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National
Lampoon's
Men In White

sat/sun S8PM e Weeknights OPM e»

o
I: . ',.' Ohh Nooo!!"!
o Mr. Bill Presents
With Mr. Bean

Ohh, Yesss! Mr. Bill’s Back!

Miami Herald

For some of us, it (Pee Wee’s Playhouse) is the
best TV series in the last quarter century. And

it’s returning to the all-new Fox Family Channel.
The Times-Picayune
New Orleans Edition

The heart of the new Fox Family Channel will be
680 hours of new 6-9 p.m. weekday shows, Fox
also will produce new “Shining Time Station”
programs, as well as 20 original Sunday night

movies.
The Denver Post

Idalis
¥ Outrageous!

X i

The New
Addams Family Series

Coming In October

© 1998 Fox Famity Worldwide. Fox Famiy and the Family Channel are the respective
trademarks of Fox and JF.E. All other logos and characters
are the property of the respective rights holders. All Rights Reserved.
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It’s A Re-energized
Family Channel!

DAYTIME )

Starts 7AM E/P

(7 |
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Thank
to all our Yo u

aoffiliate partners.

“I’'m excited about Fox Family Channel

and its superb programming.”
Leo J. Hindery, Jr.,
President and COOQO,
TCI

“| believe cable viewers of all ages will enjoy

the enhanced family programming.’
Marc Nathanson,
Chairman and CEOQO,
Falcon Cable TV

“l agree with Leo and Marc”
Haim Saban,
Chairman, Fox Family
Worldwide, Inc.
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CHANNEL

More Family Than Ever!
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T10P OF THE WEEK / 8

Keeping up with Jones Comcast Corp. ponied up $200 million-plus to T
Glenn Jones and company last week to accelerate by three years its $700 mitlion Y. R'ng’ng up
the bucks

acquisition of a controfling stake in Jones Intercable. / 8

Do-it-yourself telco reg review Commissioner Harold Furchtgott-Roth
doesn’t agree with the way the FCC is handling its review ol telco rules, so he
has employed some intemns to conduct a separate review. / 14

Late arrival Cupitalizing on the departure of several first-run, late-night
shows, Buena Vista has cleared Unhappily Ever After in half the country. / 12

Taking over Telemundo Sony lust week tapped Peter Tortorici and a new
management team to put their stamp on Telemundo. / 13

Thomson to sell blocking sets TV sct maker Thomson Consumer
Electronics plans to sell sets that will allow parents to block news, sports and
advertising. Broadcasters aren’t happy. / 19

Court tells FCC to try again U.S. Court of Appeals in Washington says
the FCC did not adequately explain its decision to dismiss the charge that o0)
Minuzes distorted the news in a 1994 segment aboul the Ukraine. / 20

For more late-breaking news, see “In Brief” on pages 96-97

CABLE / 66

MediaOne is hot property The buzz on Wall Sireet

Professionat wrestling has a firm
hold on basic cable. Two beely

pponents—the WWF and WCW—

different cable outlets—

RieRare oAl

SISV \W=T=Te]=hd Who are the most important,
MEDIA FINANGE

influential or interesting money

managers, the ones Wall Street
has dubbed Media Mafia? Ten
figures emerged as key players
in media finance after BROAD-
CASTING & CaBLE polled CFOs
and CEOs of major media com-
panies as well as sell-side ana-
lysts and investment bankers.
We also reviewed institutional
holdings of compunies on our
annual ranking of the largest
media companies. / 28

THE MONEY
MANAGERS

BROADCASTING / 68

CBS up as viewing dips CBS is
on a roll, with six weekly rating wins this
summer in TV houscholds. Now it has to
convinee advertisers 1o take notice. / 58

Jacor closes on Nationwide
Jacor closed on its purchase of Nation-
wide Communications Inc. last Monday
(Aug. 10} after agreeing 10 divest six
Ohio and two San Diego stations to win
Justice approval. / 64

Chancellor rocks in Cleveland
The home of the Rock 'n’ Roll Hall of
Fame will now be home 1o a major pres-
ence for Chancellor Mediu afier three companies agreed to
sell their six radio stations there for a totat $275 million. / 65
4 BROADCASTING & CABLE / AUGUST 17, 1998

CBS is suing the
soon-to-be Pax TV
network over its
plans to air a ‘Dr.
Quinn’ special. / 58

is that MediaOne Group's recent separa-
tion from telco US West Inc. has left it the
hottest takcover candidate in cable. Com-
puter billionaires and lormer partners Paul
Allen and Bill Gates are potential suitors,
as is Amos Hostetter. / 66

New bird for DirecTV DirecTV
plans 1o launch a new Hughes-made bird
in mid-1999 1o replace its ailing DBS-1
satellite. / 70

Jon Stewart will
be the new host of
Comedy Central’s
‘Daily Show.’/ 68

TECHNOLOGY / 71

| Tower troubles Concerned about earthquike durabili-

1y, homeowners in the San Francisco area oppose addition
of a digital antenna to a community tower. / 71

DiviCom deal D»iviCom will supply the MPEG-2 digital

compression sysiems for DirecTV's Los Angeles Broadcast
Center. / 72

Sonic boom TFiesh from a merger with TCl Music.
SonicNet is pushing its brand name online. saying that it
expects to strike deals with major portat sites. / 75

Real collaboration RculNciworks and Inktomi Corp.
will collaborate on development of caching technology for
strecaming media. / 76

Changing Hands ......77 Datebook ................. 90 Fifth Estater. 91
Classitied ..o 79 Edunorials ... 98 Nielsen Ratings. 63, 68
Closed Circuit......... |18 Fates & Fortunes ....§2  Washington Watch...2|
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The
secret to
attracting
young

men...
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...1s now available

50% OF THE USS.
ALREADY SOLD

INCLUDING:

WNYW/FOX  New York WJZY/UPN Charlotte

KTTV/FOX Los Angeles KUWB/WB Salt Lake City

WFLD/FOX  Chicago WOTV/ Grand Rapids

WPHL/WB  Philadelphia ABC-UPN

KOFY/WB San Francisco WVBT/WB Norfolk

WEFXT/FOX Boston WUPL/UPN  New Orleans |
WTTG/FOX  Washington, D.C. WTVX/UPN  West Palm Beach \!
KDFW/FOX  Dallas KWBQ/WB Albuquerque

WDWB/WB  Detroit KNVA/WB  Austin |
WUPA/UPN  Atlanta '
KRIV/FOX Houston '
WBNX/WB  Cleveland ;
WBFS/UPN  Miami |
KTVD/UPN  Denver b
KPLR/WB St. Louis

KWBP/WB Portland

WBNE/WB Hartford

Available Fall 1999

Buena Vista Television

www americanradiohistorv com
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TOP OF THE WEEK = .

“It's America”

Glenn Jones explains how he came ot on top again in sale to Comcast

By Price Colman and John M. Higgins

lenn Jones is exiting the ranks of

top cuble operators in the same

fashion he has alwavs run Jones
Intercable Inc., getting a much beter
deal than his sharcholders.

In agreeing to sell his 2.9 million
shures to Comcast Corp. and 1o leave
the company he founded in 1967, Jones
is collecting $200 milhon, or $69 per
share, at a time when the low-voling
common shares held by outside share-
helders trade at just $28 euch, even
after running up on news ol the sale.

Further. Jones and a company he
controls arc getting another $32 mil-
lion in a side deal that Jones [ntercable
didn’t publicly disclose.

While Comcast is widely expecied
10 buy out public sharcholders in rela-
lively short order, even bullish Wall
Street executives don’t expect out-
siders to get anvthing near the Jones
price, to say nothing of his sweetheart
side deal.

It’s no surprise to financial execu-
tives who have long watched Glenn
Jones sicer husiness from publicly held
Jones Intercable and public partner-
ships it managed toward companies he
personally controlled. Networks
owned by other Glenn Jones compa-
nies gol inslant precious channel space
on Jones Intercable sysiems. The MSO
has lcased office space and compuler
services trom Glenn Jones™ private
companies. An investment banking
firnt he controls regularly collected
millions in fees when a Jones Interca-
ble partnership sold its systems (o the
MSO.

Gordon Crawford, exccutive vice
president of mujor Jones Intercable
shareholder Capital Research & Man-
agement, 1s upset that Glenn Jones
made no provisions for outside
INVeSLors.

“1ts extremely disappointing that in
negotiating his own exit from the com-
pany. [Glenn Jones] didn’t insist that
public sharcholders be taken out as

BROADCASTING & CABLE / AUGUST 17,1998

Glenn Jones is making
$232 million in deal.

well,” says Crawtord. “He has basical-
ly left his public shareholders once
again 1o dangle.

One securities analyst says that the
Comcast move is o good deal for Jones
Intercable shareholders “if the last
name is Jones.”

Asked whether his deal is fair to out-
side shareholders. Glenn Jones said
only. “It’s America.”

Even critics note that Comcast was
largely constrained by various deals
that Glenn Jones partner Bell Canada
International cut when buying into
Jones Intercable years ago.

“It was something negotiated
between Glenn and BCI,” says one
Comcast executive. "We kind of
stepped into BCl's shoes and accepted
the deal already negotiated and ulti-
mately ended up paying Glenn.’

The buyout stems Irom Jones’ strug-
gle with BCI, which bought a 30% stake
in his company in 1994 then ended up
fighting with him. The most prominent
dispute was a court fight over Jones’
decision to steer Jones Intercable’s
high-speed Internet business to a com-
puny he controlled privately.

www americanradiohistorv com

“It's extremely
disappointing
that [Glenn
Jones] didn’t
insist that public
shareholders
be taken out
as well. He has
basically left
his public
shareholders
once again

to dangile.”
—Gordon Crawford

JONES INTERCABLE
1997 REVENUE:

$362.6 million
SUBSCRIBERS:
) T

In May. Comcast agreed 1o purchase
from BCI about 12.8 million Class A
common shares. That deal included
some ot Glenn Jones’ entertainment
and education companies, costing
Comcast a total of $500 miilion.

Comcast also bought BCI's option
on Jones® personal holdings of super-
voting stock exercisable at $69 per
share, but not until 2001. In order to
pry Jones out of the company early,
Comcast had to pay the fuil price now
rather than discounting the $69 buack
for the time value of the future price.

This is Jones’ second payment on
the stock. He collected $20 per share
Irom BCI for merely granting them the
option—not actually selling the Cuana-
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dian telco any shares but simply giving
them the right to pay even more money
later. At the time. the price to actually
buy Jones Intercable shares i the open
market was $18, and it only recently
got much higher than that,

What was not publicly disclosed is
that Glenn Jones is getting an even
sweeter deal, Comcasl is handing over
$7 million to buy out the remaining
three and a half years on his employ-

ment contract. Under the deal with
BCl, Jones was receiving about $2
miltion a year. Comcast also is paying
$25 million o Glenn Jones™ personal
holding company, Jones International,
for 1ts six guaranteed channel slots on
Jones Intercable systems—10 run
whatever programming networks he
develops.

Comcast alrcady carries some Jones
programming. namely Great American

TOP OF THE WEEK

Country and Knowledge TV. Knowl-
edge TV goes 10 about 500,000 Com
cast subscribers, and GAC goes 1o
about 1.5 million Comcast subs.

Jones founded the company in 1967,
buying his first system in Colorado. He
financed the company by syndicating
public partnerships, then a relatively
novel structure. He is also an authot
who has published books of his own
poetry. ®

Comcast makes its move

Keeping up with Jones meant advancing its takeover to hasten integration of systems

By Price Coiman

omcast Corp.’s early takeover of

Jones Intercable bolsters the

Philadelphia-based MSO’s key
East Coast supercluster, gives it cable
systems that are on par technologically
with its own and enhances its scale
economics with the addition of one
million subscribers.

Comcast ultimately would have con-
trolled Jones, but accelerating the deal
means Comcast can move more (uick-
ly 1o integrate Jones sysiems
with its own and boost revenue

COMCAST
1997 REVENUE:
$4.912 billion
SUBSCRIBERS:
4.3 million

by offering new products and
services.

For outgoing Jones sharcholder Bell
Canada International (BCI), the advan-
lage is 10 getting its money now rather
than waiting until December 2001 and
in closing the book on its fractious rela-
tionship with Glenn Jones.

Comcast is paying Glenn Jones $232
million—3%200 million tor his super-
voting shares plus about $32 million in
separale transactions— 1o acyuire con-
trol of Jones Intercable more than three
years ahead of schedule.

Glenn Jones™ carly departure comes
as no surprise. Both Comcast and BCl
had been seeking 1o speed Jones™ exit

Cormncast President

since the Comcast/BCI deal was
announced. Sources say that billionaire
Paul Allen. who recently purchased
Marcus Cable and Charter Communi-
cations, had approached Glenn Jones
about buying out BCI’s interest. bul
Comcast got there first.

Comcast bought BCI's 30% interest
in Jones Intercable in May for $500 mil-
lion—3$400 million then and $100 mil-
lion in December 2001, As part of that
deal, Comcast also acquired BCI's right
to buy out Glenn Jones’ 2.9 miltion
supervoting (10
votes per share)
control shares.

Comcast will

own [2.8 mil-
lion Jones A
shares (Nasdaq:
JOINA) plus the
2.9 million
supervoting
shares (Nasdag:
JOIN). leaving
about 22.8 mil-
lion JOINA
shares and
: roughly 2.1 mil-
By DAL lion JOIN shares
in the hands of outside investors. That
ranslates into a 38% economic interest
and 48% voting interest in Jones Interca-
ble for Comicast. But those 2.9 million
supervoting shares mean that Comeast
can elect 75% of Intercable’s board,
cltectively giving it control of the com-
pany.

The big question now. whether
Comcast will make a tender ofter for
the remaining public shares and absorb
Jones, is one that Comcast isn't
answering at the moment.

“I1°s going to remain two public com-
panies for now.” said Comcast President

www americanradiohistorv com

Brian Roberts in a conference call with
analysts, “Closing the transaction—
that’s the number-one job. We said we'd
do what’s in the best interest of Comcast
shareholders. Now that we have an inter-
est in Jones, we'll try to do that for their
shareholders. Where it goes from now,
it’s inappropriate to speculate.”

Analysts are divided on whether
Comcast will make that tender.

“In the grand scheme of things. |
think Comcast will have a lot more
uses for funds other than buying up the
public float. such as upgrading for tele-
phony,” says Denver cable analyst
Chuck Kersch. “Now that AT&T's in
the ball game, it's inevitable that there
will be a scramble on with who's going
to affiliate with AT&T for telephony
purposes.”

Janco Partners analyst Ted lender-
son takes the opposite side. "Now that
Comcast controls Jones, we fully expect
that minoriy Jones shareholders will
receive Comicast shares for their exist-
ing Jones holdings.” Henderson says.

The tender’s not likely to come until
after the deal closes, which is project-
ed to be in first quarter 1999, Hender-
son says. He expects JOINA share-
holders 1o receive $35-$40 per share.
or about .80-.85 ot a Comcast share,
based on recent prices. What Comeast
will ofter for the remaining 2.1 million
JOIN shares is a trickier issue—bul
given that Comcast now controls Inter-
cable’s board, Comcast is tikely 1
ofter about the same price for them,
Henderson says.

During a conference call, Glenn
Jones said he intends 1o focus on his
programming ventures. including
Great American Country, Product
Information Network, Jones Radio
Network and Knowledge TV. ] I

AUGUST 17,1998 / BROADCASTING & CABLE
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Friendship.

{You can have all *

e |

MAGGIE

10pm/9C

ANY DAY NOW
ORIGINAL DRAMA SERIES
9pm/8C

Lifetime Premiere Week. Three original series starting August 18th.
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Flings. Fertility.

three in one night.}

Lifetime

Don’'t miss a moment.

OH BABY
10:30pm/9:30

www._lifetimetv.com

1998 LIFETIME ENTERTAINMEN™ SERVICES
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New host for ‘Hard Copy"’

Paramount is close to a deal with L.A. anchor to join show

By Joe Schlosser

aramount
Domestic Tele-
vision eXecu-

tives are close to sign-
ing former KCBS-TV
Los Angeles morning
and weekend news

AL

Person when it debuts
on Sept. 14 and that it
1s moving from its
tabloid roots 1o a more
advertiser-triendly,
long-form reporting
program. Paramount
exccutives are talking
with stations signed

anchor Kyle Kraska

on for the news maga-

as the new host of its Sources say that zine for this fall about
syndicated news mag- . the new format and
azine, Hard Copy, Paramount executives name. flard Copy is
sources say. are set to name the cleared in more than

This summer the

nine-year-old news show ‘First Person’ when
it reappears Sept. 14.

magazine is getting a
compilete overhaul that
will change the show’s
format and likely its name by the fall.
Sources say that Paramount execu-
tives are set to name the show Firsr

90% of the country
for the 1998-99 sea-
son and in more than
50% for 1999-2000,
Hard Copy's two
longtime anchors, Barry Nolan and
Terry Murphy, were dropped this sum-
mer, and the show’s New York ncws

bureau has been all but shut down,
sources say. Kraska will likely be the
show’s lone host, according to sources.

Kraska had worked as an anchor at
the CBS affiliate in Los Angeles for the
past two years. Kraska's contract
ended in July at KCBS-TvV Los Angeles
and it was not renewed, KCBS-TV exec-
utives confirmed.

Doug Bruckner, who has been a
senior correspondent on Hard Copy
since the show started in 1989, has
been offered a top production position
on the series, sources say. It is unciear
whether Bruckner has accepted the
post. Paramount Domestic Television
executives had no comment,

“1t°s still up in the air,” says Bill
Carroli, vice president and director of
programming at Katz Television
Group, about the show’s new format,
“Paramount executives say they will
make a decision soon and that those
changes will go into effect on Sept. 14,
Whether the name changes, they say,
depends on the consensus of their key
station clients. But trust me, they’ve
already done the new logo.” ]

BVT capitalizes on late-night void

‘Unhappily Ever After’ cleared in half of the country,

including some time periods vacated by first-run casualties

By Joe Schlosser

uena Vista Television has cleared
B off-network runs of The WB sit-

com Unthappily Ever After in more
than 50% of the country for fall 1999,

Executives at Buena Vista say they
began selling the comedy in late June for
mostly late-night time periods 1o help
stations {ill the void left by a number of
recent first-run late-night casualties.
After the completion of the 1998-99 TV
scason, there will be nearly 100 episodes
of the series available for syndication
play. Unhappily Ever After debuted on
The WB when the network started in
1995 and is slated to run again in prime
time on Sunday during the upcoming
season.,

The scries has been licensed to seven
Fox owned-and-operated stations,
including wNyw(Tv) New York,
KTTV(TV) Los Angeles and WFLD(TV)
Chicago. Other clearances include
WPHL-TV Philadelphia, KOFY-TV San
Francisco and wex(rv) Boston. Unhap-
pily Ever After is available on a 50-50

‘Unhappily Ever After,’ an adulit-oriented
sitcom, was originally seen on The WB in
1995, It debuts in syndication in fall '99.

barter split (the ad time is divided evenly
between station and syndicator), Buena
Vista executives siy.

