-
ers Association annual general meeting. DiRecTV

Bldg.. Los Angeles. Contact: (416) 205-8533.
Feb. 18.20—Winning at Credit." 33rd annual
Broadcast Cabie Credit Association seminar.
Tropicana. Las Vegas. Contacl: Mary Teisler,
(847) 296-0200.

Feb. 18-22international Radio & Television
Society Foundation 1998 Faculty/Industry Semi-
nar. Marriolt East Side. New York City. Contact:
Marilyn Ellis. (212) 867-6650.

Feb. 20—International Radio & Television Soci-
ety Foundation newsmaker luncheon. Waldorf-
Astoria, New York City. Contact: Marilyn Ellis.
(212) 867-6650.

Feb. 24-25Great Lakes Broadcasting Confer-
ence and Expo, presented by the Michigan Asso-
ciation of Broadcasters. Lansing Center, Lansing,
Mich. Contact: (800) 968-7622.

Feb. 25-27—Texas Show "98. conference and
exhibition presented by the Texas Cable & Tele-
communications Association. San Antonio Con-
vention Center, San Antonio. Contact: (512) 474-
2082.

Feb. 25-28—29th Country Radio Seminar, pre-
sented by the Country Radio Broadcasters. Nash-
ville Convention Center, Nashville. Contact: (615)
327-4487.

Feb. 28-March 3—Small Cable Business
Association annual National Cable Conference.
Washington Court Hotel. Washington. Contact:
{510) 462-2473.

MARCH 1998

March 5—Cablelelevision Adverlising Bureau.
Cable Adventising Conference. Marriott Marquis
Hotel, New York. Contact: Nancy Lagos. {212)
508-1229.

March 5—International Radio & Television Soci-
ety Foundation newsmaker luncheon. Waldori-
Astoria, New York City. Contact: Marilyn Ellis,
(212) 867-6650.

March 6-8—57th annual Intercoilegiate Broad-
casting System conference. Hotel Pennsylvania.
New York City. Contact: Fritz Kass. {914) 565-
0003.

March 9-13—Second World Summit on Televi-
sion for Children. Queen Elizabeth Il Centre, Lon-
don. Contact: +44 (C)181 576 4444,

March 10-12—NIMA International spring confer-
ence. Hyatt Regency Capitol Hill, Washington.
Contacl: {202) 289-6462.

March 12—14th annual National Association of
Black Owned Broadcasters Communications
Awards Dinner. Sheraton Washington Hotel,
Washington. Contact: (212) 897-3501.

March 25— International Radio & Television
Society Foundation Gold Medal Award dinner.
Waldorf-Astoria. New York City. Contact. Marilyn
Ellis. (212) 867-6650.

APRIL 1998

April 3-6—Broadcast Education Association
43rd annual convention and exhibition. Las Vegas
Convention Center, Las Vegas. Contact: (202)
429-5354.

April 6-7-—Television Bureau of Advertising
annual marketing conference. Las Vegas Hilton,
Las Vegas. Contact: (212) 486-1111.

April 6-9—National Association of Broadcasters
annual convention. Las Vegas Convention Center,
Las Vegas. Contact: (202) 429-5300.

MAY 1998

May 3-6—Cable '98. 47th annual National Cable
Television Assoaciation convention and exposition.
Georgia World Congress Center. Atlanta. Contact:
Bobbie Boyd, (202) 775-3669.
May 17-20—238th annual Broadcast Cabie
Financial Management Association conference.
Hyatt Regency Hotel. New Orleans. Contact: Mary
Teister, {847) 296-0200.
Major Meeting dates in red
—Compiled by Kenneth Ray
(ken.ray@b&c.cahners.com)

124

www.americanradiohistorv.com

December 8 1997 Broadcasting & Cable


www.americanradiohistory.com

The other side of the Hill

Cities. Bill Pitts might be parliamentar-

ian of the House of Representatives
right now.

His former boss, retired Rep. Bob
Michel (R-Iil.). who served as House
majority leader from 1981 to 1995, called
him “the most skilled legislutive practition-
er in the House in the latter half of this cen-
tury.” House Speaker Newt Gingrich also
backed Pitts for the job of parliamentarian.