12 BROADCASTING & CABLE / AUGUST 17, 1888

www americanradiohistorvy com

Janice Marinelli, Buena Vista’s exec-
utive vice president of sales, says the
edgy sitcom about the dysfunctional
Malloy family is a perfect fit for stations
in late-night time periods.

“The first thing stations did recently
after shows like The Keenen Ivory
Wavans Show, Vibe and even The Magic
Hour didn’t perform up to expectations
was move them back a haif-hour and
throw another sitcom in front of them.”
Marinelli says. “Stations are really try-
ing to counter Leno and Letterman with
sitcoms that are edgy and aduit-oriented.,
like Unhappily Ever After.”

The sitcom has been sold in fringe and
carly-fringe time periods as well,
Marinelli says.

Buena Vista executives weighed
bringing the show out this January to
capitalize on the numerous late-night
openings on stations, but opted to hold
the show for a standard fall launch in
1999,

“We missed the uptront by coming
out in June, and we didn’t want to go into
the scatter market,” she says. “We felt
we'd rather hold it and get the right type
of clearances and not try to rush the
launch.™ n
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By Michael Stroud

ony Corp.’s Columbia TriStar
STeIevisiun is moving quickly to
put its stamp on Telemundeo.

After Sony closed on the $539 million
acquisition of the Spanish-language net-
work, Columbia named a new exccutive
tcam led by former CBS Entertainment
chief Peter Tortorici and announced plans
for a slate of original programming.

The fall schedule’s mix of original
comedies, dramas, game shows, reality
programming and movies is the begin-
ning of plans to build a Spanish-speak-
ing complement to the major U.S.
broadcast networks.

Sony’s library will provide some of

the inspiration. as Columbia TriStar
taps movies like “The Mask of Zorro™
for movie nights and Spanish-language
variations on shows like Charlie’s
Angels, The Dating Ganme and The
Newlvwed Game.

The goal is to appeal directly to
some 29 mullion Hispanics living in the
U.S.. rather than hoping to attract that
audience with imported farc—us both
Telemundo and rival Univision have
done in the past.

For Columbia TriStar Television
President Jon Feltheimer. the plans
are the realization of a long-held
desire to tap the Latin-American TV
programming market. “Our intention
is 10 create programming and a brand
tashioned for the lifestyle. the culture
and the history of the Latino living in
the United States,” Feltheimer says.
“We don 't think they've had that
opportunity so far.”

To lead the charge, Feltheimer
picked Tertorici, whose long list of
credits include Murphy Brown, Picket
Fences. Northern Exposure. Touched
by an Angel and Chicago Hope, Most
recently i consultant to Sony. Tortorici
will rely on newly appointed Telemun-
do Entertainment President Nely
Galan, who launched the Fox Latin
American Channel and Fox Kids in
Latin America.

“I’'m going 1o be trusting Nely for a ot
|of the Latin-American programming
knowledge|.” Tortorici says. Tortorici’s
team also includes chicf operating officer
Alan Sokol, previously a senior vice pres-
ident for corporate development at Sony

The new management of the Spanish-
language network: Rachel Wells, Peter
Tortorici, Nely Galan and Alan Sokoi

Pictures Entertainment. who helped to
close the acquisition of Telemundo by
Sony. Libeny Media and investors Apol-
lo Management and Bastion Capital.
Another member of the team is executive
vice president for marketing Rachel

TOP OF THE WEEK

Tortorlcl heads remade Telemundo

Infusion of cash and original programs are first orders of business for new management team

Wells. previously a senior vice president.
international marketing, at Columbia
TriStur Television Intemational.

Roland Hernandez. Telemundo’'s
former chairman. will now head the
company’s station group.

Feltheimer and Tortorici already
have remade Telemundo’s fall sched-
ule. More than 80% of the slate con-
sists of new material, and about half of
the shows are produced by Columbia
TriStar. While Tortorici won't com-
ment on how much Sony 1s investing,
he says this year’s programming bud-
get is about twice last year's, and the
figure will likely jump sharply again
before the 1999-2000) season.

Shows inspired by Sony’s library
will all have 1o be remade to appeal to
Latin-American tastes and culture.
Tortorici stressed. “You can’t just sim-
ply put [a program| through the transla-
tor and expect it to work,” he says. =

Keeping the family together

As Family Worldwide converts its $1.9
billion investment in Family Channel to
Fox Family Channel (the change was
scheduled to take place at noon on
Aug. 15), they want to make sure
everybody gets it—literally.

Fox Family Channel officials, partic-
ularly the channel’s president, Rich
Cronin, and the Fox Kids Worldwide
chairman, Haim Saban, have fielded
questions about whether they think
Family Channel viewers—and opera-
tors—will embrace Fox Family.

Their answer is a training program
that Fox has developed to educate cus-
tomer-service reps of various cable
operators about the content and goals of the new Fox Family lineup. Some
20,000 customer-service reps are expected to complete the program, which
should provide them with enough information about Fox Family to field con-
sumers' calls to their cable companies about the changes, says Tom Lucas,
senior vice president of marketing at Fox Family Channel.

Fox Family also has activated a national toll-free number to answer
viewer questions. “This is a significant change, and we understand that
when changes are made to a network that’s been in business for 20 years,
it raises questions,” Lucas says.

To hedge its bet, Fox Family is enticing families to tune in through a
$100 million marketing campaign with a “Getaway-House Giveaway” co-
sponsored by Wendy's Restaurants. Cable systems representing more
than 50 million subscribers will participate in the watch-and-win promotion,
which promises one winner a vacation home or $100,000 in cash. The
sweepstakes runs Aug. 15-Sept. 15. —Donna Petrozzello

Mr. Bill, star of his own Fox Family
prime time series, greeted the
public last week in Los Angeles.
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Furchtgott-Roth’s shadow FCC

Under commissioner’s direction, team of interns has been
searching for telco regs that are ready for the ax

By Chris McConnell

ommissioner Harold

Furchtgott-Roth doesn’t

like the way the FCC is
handling its required review of
telecommunications rules. so
he's working on it himself.

Furchtgott-Roth has assem-
bled a team of summer legal
interns and set them to work
scanning pages of teleccommuni-
cations rules in search of regula-
tions that are ripe tor elimination.
The commissioner hopes the law
students will produce a mock review
that real regulators can use as a refer-
ence when they conduct the next regu-
latory review in 2000,

“"What we've tried to accomplish is
10 create a model,” says Paul Misener,
Furchtgott-Roth’s chiet of staff. Mis-
ener says 10 interns are working on the
project, although some will be leaving
and other newcomers arriving as the
new school year begins.

Their work springs from a long-
standing difference between Furcht-
gott- Roth and FCC Chairman Bill
Kennard over the FCC's obligations
under the 1996 Telecommunications
Act. The law requires the commission
1o review its telecommunications rules
every two years.

Last November, Kennard launched
an internal review of all the FCC’s
telecommunications. broadcast. satel-
lite and cable rules. The internal effort

so far has led to a public review of

more than 30 rules.

But Furchtgott-Roth insists that the
FCC’s ettort doesn’t really cover the
full five volumes of FCC telecommu-
nications regulation. He has voiced dis-
approval of the commission’s compli-
ance with the law in a series of state-
ments appended to commission
actions. most recently o an effort 1o
streamline cable industry paperwork
requirements.

Furchigou-Roth praised that action,
but insisted that it should not be con-
fused with “complete compliance™
with the law. He also chastised the
commission for not generating a guide
tor the FCC’s analysis of the rules.

Misener expresses hope that the

Furchtgott-Roth, pictured with his siaff and interns,
hopes the interns will create a model for the FCC.

interns” work will provide a guide tor
the next go-around. in 2000. All sum-
mer. the law students have worked on
the project in a small, windowless
room across the hall from Furchtgot-
Roth’s suite of offices. The interns are
paid tor the summer work. although
they are splitting up a budget of the size

that other offices use to pay as few
as one or two inlerns.

Misener says the crew actually
will cover only a small percent-
age of the thousands of pages of
telecommuntications rules. He
stresses that the goal is to create a
blueprint for a full review and not
to actually analyze each rule.

The effort has drawn some
snickers and raised eyebrows
from others on the FCC’s eighth
floor. some of whom view
Furchtgott-Roth’s crew as an in-
house conservative think tank.
Misener, who says the effort is
not intended as a threat to Ken-
nard’s office or the rest of the

agency. voices the hope that the rest
of the commission will not perceive it
as one.

“It"s not designed to be a publicity
piece.” Misener adds. Says Kennard:
"We're always interested in getting
any additional input ... we look forward
to whatever they come up with.” a

Ness, Tristani criticize
FCC’s review of radio deals

Say inconsistencies in defining markets
can daffect application of ownership rules

By Chris McConnell

ommissioners
Susan Ness and
Gloria Tristani
don’t like the way FCC
ofticials are adding up
radio stations for the pur-
poses of enforcing local
ownership limits.
Concurring last Fri-
day in an FCC decision
to uphold Noalmark
Broadcasting Corp.’s
acquisition of two Arkansas stations,
the commissioners charged regulators
with using inconsistent formulas to
first determine market size and then
determine how many commonly
owned stations exist within a market.
*Our current broadcast ownership
rules stumble on one of the critical

Susan Ness
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Gloria Tristani

steps in any meaningtul competitive
analysis: a clear definition of the scope
of the 'market” in guestion,” the com-
missioners said. “The end result is that
there can be no meaningful assessment
of market concentration, because there
is no consistent definition of the rele-
vant market.”
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The commissioners argue that regu-
lators currently count any station over-
lapping a proposed local radio combi-
nation for the purposes of determining
market size. Regulators must define the

size of markels because the number of

stations thal any one company can own
varies with 1he size of the market.
But when it comes to applying the

local ownership caps. Ness and Tris
tani said, the detined “market’” is limit-
ed to onlv the stations overlapping
every other station under commeon
ownership. The two regulators argned
that the inconsistency could allow mul
tiple station owners 1o hold several
additional statiens 1n cases in which the
additional stations do not overlap every

TOP OF THE WE

other station in a local cluster.

We do not have any definitive
answers ar this poimnt, but a logical siart-
ing point would be to apply the same
mark et detinition both to the number ot
stations in the market and 10 the num-
ber of starions a particular entity actu-
ally owns within that market,” the
commissioners said. a

New names for B&C'’s

Ten new members of the ERoaDCASTING & CasLe Hal of
Fame wil be inducted on Mov. 9 during a formal dinner
and celebration in New York’s Marriott Marquis Hotel.
They bring to 174 the number of those honored since
the Hall- of Fame was estadlished on the magazine's
60th anniversary in 1991. ~“he new honorees are:

m Joszph Collins, chairman and CEO of Time Warn-
£r Cable and a cabke picneer. He served earlier as
presider t of Home Bcx Off ce and is a past chairman of
the National Cable Televis cn Association.

m Casey Kasem whos2 American Top 40 with
Casey Kasem is nZw in its 28th year, and who is
famous “or other countdown formats across the dial.

m David Kelley, ths writer-producer of such hit televi-
sion vehicles as Picket Fences, Ally McBeal, The Prac-
tice and Chicago Hope, wno began his career as pro-
ducer o>f L. A. Law.

m Agnes Nixon, ore of the foremost writers of televi-
sion ser al drama tor more than 30 years and creator of
One Life to Live, All My Chidren and The City.

m Jane Pauley, former host of NBC-TV's Today show
and cc-anchor of tiat netwark’s Dateline series of prime
time news magazines.

= Mike Wallace, co-editor of 60 Minutes for 30 years

Hall pf Fame I;

flRLY' ! ®

~

c
z
I
:
E

and veterar CBS News ccrrespondert ir all ventes -
since 1951

Posthurrc.us Hall of Fame honors will be accorded to:

» Fred Frendly, the Ed Murrow associate and one-
time head ot CBS News who went on to a distinguisted
second career as a media citic and teacher.

m Charles Kuralt. the pcpular CBS News reporter
who created a new ferm of jcurnalism with his “Zn
the Road” series and a new institution with Suncay
Morning.

m Terry _ee, for years a leading executive with “te
Storer Broadcasting Cc. and koard crairman of bath
the Television Bureau cf Advertising and the Associa-
tion for Max mum Service T=iewvision.

m Lawrexe Welk, tie bendleader whose syncogat-
ed musical style made i-s mrark on the nation's musecal
memory ax whosa syndicated broaicasts are still
seen and reard on the med um today.

Sam Donaildson of AEC News, who has been maste-
of ceremonies from tre Hzll of Fame's inception, wil
again serve in that cagacity

For infonration arc reservations coniact Steve
Labunski at (212) 337-7158 or Sandra Frey at (212)
337-6941 s
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12,003 THINGS TO
THINK ABOUT WHEN
LOOKING FOR A

VIDEO SERVER.

The first 12 206 are the nunber
of Tektronix Profile server channe s
already installec — fcur times the
installations of ary other Server.
Number 12 001 & te Pro‘ile’s
ability to function as a workhorse
server acrass 3 wide range of
applications. Number 12,002 is our
Jrofessional-galiy PDR300 VIPEGZ
4:2:2 format. And "umbsr 12,003
is the leadershia and expenence
Teklronix brings in detivering
turnkey systems that move
broadcasting tech1ology fo-ward,

For even mare te think about,
call 1-800-TEK-VICEC, dept. 713 or
visit www.tek.comyPiofile/12,003

[T

Tektron/ix*
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Heyworth exiting
Viewer’s Choice

By Donna Petrozzelto

tributor Viewer’s Choice com-
bined with its major rival, presi-
dent James Heyworth is exiting the
company.
The company says that Heyworth’s
departure was “mutual,” but executives

j ust weeks after pay-per-view dis-

tamiliar with the move say members of

the company s board were pushing for
a change. After years of on-again, off-
again merger negotiations, Tele-Com-
muncations Inc. tinally agreed to aban-
don its Request TV operation and
merge it with Viewer's Choice.

With the bulk of PPV homes now
under one cable distributor. the MSOs
controlling the company want to take it
“in a new direction,” says one compi-
ny exccutive. They want it to work
harder to market the service to sub-
seribers.

An exccutive familiar with Hey-
worth’s exit says board members want
to replace him with someone more sea-
soned in program marketing.

Heyworth had long suffered tfrom
the inability of his owners, inctuding
Time Warner Ine.. Cox Communica-
tions Inc., Comcast Corp. and
MediaOne Group Inc.. 1o agree on how
much Viewer's Choice should empha-
size retail marketing.

PPV has long been a sluggish busi-
ness, and other than boxing and wrest-
ling matches, operators have not had
much success with it. Now. with digital
cable allowing dozens of PPV chan-
nels, operators are seeing movic buy
rates quadruple and have a shot at mak-
ing it a substantial part of their business.

“He ran it according to the wishes of
its MSO owners,” the executive says of

Heyworth. “Now they're changing
their view on what it should be.”

Heyworth says only that “the new
board of directors wants to change the
role and authority of the president. and
after H1 years, it's a good time for me
to make a change.”

As a result of Request TV's closure
on July 1. Viewer's Choice expanded
to serve 27 million addressable cable
homes and went from {1 channels to
36. Viewer’s Choice says it will retain
Heyworth through the carly phase of its
migration to a new satellite. |
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BEHIND THE SCENES. BEFORE THE FACT

DENVER

Dill departs TCI
L inda Dill, head of investor rela-
tions at Tele-Communications
Inc., has quietly departed the MSO
10 join suburban Denver—based
Corporate Express, the office sup-
ply giant. With the AT&T/TCI
merger moving ahead, TCI isn’t
likely to replace Dill, who in-
tormed analysts last week that she
would be leaving. Her departure
doesn’t appear to be the first in a
wave of merger-spurred resigna-
tions, company insiders say. While
eventual job cuts are a near certain-
ty. TCI staffers are biding their
time. hoping either for a spot at the
new AT&T Consumer Services Co.
or & healthy payout if they’'re
shown the door. However, notes
one insider, “This isn’t the Brendan
Clouston cra of severance pack-
ages.” There hasn’t been a clash of
cuable and telco corporate cultures
so far, says a source, but there
clearly are ditterences. **The bible
at AT&T is ‘Built To Last,” a book
on building corporate cultures,”
says the source. “*We’re more like
the guys in *Apollo 13" who fixed
the CO3 scrubber.™

WASHINGTON

Driver’s seat
Bmudcusters look like they are
going (o win their battle against
PrimeTime 24 in the courts, but
subscribers—bereft of their satel-
tite-delivered imported network
signals—may bring broadcasters a
congressional loss. “I’ve spent all
day long answering phone calls
from angry constituents,” says Ken
Johnson, spokesman for Telecom-
munications Subcommittee Chair-
man Billy Tauzin (R-La.). “They
are angry, and they are asking how
the government could allow this to
happen.” Staffers in the offices of
Sen. Conrad Burns (R-Mont.) and
Rep. Robert Goodlatte (R-Va.) said
they had received several calls
trom irate subscribers, including
one whose husband will no longer
be able to sec ABC's Monday
Night Football. Cut-off viewers

also are calling the FCC and the
U.S. Copyright Oftice, which has
set up a hotline at (202) 707-5932.
If PrimeTime 24 loses its case, now
going on in Miami—one source
says the trial is going “spectacular-
ly well” in favor of broadcasters——
more than a million satellite TV
customers stand to lose their net-
work TV signals. Tauzin’s solution
is to allow DBS subscribers to offer
subscribers some, but not all, local
signals in their local markets for a
few years. Broadcasters would pre-
fer legislation that would allow
satellite broadcasters to ofter local
signals only if they offer every
local signal in a market. Such legis-
lation passed out of the House Judi-
ciary Committee earlier this month.
Meanwhile, the U.S. court of
appeals in Atlanta denied Prime-
Time 24’s emergency petition to
stay the Miami court’s preliminary
injunction, issued last month.

Missing permits

CC ofticials have accounted tor

all but three of the digital TV
construction permits that were due
at the agency Aug. 3. That was the
deadline that regulators imposed on
major network affiliates in markets
11-30 for filing DTV construction-
permit applications. A commission
official said Friday that 75 applica-
tions had been filed or granted; two
stations had asked for extensions,
and the remaining three DTV ap-
plications are unaccounted for. The
official also said that regulators
have granted 21 construction-per-
mit applications to stations that
pledged to have DTV signals on the
air this November and that the FCC
has granted 32 construction-permit
applications for major network
affiliates in the top 10 markets.

¥
BroadcasfingeCable
S O INE
At www.broadcastingcable.com,
“Top of the Week” is “Top of the
Minute.” We continuously post
breaking industry news each
business day from 9 a.m. to 9 p.m.

www americanradiohistorv com
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Set makers support blocking option

Thomson, CEMA say parents should have control over programming

By Paige Albiniak

ver the objections of
0 broadcasters. Thom-

son Consumer Elec-
tronics, the lurgest seller of
TV sets in the U.S., is going
forward with a plan 1o sell
sets that will allow parents
to block news, sports and
advertising.

At a technical standards
group meeting last week in
Chicago. Thomson’s trade
association, the Consumer Electronics
Manufacturers Association (CEMA),
declined to actively support Thomson's
initiative. CEMA preferred instead to
refer to the FCC’s rules on the subject.
Those rules specifically say the V-chip.
¢an block unrated programming.

“We understand that this is an emo-
tionally charged issue for some broad-
casters,” wrote CEMA President Gary
Shapiro to members of the group. “We
also believe that parents in the market-
place—not broadeasters, manufactur-
ers or the government—should deter-
mine what features sell and how they
should be used.”

“This whole debate should be about

il

CEMA’s Gary Shapiro

what the parent wants.”
suys Dave Arland. a Thom-
son spokesman. “This is
not about the end of televi-
sion on the planet Earth.”

Other set makers, namely
Sony and Panasonic. have
not said whether they intend
to offer parents the choice of
blocking unrated program-
ming. But at last week's
meeting, all the set makers
indicated they would like to
have that option.

“We are still looking at the develop-
ment and implementation of the V-
chip,” says Caroline Lappetito, spokes-
woman for Sony. “We are going 1o
evaluate what additional tunctions may
be needed with V-chip—equipped TVs
and we are going to sce what con-
sumers require.”

Broadcasters say Thomson’s initia-
tive goes against the spirit of television
ratings agreements they signed a year
and a half ago and again last summer.
During those negotiations, broadcast-
ers, the cable industry. the creative
community and advocucy groups creal-
ed an age- and content-based television
ratings system to work with the V-chip.

Broadcusters say that the ratings sys-
tem purposcly exempts news and sports
and that set makers should not circuni-
vent that agreement. Broadcasters also
are concerned that consumers would
purposely block advertising and inad-
vertently block emergency warnings.

But broadcasters can get around
Thomson's plan by rating all program-
ming TV-Y, the lowest possible rating.
Sources say this is the route broadcasi-
ers likely will take shoutd set makers
offer the option to block unrated pro-
gramming. Broadcasters also could
choose to scrap the voluntary ratings
system altogether.

Family advocacy groups—including
the American Psychological Associa-
tion, the Center for Media Education
and the National Parent Teacher Asso-
ciation—say that they never intended
the ratings system to apply to news and
sports, but they do want parents to have
the option of blocking unrated pro-
gramming.

*[T]o be effective, the V-chip must
give parents the ability to block unrated
programming they teel is inappropriute
for their children,” the advocacy groups
told the FCC when they first filed on
the subject on Nov. 24, 1997. ]

Sinclair defends Glencairn

Says no new charges have been raised by LMA complaints

By Chris McConnell

inclair Broadcast Group says it’s
Sheurd it all before. Responding

this month to charges that it is
controlling a company with which it has
struck a series of locul marketing agree-
ments (LMAS). the broadcaster said that
the FCC already has signed off on its
relationship with Glencairn Ltd. in pre-
vious rulings.

Sinclair’s response follows charges
by the Rainbow/PUSH Coalition and
KwTV(TV) Oklahoma City—owner Kel-
ley International Licensing that Sinclair
controls Glencairn. The groups made
the charge in urging the FCC to reject
Glencairn's acquisition of KOKH-TV
Oklahoma City from Sullivan Broad-
casting.

“Kelley’s “proof” consists of facts
regarding the ownership structure of

Glencairn, all of which are well-known
1o the commission, as well as rank spec-
ulation as to the future behavior of Glen-
cairn and Sinclair,” Sinclair 10ld the
FCC.

The broadcaster pointed to past FCC
decisions to approve Glencaim station
acquisitions after reviewing the compa-
ny's relationship to Sinclair. "Kelley
presents no new facts,” Sinclair said.

Glencairn’s voting stock is 100%
owned by its president, Eddie Edwards.
However, 90 percent of the company s
equity is held in nonvoting stock in
trusts established by Carolyn Smith,
mother of Sinclair President David
Smith. Carolyn Smith holds another 7%
of the equity herselt, while Edwards
holds the remaining 3%.

Baltimore-based Sinclair has more
than a dozen LMAs with Glencairn sta-
tions. and the deals have drawn objec-

relationship

tions from other broadcasters betore.
Both Post-Newsweek Stations and
Pulitzer Broadcasting have charged that
the LMAs give Sinclair an unfair advan-
tage.

Earlier this summer. Rainbow/PUSH
questioned Glencairn’s independence
trom Sinclair in an FCC filing and later
called on the commission to hold a hear-
ing on the relationship between the two
compunies.

Responding to Kelley's petition, Sin-
clair said the commission alrcady has
rejected objections to Glencairn™s own-
ership structure: “Kelley has presented

no tactually supported allegations of

any instance in which Edwards, at the
direction of Sinclair. has failed 10 exer-
cise the degree of control over the
aftairs and operations of the Glencairn
stations that is expected of a broadcast
licensee.” ]
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Court sends complaint back to FCC |

Instructs commission to reexamine charges against ‘60 Minutes'

By Chris McConnell

Washington appeals court
A wants the FCC to take another

look at a viewer's complaint
against CBS’s 60 Minutes .

In a ruling last week, a three-judge
panel of the U.S. Court of Appeals in
Washington said the commission had
not adequately explained its decision to
dismiss Alexander Serafyn’s charge
that the show distorted the news in a
1994 segment dealing with the modern
Ukraine. Serafyn asked regulators to
deny a CBS bid to acquire Detroit’s
wwJ-TV (formerly WGPR-TV).

While regulators dismissed the
petition in 1995, the judges last week
sent the complaint back to the com-
mission for further review, “The com-
mission neither applied the correct
standard nor provided a reasoned
explanation in its decision,” Judge
Douglas Ginsburg wrote.

In a statement, CBS said it is confi-
dent the FCC “will again conclude
that there is no basis for any allega-
tion of news distortion.”

In his complaint, Serafyn charged
that the 60 Minutes segment, “The
Ugly Face of Freedom.” unfairly por-

trayed Ukrainians as anti-Semitic.
The report included comments about
Ukrainians by Rabbi Yaakov Bleich,
who later complained that his remarks
were quoted out of context. The
report also included video of the
Ukrainian Boy Scouts overlaid with
the sound of marching boots.

Serafyn included a tape of the seg-
ment in his petition and also said that
the report misinterpreted Ukrainians
speaking in the piece. When the
Ukrainians used the term “zhyd.”
meaning “Jew.” they were interpreted
as having used the derogatory term
“kike.”

The FCC said Serafyn did not pro-
vide enough evidence to show "an
intent to distort” on the part of CBS
and dismissed the petition without
holding a heuaring,

The judges were unsatisfied with
that explanation, maintaining that the
FCC should have decided whether
Serafyn offered enough evidence to
warrant further review rather than
deciding whether the petition proved
an intent to distort the news.

“The commission’s muddled discus-
sion suggests that it ... applied the
wrong standard in judging the suffi-

ciency of the evidence.” Ginsburg
wrote.

The judges went on to criticize the
commission’s handling of specific
charges in the complaint. While the
FCC said it long has stayed away
from judging the accuracy of news
broadcasts, for instance, the court
said egregious errors “may indeed
suggest that [a broadcaster| intended
to mislead.”

The judges pointed to the report’s
translation of “zhyd.” stating that
“changing ‘Jew’ to ‘kike’ may be as
blatant a distortion as changing a ‘no’
answer to a ‘yes.”” The court added
that regulators unreasonably dis-
missed the translation issue without
giving un explanation.

While sending the case back to the
FCC, the judges did not specitically
order regulators 10 hold a hearing on
Seratyn’s complaint.

FCC officials cannot remember a
hearing on news distortion for at least
the past two decades. One official
cited a hearing that occurred more
than 20 years ago after a TV station
used World War H footage in a report
on the Soviet Union’s invasion of
Czechoslovakia. |

Cool reception for minority auction credits

By Chris McConnell

he FCC’s latest effort to promote
diversity in broadcasting drew

mixed reviews last week from
advocates.

Seeking to give new entrants a leg
up in getting into the business, the
commission this month said it will
award bidding credits to new broad-
casters bidding on analog licenses. The
rules give winning bidders with no
other media outlets a 35% credit
toward paying their bids. Winning bid-
ders with no more than three other
media outlets and none in the market of
the new licenses get a 25% credit.

In adopting the rules, the FCC com-
missioners said they hope the credits
will give small businesses—including
minority- and women-owned business-

es—a chance to participate in the bid-
ding for about 40 TV analog licenses.

Advocates of increased industry
diversity welcomed the gesture but
held out few hopes that it will help
advance their cause. | don't know if
it’s really enough.” said Gigi Sohn,
executive director of the Media Access
Project. Sohn praised the bidding cred-
its as a good idea but said that limiting
the auction to new entrants would be
more etfective.

Civil rights lawyer David Honig
called the bidding credits “not
unhelpful,” but said he was more
interested in seeing the FCC complete
a study (dubbed the “*Adarand study™)
detending affirmative action policies,
“It just underscores the need 1o get the
study done.” Honig said of the auc-
tion rules.
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The auction rules apply to radio and
TV applications that have been frozen
at the FCC since a tederal appeals court
threw out the comparative criteria that
regulators used in selecting license
winners from among competing appli-
cations, The auctions will be closed to
applicants with pending applications,
except in cases in which the FCC never
opened a filing period for competing
applications for a license.

One FCC official said that the first
auction of the broadcast licenses could
take place within a year,

Broadcasters, meanwhile, showed
little interest in the FCC’s auction rules
and bidding credits. The NAB had no
comment on the rules, and Association
for Local Television Stations President
James Hedlund said, "I haven't heard
any complaints.™ ]
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Cable rate refunds
c;lhlevisinn Svsiems Corp. will
pay ahout $1.2 miilion in sub-
scriber refunds to settle 280 raie
complainis under an agreement the
FCC approved last week. Ahout
300.000 subscribers will receive the

refunds in the form
of billing credits.
Dissenting from the
decision was Com-
missioner Harold
Furchigou-Roth,
who said the FCC
lacks the authority 1o
negotiate such rate
scitlements. He also
objected to the com
mission’s analysis of
Cablevision’s rales:
“This lack of expla-
naton causes me 1o
suspect that the
number at which the commission
and cable company have arrived has
little to do with actual rate analysis
but more 10 do with simple horse-
trading.” He went on 1o assail the
rate-complaint resolution as “the
sorry and inevitible by-product of
rite regulation itself,” FCC Chair-
man Bill Kennard defended the deal
as providing “rangible, final and
prompt reliet that otherwise would
not likely be possible.”

Studios and inspection files
he FCC last week loosened its
rules on public inspection liles

and main studio locations. The old

rules required stations 1o maintain
their main studios cither within
their community of license or with-
in the statien’s strongest signal
area. The new rule allows broad-
caslers 1o heep the main studio
either within 25 miles from the cen-
ter of the community of license or
within the strongest signal area of
any station licensed 1o the station’s
community of license.

In the case of the public inspec-
tion file. the old rules required sta-
lions to keep a public inspection file

Furchtgott-Roth dissented
in rate refund settlements.

TOP OF THE WEEK

at the main studio or within the com-
munity of license it the main studio
was outside the community of
license. The revised rules allow sta-
tions to keep the inspection file in the
main studio, wherever it s located.
The new rules also give stations the
option of keeping the file
n a computer databuse
rather than in paper form.
Additionally. regulators
encouraged stations 1o
post the files on their
Internet sites.

In a separate state-
ment. Commissioners
Susan Ness and Gloria
Tristani saul they feared
the FCC might be going
100 far in allowing the
main studio and mspec-
tion files to sit in the
srgnal area of any sla-
lion serving the community of
license. “Such leniency. we are
alraid, may erode the important
concept of localism upon which the
broadcast service is premised,” the
commissioners said.

Star Wars

n a last-ditch eftort. Rep. Rick

Boucher (D-Va.) and 22 other
lHouse members are asking FCC
Chairman William Kennard 1o imer-
vene ina Miami court case that like-
Iv will cause more than a million
satellite TV viewers to lose their
network TV programming. Fast
month, the U.S. District Court in
Miami ruled that by Oct. 9 satellite
TV distributor PrimeTime 24 must
wirn off the imported network sig-
nals ol all subscribers who signed
up atter March 11, 1997, and who
receive clear over-the-air TV signals
more than halt the time. Boucher is
ashing Kennard to consider the
National Rural Telecommunications
Cooperative (NRTC)'s solution:
change the standard so that anyone
who does not clearly receive over:
the-air signals all the time could
receive imported signals,
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WRESTLING WITH SUCGESS

ik B

Business is booming as WWF and WCW

By Joe Schlosser

iamond Dallas Page makes his way down
the ramp and into the ring. The Giant. a
seven-foot-four 475-pound bzhemoth,
and the well-traveled Hol ywcod (for-
merly Hulk) Hogan are nct far behind.
Rock music screams, fireworks explode and
10,000 fans packed into the Denver Coliseurn go
wild. Another 3 or 4 million people across the
country are watching at home, eageriy waiting to
see whether former NFL player Bill Goldberg will
find his way into the ring.

A few thousand miles away, Stone Cold Steve
Austin is marching down a similar ramp, with rock
22 BROADCASTING & CABLE / AUGEST 17, 1808
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music and fireworks in the background. A so/d-out
crowd of more than 11,000 ioyal fans is on hand at
the San Diego Sports Arena—and close to 4 million
viewers are at home, tuned in to see :f Austin and his
tag team partner The Undertzker can take down
Owen Hart and The Rock.

It is just another Monday night in the suddenly
resurger.t professional wrestling business, a business
that is drawing fans—and, more important, advertis-
ers—to he ring in eye-gouging numbers. Twe dif-
ferent wrestling organizations, two different cable
outlets and two very different owner/promoters are
running the show these days.

The World Wrestling Federatioa, which rose to
national prominence in the early 1980s under the
guidance and ownership of Vince McMahon, is back
on top of the Nielsen ratings these days.
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With a whole new cast of characters, a new attitude and
some Jerry Springer-like qualities. the WWF has scratched its
way back from an early "90s funk. The WWF's Monday night
Raw Is War is carried on USA Network 52 weeks a year, half
of the shows live from various arenas around the country.

The WWF's popularity has helped to fuel USA Network’s
status as the country s top-rated cable channel. Over the past
two montks, Raw has overtaken WCW's Monday Nitro in
the weekly ratings battle. And last month, WWF introduced
Sunday Night Hear, a five-week trial run that scored a 3.7
rating in its first outing and a 4.2 rating in its second effort.
according 1o Nielsen Media Research. WWF and USA exec-
utives say that they still are discussing whether or not to
make Sunday Night Hear a weekly event.

McMahon also says he is in negotiations to bring the
WWF buck to network television, where it last played on
NBC in 1991. Saturday Night Main Events, a series of week-
end specials, aired on NBC between 1985 and 1991, and two
similar specials aired on
Fox in the late "80s. McMa-
hon won’t say which net-
work the WWF is in negoti-
ations with. On the cable
side, the WWF recently
signed a new three-year
contract with USA Network
that begmns this fall and
includes a mutual “out™ for
both sides after two years.

Meanwhile, World Cham-
pionship Wrestling. created
by Time Warner Vice Chair-
man Ted Turner in the late
1980s, has been the hottest
thing on cable TV for the
past two and half years.

Since it debuted on
Labor Day weekend in
1995, WCW's Monday Nirro has topped WWEF’s Raw Is
War tor the majority of Mondays over that span.

Nitro is carried live on Turner’s TNT Network for three
hours every Monday from arenas across the country. For the
year, Mondav Nitro has averaged a 4.5 rating on TNT. while
WWE's Raw Is War has averaged a 4.3 rating. WCW's T/uars-
dav Night Thunder, which debuted earlier this year on co-
owned TBS, has averaged a strong 3.7 rating year-to-date.

Pt

FIRM HOLD ON TNE DOLLAR

he two wrestling organizations combined gross well over a
'billion dollars a year in licensing. ad revenue. pay per
view, syndication and sold-out arena sales. both domesti-
cally and internationally. During the past year, ratings have
increased over 50% for wrestling, and more than 40 million
people have waitched wrestling every week in one torm or
another. Intemationally, the WWF airs in more than 110 coun-
tries and in eight different languages. The WCW is carried
internationally on Turner’s various international channels.
Many of the top wrestlers on euch side have worked for
the rival faction during their careers, and the high-stakes bat-
tle for ratings and dollars has developed into something of a
grudge match between TV's wrestling powers.
Two years ago McMahon filed a lawsuit against the WCW
for copyright infringement. and the WCW quickly counter-

WWF, now seen principally on the USA Nedwork,
lopes for broadcast Network deal.

COVER STURY

sued. Both cases are still pending in a Connecticut court.