But Pitts became ABC's point man in
Washington instead. running endgame
strategies on Capitol Hill. His years of
experience on the Hill so far have resulted
in such victories for broadcasters as the
Balanced Budget Act of 1997, the final
version of which includes no spectrum
auctions, fees or taxes.

*His word is good.” says Bob Okun, who
also is a network lobbyist—for rival NBC—
and a tormer Hill colleague who worked for
Pitts as a floor assistant to Michel.

At ABC. Pius advocates deregulatory
policy to Republicans and Democrats
alike. “You end up picking winners and
losers whenever you regulate.” he says.

The tormer Georgetown University
biology major is a scientist und inventor by
nature, ready to fight complex legislative
battles over spectrum auctions and com-
pulsory copyright licenses.

Pius’s office displays gadgets and wid-
gets, old radios and electrostatic generators
from 1860:; Pitts can explain how everything
works. He also shows another prized posses-
sion: a leather-bound. gold-embossed copy
of the rules of the House of Representatives.

The thick volume on his desk is new. but
Pitts first received such a book when his
House co-workers told him that if he want-
ed 1o learn the rules of the House, he should
contact Parliamentarian Lewis Deschler.
Specifically, he should ask for a leather-
bound copy of the rule hook, complete with
index tabs marking the different sections.

Pitts immediately went to Deschler. not
realizing that the Parliamentarian saved his
advice tor members and rarely spoke to
staff. And Deschler certainly didn’t issue
leather-bound books to staffers. Those spe-
cial versions were issued only by occasion-
al House resolution,

But Pitts's eagerness (o learn the rules
swayed Deschler, who presented Pitts with
a leather-bound copy about two wechs
later. Tt was hidden in a brown paper bag.

“Open this when you get home,” Desch-

I f he weren’t a lobbyist for ABC/Capital

“You end up pick-
ing winners and
losers whenever
you regulate.”

William
Rescorla
Pitts Jr.

Vice president, Capital
Cities/ABC Inc., Washington; b.
Aug. 15, 1947, Washington;
BA, Georgetown University,
1969; assistant manager,
House Republican Cloakroom,
Washington, 1970-75; floor
assistant to Rep. Robert H.
Michel, House Republican
whip, 1975-80; floor assistant
to Michel, House Republican
leader, 1981-95; senior staff
and parfiamentarian at four
Republican National
Conventions, 1980-92; current
position since Jan. 3, 1995; m.
Mary Dunieavy (deceased);
child: Amber, 22.
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ler’s assistant said, "and keep it tkere.”

When Pitts talks about his 25 years on the
Hill. he somewhat wisttully recalls neeting
heads of state. Or he remembers «hepherd-
ing legislation through the House by using
arcane parliamentary tricks.

Pitts is the son ot a Capitol Hill veteran; his
tather worked there for 41 years. In 1970 his
futher got him a job making $10.000 a year as
assistant manager of the House Republican
cloakroom, “which is kind of a ne-ve center
for the House,” Pitts says. Soon he was advis-
ing members on what was happen ng on the
floor, how to vote and when they could leave
for their oftice, a hearing or their distict. He
also was spending his nights leirming the
House rules. [ was taking the precedents
home and going through those dusty tomes at
night. I really loved it.”

Medical school, once a goal, became an
afterthought. Pitts worked in the cloiskroom
for tive years, becoming manager and dis-
tinguishing himselt as someone who could
quickly come up with rules that the Repub-
licans could use to their advantage.

[n one such instance. the Cemocrats
were trying to avoid a vote by not conven-
ing the rules committee. The chairman of
the committee was staying out 07" sight.

Pitts went to then—House Majority Leader
John Rhodes (R-Ariz.) with a rule: If the
chairman of the rules committee is infirm,
the House can direct the committee 1o meet.
The chaiman was old and wasn't showing
his face, *but he wasn’tintfirm,” Fitts says.

Piuts gave the resolution 1o Fepublican
conference chairman (and later presiden-
tial candidate) John Andersoa (R-I11).
“John offered it, and the Democrats scur-
ried around and went and got the rules
chairman and literally pushed him on to the
tloor. The chairman of the tloor said. *Oh.
he’s obviousty not infirm. There he is.™"

Soon. the House leadership as<ed Pitts to
be Michel's assistant. Michel was running
for the Republican whip spot of Les Arends.
Pitts talked to his father. Arends’s chief of
statf, before accepting the job. His father
suggested that Michel create a spot for Pitts
on the floor, which Michel did. =I became
not only the strategic thinker in the long
term—mapping it out in leadership meet-
ings—but sort of the tactician also.™

When Michel retired. Pitts decided to col-
lect his retirement and leiave the Hill. He had
many corporate suitors, but he ended up with
ABC because the network “made me an
offer I couldn’t refuse.”™ Parge Albinick
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BROADCASTTV

William Stough, president/GM, WGME-TV

Portland, Me.. is retiring at the end of
the yeur. William Anderson, president/
GM, wrwcrv) Tallahassee, Fla., will
succeed him.

Pat Halty, general sales manager,
wMIF(TV) Salisbury. Md.. joins
wDCA(TV) Washington as local sales
manager.
B | Andrew Steiner,
VP. entertainment
| division, General
| Media. joins
MSH Entertain-
ment Corp.. North
Hollywood.
Calif., as execu-
tive VP

Virginia Tait, excec-
utive secretary.
Planned Parent-
hood of’ San Antonio, joins KRRT(TV)
San Antonio/Kerrville. Tex.. as public
affairs/administrative director and coor-
dinator. Kids Club.

leff Cole, scnior producer/reporter.,
Inside Edition, King World. Los Ange-
les, named Los Angeles burcau chief,
Inside Edition and American Journal.

Steiner

Appointments at Gocom Communica-
tions” stations: Matt James, VP/GM,
KTVE(TV) El Dorado, Ariz., joins
KCPM(Tv) Chico/Redding. Calif., in
same capacity; Johnny Lewis, general
sales manager. KTVE, named VP/GM:
Michael Caplan, national sales manager,
KTVE, named general sales manager.

Appointments at CFMT-TV Toronto:
Kelly Colasanti, director. technical opera-
tions and engineering. named VP, oper-
ations; Jim Nelles, general sules manag-
er. named VP, marketing.,

Meg LaVigne, program and promotion
director, wsBK-Tv Boston, joins
WGNT(TV) Portsmouth, Va., as VP/GM.

Bonnie Barclay, creative services direc-
tor, wsoc-Tv Charlotte, N.C., joins
wsB-Tv Atlanta as director, program-
ming and creative services.

Jeff Mclintyre, VP, marketing, affiliate
relations. CBS Television Network,
joins wTaJ-Tv Altoona. Pa., as GM.
John Turver, sules exccutive, KOVR(TV)
Sacramento/Stockton, Calif., joins KSAZ-
TV Phoenix as local sales manager,

Monica Bueb, senior designer, WATL(TV)

| Atlanta, joins WAGA-TV there as design

director.

Brian Monihan, local sales manager.,
WPHL-TV Philadelphia. named general
sales manager.,

Joey Ford, dircctor. Carvl & Marilvi:
Real Friends, joins The Mawry Povich
Show. New York. in sume capacity.
Appointments at KXTX-1v Dallas: Bl
Murphy, president, LIN Sports, Dallas,
joms as president/GM: Nancy Dervin
named VP/station manager.

Victoria Gedrys Regan, VP/GM,
WDTN(TV) Dayton., Ohio. joins
wPBH(TV) West Palm Beach/Tequesta.
Fla.. in same capacity.

Jami Anderson, business manager.,
wsYM-Tv Lansing. Mich.. named con-
troller.

Larry Amburgey, controtler. wWsys-1v
Lansing, Mich., joins KTNv(1V) Las
Vegis in same capacity.

. 1
Appointments at WGNT(Tv) Portsmouth, |

Va.: Rick Stanley, national sales manag-
er. KIXA(TV) Arlington, Tex.. joins as
local sales manager: Rich Davis, director,
advertising and promotion. WBks-1v
Miami, joins as director. programming
and promotion,

Amold Routson, local sales manager,
wDsU{TV) New Orleans, joins WROC-TY
Rochester. NUY .. as general sales man-
ager.

Kyrsten Bellen, account executive, WsTM-
TV Syracuse. N.Y ., joins wsyT(1v)/
WNYS-TV Syracuse as national sules
manager.