Neither organization claims that the actual wrestling
inside the ropes is for real: both call it entertainment. But
what is real is that professional wrestling is the dominant
programming form on cable television.

Outside the NBA. NFL or original episodes of Comedy
Central's hit South Park, WCW and WWF claim the top five
or six spots in the basic-cable Nielsen standings each week.
Wrestling also attracts the most advertiser-friendly demo-
graphics in cable: truckloads of male viewers in the coveted
18-49 and 12-24 categories tune in each week.

“I think we've reinvented cable TV."” says Eric Bischoff,
the president of World Championship Wresiling, who also
plays himself in various WCW story lines on TNT and TBS.
It is really ironic that our competition spends as much time
complaining about what we've done-—because they [WWT]
were dead before we came along. The fact is we’ve created
competition for them, which forced them to be better and
also forces us to step it up.”

McMahon, who pur-
chased the WWF from his
father, Vince Sr.. in 1982,
says wresthing is finally
starting to overcome 11s
long-standing image prob-
lem with the public—and.
more important. with
advertisers.

“There is and has been a
stereotypical image of
wrestling that was created
by my predecessors, of
Damon  Runyonesque,
cigar-chomping characters
running around in smoke-
filled rooms.” McMakon
says. “We're still dealing
with a little bit of that stigma
that we brought on ourselves. Butit’s starting to become more
mainstream now, and some executives—Iike [USA Networks
Chairman| Barry Diller—are starting to understand populist
television. The advertisers also see what a great platform
wrestling is for their products.”

Chris Geraci. senior vice president and director of national
TV buying for BBDO in New York, says the secret to
wrestling's newfound fame is in its far-reaching, daily presence.

“What you are dealing with is a truly integrated product,
with live events, pay per view and what is on the air on com-
mercial television.” Geraci says. “They ve got a lot of brand
awarencss going on, because they are reaching their target
audience through so many difterent avenues. And if you can
tolerate the content and you are selling a product to that
audience, you have some of the best concentration in cable
or television altogether.”

\WVav=

ARE YOU READY FOR SOME WRESTLIN'?
n 1995, TNT President Bradley Siegel says he met with
I WCW executives and drew up a plan that would change
the face of wrestling. Siegel says that for WCW 1o
become a national force in the entertainment industry. the
weekly matches had to be turned into “event programming.”
“We needed to do something that people had not seen on a
weekly basis with wrestling. It needed to be live. it needed 10
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be live every wecek. and it had to
become basicaily the Mondav Night
Football of wrestling.” Siegel says.
“And it had to be in major arenas,
not in little podunk two thousand.
three thousund-—seat arenas.”

Siegel got his wish. With the addi-
tion of a number of former WWF
stars—the biggest being Hulk
Hogan. whose moniker was quickly
changed to Hollywood Hogan—the
WCW began to pick up momentum,
Fans started turning out in droves,
and the WCW was soon coming into
millions of homes each week from
top-named arenas like Madison
Square Garden and Los Angeles's
Great Western Forum. TNT chose to
£0 head-to-head with the WWF_ putting its three-hour (it start-
ed out as a two-hour program) Nitro on Monday nights. the
same night USA had been airing Raw I's War since 1993.

A new. heated rivalry was born. and McMahon says he
wusn’t going to watch his family’s long-standing franchise
20 down for the count without a tight. Faced with the new
challenge. McMahon teamed with USA executives and his
own production staff to turn the WWF's fortunes around.
Through a combination of new stars, edgy story lines and 26
live events a year, the WWF began to see increased ratings
and was soon matching—and, more recently, surpassing—
WCW in some ratings categorics.

Thanks to our affiliates, The History Channel has achieved
the past appealing to subscribers and attractive to

www.HistoryChannel.com
5 1998 ALE Television Networks. AN Rights Reserved.
Sources: Niglsen Media Research Universe Estimates
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Hollywood Dont-Call-Me-Holk Hogan got 55 million
a year to make the leap from the WWF o the WCW.

IN THIS CORNER,
MADISON AVENUE

fter a year and half, Siegel
n says that TNT was seeing big

results from WCW’s live
Monday night shows. The ratings
were reaching levels that his net-
work had seen only with profes-
sional sports like the National
Basketball Association and the
National Football League. The
arenas were selling out in every
city, and WCW merchandise was
flying off the sheives. But Siegel
says the biggest piece of the puz-
zle was still missing: advertisers.

“Last year 1 visited every single
adverlising agency in New York, I was so frustrated by the
fact that | knew we had this event every Monday night that
delivered the same kind of viewers that major sporting
events and ESPN and MTV were delivering, but advertisers
had this sort of snob attitude about it.” he says. "It was as
though [advertisers] thought it wasn't good for their product.
It made no sense at all.”

Siegel says he had to convince Madison Avenue execu-
tives that wrestling could be a safe, healthy platform to scil
their products and that the stigma McMahon had talked about
was no longer a reality. Siegel says he used Howard Stern’s
marketing pitch for the popular bottled drinks by Snapple as

www americanradiohistorv com
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a prime example of how WCW
could be used as a launching pad
for new products,

“There is no passive listening to
the Howard Stern (radio) show,”
he says. “It is the same thing with
wrestling. The wrestling fan base
is so actively involved with every-
thing that is going on, including
the commercials. A smart mar-
keter can really take advantage of
WCW Manday Nitro and create a
tremendous marketing and promo-
tional platform.”

TNT now has more than 50
national advertisers signed on to
its weekly WCW matches, includ-
ing the likes of Coca- Cola, H&R Block and MCl. Ad rates
have jumped more than 70% in the past two years for WCW,
and advertiser spending has tripled overall in that time. Tumn-
er executives say. From the 1995-96 TV season to the 1996-
97 period, Tumner executives say ad sales were up 238%.

Tumer executives say a popular destination for Hollywood
studio-type advertisers right now is TBS Superstation’s new
Thursday Night Thunder. TBS runs a weekly Y0-second spot
during Thunder called Ringside Release. which looks ahead
to that weekend’s new theatrical releases. Paramount, Warn-
er Bros., DreamWorks and Universal are some of the Holly-
wood studios that use the platform.

Over at the WWEF, ad sales have gone up 282% from a year

Stone Cold Steve Austin [s the WWF's top draw

ago, says Scott Rothschild, head of
ad sales at Titan Sports Inc., WWF’s
parent company. Rothschild also
says that ad rates are up about 19C%
from a year earlier. Advertisers with
the WWF and USA Network now
include Coca-Cola, Greyhound, Has-
bro, Levi's, Mars and a number of
Hollywood studios. The advertising
is so hot right now that Rothschild
says he has had to double his sales
force in the past year and that his
statf in Manhattan will be moving
into new offices next month.

Titan Sports executives say they
sell 90% of the ad time on USA
Network and leave the other 10%
for USA sales teams.

“We said to the [USA executives] that since we know
what we are doing in this field, why don’t we take the vast
majority of the inventory and we will guarantee you X num-
ber of dollars ™ McMahon says. “1'm happy to say, we are
going to be cutting USA Network a nice fat check real scon,
the biggest onc we ever have.”

Wall Street executives and top Madison Avenue types say
that while wrestling may be pulling in good demographics
and ratirgs, body slams are not for everybody.

“One of the things with wrestling is the content. There are
only certain advertisers that are going to take this stuff serious-
ly. if you will.” says BBDO's Geraci. I think a lot of advertis-

50 million subscribers. You’ve recognized our promise to make
non-subscribers. Because of you, our figures are truly historic.

THE HISTORY CHANNEL.

WHERE THE PAST COMES ALIVE.
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VINGE VS. KAY

World Wrestling Federation owner and producer Vince McMa-
hon says he is a lot happier now that Kay Koplovitz is out and
Steven Chao and Barry Diller are running USA Network.

McMahon, whose WWF events have been on USA in
some form since the cable channel was
faunched 21 years ago, says he never got
along with Koplovitz and that the former
USA president didn't understand profession-
al wrestiing.

“The U.S. Open Tennis tournament was
her thing, even though we were the number-
one-rated program on the network all along,”
McMahon says.

McMahon, who just signed a new three-
year contract with USA Network, says the
WWF’s recent ratings surge and new edgy
aftitude would never have been possible
under Koplovitz. “She brought me in and
raked me over the coals when we started
to push the envelope a year ago,” he says.
“She said to me: ‘How dare you. What hap-
pened to the good guys and the bad guys
you used to give us? You created Hulk
Hogan. He's a good guy; give me another
one of those.”

McMahon: Koplovitz “‘ranked me
aver the coals when we started to
push the envelope a year ago.”

ers will tend to shy away from it because of the violence—ind.
as goad as the numbers nmuy be, there will probably always be a
certain number of advertisers that will not buy it.”

‘NYPD BLUE™ WITH TURNBUCKLES

hree weeks ago at the Arrowhead Pond in Anaheint. Cahit.
TMcMuhon climbed into the ring to set one of the WWF's

female “managers™ straight. McMahon, who also plays
himsell in the ongoing WWF soup opera story line. looked up
at crowd favorite Sable and called her a “bitel.” Shortty betore
that, two of' the WWF’s most populuar wrestlers, a tag team that
calls itselt D Generation X, began their match in usual form.
The two wrestlers looked into the crowd, made a gesture 1o
their midsection and gave their now -patented
line: “Suck This!

McMahon says it is all part of the WWF's
new attitude and a strategy 1o “push the enve-
lope.” He wants the WWF 10 be thought of as the
Ouakland Raiders of the wrestling world—mean,
tough and diny. with wrestlers who are “had-ass
characters and renegades.” McMahon acknowl
edges that he 1s going 10 have 10 delend his new
approach to the media and 1o certuin segments of
viewers. but he savs it is all good, clean fun.

“Please sav that we ure out ol control,
please say that.”™ he says. "What we are trving
1o dois give people the perception that we just
might be out of control. We are not, believe
me, we are not. But what we are doing here is
simply perceptions. The more our competitors
talk about how aggressive we are, the bad lan-
guage and all of that. the better off we’ll be’
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WCW's Eric Bischoff: “| think
we've reinvented cable TV,”

McMahon says that would have been too simplistic and that
the WWF audience of today wants edgy story lines and a fot of
action, not just “cops and robbers.” McMahon says Koplovitz
said that couldn't happen on USA.

“She forced us into a position where we could have pro-
duced what Kay wanted us to do, which would have been
as boring as hell, and the ratings woutd have gone down, or
we could have said the hell with this and gone with our gut
instinct. That's what we did,” McMahon
says. “And thank God that during that tran-
sition period the network was purchased
by someone {Diller] who understands pop-
ulist TV.”

Diller acquired USA Networks from Uni-
versal last February, and Koplovitz
stepped down in April as the longtime pres-
ident of USA Networks. Koplovitz, who
founded USA Network in 1977, befieves
she and Vince had a “very good” working
relationship.

“l think Vince had his show on our net-
work for so long because he did get support
from us. For 20 years he got support,”
Koplovitz says. “WWF wouldn't have been
there from the very start if it weren’t sup-
ported. | brought in people to try and help
the show when it had gone wrong, and ['ve
always felt they were contributors to the
network.” —Joe Schlosser

And the competition says the WWF is. well, out of control.

‘Out of desperation and inorder o get bigger numbers, they
are going with grawitous T and A ... and women mouthing the
F-word,” says WCW's Bischott. “I have nothing against going
for hard-core, adult themes, 11" indeed your network will allow
you 1o do that. but [ think it is 1responsible in the long term,
and I think Vinee is shooting himselt in the toot.

Bonnie Hammer. senior vice president of Sci-Fi Channel
programming and USA Networks original production, was
assigned 1o the WWF cause two years ago by then USA Net-
works President Kay Koplovitz. Hammer and McMahon
have worked 1ogether on the WWF's new strategy. and Ham-
mer says what they are doing is no worse than ABC s NYPD
Blue or Comedy Central’s Sourh Park,

Do we push the envelope 1o a point that
1s fun? Yes, we do.” Hammer savs. "We
stop when 1’s appropriate. It is not violent;
there is an aggressiveness 10 il. but we're
very careful with standards and practices
about language that is bogus. Of course the
competition is going to take shots al us,
because we are now on top. The program is
fun, and we know when to pull back.’

Hammer adds: “Vince likes to be the bad
guy, and he wants o be the one that is geting
the little slap on the wrist. because he is just
about going as far as he can go within the para-
meters. But there is always a wink there. always
humor attached and always a clitthanger.”

But Turner executives and Bischoft dis-
agree. They say the WWF's new tactics could
end up hurting not only the WWF in the long
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run, but professional wrestling altogether. Bischoft says the
WWEF is using adult-themed content in their shows and selling
the TV advertising time 1o companies that sell children’s prod-
ucts. Bischoff says USA Networks Chairman Barry Diller is
going 10 be held accountable in the end.

“I'd like Barry Diller to justify how he sells Super Soak-
ers. M&Ms and video games on a program that has half-
naked women saying fuck you,” says Bischoff., who claims
that his two cable outlets [TNT and TBS] censor profanity
and punish any wrestlers who use bad language on air.

Diller would not comment, but McMahon counters that
65% of the total WWF audience. including syndication and
PPV viewers, are over 21 years old.

“Adulis eat candy. as well,” McMahon says. “What they
are trying 1o do is say that we are so edgy that our advertisers
are going 10 leave us. That’s not true: advertisers are knocking
down the door and trying to get into what we are doing. ... Qur
advertisers understand what we are doing. ( Reviewing WWF
tapes, BROADCASTING &
CaBLE found women appar-
ently mouthing “fuck.,” but
never heard the word.)”

Many of the advertisers
that have purchased time on
the WWF and/or WCW
would not comment on the
record. claiming it was
against policy. But a number
spoke on background.

Nearly every top movie
producer said that they
have no problem with the
content of WCW or WWE,
One advertising executive
at 20th Century Fox said
that wrestling is a perfect
“buy™ for a studio when it
is launching a new film aimed at a young male audience.

“When we have spots tor movies like “There's Something
About Mary,” which is pretty edgy anyway. we don’t really
have a problem with the content. and there has never really
been anv suggestion of that,” the 20th Century Fox execu-
tive said. “Both WCW and WWEF really deliver a strong core
of moviegoers, and i1 is a great way 1o reach them.”

Elizabeth Janneman. Tumer Broadcasting executive vice
president. entertainment sales. says a number of advertisers
have recently told her that they were taking their ad dollars out
of WWF because of the new edgy, controversial story lines.

“They made the decision after watching the shows—and
that's really the biggest frustration we have, that a lot of peo-
ple that are responsible for making the buys are not neces-
sarily wrestling viewers—but for the ones who have invest-
ed the time and walch the difference between the two. teel
WWEF is just out-and-out raunchy.” Janneman says.

BROADCASTING & CABLE couid not locate any advertisers
who were pulling their ad dollars out of WWF. And Titan’s
Rothschild says that in the past three and a half years. no
advertiser has failed to renew its contract with WWF.

THE BATTLE ROYAL?

cMahon claims that Time Wamer Vice Chairman Ted
M Turner is out to get him and the WWF, He says the
rivalry between the two dates from when Turmer was
airing WWF events on wTBS(TV) Atlanta in the early 1980s.

Turner's WCW offers a kinder, gentler brand of wrestiing.

COVER STORY

“We gave Turner the best numbers he ever had back in the
early "80s.” McMahon says. “Then Tumer began to notice
what we were oing. He invited me to a Braves game down
in Atlanta and said *Vince, you are too damned successful:
you have to sell me some of your stock.” [ told him the WWF
was a private company. a family-owned company. and that
he couldn't have any of our stock.”™

McMahon says that at the next conversation he had with
Turner. Turner demanded the majority of Titan Sports Inc.’s
stock. McMahon says he turned him down. and ever since.
the Time Warner vice chairman has had it in for the WWF.,
Turner would not comment,

WCW President Eric Bischofl says that Turner “spits big-
ger than Vince McMahon™ and that McMabhon is an egoma-
niac who “loves to see his name in print with Ted’s,

I meet with Ted Turner probably for about five minutes a
year: that’s Ted's involvement in WCW.™ Bischoff says.
“But Vince likes to portray to you and others in the media
that there is a big grudge
match going on between
him and Ted. [ kind of think
if Vince were to walk into
Ted Turner’s office. some-
one would have to remind
Ted who Vince is.”

HOW MUGH
IS T00 MUCH?

ven when it comes to
Elhe future. the WCW

and WWF can’t see eye
to eye. The biggest question
facing both organizations is
oversaturation. McMahon
says the more outlets, the
more marketing deals and
the more advertisers that the WWEF can bring in, the mertier.
TNT's Siegel says too much of the genre could kill his idea
of wrestling as “event programming”™ and damage
wrestling’s popularity.

McMahon is currently talking about new broadcast deals
for WWF. more big pay-per-view matches and the use of
WWF wrestlers on various TV shows, such as USA Net-
work’s Pacific Blue.

“We are no longer in the wrestling business—we’re ir the
sports entertainment business—and we're really an action-
adventure program.” McMahon says. “When you are doing a
really good action-adventure. as long as there is a need. and |
would suggest there always will be, and as long as you can
find the right time slots to reach a different demographic, why
not do it?”

Tumer executives claim that one of the reasons that the
WWE's Raw Is War has topped WCW's Monday Nitro in
recent months is the addition of WCW’s new prime time
show. Thursday Thunder, on TBS Superstation.

“This is event programming. and I do worry about cilut-
ing it.” Siegel says. “By having it on too much and in too
many different places. you can do that. You are always
tempted 1o use wrestling here and there to get a big number.
I'm of the opinion that it’s a one-night-a-week thing and that
we should cultivate that audience and leave it there. But so
far, having it on TBS has helped WCW, there is no doubt
about that.” ]
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SPECIAL REPORT
MEDIA FINANCE: THE MONEY MANAGERS

The Powers

That Buy

Wall Street’s Media Mafia of portfolio managers and analvsts can make or break companies

By John M. Higgins and Price Colman

L may seem that swaggering dealmakers like John \Mal-

one, Rupert Murdoch, Sumner Redstone. Gerald Levin,

Mel Karmazin and Barry Diller rule the world. or at least

the media world. They engineer multibillion-doltar cable

takeovers. drop $300 million to start a1 single cable net-

work and sweep up radio stations to put a hammerlock on
the songs people hear.