PROGRAMMING

Tumer Private Networks (TPNI). the

company s out-of-home, place-based
tekevision networks division, has shift-
ed some of its key personnel. Appoint-
ments: Deborah Cooper, VP/GM, CNN
Airport Network, named senior VP,
TPNI. Atlanta: Barbara Dean, dircctor.
operations, CNN Airport Networh,
named VP, network technology and
operations, TPNI, Atlanta; Jesse Payn-
ter, VP, sules and marketing, TPNI,
will oversee all sales and marketing
efforts for out-of-home networks.
Paynter is based in New York. Jack
Womack, executive VP, CNN Headline
News. assumes additional responsibili-

| 1ty of overseeing editorial content of

CNN Airport Network programming.

Brent Stephenson, dircctor. engineering
and operations, WMC-AM-FM-TV Mem-
phis, numed corporate director, engi-
neering, Bahakel Communications,
Charlone, N.C.

Hudson Hickman,
consultant. post-
production oper-
ations. MGM
Worldwide Tele-
vision Group.
Santa Monica,
Calif.. named VP
of the company’s
new in-house
post-production
department.

John Buckhotltz, VP. salcs. MTM Televi-
sion Distribution. joins Warmer Bros.
Domestic Television Distribution. Bur-
bank. Calif.. as manager, Northeastern
sales,

Hickman

JOURNALISM

Appointments at WwTv(Tv) Traverse
City/Cadillac. Mich.: Carol Scimone,
anchor/reporter. KYMA(TV) Yuma,
Ariz.; Nancy Lee, anchor/reporter,
WABG-TV Greenwood. Miss.: Chris

Pat Gluck, execu-
five editor, news,
named news di-
recior; Bruce Hal-
ford, news direc-
tor, koPw-Tv Dal-
las, joins as
assistant news
director; Tracey
Russeil-Greene,
assignment manager, named man-
aging editor; Dawn Stensland, News
anchor, wkyc-Tv Cleveland, joins
as anchor/reporter,

Russell-Greene
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Williams, writer, W)RT-Tv Flint. Mich.,
and Brad Drazen, reporter, TV 35 Los
Angeles, join as reporters: Reed Cohen,
reporter. wbPBN-TV Traverse City.
Mich,. joins as moming anchor: Sean
Mahon joins as chief photojournalist;
Blair McGowen und Andy Tathem join as
photojournalists; Holly Para, Tenee Pone
and Caroline McRae join as producers:
Jim Gee, producer. wMBD-1TV Peoria, 1.,
Jjoins as assistant news director.
Appointments at WeGH-TV Pittsburgh:
Jay Harris, anchor, American Urban
Radio Networks. joins as reporter: Katie
| Sesny, unchor/reporter. WIAC-TV Johns-
town. Pa.. joins as reporter: Peggy Drzal
joins as weekend assignment editor:
Stephanie Kwisnek, moming producer.
wiw-TV Cleveland. joins as weekend
i producer.

RADIO

Appointments at Albany Broadeasting
Co. Inc.: Mike Morgan, operations man-
| ager. weLY(FM) Troy and wYIB(FM)
Albany. both New York, assumes
responsibility for WIER(FM)
Voorheesville. N.Y.: Rob Dawes, pro-
| duction director. moves 1o WELY as pro-
gram director and creative imaging
l director. ABCI: Rita Cox named corpo-
rate promotions director: Al Skop, after-
noon personality, WeTk. named host,
mormning show, and assistant program
director: Jaime Roberts, overnight per-
sonality, wrLy, named midday host and
music director, wirk: Dave Szpila named
afternoon drive personality, wpTRr: Vie-
toria Weidman, promotions director,
WFLY. joins WPIR in same capacity:
Kristyn Ganim named ncws director.
WFLY and wriR.

Vince Campagna, anchor. ncws producer
and movie reviewer, KFWB(AM) Los
Angeles, retired in November after 29
[ years with the station.

Ten Gidwitz, director, marketing and pro-

motion. wXrT(FM} Chicago, joins
| JAMtv, Chicago, in same capacily.

Catharine Frances Heinz, historian, journalist, librarian and founding director
of the Broadcast Pioneers Library, Washington, died Nov. 25 in Lake Forest,
Calif. In the late 1940s, after working at several libraries, Heinz becamea assis-
tant director of the hospital library bureau of the United Hospital Fund in New
Yaork. It was thers that she developed her affinity for broadcasting whils work-
ing with radio stations on book drives and promotions. In 1959 she payed a
rale in the farmation of the Television Information Office, where she worked for
| the next 12 years.

In 1971 Heinz became a consultant to the Broadcast Fioneaers Eduesat onal
Fund. During the next 24 years, she established and direcled a library and
reference center on the history of broadcasting. By 1954 the library “oused
some 10,000 books, 2,000 radio scripts, 22,000 photographs, 50,0J0 clip-
pings, 900 oral history tapes and transcripts and 400 sound recordings. VWhen

the library was faced with financial adversity in the late '80s, Heinz took a arge |

pay cut in order to keep the library accessible to patrons.

Heinz, who retired in 1995, was an active member of several organ zations
and a recipient of numerous awards. Survivors include two brothers and two
sisters. Memorial donations may be made to the Broadcast Pioneers Lidrary
of American Broadcasting, ¢/o Mitt Younts, Media Services General, 6802
Patterson Ave., Richmond, Va, 23226. —DBenise Smith

| legal atfairs, E! Entertainment Televi-
sion, Los Angeles. named VP.

York. named director. sales develop-
ment research. l

' Catharine Frances Heinz, 1920-1997

|

| CABLE

| Douglas Woodrum, cxecutive VP/CFQ,
Heritage Media Corp.. Dallas. joins

| CNET Inc.. San Francisco. as CFO.
Stacy Lifton, dircctor. business affairs,
Fox Kids Worldwide, Beverly Hills.
Calif.. named VP. business and legal
affairs.

Peter Leimbach, munager. local and syn-
I dication sales research. ESPN. New

Broadcasting i Cabie Dece?nber 8 1997-

Appointments at The Golf Channel,
Orlando. Fla.: Robert Flynn, senior direc-
tor. advertising and public aftairs,
National Cable Television Association.
Washington, joins as managing direc-

ﬁ- = -

Flynn Sweeney
tor, marketing and communications:
Debra Coudert Sweeney, director. public

relations. named senior director.

Appointments at Turer Broadcasting
System International. New York: Kevin
Cohen, director. business development,
named VP: Laura Fortner, manager.,
international business development.
Nickelodeon. joins as director. business
development.

Appointments at Time Warner Cable
Adcast: Lucy Ungaro, gencral sales man-
ager. wwMG(eM) Shelby and wieND(EM)
Salisbury. both North Carolina. joins as
local sales manager: Drew Niven, local
sales manager. Greensboro. N.C.,
office. joins Wilmington. N.C.. office
as general sales manager.

Jonathan Sichel, director. business and

www.americanradiohistorv.com

Heather Wright, national account rmanag-
er. Disney Channel, New York. joins |
Insight Communications, New York, as
director. strategic marketing.

Bert Gould, independent senior market-
ing consultant. Classic Sports Network
and Rainbow Programming, joins
Comedy Central. New York, as senior
VP, marketing and new business devel-
opment.

Appointments at Cablevision Systems
Corp.: Woodbury, N.Y.: David Elien, |
special counsel. legislation in-plemen-
tation, policy division, FCC's Common
Carrier Bureuu. joins as senior counsel,
telephony, online and other digital ser-
vices: Nancy Larkin, VP, commun ity |
relations. MediaOne, joins as VP, com-
munity affairs. |

Sullivan to head AWRT chapter | |

Patricia Sullivan, |

president and &
founder of ¥
Fresh Produce Aﬁ .
Entertainment i ’
been elected ‘_‘
president of the

Southern California Chapter of

Inc., Culver
City, Calif., has

American Women in Redi> and
Television for 1998.

—Compiled by Derise Smith
e-mail: d.smith@b&c.cahners.com
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Senate Commerce Com-
mittee Chairman John
McCain (R-Ariz.) official-
ly asked the General
Accounting Office Fri-
day to launch an inves-
tigation into the activi-
ties of the General Ser-
vices Administration
and the FCC regarding
the commission’s move
to the Portals office
development. McCain
wants GAO Compitroller
General James Hinchman
to report to him “whether
the public interest would be
better served by the FCC's
moving 1o the Portals or by
remaining in its current
facilities.” The FCC told
congressional investigators
Nov. 26 that FCC officials
spoke with Portals investor
Franklin Haney or Wash-
ington lobbyist Peter Knight
at least 11 times between
1994 and 1997. In praobing
the commission’s planned
move to the Portals, the
House Commerce Commit-
tee is focusing on a $1 mil-
lion payment made to
Knight, a former
Clinton/Gore campaign
manager. Committee inves-
tigators last month asked
the FCC for records of con-
tact between Haney or
Knight and FCC officials.
Former FCC Chairman
Reed Hundt's personal
schedule showed 11 such
meetings, the commission
responded. Late Friday, the
committee asked about
those meetings in a letter to
Knight. The committee
asked Knight to list all
meetings with FCC, GSA
and executive branch offi-
cials concerning the Portals
and to describe how the $1
million fee was structured.