But there is another group that can inflict misery upon
media titans. thwart their ambitious expansion plans and
literally pluck billions of dollars from their pockets.
That's Wall Street’s Media Malia. the money men and
women who dictate how much a company is worth and
who can influence everything. including how much capital
Viacom Inc. can raise, whether Time Warner Inc. can
afford a particular takeover or whether CBS Corp. execu-

tives” stock options are worth millions or nothing.

Armed with vast billions of dollars managed on behalf of
small mutal fund investors or huge pension funds and insur-
ance companies. a core group of portfolio managers and buy-
side analy sts either lavishly reward or torture media executives.

Every top executive knows their pain. After the buy side
soured on Blockbuster Entertainment’s video-rental opera-
tions. Viacom Inc. Chairman Redstone watched his compa-
ny’s stock drop 63% —cutting his personal holdings by $2
billion. 1o ST billion or so. At the same time, Time Warner
Chairman Levin—whose career as a salaryman didn’t make
him us rich as more entrepreneurial executives—is watching
his personal holdings zoom from around $1.5 million to pos-
sibly more than S$100 million if the company’s stock rally
continues.

The money managers aren’t focused on the personal
wealth of USA Network Ine.’s Diller or CBS President Kar-

Biggest Media Investors

Instituticn tnvestment Goals  [(rdex
Fidelity Management & Research Co Growth, Value, Income 1000
Capital Research & ManagementCo.  Growth, Value 850
Putnam Investment Management Growth, Yalue 707
Janus Capital Corp. Growth, Value 691
Barclays Global investors N.A. Growth, Value,

Index, Quant. 593
State Street Bank and Trust Boston Growth, Value 384
Bankers Trust Co. (Invt. Mgmt.) index, Growth, value 340
American Century Investment Mgmt. Growth, value 304
Alliance Capital Management L.P. Growth, Value 227
The Vanguard Group Growth, Value, Index 219
TIAA-CREF Investment Management inc. Growth, Index 213
Smith Barney Investment Advisors Growth, Value 204

Ranked by investments in 25 top U.S. broadcast TV, radio and cable companies as of March 31. Each investor is indexed to largest holder.
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fnstifution investmany Geals  [ndex
Goldman Sachs Asset Management (LIS) Growth, Value 194
American Express Financial Advisors Growth, Valee, Index 170
Regents of University of California Income, Value 162
Warburg Pincus Asset Management Inc. Growth 155
AIM Capital Management Inc. Growth, Value 152
Southeastern Asset Management Inc.  Growth, Value 144
Massachusetts Financial Services Co.  Growth, value 132
Mellon Bank N.A. index, Value 125
| Berkshire Hathaway Inc. Strategic 1M1
State Street Research & Mgmt Co. Growth, Value 100
INVESCO (New York) Growth, Value, Index 91
Frankiin Mutual Advisers inc. Growth 87
New York State Common Retirement Fd. Index 84

Sowrce; CDA Spectrum
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iNvestonrs whn usually

slumps in their stock:

money flowing in. 5% i
& Those guys can r:)ck your -slog.k

10 shares can move the stOc,k Thc m'u:gin
the stock up, and the opposite is always true. . .

Tom Dooley, Viazcm deputy chairman and exeﬁuﬁ te v
vice president, concurs, saying that the company goes
through an elaborate process (including retaining a consutt-
ing firm} to identify institutions that might be lured to its
stock. When the company got hammered, Dooley started
looking at portfolio managers focusing on “value” stocks.
Now that Viacom has rebounded, he's courting growth
investors that concentrate on Surging earnings.

Dooley said that contpanies always take care o cater (o
established players. “But there is an art form and a very spe-
cific methodology to figur|ing] out who is going to be your
next siockholder.”

Some bhuy-side players are particularly respected for their
insight and understanding: many are dismissed. “It’s almost
comical 1o watch at times.” says the CEO of one TV compa-
ny. “There are a handful of people who really get it, peel
back the onion. take th= time to understand what at times are
less than simplistic _ssues. But a lot of people with a herd
mentality jump on the bandwagon with what appears 1o be in
vogue at the time. axing only a superficial look.” ]

WWW.americanradiohi€
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SPECIAL REPORT

THE MONEY
MANAGERS

To uncover Wall Street’s Media Mafia, BroapcastinG & CaBLE asked CFOs and CEOs of major
media companies as well as sell-side analysts and investment bankers who they consider
to be the most important, influential or simply interesting. We also reviewed BroADCASTING &
Casie’s annual compilation of top media companies to find the top institutional investors.
Ten money managers emerged as key players in media finance. Following are their profiles.

Capital Research’s
Gordon Crawford

“I believe the top of the food
chain is content.”

By John M. Higgins

Chairman Gerald Levin flew west on
a secret mission, Taking a private jet
to Montana, Levin headed to the ranch
of Ted Turn-
er, chairman

In August 1995, Time Warner Inc.

MEDIA FINANGE of Turner
- Broadcasting

e System Inc.
ﬂ'—‘:? :\fter eight

years of alter-
nately support-
ing and
wrestling with
Turner and his
other cable
partners—
notably Tele-
Communica-
tions Inc,
(TCI) Chair-
man John Mal-
one—Levin
had an audacious proposal. The plan
would end the increasing friction of the
past two years between Turner and the
backer that had once kept him out of
bankruptcy and for years kept him out of
the movie business. Levin wanted to take
over TBS outright for $7.5 billion (rough-
ly $35 per share), pry Malone away from
the cable programmer and make Turner a
lieutenant at Time Warner.

This was a meeting that would rock the
market. TBS stock had languished at
some $15-320 per share for two years,
News of the talks would give an immedi-

ate 50% gain to anyone holding the stock.

One investor knew a deal was afoot
instantly. Hanging out at the ranch with
Turner that weekend was Gordon Craw-
ford, vice president of Capital Research
Management, a mutual fund company
with $400 billion under management.
Although he was in Montana to spend a
little time with Tumer and his buffalo,
Crawford found himselt in the middle of
a huge media deal, one that promised to
transform Time Warner.

Armed with choice insider informa-
tion, Crawford called his home
oftice—not to tell traders to buy stock
but to order a freeze on Capital
Research trading in any of the compa-
nies involved in the deal. The freeze
lasted two months—even though word
leaked to the press within two weeks
and the deal was signed within four.

“I knew more details than had come
out in the press,” Crawford says,
adding, "I don’t want to spend my
dotage in a federal penitentiary.”

Crawford’s intimate relationships
with media and entertainment titans
arise from his indisputable position as
the media money manager with the
most clout. The combination of 27 years
following media companies and the size
of Capital Research has made Crawford
as much adviser and confidant to media
moguls as he is a stockholder.

Part analyst, part portfolio manager.
Crawtford finds his counsel sought by
the likes of Malone, Levin and USA
Networks Inc. Chairman Barry Diller.
Rivals believe that he may be more
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tuned in to the strategies of companies
than anyone else on Wall Street. partly
because he works for a mutual fund
company that doesn’t just buy and
hold, but buys and holds “forever.”

"It helps that [ know he’s not going
to load up or sell his whole position the
minute he walks out of the room.” says
the CEO of one media company. “You
can trust him.”

Crawford’s relationships with media
titans are the envy of nearly every
media analyst and investment banker
on Wall Street, many of whom assume
that Crawford has insider information
on every deal in the works.

[ get it less often than people imag-
ine,” Crawford says. For example, he
says that he found out about AT&T
Corp.'s deal to buy TCI the night
before it was announced; he got the
same call from management that other
big players received.

The investment strategy of Capital
Research—the mutual-fund arm of Los
Angeles-based The Capital Group—is
distinctive. The company favors taking
a 5%-15% stake in a company and hold-
ing it for years. For example, Crawford
began acquiring TCI stock for Capital
Research in the "70s and today holds an
8% stake worth some $1.2 billion.
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Mergers/Acquisitions/Divestitures

The following is a partial listing of mergers, acquisitions and divestitures completed by CEA New York:

June 1997 I
$22.000.000 |
Acquired
ACME Television

has acquired

KWBP-TV

Portland

CEA represented the buyer

October 1997
$13.200.000
Acquired
ACME Television

has acquired

WINT-TV

Knoxville

CEA represented the buyer

December 1997
Acquired

ACME Television
has acquired

KZAR -TV
Salt Lake

| CEA represented the buyer

December 1997
Acquired*

ACME Television
has acquired
KAUO-TV

Albuyuerque

CEA represented the buyer
*¢losing pending FCC approval |

December 1997
$146.000.000
Acquired
ACME Television
has acyuired
KPLR -TV-

St. Lows

CEA represented the buyer
*closing pending FCC approval |

December 1997
_5629.000.000_
Sl
The Radio Stations. Radio Networks
and Orlando Outdoor Billboard

Assets of
Paxson Commumications Corp.
10

Clear Channel Communications
CEA represented both parties

December 1997
Sold

WGTZ - FM. WING - AM,
and WING - FM of
Great Trails Broadcasting Corp.
1o
Clear Channel Communications

CEA represented the seller

i l December 1997 l

Acquired

' 1

| Great Trails Broadeasting Corp.
has acyuired
| KSVI-TV (ABC)

and time brokerage rights 10

KHMT - TV (Fox)

| CEA represented the buyer

— - 1
' |
| May 1998 _ May 1998 May 1998 | [ July 1998
Sold Sold — Sold__ | $5.200,000
|Petmcom Equity Partners, L.P. Petracom Equity Partners, L.P. Pacific Broadcasting. Inc. Sold
KDEB - TV. Spnngfield. MO KAYD-FM.KQXY-FM. KTCX-FM
WTVW . TV, Evanwvilke, IN , ’ .
KARD-TV. Monroe. LA KAYD-AM. KQHN-AM Beaumont-Port Arthur. TX Cramer Outdoor
WORF - TV. Rockforl. 1L Beaumont-Port Arthur. TX . I
KLRBK - TV. Lubbock. TX Q H
10 . DeLite Outdoor
iy . . Cumulus Media. LLC |
Quorum Broadcasting Cumulus Media. LLC |
CEA represented the seller | CEA represented the seller CEA represented the buyer | | CEA represented the seller
L i J L
L

' June 1998
562,500,000
Sold
U.S. Broadcast Group
KFDX - TV, Wichita Falls. TX
KIJAC - TV. Beaumont, TX
KSNF - TV. Joplin. MO

o

Nexstar Broadcasting
Management
L CEA represented the seller

June 1998
$26.000.000
— Sold
U.S. Broadcast Group
WVNY - TV, Burlington, VT

to
Straight Line
Communications

CEA representied the seller

|

' August 1998 i

‘ Sold*

. U.S. Broadcast Group
|WWCP - TV, Johnstown. PA

10

] Peak Media

CEA represented the seller
*cloning pending FCC approval

August 1998
$9.000,000
Sold

U.S. Broadcast Group
l WMGC - TV, Binghanton, NY
€4
|| Ackerley Communications

‘ I CEA represented the seller
L

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

WwWWwW americanradiohistorv com
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Delivers in 97/98

Financings

The tollowing is a partial listing of financings completed by CEA New York:

s

CEA represented the issuer I

CEA represented the borrower

1
Marca 1997 ll July 1997 July 1997 September 1997
%10.000.000 $17.500,000 $6,000.000 $127 370.000

Equity Capital Senior Debt Financing Equity Capital Senior Subordinated Notes
has been arranged for has been arranged for has been arranged for have been arranged for
62nd Street Broadeasting, LLC)| Exit Now Outdoor, LLC Ex i_t N.ow Ouldqor. LLC ACME Television

Fualing wits provicks b Funding was provided by: l“'mmummbdm_ Fisdiiig wis sleruriisen by
Bain Capital 1BJ Schrader Bank & Trust Co. Summit Capital Group T CIBC
CEA Capital Partiners USA.L.P. Mertill Lynch

CEA represented the issuer

CEA represented the borrower

September 1997
$55.442.500)
Equity Capital
has been arranged for
ACME Television
Funding was pros ided by:
BancBosten Capital
Alta Communications, Inc.
CEA Capital Partners USA, L.P.

CEA represented the issuer

September 1997
$40,000,000
Preterred Equity Capital
has been arranged for
ACME Television

Fuiibdinge wis pEslery rinen by
CIBC

Mertill Lyneh

CEA represented the issuer

September 1997
$40.000,000
Senior Debt Financing
has been arranged for
ACME Television

Funftng was underw riten by
CIBC (Agent)

CEA represented the bomrower

December 1997
$65 000 000
Senior Debt Financing
has been arranged tor
Root Communications. L.P.

Bank of Montreal
SunTrust Bank

| CEA represented the borrewer
L

December 1997
$20.000.000
Equity Capital

has been arranged for

Root Communications, L.P.

Fleet Equiny Pantners

CEA represenied the issuer

December 1997 ”
%34 500,000
Senior Debt Financing

has been arranged for

Great Trails Broadcasting Com.|

Bankers Trust Compsny

CEA represented the borrower | I

January 1998
$20.000.000
Senior Debt Financing

has been armanged for
PNE Media. LLC
Funding wis provided by:

Unjon Bank of Califomia

CEA represented the borrower

January 1998
$12.400.000
Equity Capital
has been arranged for
PNE Media Holdings. LLC

Fulllllll!' was prioiiied by
BancBeston Ventures, Irc.

Alta Communications, Irc.

CEA represented the issner

has been arranged for

Paxson Communications Corp
13 1/4% Cumulative Junior

Exchangeable Preterned Stock

CEA represented

Paxson Conymanications Corp.

has been arranged for
Paxson Communications Cormp
9 3/4% Series A Convertible Preferred |

Stock with Warrants

CEA represented

Paxson Communications Corp. _J

[ June 1998 N ~ June 1998 | June 1998 June 1998
$200.000.000 $75 000,000 $3R 000000 E“*_;“g-o(_‘?l
Equity Capital Equitv Capital Senior Debt Financing quily - apid

has been arranged tor

has been arranged for

S&P Cellular Holding. Inc.

Fonafing wis paca ke by
ING Barings

AT&T Commercial Finance Corp.

CEA represented the borrower

S&P Cellular Holding, Inc.

Fumndinig W as provadeil fos
Stewan Capatal, 1.14°
Hibemia Capital Corp.

Science Applications International Corp.
Tyueo Submarine Systema Lid.
Advantage Capital Parnens
AT&T Commeraial Finance €orp.

Dominioa Finanial Group 'L
CEA represented S&P Cellular Halding lncJ

CEA New York
375 Park Avenue, Suite 3808, New York, NY 10152 (212)319-1968

www.americanradiohistorv.com
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MEDIA FINANCE

MANAGERS

In & business in which most man-
agers are slaves to quarterly perfor-
mance. Crawford and Capital Research
stick out because they don’t try 10
respond to companies” medium-term
leaps and dives. holding on to positions
for years, sometimes even decades.

“We seck consistently superior long-
term results. Your compensation sys-
tem is based on a four-year weighted
average of your results.” Crawford
says. "It doesn’t pay to look at your
quarterly results.”

With so much cash under manage-
ment. “we can’t move in and out of
sectors.” Crawford says. He looks for
large companies in sectors that he
thinks will grow over 10 years.

Although he’s famed as a media ana-
lyst. Crawford also is involved in portfo-
lio management responsibilities with
five of the Capital Research mutual
funds. (Sister division Capital Guardian
manages money for pension funds and
other institations.)

In media. Crawford favors cable and
content—cable systems, cable net-
works and his favorite sector. movie
studios.

“Entertainment is what I love best.”
Crawford says. 1 believe the top of the
food chain is
content, I
believe the
global appetite
IS enormous—
for records, for
movics, That's
our core hold-
mgs—things
you can stick
in a drawer and
own for 20
years,”

These days,
in Wall Street
terms, forever
generally
means a few
years, "l think
forever is forever. unless something gets
grossly overvalued, And [ don’t think
any of these things is grossly overval-
ued.” That's because other than a $1.6
billion position in America Online,
Crawford doesn’t hold much in the way
of Internet-related stocks. the values of
which he generatly thinks are “wacky.™
While radio and broadcast TV stocks are
covered by an associate, David Simen-
hoft. Crawford isn’t high on them,

“Right now [those] stocks are fairly
expensive.” Crawford says. With radio,
“we're in the seventh or eighth inning.™

A

THE MONEY

Biggest Cable Investors

Institution

Janus Capital Corporation

Capital Research & Management Co.
Putnam Investment Management
Fidality Management & Research Co.
State Street Bank and Tr. Co. Boston
Barclays Global Imvestors, MN.A.
Southeastern Asset Management, inc.
American Cantury Investment Mgmit.
Franklin Mutual Advisers, Inc.

Bankers Trust Company {Invest. Magmt.)
GAMCO Investors, Inc,

AIM Capital Management Inc.
TIAA-CREF Investment Management Inc.
Alliance Capital Management L.P.
Goldman Sachs Asset Management (US)
The Vanguard Group

Neuberger & Berman Pension Mamt.
Smith Barney Investment Advisnors
Harris Associates | P,

Iridian Asset Management LLC

Ranked by investments in U.S. cysi comgpises, 5 of Masch 31 Bxch mwestor is ndeoed 1o the farpes] haicer

The run-up has been driven by relaxed
ownership regulation. allowing groups
to gobble up stations in individual mar-
kets. With so much leverage over adver-
tisers. groups like Chancellor Media and
CBS have, in tum, been able to drive up
ad rates. But Crawford doesn’t think
that growth rate is sustainable,

“Radio advertising will slow down.’
Crawtord says. "It's charging along as
tast as cable advertising. Once all that
consolidation is finished, [ think the
stocks will slow down.”

He’s no more excited about broad-
cast TV. "The network business is
zoing to continue to be a difticult busi-
ness. They face tremendous cost pres-
sures and fragmenting audiences.™

The company is one of the top three
institutional sharcholders in Time Warn-
er ($3.7 billion). Viacom Inc. (53 bil-
lion), TC1 ($1.7 billion) and News Corp.
(5600 million). But Crawford doesn’t
love all media. [n the most recent data
avaitable for the 40 largest institutional
shareholders (March 31), Capital
Research is absent from CBS Corp.,
MediaOne Group Inc.. Chancellor Media
Corp. and Paxson Communications [nc.