Robert Urich says he
wants to pull the plug
on plugs. Urich, who will
be hosting his own syndi-
cated talk show from

Buena Vista Television, has
been making the talk show

128

B Big Three post 3Q revenue drop

| The ABC, CBS and NBC TV networks reported a 19%
drop in net revenue, to $1.8 billion, for the third quar-
ter. The drop was largely due to the lack of the
Olympics money that fueled third quarter 1996. Sports

advertis ng

prime time was

was down §9%
up 13.5%, 1

a 258 million,
H92 million. For the first

nine months of the year, net revenue for the Big Three

i was down 4.8%
was supplied by

to $6.4 billion. The following chart
the Broadcast Cable Financial Man-

agemeant Association and prepared by Ernst & Young.
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l rounds in Hollywood for 25
| years. Inthe '70s he
pitched Vega$, in the '80s
Spenser for Hire and in the
'90s Vital Signs. “You are
expected to come on and,
in three and a half minutes,
be charming, engaging ...
pitch your book, movie or
TV series and get off,” he
says. “I'm going o have a
rule where you can't talk
about your book, your
movie or TV show
[although he will billboard
those projects with a graph-
ic when the guest is intro-

| duced].” Buena Vista exec-

utives and Urich have yet to

nail down a launch date. “It
| is avery complicated mar-

ketplace out there,” says
| Buena Vista TV President

Mort Marcus. “Some station
| groups have a need for fall
of 1998 and some have
midseason needs, and [the
launch date] will really
depend on what station or
station groups we end up
selling to.” Marcus says
that over the next few
weeks Buena Vista will
start showing stations the
| pilot, featuring guests Billy

-15%  $6398 5%

| Crystal and Fran Drescher.
The hour daily show most
likely will be brought to
NATPE with no set launch
| date.

| Moody’s Investors
Service upgraded a
major chunk of
EchoStar debt, rating
EchoStar Satellite Broad-

| casting Corp.'s $580 million
in face value of 13.125%

| senior secured notes at B3,

| up from Caa1. Moody's

also assigned the “Caa” rat-

ing to $200 million in
EchoStar Communications

Corp. 12.125% redeemable |

exchangeable preferred
stock and the $115 million
of 6.75% series C cumula-
tive convertible preferred
stock. Moody's also con-
firmed the B2 rating on
Dish’'s $624 million in face
value of 12.875% senior
secured notes and the
Caa1 rating on EchoStar
DBS Corp's (DBS) $375
million of 12.5% senior
secured notes.

became one of the first

I

| MediaOne last week
|

! cable companies to
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| which required stations to

|

| openly take on emerg-

ing cable competitor
DBS. The company
launched a public relations
campaign to tell consumers
about its multimedia broad-
band network as well as the
costs of satellite television.
"With the holiday buying
season under way, the
satellite TV industry is tar-
geling consumers with
extensive come-ons,” says
| Steve Bouchard, MediaOne
VP of video marketing. The
campaign will advise con-
sumers 10 “read the fine
print” when purchasing
I satellite systems and ser-
vices, looking for “equip-
ment costs, programming
setup charges, costs to
wire multiple TV sets and
the loss of local broadcast
signals.”

| Mandated free political
airtime is not feasible,
NBC President Bob
Wright told the Gore
commission last week.
Testifying before the VP's
public interest advisory
group, Wright said that
changed public interest
| obligations could be justi-
fied only if broadcasters
| use their digital spectrum to
provide multiplexed pro-
| gramming. But he alse said
the multicasting business is
filled with uncertainties and
might not prove viable.
“The universe of public
interest obligations should

| not be bounded by free

time for political candidates
or more children's program-
ming,” Wright said. His tes-
timony followed a morning
of testimony in which free-
airtime proponent Paul Tay-
lor suggested that broad-
casters pay either money or
minutes into a fund for polit-
ical airtime. Mark Lloyd,
executive director of the
Civil Rights Telecommuni-
cations Forum, called for
reinstatement of FCC
*ascertainment rules,”
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record with the commission
issues of interest to their
communities,