Crawford bristles when asked about
major slumps weathered by some of his
“forever” stocks, pointing oul that he’s
not blind to management mistakes.

Even though he's more tolerant of
business cycles than most of his peers.

.
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Investment Goal Index
Growth, Value 1000
Growth, Value 688
Growth, Value B39
Growth, Valua, Income Ba6
Growth, Value a7
Growth, Value, index, Quant, 458
Growth, Value 7
Grawth, Value 312
Growth 278
Index, Growth, Value 272
Walue 234
Growth, Value 218
Growth, Index 203
Growth, Value 199
Growth, Value 183
Growth, Value, Index 180
Value, Growth 162
Griowth, Value 160
Value 156
n'a 153
Saara [T Spectrum

he acknowledges hig errors. Capital
stuck by its massive investment in the
cable industry after the collapse of Bell
Atlantic Inc.’s planned takeover of
Tele-Communications Inc. and the
FCC’s draconian order to roll back buasic
rates by [7%. MSQO stocks were essen-
tiutly sticed in half. The decline tested
his strength as a buy-and-hold stalwart,
“In retrospect, I wish we had sold a lot
of the cable stocks.” Crawtord says. I
missed what was going on in 1994, The
stocks got hammered. 11 was a very hard
period of time. That was just a mistake.”
Crawford concedes that he has to fight
to maintain a proper perspective, to
ensure that he believes—rather than sim-
ply accepts—media moguls” strategies.
“You just keep reminding yourselt that
you're not in the business for Jerry Levin
or Rupert Murdoch.™ Crawford says.
“You're in the business tor your clients.”
For example. Crawford says that when
Wamer Communications Inc. was flying
high on roaring sales of its Atari Corp.
video games, he didn 't believe the growth
was sustainable. He sold Capital’s entire
0% position in the company just months
before Atari hit the wall, plunging Warm-
er deep into a financial crists.
Greal, but that was 15 years ago.
Crawford laughs and says there ure
more recent examples, such as clearing
out Capital’s PolyGram stock in 1994
when the muste giant started getting into
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The Investment Banker of Choice for Leading
Broadcasting Companies Worldwide

Leadership in Broadcasting M&A

$1,620,000,000 $90,000,000 $112,000,000 $1,930,000,000
a4
Chancello Jm BUSSE Im
T T e EBBTION TELEVISION
hax agreed to acquire haa agreed Lo acquire hax acquived has bern gequirved by has bern acquired by
. s Wabash Valley . rray Communication Iticks, Muse, Tate &
LIN Television Broadcasting SF Broadcasting Systems Inc. Furst Inc.
Frnding Pending July 1998 August 1995 March 199%
$1,150,600,000 $435.000.000 $62.2,000,000
P
i Meredlth
@ Renalssance CORPORATION @.-
hax been acquired by has acquired has acquired
Tribure Company First Media Television EZ (hmﬂ‘:_""m""’”
N March 1997 July 1997 April 1997

Leadership in Broadcasting Financing

$193,200,000

$745,817,103 $394,750,000 $1,032,412.500 SRR, 000,000
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= ‘ommon Stock Unigision
Capatar Co-Manager Communrications Inc.

March 1998

Claas A ommon Stock (lass A Common Stock Class A Common Stock $573,000,000 Common Slock Claxs A { omman Stock
Ca-Manager Codead Manager Lead Manager Senior ((_ '"‘:""'" ible Notes ('o-Manager Co-Manager
‘o-Manager
Jrily 1uux ai Jone 1998 May 1998 Murch 1995 March 1995 Febrnary 199x

$3235,000,000 || $256, 186,500 $197,774,000 $500,000,000 $108,000,000 $250,000,000
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F‘ ‘v Manager
ebruary 1998 ' . o " ) ) . . . Senior Debenturex
£300,000,000 Common Stock Senior Noles Senior Subordinated Notes Class A Common Stock
Senior .:'.ub;l!rdinn!rd Noten Co-Manager Co-Manager Co-Manager ('o-Manager Co-Manager
Manager
Frg: uary g;.'m February 1998 January 1998 December 1997 November 1997 October 1997

S100,000,000 $750,000,000 3200,000,000
DM 140,000,000

AE || BEL.. || ==

Nenior Nuoles Senior Notes and Senior Subordinated Notes
Debentures

$237,072,300 $200.000.000
Jacor >
Jaror Cummanic atiemn, It A

Common Slock Preferred Stock

Lead Manager L.ead Manager ('o-Manager
August 1997 June 1997 June 1997

Co-Manager Co-Manager
May 1997 January 1897

| MORGAN STANLEY DEAN WITTER
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the volatile movie business. That move
proved as much a disaster as Crawford
had feared. Seagram has agreed 1o take
over PolyGram for about the price at
which Crawtord says he sold out.

He also has turned hostile toward
companies that he felt mistreated share-
holders. He joined with fellow media
maven Mario Gabelli to hammer Inter-
national Family Entertainment Corp.
last year. In selling the company to
News Corp. and Saban Entertainment
for $1.8 billion, IFE Chairman Pat
Robertson tried to cut a sweetheart deal
that would have paid a huge $70 for
each of the Class B shares that he and

his son, Tim, controlled. Quiside share-
holders would be left with just $24 per
share.

Gabelli and Crawford worked behind
the scenes and through the press to get
an equitable deal for all shareholders,
The Robertsons were pressured into
settling for $35 per share for everyone.

Crawford and Gabelli got together
again to force BET Holdings Inc.
Chairman Robert Johnson and Liberty
Media Corp. to boost their bid to take
BET private from $48 per share 1o $63.

[n 1996, speaking to a group of ana-
lysts, Crawford criticized Malone and
then TCH President Brendan Clouston

for mismanaging the company, an
event that was reported by the press.
He privately and publicly upbraided
Cablevision Systems Corp. after it took
over Madison Square Garden, contend-
ing that Chairman Charles Dolan and
President James Dolan were losing
focus at a time when their cable system
operations were not fully turned
around.

“By nature, I'm nonconfrontation-
al.” Crawford says. “Making money
tor my clients—that’s my only role.
That’s when 1 like o come public and
make a stand. Sometimes it’s effective;
sometimes it’s not.” u

Gabelli’s Mario Gabelli

“l see darkness when everyone
sees sunshine.”

By Price Colman

y any measure, Mario Gabelli has
Bbeen among the most successtul

media and entertainment investors
in the two decades since he founded
Gabelli & Co.
in 1977.

He’s respon-
sible in part for
establishing the
Media Mafia
investment scc-
tor. his funds
consistently
rank high in
Morningstar’s
ratings—and in
1997, Morn-
ingstar named
Gabelli its U.S.
portfolio man-
ager of the year.
what’s

the formula? A
strong measure of value investing cou-
pled with a contrarian approach.

“l see darkness when everyone sees
sunshine,” says the voluble Gabelli.
whose first foray into stocks came as a
teenage caddy in New York (IT&T
and Coca-Cola were among those early
picks).

Conversely, if there are clouds gath-
ering around U.S. equity markets. as
current sentiment suggests, Gabelli
should feel increasingly optimistic.

For the moment. high public valua-

MEDIA FINANGE

tions on the kind of stocks Gabelli likes
make the environment challenging.

“A value investor like us has o be
patient,” says the man nicknwmed Super
Mario for his ability to zero in on com-
panies that have strong fundamentals but
are underappreciated by other investors.
“There are still some bargains.™

One of Gabelli’s distinguishing traits
is his willingness to share his picks.
What the heck, he figures, it’s going to
show up on a Securities and Exchange
Commission filing soon enough any-
way. Why not be out front about it? But
don’t get the idea that he would 1out a
stock to further his own agenda.

“l don"t use the notion of floating ideas
that {"'m buying swft as a mechanism to
get a response,” he says. “I'm a lone
ranger. | always have been that way.”

What are his picks. as of midsummer
19987 MediaOne Group. Cablevision
Systems, Time Warner, Gaylord Enter-
tainment and Liberty Media are among
them. That selection underscores a key
tenet of Gabelli’s investment philoso-
phy: Look for companies with assels
that can be leveraged in multiple ways,
particularly across global markets.
Thus, he likes Cablevision for its mix
of distribution and programming: Lib-
erty for its mix of domestic and inter-
national programming interests, and
Time Warner for all of the above—par-
ticularly the Turner acquisition that
gives it a broud global presence.

“Right now. we think the balance of
power is shifting back to program-
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mers.” Gabelli says, adding, “We made
a ton of money on the cable guys.”

Speaking of cable. it's a good exam-
ple of Gabelli. the value investor. in
action.

“A value investor under the Gabelli
approach tries to buy domestic. cash-
generating businesses at a discount to
their private-market value.™ he says.
“We try to project a trend line over the
next five years on what would influ-
ence cash flow, how good is manage-
ment at increasing valuation. Then we
look at public-market value.™

One key to this is what Gabelli calls
“Mr. Market™: an indicator Gabelli
developed that describes how an imag-
inary investor treats a particular stock.,
With that baseline. Gabelli then com-
pares how Mr. Market values a stock
with how the rest of the market vatues
the stock,

In the case of cable: “Eighteen
months ago, in the fall of 1996, [ said
Mr. Market is wrong. ... The bottom
line was that Mr. Market was way
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below intrinsic value, and we bought a
lot of |cable] stock.™

History shows Gabelli read the situ-
ation correctly. Cable stocks, with TCI
in the vanguard, hit lows in October
1996 and began a steady rebound. In
June 1997, Microsoft’s $1 billion
investment in Comcast revved up
investor interest in the sector, Then, in
quick succession this summer, the
TCI/AT&T deal and Paul Allen’s $4.5
billion acquisition of closely held
Charter Communications further
fueled the fire.

As much as he’s identified with
media-sector investing, Gabelli has his
finger in several different pies. Gabelli
& Co. includes a mutual-fund arm—
including son Mark Gabelli's Global
Couch Potato Fund—and an institu-
tional-investment arm, with about $16
billion in investments evenly split
between the two. One little-known area
of specialization for Gabelli & Co.:
auto-related industrial parts manufac-
turers.

Gabelli is as forthright about his
pans as he is about his picks. He's not a
fan of radio stations. despite their 18-
19 times cash flow in acquisitions. Nor
does he like movie theater companies

SPECIAL REPORT {,‘:;,*,‘;fn“& e
MEDIA HNAN(’;E 16 times cash

flow in deals),
competitive
local-access
telephone
providers or
so-called Inter-
net portal com-
panies, such as
Excite and
Yahoo!

The stratos-
pheric valua-
tions on Inter-
net-related
companies
underscore
Gabelli’s concern about the overall
market,

“There's no margin of safety in a lot
of stocks today.™ he says. “When the
fundamentals provide no safety net,
this is the Wallenda lamily doing a
high-wire act,”

Which is why. despite what's con-
sidered the longest-running bull market
on record, Gabelli doesn’t consider the
current era the golden age of Wall
Strect.

“"When things are bad, that's the
golden age,” he says, ]

Invesco’s Karen Southard
“I prefer to be early on calls and
get in at the bottom.’

By Price Colman

aren Southard, lead analyst for
Klnvesco--Ncw York's media/

entertainment and telecom
sector investments, casts a wide net
when it comes to gathering infor-
mation,

On any given day, she’lt gather
data from the Internet. secondary
research resources, scores of con-
tacts in the investment community
and the companies themselves.

Indeed. the ever-increasing
amount of raw data available has
amplified the challenges of her job.
“There’s so much noise in the sys-
tem that you have very little time o
reflect.” she says.

Maybe. but in the 20 years she's
been covering media/entertainment
stocks, she’s developed sophisticat-
ed and effective mental filters for
distilling information from data.
And her skills, as demonstrated by
the success of her recommenda-
tions, have earned her widespread
respect in financial circies.

The names and owners may have
changed. but Southard has been
with what's essentially the same
company since she completed grad-
uate work at Columbia Business
School in 1979. And since the early
days, when the firm was Citicorp
Investment Management, she's
focused on media/entertainment.

What Southard calls structural
change—primarily regulation-dri-
ven consolidation—has been the
constant throughout. In 1984, when
then—-FCC chairman Mark Fowler
changed the so-called Rule of 7 to
the Rule of 12 (permitting a broad-
caster to own 12 stations instead of
seven). a wave of consolidation
began that reached a peak with the
Time Inc./Warner Bros, merger in
1989. And after the 1992 Cuble Act,
consolidation in the cable sector
accelerated.

Amid the turbulence in the
media/entertainment sector, the dig-
ital age dawned. prompting busi-
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nesses and investors alike to devel-
op new ways of looking at the

world. “It’s really a transformation
from an analog world to a digital
world, distilling analog data down
into digital bits that at the end of the
day are reassembled at the end
user.” Southard says. "It’s very dif-
ferent from the "80s and the analog
world. It makes analysis of this sec-
tor a lot more complex. There are
more moving parts.”

The regulatory arena is a crucial
component of the trunsformation,
because what happens there can
make or break, stimulate or delay
business and financial changes for
an entire sector. Little wonder that

Southard allocates a good deal of

her analysis time to understanding
what happens in the regulatory
world. Along with media/entertain-
ment, she also covers the telecom
sector, where the regulatory dynam-
ics are, if anything, more pivotal in
making investment calls,

“IUs a Byzantine world of incredi-
ble change.” she says. "Convergence.
which everyone sneered at from 1995
10 1996, is real today. All the ditfer-
ent technologies are converging. It's
really what the AT&T/TCI merger is
alt about, The lines of demarcation
with reference to local and long-dis-
tance are breaking down. The whole
teleccommunications landscape is

1w
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IN CABLE GETS HIGH RATINGS.
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Fcquisition of Turner
Broadcasting System, Irc.
October 1996

Bear Stearns is providing the financial and advisory services that companies need to compete in the rapidly
evolving cable and programming industries. We olfer the best client service in the business. To maintain
this standard, we access all the resources of the firm, from research analysts to invesiment bankers to our
trading and distribution colleagues. Whatever it takes to get the job done. BH\R

[t's dedication like this that helps us not only structure transactions, but

build relationships as we position our clients for vears of prosperity. For
more information on how we can help you, call (212) 272-8501.
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calls and get Ranked by investments in U.S. TV station groups, as of March 31. Each investor is indexed to the largest holder.
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Find the Right Solution

Whether vou are acquiring new or used equipment or refinancing current debt. finding the right

solution isn’t always casy. We recognize that many of our customers are aflected by a variety of factors:

* Optimizing cash utilization. * Hedge against technological obsolescence:
¢ Capital budget management; * Fxpected length of asser use,

* Balance sheet and working capital enhuancement; * All-in-cost of financing package;

* Debt covenant management; * Regulatory capital vequirements.

» Tax considerations;

Your local GE Capital representative is a financial expert and can create caquipment

acquisition solutions to meet your specific needs. Qur competitive rates and custom-
ized programs and structures let vou realize great value for vour money. Flexibil-
ity in designing soliutions for our customers is a hallmark of our business.

@ GE Capital

Commercial Equipment Financing

We bring good things to life

44 Old Ridgebury Road

Danbury, CT 06810
1-800-474-2704

www.ge com/capital/commeguip
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like things that are somewhat out of
favor,” she says, adding, “It’s impor-
tant for analysts to get investors out
of stocks that have performed well at
the right time. In my history in
investing ... most of the names we ve
invested in have been good ideas for
two to three years at least.”

Among her telecom picks: “We
love WorldCom, and we like MCI,
which was a cheap way 1o create
WorldCom.” she says. “| WorldCom
CEO] Bernie Ebbers and manage-
ment saw what had 10 be done. To
distinguish their business trom oth-
ers, they’re more focused on the
medium and large business user.”

On the media/entertainment side,
she likes the content/distribution
system combhination, a classifica-
tion that includes Time Warner,
Comcast and Cablevision Systems.

“Time Warner has a great set of

content assets. hoth information and
entertainment, that are unique in
terms of the quality of those assets,”
she says. Those assets, combined
with Time Warner Cable’s broad-
band distrihution platform, put the
company in a league of its own,
Southard contends.

With its cable nctwork upgrade
nearing completion, Time Warner
will begin to generate considerable
free cash flow. One effect: The
return on investor capital will rise
significantly, Southard says. She
goes along with the consensus that
Time Warner Chairman Gerald
Levin will shrink the company’s
capitalization—through a share
buyback, debt reduction or a combi-
nation.

Cablevision Systems and Com-
cast also are well-positioned with
content and distribution platforms.
Cablevision’s New York metro-
area cluster is particularly attrac-
tive: [ts Rainbow programming
division is a strong component, and
its competitive local exchange car-
rier (CLEC) is well-positioned for
growth.

Liberty Media, which is high on
many institutional investors’ charts,
is another Southard favorite. "Now
Malone is going to get $5.5 billion
in cash tax-free and $1.7 billion in
net operating losses he can use,” she
says. “With the resources avatlable
to Liberty, it’s kind of like a blind
pool.”

Southard’s interest in investing
startcd when she was in high

school. “The reason ['m in the busi-
ness is really my dad,” she says.
Although he was not an investment
professional, “he inculcated in me
that the path to success was to save
money. create capital and invest it.”

Her first investment? Bonds she
bought out of bankruptcy from a
long-dead company called W.T.
Grant. That’s a sophisticated tactic,
particularly for a first-time teenage
investor. As it turned out, Southard
made some money; more important,
that early foray into investing gave

innovation

her the basic approach she employs
to this day.

“It’s certainly not a momentum
style,” she says. "It's really about
discipline—know what the assets
are and what they are worth. Those
ideas. planted very early, had a pro-
found impact on the course | chose.
['ve always been independent-
minded in my thinking and able to
work 1n an unstructured environ-
ment. Those traits are very well
suited to being an equity research
analyst.” »

FINDVA, It stands for financial nnovators — irmova

o have been deliverng highly effective fisancing sclutions tzilored ©

the unique needs of zdvertising and subscribes-supported busineszes

since 1987, Through inrdustry expertise, superior service, comprehensive

capability and long-zarm commitment, FINOVA continues to «in
recognition as “The Czpital Source for Midsize Business.” Call FINCYVA

today for leading-edg= solutions to your cormurications finance needs.

=
FINOW.

INNOVATORS IN CO

N

¢

MUMICATIONS FINANCE

MlNOVA Capital Corporation
{312) 3227205

pfarmation, visit our web 3i%e at www.flno
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J.P. Morgan’s Jim Tierney

“My job is to find inefficiencies
in the market and take
advantage of them.”

By Price Colman

hen you're selecting six to
eight stocks to make up an
institutional portfolio of

roughly $4 billion, a bad pick stands
out like a Ford Escort in a lot tull of
Mercedes.

Jim Tierney, lead analyst tor J.P.
Morgan Investment Management's
media/entertainment portfolio, has
earned wide-
spread respect
for his ability to
pick Mercedes.

At the same
time. he has a
good handle on
the reality of
the high-stakes
world in which
he works and
recognizes that
a perfect bat-
ting average is
an illusion.

“We all go
to school 12 to
15 years, and
we're taught if
you're not getting 75 to 80 percent
right you're doing poorly,” he says.
“When you come into a job like this, at
first you're probably going to get it
wrong about 55 percent of the time.
Eventually, you should get it right
about 55 percent of the time.”

Tierney declines to discuss the hold-
ings in J.P. Morgan’s media/entertain-
ment portfolio. According to
CDA/Spectrum Research Services, the
portfolio’s holdings as of June 30
included TCI. Time Warner. Comcast
and MediaOne Group. If they're the
yardstick, then Tierney has an enviable
grade point average.

His strategy is the modern equiva-
lent of the Wall Street “buy low, sell
high™ adage: “I view my job as to find
inefficiencies in the market and take
advantage of them.”

Tierney’s chief tool is a dividend

discount model: He projects future
earnings, then works backward to
arrive at a current value for the stock.
It’s similar to the discounted cash-flow
model, except that Tierney includes
capital expenditures, debt interest pay-
ments and dividend payments.

As a result, “We could have high
pricefearnings—multiple companies
that are going to grow for a long period
that would show up on our system.” he
says. "Or we could have low-growth
companies with a low P/E multiple that
show up.”

In the cable world, cash tlow, or
EBITDA. has long been a popular
gauge for determining company perfor-
mance, because cable firms by and large
continue to show net losses. don’t pay
dividends (except for certain preferred
stock) and don’t show positive earnings,

Over the past two years. institutional
investors have begun to focus on free
cash tlow, or cash left over atter capital
expenditures and payment of preferred
stock dividends. But for Tiemey, free
cash flow has long been a key compo-
nent in identifying attractive stocks.

“One thing that scared people about
the industry two years ago [was that]
we were going into a period of substan-
tial capital spending,” he says. “Now
that such spending is largely behind us,
the free cash-flow story is just much
more evident. The real question going
forward is who uses free cash much
more intelligently.”

Assuming that a company doesn’t
plan to pay dividends on common
stock or issue more preferred stock.
there are essentially three ways to use
free cash—acquisitions, paying down
debt and buying back stock. The trick
is making the right assumptions about
what the future will bring to make the
right choice about what to do with (ree
cash now.

“I am a fan of stock buybacks,” Tier-
ney says. “lt creates a permanent
improvement in the capital structure.
And it’s the one business you know
better than anyone else—your own
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company.’

Given that, it’s hardly surprising that
Tiermney likes Liberty Media, although
it goes well beyond the company’s
practice of buying back stock. Liberty
is essentially a programming portfolio
company with holdings in such firms
as BET Holdings, Discovery Commu-
nications, USA Networks (formerly
Home Shopping Network Inc.), Turner
Broadcasting System. International
Family Entertainment {now Fox Kids)
and Fox/Liberty Sports.

“The people at Liberty have done a
phenomenal job over time and have
created substantial value for sharehold-
ers.” Tiemey says. “The combination
of Dob Bennett and John Malone is
very intelligent.”

Two threads run parallel and some-
times intertwined in Tierney’s
research: conduit and content. *The
two themes | really like are who owns
or controls the flow of information into
the home ... and who controls the con-
tent,” he says.

On the conduit side, “Whoever is the
gatekeeper either will make a lot of
money or stands to get involved in joint
ventures along the way and build on
that gatekeeper role,” Tierney con-
tends. On the content side, “As we go
to a world where there are at least 100
channels, and we are not far away, con-
tent providers with the top 20 to 30
channels are going to be disproportion-
ately rewarded.”

Some current winners in that race
include the Tumer networks, now part
of Time Warner: Viacom’s MTV,
VHI, Nickelodeon and part-ownership
of Comedy Central; Disney’s ESPN,
and Discovery.

Tierney’s also intrigued by Barry
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Industry consolidation and convergence.
Evolving technology. And a changing regulatory
environment. These are just some of the reasons
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Diller’s USA Networks and Sci-Fi
Channel, although there are certain
questions he'd like to have answered.
“|Diller] has a tremendous platform
from which to work and a big opportu-
nity (o build fon] that.,” Tierney says.
“But | think he has to get ad rates up
and subscription rates up.”

Given his focus on distribution and
programming. it’s predictable that
Tierney finds vertically integrated
companies—ones with conduit and
content alike—attractive. Vertical inte-
aration will be a key to mediafenter-
tainment companies’ future success,
Tierney says.

Tierney joined J.P. Morgan in 1988
as a research associate. After a break
to attend Columbia Business School,
he returned to J.P. Morgan in 1992
armed with an MBA. Initially, he
focused on energy and transportation
sectors. He shifted to media/entertain-
ment i carly 1997—just in time for a
fundamental shift,

“There’s been a huge sea change
over the past two years,”™ he says.
“There was a time period in which
cable was a dead industry, and people
thought it was going to be reptaced by
telephone companies oftering cable or

b satellite
SPECIAL REPORT [eAs r;u e
MEDIA FINANGE Over the past

I8 months,
that’s  been
proven
untrue—and it
has been
proven  that
cable i1s going
to be the most
vialuable pipe
into home.

For Tierney,

THE M“NEY knowing when
to  sell  is
MANAGERS tougher than

knowing when
10 buy. On the fip side. it’s essential
keep personal biases from unduly
influencing investment decisions.

"1 think the hardest part of the job in
general is going back to an investment
where you have been burned and tak-
ing a fresh look.™ he says. “From
another perspective, you may think that
because the stock is down 30 percent
i's got to be cheap. although the fun-
damentals may have changed so that
it's no longer cheap.

"I you can fight your way through
those two pitfalls. it makes you a much
better investor.™ ]

Liberty Asset
Management’s David Shell
“I look for recurring revenue
sources, strong franchises trading at
a discount to private-market value.’

By John M. Higgins

avid Shell was just starting his

honeymoon (en route to heavenly

Bali) last October when the stock
market went to hell. When he got off a
plane in Singapore, the portfolio man-
ager and scnior analyst for Liberty
Asset Management discovered that the
Dow Jones Industrials had dropped
500 points. one of the few major sium-
bles in the previous couple of years.
Back home. traders were gripped with
anxiety aver whether this was merely a
blip or the beginning of a major turn in
the market.

Shell was not among those sweating.
While he and his new wife were wait-
ing to change planes. he called a finan-
cial contact to check some stock prices
and then got on the connecting flight.
He did not check in with his office. *'1
was just really curious,” Shell says. “1
walked out and said, ‘Honey, the mar-
ket's down 500 points™.” He called
back home a few days later. “It ook me
35 years to get married, and nothing
was gelting in the way.”

Such is the stance of 4 money man-
ager trying to focus on the long term,
shrugging off the jumps and dives of
the markets in favor of companies that
he believes will grow steadily over sev-
cral years. A lot of buy-siders who
espouse the same stance privately
acknowledge that the discipline has
been tough 1o follow during the mar-
ket's recent rocky days. But Shell, who
specializes in media and telecommuni-
cations stocks. denies that he feels
much anxiety.

“Becuause we run more institutional
money. [ have to have a little more sen-
sitivity to the short term than at a mutu-
al fund.”™ Shell says, because retail
money is “stickier™ during periods
when a manager is underperforming
the market.

But he claims not to be very both-
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ered by recent broad market jitters. “i'd
like to see the market close down for
five years, because I know my compa-
nies wilt do better than the rest of the
portfolio at the end of that period.”

Shelt’s not off chasing high flyers.
He likes companies that are solid but
beaten up in the market. He likes cable
systems and believes that radio stocks
have life left in them. Liberty Asset’s
biggest recent media move was amass-
ing a sizable position in CBS Corp.—
because of radio, not TV. The most
interesting new possibilities: tower
companies that buy large antenna
masts and rent them to broadcast TV
and wireless phone companies.

“l look for recurring revenue
sources, strong franchises trading at a
discount to private-market value,”
Shell says.

Liberty Asset is just a slice of Gold-
man Sachs Asset Management, which
runs $160 billion on behalf of institu-
tions and individuals. The firm,
acquired by Goldman in 1997, tries to
focus on growth, targeting companies
that are expected to generate midteens
percentage cash-flow growth but are
somewhat depressed in the market for
other reasons. Based in Tampa, Fla.,
Liberty runs about $10 billion worth of
investments.

Liberty started out as Eagle Asset
Management, a division of regionat
brokerage Raymond James & Associ-
ates. In 1994, chairman Herb Ehlers led
4 management buyout, leaving the
retail mutual fund business plus a cut
of existing institutional clients’ fees
with Raymond James. After two years,
however, Liberty executives realized
they were basically “*a one-product
company,” Shell says, and hired Gold-
man Sachs investment bankers to find a
partner. After reviewing the company,
Goldman bought Liberty for itself.

Shell has hardly left his hometown.
He grew up in Tampa and got a finance
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degree from the local University of
South Florida. During college he
worked at o nursery and learned that
wasn't the kind of growth stock he was
seeking in life, "What a brutal busi-
ness.” Shell says. “When it's hot
you've got to be out there: when it's
cold. you've got to be out there to run
the heaters 1o make sure the plants
don’t frecze.”

Friends introduced him to Raymond
James. where he started as an assistant
1o Ehlers. Black Monday. the October
1987 market crash. hit on Shell’s birth-
day. “That created a lot of opportuni-
ty.” He's been with Ehlers ever since.

Right now. Shell doesn’t like the
broadcast TV business. fearing a
downturn in the cconomy. I don’t
own any broadcast TV other than
CBS.” Shell says. Part of the problem
is “market cap issues”—many inde-
pendent station operators have rela-
tively little public stock floating
around. But more important. I like to
be protected from the cycle, and |
think 1I'm better protected from the
cycle owning CBS.”

CBS has been beaten up because of
weaknesses in its station group—and
particularly in its broadeast network.

But Shell has

SPECIAL REPORT confidence in
MEDIA FINANCE

CBS President
Mel Karmazin

&? {(who  came
e along  with
' C B S " &

takeover last
year of Infinity
Broadcasting),
believing that
Karmazin's
hard-edged
approach to
driving sales
and  cutting

cosly will
revive the
company.

But more important. Shell says he
likes radio—despite the huge run-up in
the past two years that has been driven
by the flurry of takeovers giving station
owners big concentrations in individ-
ual markets. The cost-per-thousand of
radio ads runs $3-$4. about half the rate
TV stations get. With station groups
controlling huge chunks of local radio
audiences. Shell believes they 'l suc-
ceed in leveraging prices upward.

But even in radio, he wants some
sort of value equation. Liberty Asset’s
other big radio position is Jacor Broad-

casting. “Jacor is half sticks.” Shell
says. “Out of 200 radio stations, half
are just sticks with little or no cash
flow.”™ That mikes them wrnaround
candidates, he contends.

He sees the same growth coming in
cable stocks, despite their equally huge
run-up: " A year and a half ago we were
looking at TCl at $11 and change. with
some of the others just as ugly.” There
were four big questions: Does new
technology work? Is competition going

to crush MSOs? Will Washington step
in again and reduce basic rates? And if
operators can actually deliver on their
promises about new product, when
does the revenue hit?

“Those risks all existed 19 months
ago,” Shell says. "The only one that
still exists is timing and execution.

“The market pays for certainty.” he
adds. ““Back then we had pure uncer-
tainty: today we have certainty. H's jusl
a matter of timing.” ]

State Street Research’s

Lawrence J.

Haverty Jr.

“We pay a lot of attention to
whether the cash flow is free or
requires reinvestment.”

By Steve McClellan

s the top media and entertainment
Aanalysl at Stale Street Rescarch

{SSR), a Boston-based invesl-
ment concern with some $53 billion in
assels, senior vice president Larry
Haverty covers almost 60 companies in
the field. He also covers the lodging
and gaming industry and some Internet
segments, including America Online.

A 26-year investment industry velter-
an. Haverty joined SSR in 1988 and
has been the company’s top media and
entertainment analyst since 1989.
Before joining SSR. he held positions
at Putnam Investments and Fred Alger
Management,

As of June 30, SSR had about $1.5
billion in media investments. with
holdings in any given company rang-
ing from about $30 million 10 $300
million.

Haverty's current list of holdings
includes Media One. News Corp..
Chancellor Media, Viacom. AOL.
CBS. Clear Channel. Time Warner,
Outdoor Systems, Capstar and USA
Networks. “Those are the ones we
like.”™ he suys, noting that SSR’s
biggest single current media position is
in MediaOne, where it has a stake val-
ued a1t more than $300 million.

Haverty cites several key fuctors on
which he bases buying decisions. “We
start at ground zero and ask ourselves:
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Do we want to be an owner of a busi-
ness? You would want to do that
because it grows and it generates cash,
and while it’s doing that it erects barri-
¢rs 1o protect the cash and maybe
allow the multiple of cash—what peo-
ple will pay for it—to be viewed at a
higher rate than it was in the past.”™ At
the same time. he says, “we hope that
the government stays a disinterested
party.”

Regulatory initiatives have worked
both ways—positive and negative—for
the company. “We got hurt by the cable
regulation™ several years ago. But he
says that deregulation of radio—partic-

1~
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ularly approval of single-market duop-
olies—paid off handsomely in the
company’s radio investments.

“We try to figure out what the cash
flows are going to do, and we pay a lot of
attention to whether the cash flow is free
or requires reinvestment,” Haverty says.
Cable system operators, he says, tend to
have less free cash flow: “That's an
example of where you more or less have
to pet and feed the cable plant or it won't
stay in first-rate condition. With radio
there are fewer reinvestment require-
ments” and therefore more free cash
flow.

Overall, he says, the media and
entertainment industry gets pretty high
marks as far as SSR’s investment crite-
ria are concerned. “The revenue gener-
ally goes up. with the possible excep-
tion of film production. These busi-
nesses have generally consistent and
growing cash flow. Most are protected
by licenses, so you can see where the
competitors are coming from."

Currently, Haverty puts the “order of
attraction” of various media sectors as
follows: cable networks, radio. cable
system operators, integrated entertain-
ment cempanies, and. “down at the
bottom of the spectrum,” television sta-
tions.

That’s the current order. but Haverty
says market conditions can change, and
the order can be rearranged pretty
much at “any point in time.”

As to television, Haverty recalls a
recent conversation with NBC Presi-
dent Bob Wright. "We were discussing
the advertising environment for the
television business. and we more or
less agreed that it is tenuous—the busi-
ness isn't roaring ahead right now.”
Some groups have acknowledged the
negative impact of the recently settled
General Motors strike, he says. But
also, “the market is worried about eco-
nomic growth, and one of the areas that
won’t do as well in an economic down-
turn is local television stations. It’s the
business that we can see is most vul-
nerable to an economic shortfall.”

For the first six months of the year,
radio cash flow is very strong and
“much stronger than TV,” Haverty
says. "The signals from the cable net-
works are just terrific.” He says results
so far for both the USA- and MTV-
owned networks are very positive.
“ESPN would look like a million dol-
lars if ir weren’t for a little problem
with the cost of sports rights.” But gen-
erally speaking. he says, “when you see
the market doing what it’s doing you

kind of wonder where the varmints are.
And the varmints of cash-flow shortfall
are most likely in companies with TV
holdings versus radio or cable hold-
ings.”

As smaller sectors, radio and cable
also have more room for growth,
Haverty says. And they both tend to be
“underpriced mechanisms™ in the
advertising sales market, he says.

Asked how much influence the sell-
side analysts have on his buying deci-
sions, Haverty responds: 1 generally do
my own thing. But I'll also call them to
see if we're on the same wavelength. |
like to use the Street as a sounding board,
but | also have to be ahead of the Street in
order to justify my existence. For exam-
ple. if seven analysts come out and revise
downward their recommendation on Dis-
ney, if I'm not out of Disney at the same
time or a few weeks before, I'm really
going to be just nowhere.”

Haverty says he’s skeptical of sell-
side analysts who also are involved in
their firm's investment banking activi-
ties, because “you have to wonder how
objective they are” in assessing invest-
ments in companies for which their own
firms may be trying to raise financing.

Haverty says he doesn’t “try to outdo
Wall Street’s earnings models.” But he
often will challenge assumptions made
by the Street: “We didn’t think Block-
buster was nearly as broken as Wall
Street did.” Thus, SSR retained a sizable
stake in parent Viacom.

Haverty and other buy-siders clearly
have influence at the companies in which
they invest. One example, he says, is News
Corp. "We were convinced there was
tremendous value in what | call the Fox
entity"—value
that wasn't being
expressed in par-
ent News Corp.’s
stock price. After
Haverty and oth-
ers “got involved
in bothering the
company” about
what it would do
to remedy that
situation, News
Corp. announced
a plan in June to
spin off 20% of
its TV and sports
assets to the pub-
lic. ]
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Omega Advisors’ David Fiszel
“I look for a double [in share price]
over three years.’

By Price Colman

ack when David Fiszel used to take
B the subway home trom Stuyvesant

High School in New York City, he
watched the Wall Street guys comparing
notes on the day's business.

“These men spoke with such passion
about their work that | was fascinated
and determined 1o learn more.” Fiszel
says. “Stuy didn’t offer any investing
classes. but my economics teacher rec-
ommended "Graham & Dodd™ to read on
my own. | was hooked from the start.”™

Thus was born an interest in investing
that eventually earned Fiszel a position
as part of the brain trust at Omega Advi-
sors. a private hedge-fund firm headed
by Wall Street power hitter Leon Coop-
erman. “Lee Cooperman is the best of
the best and has taught me a great deal
about stock selection,” says Fiszel.