Public broadcasters
should not run sponsor-
ships that promote
products, said PBS
President Ervin Duggan
during a Washington lun-
cheon last week; “It blurs
the line between us and the
commercial players.” The
FCC’s Mass Media Bureau
recently fined PBS affiliate
wTTw(TV) Chicago $5,000
for running sponsorships
(from companies including
Amoco, Prudential, Sun
America and Zenith) that
locked too much like com-
mercial ads. wTtw ran such
spots 181 times between
January 1996 and March
1997, even though the
bureau warned the station
against the practice in
October 1995,

PanAmSat is scheduled
to launch a new satel-
lite today (Dec. 8) from
Cape Canaveral, Fla., for
Galaxy Latin America, the
company that provides
DirecTV to Latin America
and the Caribbean. The all-
digital Ku-band Galaxy VIil-
i will be co-located in space
with Galaxy IlI-R, the first
satellite used for DIReCTV's
Latin American DTH ser-
vice, to allow the migration
of GLA channels to the new
Hughes-built bird in early
1998. Galaxy VNI-i will pro-
vide 32 transponders for
broadcasting over 200 digi-
tal TV channels to 60-cen-
timeter subscriber dishes.
GLA is a partnership of
DirecTV Latin America
Inc., Venezuela’s Organiza-
cion Cisneros, Mexico's
Multivision and Brazil's
Televisao Abril.

A diverse group of
video providers held an
informal session last
week on how to
advance their program-
ming access agendas
before Congress. All the
attendees agreed that Con-
gress needs to change the
law, but there were several
ideas on how it should be
changed. “An essential
component to competition
for all of us at the meeting
is congressional action to
close the loopholes in the
program access rules,” said
Andrew Kreig, president of
the Wireless Cable Associ-
ation. “There are those who
would say that the FCC
doesn't have the authority
to solve all the problems.”
The program access rules
require cable companies
that own both systems and
networks to make program-
ming available to all distrib-
utors at equitable prices.
EchoStar, DiRecTV,
Ameritech New Media, Bell-
South, the National Rural
Telecommunications Coop-
erative and the Small Cable
Business Association were
among those attending the
meeting.

HSNi-owned Silver King
Broadcasting has
named Matti Leshem
editor in chief of its
wyHs-Tv Miami/Holly-
wood, Fla. The station is
preparing to switch next
spring from home shopping
to a format featuring locally
produced news, infarmation
and entertainment shows
(collectively known as
CityVision). Leshem, a for-
mer actor and educational
film director, most recently
owned Cobalt Moon, an
internet entertainment pro-

Printed inthe U 8.A. Founded in 1931 as Broadcasting. the News Magazine of the Fiih Estate Broadcasting-Telecastmg’ introduced in 1945 Television® acquired in 1961 C:

ducer. Among his credits is
Second City Headline
News on the Microsoft Net-
work. Leshem will be
responsible for the develop-
ment, production, schedul-
ing and marketing of all
programs produced by the
station. He will report to
Doug Binzak, executive
vice president of Silver
King. Silver King also says
that the station has signed
Pulitzer Prize-winning
Miami Herald reporter Edna
Buchannan to do a weekly
show about Miami crime.
The station has also signed
local comedian Monique
Marvez to do a late-night
variety/talk strip.

Former Reed Hundt aide
Julius Genachowski is
going to work for Barry
Diller as general counsel
for USA Network’s broad-
cast division, sources say.
Genachowski, who served |
as chief counsel to Hundt,

left the FCC late last month '
and will assume his new
position this week. Gena-
chowski, who also will have
the title of senior VP, will be
based in New York.

The Milwaukee Digital
Tower Complex has
received final approval
from the Milwaukes¢:
board of zoning
appeals. It will begin con-
struction this summer of a
1,221-foot digital comruni-
cations tower that should
be operational by laze 1998.
OmniAmerica, Inc., wl
design, finance, buid and
operate the tower and a
companion technical cen-
ter. OmniAmerica part-
nered with Milwaukee Area
Technical Caliege enc Mil-
waukee Public Televicion to
get zoning approval for the
$7 million project, which will
provide transmission for up
to 12 digital TV stators, 14
FMs and various wireless
services.

Correction: In the Dec. 1
special advertising section
on Cable Advertising, the
caption for the photo of
Larry Zipin on page S92
misidentified him. He is vice
president, advertising sales,
for Time Warner Cablz.
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

The price of success

Among the concerns of the cable industry going into this
week s Western Show is that its newest round of rate
increases (see story. page 6} may provoke Congress and the
FCC to crack down. If past is prologue. those in the indus-
try have reason for concern. They also have reason to
defend the pricing and value of their service. as politicalty
incorrect as that has become.

Thirty years ago. a young Bill Gates. for exampte. would
have had to pay $5 a month tor cable service in Scattle. For
that sum. subscribers got seven off-air channels. two access
channets and an on-screen AP newswire channeld (literally a
cameri trained on an AP wire machine). Today. the closest
comparable service in Seattle—a stripped-down basic pack-
age of 12 off-air and three public access channels—is $11.17.
Over that same span, movie ticket prices have tripted. car
prices have at least quadrupled and the cost of a first-class
stamp has increased sixfold. Even extended basic—23 chan-
nels, including AMC, MTV, USA. FX. CNN, Family. Nick-
elodeon, Disney. A&E and more—is only $23.30 a month.
about the price of a tank of regular gas for the family car
{(which in 1967 would have cost, oh, about $5).

Of course, if you add another 40 or 50 channels—includ-
ing pay scrvices—the price for today’s cable goes up, as it
does when you get more of anything (you'd think today’s
salad bar culture would understand that economic equation).
In 1967 the sum total of Northwest Cablevision’s acquired
or praduced programming was the eminently forgettable
Muack and Myer for Hire. Northwest purchased rights to the
series from Trans-Lux for $25 per episode. Today the price
of cable gets you some of the best made-fors in the business
and mare sports, news. series and movies than any 10 pota-
toes could watch it they never left the couch.

Arce there instances of unreasonable pricing? Sure. just as
there are for any commodity in demand. Are cable rates um-
formly usurious? Far from it. We suggest that Washington lay

oft cable rates and work on removing regulatory impediments
1o competition—a marketplace force that can do far more w
regulate cable prices than anything burcaucrats can cook up.

The ‘screw’ tapes
and letters

Just-reteased memos and recordings from inside the Nixon
White House paint an ugly portrait of government pres-
sure—muke that extortion—on programming. It is a feeling
with which today s broadcasters can sympathize. atthough
lately the fist is often in a velvet glove. Nixon's was a bare-
knuckle threat: Give us more and better coverage or we'll
bring an antitrust lawsuit down on your heads. Or, as the
President put it when deciding whether to bring the suit or
simply hold the card: " As far as screwing them is con-
cerned. | would be very glad to do it. But if the threat of
serewing them is going to help us more with their program-
ming than doing it. then keep the threat.”™

The memos from Charles Colson to H.R. Haldeman show
kowtowing networks ready to play along to get along. but
neither of those correspondents rates particularly high on the
veracity meter. And even if some executives did sound con-
cilintory in confrontations with powerful government
agents. it would be naive to conclude that such words neces-
sarity equated with deeds. One correspondent with no credi-
bility problem is Bob Pierpoint, who covered the White
House for CBS during the Nixon years. In a letter to the
Washington Post, which first published the Litest example
of Nixon excesses last week, Pierpoint wrote, 1 was never,
not one single time. pressured by Frank Stanton. president
of CBS Inc.. or any ather CBS executive to change anything
about my coverage of the Nixon presidency.”

What is casier to conclude is that government pressure
on program content has a tong and checkered past and
remains a clear and present danger.
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i Industry eonso’jdation and convergence.
Evolving technolegy. And a changing regulatory
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THE MYERS REPORT™
November 12, 1997

“Fox Bites Dog,
Crafts Awesome ‘News’ Brand”

4 .. Fox has emerged
as the most powerful
TV network brand
overall, according to
the most recent
findings of ad agency
Young & Rubicam’s
in-depth Brand Asset
Valuator study. I | F
... Fox now also is '
the leader among all
TV news brands.”’
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