SPECIAL REPORT [HIRRRSA

mlensny db()ul
MEDIA FINANCE ;1< "
hasn’t waned
since  those
high school
days. But don’t
get the idea that
it has evolved
into a short-
term mentali-
ty—just a
desire to be
right every day.

*“Our aver-
age holding
period is about
two  years,”
Fiszel says. 1
look tor a double [in share price| over
three years.”

When Fiszel joined Omega in carly
1996 10 head its mediafentertainment
porttolio—after a ycar as a junior ana-
lyst at Lehman Equity Research—cable
stocks were the redhaired stepchildren
of the mediafentertainment sector. But
looking behind the popular perception
of the cable sector, Fiszel saw a big gap
between private-market and public-
market values. In other words, a prime
investment opportunity.

“When I first recommended cable in

THE MONEY
MANAGERS

1996, cable was out of tavor.” he says.
“We have a value discipline, which is
what drove me to the sector. As a value
investor, 1 look to buy a dollar for 50
cents, In 1996, Comcast was trading
for six times cash flow. while the pri-
vate market was anywhere between 10
and 12 times cash flow, At that time, it
was cheaper to buy cable assets on
Wall Street than on Main Street.”™

In hindsight, buying into cable stocks
in late 1996, early 1997 might appear
prescient. At the time. it looked almost
tfoolhardy. DBS was coming on strong,
cable companies were staggering under
heavy debt loads and cable’s promise of
delivering new products and services
via its broadband pipe was considered
just another example of the industry’s
hype-and-hope syndrome. But Fiszel’s
research and value-investing approach
indicated that the sector’s fundamentals
were solid and that the potential was
more than smoke and mirrors.

With Microsoft’s $1 billion invest-
ment in Comcast in mid-1997, cable
received the validation it needed. But
there was more 1o it than the Gates tac-
tor, Fiszel says.

“Many people credit Bill Gates with
validating the inherent value in cable,” he
says. "l feel credit should be equally
shared by Leo Hindery, who has galva-
nized the cable industry to work together.
When we were buying TCI at $16, we
were looking at $20-$21 a year out. How-
ever. Leo changed that for the better.”

Following the AT&T/TCI deal,
Fiszel has substantially reduced
Omega’s cable exposure. But don't get
the idea he’s grown disaffected with
the industry. AT&T’s acquisition of
TCI and Paul Allen’s subsequent pur-
chase of Charter Communications at
record private-market values helped to
increase public-market values for cable
stocks and narrowed the gap with the
private market.

“After the AT&T deal, | still think
they're fine stocks.” Fiszel says. “They
Just no longer qualify as being value
stocks.™

Fiszel since has turned his attention
(o broadcast TV and content providers.
Liberty Media is one of the biggest
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$400
mediafentertainment portfolio that
Fiszel manages.

Liberty's executive tcam of John

holdings in the million

Malone. Dob Bennett and Gary
Howard and the strategies they’'ve
enacted are a big part of the reason.
“Roughly 25% of the company pro
forma [about $5.5 billion]| will be
cash.” Fiszel says. “And they're about
halfway through a billion-dollar share
repurchase program. | love a backstop
o value—a buyer of last resort that’s
the company. [ view share repurchase
as an acquisition.”

For similar reasons, Barry Diller’s
USA Networks (USALI is another Fiszel
tavorite. USA Network itself consistent-
ly receives top ratings for a cable chan-
nel. and the Sci-Fi Channel, while a
niche player. also has a solid audience
share, Moreover, Diller has trimmed
costs and bumped up revenue and cash
flow at Home Shopping Network. In the
past quarter USAI reported a 43% year-
to-year increase in cash tflow, and its
return on capital in the cable network
business “is the best in media land.”
Fiszel says. Plus, USA has a 10 mil-
lion—share repurchase program in eftect,

Fiszel's shift from cable distribution
companies to programming under-
scores a basic of his approach to invest-
ing in media and entertainment. ~'In the
distribution war between DBS and
cable. you want to own the manutac-
turer of bullets.” he says. “That's what
content represents.”

On the broadcast side. Young Broad-
casting fits Fiszel's profile of an attrac-
tive stock. From $35 a share. where
Fiszel originally bought in, Young's
stock has gone to the mid-$60s, closing
the gap between private- and public-
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CLASSIFIEDS

Broadcast Engineer. WB18 WKCF-TV Orlando,
Florida, s seeking a qualified individual with a
minimum of 3-5 years experience in the installa-
tion. maintenance, and repair of lelevision broad-
cast equipment. Applicants must have working
knowledge of digital and analog video/audio
systems, PC operation and troubleshooting, and
UHF transmitters. Familiarity with Tektronix Pro-
file, Scitex StrataSphere., and Automation
Systems a plus. SBE centification required. ECE.
We invite you to submit your resume to HR/BE.
31 Skyline Drive, Lake Mary, FL 32746 or Fax to
407-647-4163. No phone calls or walk-ins.

_ HELP WANTED MARKETING

TV Station Marketling-Creative Services Man-
ager. Grcup owned NBC affiliate seeks an expe-
rienced manager who will direct the marketing
strategy for a developing top 50 market station.
Individual must have good team building and
creative idea skills. EOE Send resume, tape and
other examples of skills and accomplishments to
Box 01412.

Director of Marketing/Creatlive Services:
Network affiliate in beautiful medium market
seeks an idea person who is an innovator. a
motivator. a planner and gets it all done. This one
person will supervise promotion, production and
new ventures, such as internet and cable. Send
resume and VHS sample of your work, to: Dan
Akens, VP & General Manager. WTXL-TV-ABC,
8927 Thomasville Road, Tallahassee, FL 32312.

HELP WANTED NEWS

INVESTIGATIVE UNIT
PRODUCER
PHOTOGRAPHER /EDITOR

New York's News Leader seeks to add
two talenteg and experienced broad-
cast journalists to its expanding inves-
tigate unit.

WABC-TV is looking for the best
Investigative Producer in the country.
Candidates should have a minimum of 5
years of major market or nefwork experi-
ence and a track record outstanding
investigate work. You must be able to take
a story from tip to broadcast in the #1
market, while maintaining the highest legal
and ethical standards. Knowledge of com-
puter assisted reporting and undercover
techniques is a plus.

We are also seeking a dedicated and self-
starting Investigative Photographer/
Editor to work full time in the unit and
make great stories come to life.
Candidates should have a minimum of
5 years shooting and editing experi-
ence and must be familiar with inves-
tigative techniques including under-
cover photography.

Send your tape and resume to Ken Jobe,
Assistant News Director, WABG-TV,
7 Lincoln Square, New York, NY 10023.
No calls please. We are an equal opporiu-
nity employer.
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FOX 17 WXMI, a top 40 FOX affiliate, is
building a news team frem the ground up.
We need assignment editors, producers,
directors, anchors, reporters, photographers
and video editors. If you are willing to work
hard and grew with a Tribune-owned station,
send your resume and non-returnable VHS
tape to Human Resources Coordinator,
FOX 17 WXMI, 3117 Ploza Drive NE,
Grand Rapids, MI 49525, EOE. No

phone calls please!

BroadcaslingeCable

MANAGING EDITOR

BROADCASTING & CABLE is seeking a
Managing Editer. NYC based position will
oversee the day to day operations and
development of the magazine including editorial
content and overall “look.” Works closely with
Editor to drive news coverage. ldeal candidate
should be a seasoned professional, daily
newspaper experience preferred. Strong
leadership and management skills necessary.

Send resume w/sal. rgmts. to:

Cahners Business Information
HR Dept. - BCME
245 W. 17th Street
New York, NY 10011
Fax: 212-727-2425
Ve appreciate your responses but will only he
responding to qualified applicants.

WHOI-TV, the ABC affiliate in Peoria, IL is look-
ing for someone to replace original ¢co-anchor on
its Five O'Clock newscast. The co-anchor who is
leaving for higher aspirations has helped set the
course for our fastest growing and most suc-
cessful newscast. WHOI is looking for an individ-
ual who can keep the ratings moving upward and
wanls to be a part of a close knit news team that
is committed to building a winning station. Indi-
vidual must have strong reporting. writing and
communication skills with at least two years of
anchoring experience. !f you like Midwest living,
and want to play in Peocria’s competitive market,
send a resume to: Pat Livingston. News Director,
WHOI-TV. 500 N. Stewart Street, Creve Coeur.
IL 61610. WHOQOI is an Equal Opportunitly
Employer. Women and minorities encouraged to
apply.

TV Assistant News Director/Assignment Man-
ager. Need seasoned. newsroom leader with
strong wriling and management skills to guide
young reporters in aggressive weekday coverage
from story selection through final product
oversight. Substantial broadcast news experi-
ence required. No beginners. No phone calls, fax-
es or email. Send letter. resume and non-
returnable videotape to: News Director. WVIR-
TV. 503 East Market Street. Charlottesville, VA
22902, ECE.

wwWwW americanradiohistorv com

WAAY-TV is searching for Reporters, Photo-
graphers and Producers. Aeporters. Huntsville,
Alabama is yours to conquer. If you are
enthusiastic about storytelling, we are looking for
you. We encourage fighting for leads! We are
looking for a gung-ho person who understands
the “news of the day"” concept. Rush tape and re-
sume. Builetin # 353. Photographers: If you want
to work on state-of-the-art equipment - Sony's
Betacam SX is on the way in. and we are Iraining
staffers right now. We have all the toys. You will
have better working conditions here than where
you are, and that's a promise. Interested? Send
tape. pronto! Must have good driving record.
Bulietin # 356. Producers: Do you want 1o really
move to a bigger market? We have the opportuni-
ty for you to do creative things you are not doing
where you are. You will have assistamt pro-
ducers and a well-staffed assignment desk.
There are no shortage of special projects to work
on. |nterested? Send last night's show and your
resume today. Bulletin # 360. Women and
minorities are encouraged to apply. WAAY-TV.
1000 Monte Sano Blvd., Huntsville, AL 35801.
Boles@waaylv.com. Pre-employment drug test-
ing. EEO.

TV Business Reporter. Report live from Wall
Street daily. send demo & bios only. Reuters.
747 Third Ave., 29FI/RBN, NYC 10017.

Sports Anchor/Reporter - NFL Football, NCAA
Hoops and a commitment to sports coverage you
won't find at just any station. Work with our
Sports Director to cover live play-by-play. co-
anchor long format programs. tell exciting sto-
ries. No beginners please. Resume. non-return-
able VHS tape to: Box 01411. EOE.

Producer/Writer (Sports). NBC owned station in
Philadelphia seeks a highly creative, motivated
sporis producer/writer 1o join our News Depart-
ment. Responsibilities include formatting. writing
and producing sportscasts, special reports,
special projects. and series. Field produce as
necessary. Assist in daily planning. story devel-
opment, and research. Successful applicants will
have a significant experience in writing and pro-
ducing sports programming in a major market.
Knowledge of newsroom computers preferred.
Send your resume to: NBC 10, Employee Rela-
tions Depantment. 10 Monument Road, Bala
Cynwyd. PA 19004. No calls please. ECE

Photographer/Editor. WSOC-TV is looking for a
creative hustler who loves breaking news and
winning. We are a number one shop that needs
go-getters in the field. If you are a photographer
with a flair who wants to grow and learn please
send your resume and tape to: WSOC-TV, Attn:
Bill Bruce. News Operations Manager. Oept. 95,
1901 N. Tryon Street. Charlotte, NC 28206. No
phone calls please. EOE M/F.

Photographer. WHAS11, ABC affihate and
market leader, is looking for a full-time individual
with experience in shooting and editing for
newscasts. Strong involvement with NPPA a ma-
jor plus and experignce with remole microwave
ENG trucks are also necessary. Must be avail-
able to work week-ends and nights. Interested
candidates forward resume and cover letter to:
Cindy Vaughan, Human Resources Director.
HR#830, WHAS11, 520 West Chestnut Sireet,
Louisville, KY 40202.
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HELP WANTED TECHNICAL

Admit it.

Entertainment has always
been your thing.

DIRECTW.

When you join DIRECTY, you become part of the ulimote home entertainment experience. With over 200 di
delivered channels, we olfer subscribers the very best in sports, mavies, music and more. It's no wonder Df

ond the 18" dish are the fastestselling consumer electronics products in U.S. history. If you've olwoys wonted to
be a port of the entertoinment industry, you can do it here. After oll, the only thing growing foster than our repy-
tation is ous oudience.

Technical Services Technicion

This exciting position is in owr Californio Broodcast Center {(BC), located in Long Beach, CA. Your role wauld be %
maintain ond configure television equipment and ossociated computer systems, including norHinear g, gragh-
its and MPEG I compression. Additionel acrivities include immediote remedial ond routine system maindanange on
both hardware ond software, and analysis and correction of problems.

You must hove 5 years in maintenance with digital and anolog equipment ond hands-on experiance i digital edit-
ing equipment, control ond dota systems in o satellite gloun?stuﬁon or television station. A batk of hard-
ware ond softwore mointenance for systems including Avid, non-inear editing, ond grophics, knmjud-ua of digirdl
networks and their interconnections, ond o basic ungetsmndin of signal flow ore oll key. Must hove o leost o
2year technicol degree in Computer Science or Elechronics, or formal software or elestonics moitenante Roining
or equivalent experience. In oddition, fomiliarity with logic analyzers, nerwork sniffrs, spectrum onalyzers, LAK

analyzers, scopes and software diegnostics is preferred.
DIRECTV offers on excellent compensation and benefits

DIRE

packige. For immediate considenafion, pleose
resume ond solory history, to: DIRECTY, Inc., Artn: Homom Ressurces,
b Se(gundo, (A 90245. Emoil (text format oaly, no atfochments):

TV is proud to be on Equal Opporunity Employes. Wa do more than support warkforce diversing - we live il

ferward your
. B0Z907 FOM, RO, Baox 915,
oM OF 588 www, dirsciv.oom

" WE PLACE ENGINEERS
TV, POST, SATELLITE, VIDEO
KEYSTONE INT'L., INC.
Dime Bank Bldg., 49 S. Main St.
° Pittston, PA 18640, USA

Phone (717) 655-7143
\_ Fax/Resume (717) 654-5765 "

DTV Master Controi Assistant Supervisor.
Join us as we sign on the air Winter 1998 with
our new digitaVHDTV transmitter. Responsibilities
include development of digitallHDTV production
facility, training, preparing schedules, quality con-
trol and daily operations. Qualified candidates
must have a minimum of five (5) years master con-
trol switching experience and demonstrated
leadership abilities. Bachelor's degree in related
field preferred. Be an integral part in our move 1o
digital television. Send your resume to WNDU-
TV, Human Resources, Position #00217, PO Box
1616, South Bend, IN 46634. Or Email your re-
sume 1o Jobs@WNDU.COM. No phone calls
please! The WNDU Stations is an Equal Op-
portunity Employer.

Senior Television Maintenance Engineer. Fully
skilled in repairing both digital and analog video
and audio broadcast grade equipment. Trou-
bleshooting to both the board and component
level preferred. Facilities and light cCircuit design
skills a plus. Electrical Engineering degree pre-
ferred, but not required. An extremely high quality
sense is mandatory. Extensive experience in
broadcast grade teleproduction, network or Tele-
vision stafion engineering required. Send resume
and salary requirements to: Nichols Technical
Services, Attn: SR/3/98, 2945 Flowers Road
South, Suite 107, Atlanta, GA 30341.

Maintenance Technician: FT individual should
possess a solid working knowledge of both
analog and digital systems along with related
equipment expertise in trouble shooting. 3-5
years experience in TV or related fields with
broadcast installation and computer skills de-
sired. For consideration forward resume to FOX
Philadelphia, WTXF-TV, HR Dept., 330 Market
Street, Philadelphia, PA 19106. EOE/M/F/D/V.

Junior Television Maintenance Engineer.
Broadcast grade equipment bench repair skills re-
quired. High quality level of digital and analog
video and audio equipment alignment and set-up
abilities. Full understanding of electronic theory
mandatory. Technical school or college degree in
an electronics related discipline preferred. A min-
imum of 7 years experience in engineering main-
tenance at the broadcast grade level is a must.
Send resume and salary requirements 10: Nichols
Technical Services, Atin: JR/3/98, 2945 Flowers
Road South, Suite 107, Atlanta, GA 30341.

Chief Engineer needed for WJBF, the Channel
6 ABC affiliate in Augusta, Georgia. The vacancy
was created by present chief's promotion to one
of Spartan Communication’s larger stations.
WJBF has, and will continue to be supported with
capital funding necessary 1o keep it technically
current; no junk equipment. A new transmitter
went on the line only a few weeks ago; new
tower and antenna are in the plans for next year.
The transmitter site and studio technical facilities
are well documented with AutoCad; no need to
wonder where the wires go. Fax or mail letter of
application with resume to: Bone & Associates,
Inc., Attention: WJBF Position. Six Blackstone
Valley Place, Suite 109, Lincoln, Rl 02865. Fax
401-334-0261. EOE/M-F.

GLASSIFIEDS

ENG and Broadcast Personnel. ENG Field
Operations with Camera and Microwave Experi-
ence. Videotape Editors. Studio Operations and
Maintenance Including: 1) Technical Directors
{GVG-300 switcher with Kaleidoscope) 2) Audio
{mixing for live studio and news broadcasts) 3)
Studio Camerapersons (studio productions and
news broadcasts) 4) Chyron Operators (iNFiNiT!)
5) Still Store Operations 6) Tape Operators
(Beta) 7) Maintenance {plant systems with expe-
rience in distribution and patching) 8) Lighting
Director Engineer 9) Robotic Camera Operations
10) Master Control. For the East Coast, Midwest
and West Coast. Would commence spring
summer 1998. QOut-of-town applicants accepted
for the positions will be reimbursed for airfare,
hotel, and per diem expenses. Send resumes to:
MMS, Suite 345, 847A Second Avenue, New
York, NY 10017, Or Fax 212-338-0360. This
employment would occur in the event of a work
stoppage and would be of a temporary nature to
replace striking personnel. This is not an ad for
permanent employment. An Equal Opportunity
Employer.

Maintenance Engineer. NY 1 News is looking
for full-time Maintenance Engineer. Experience
required includes: troubleshooting broadcast/
production equipment & systems-related prob-
lems. Working knowledge of BTS Router, ASC
Servers, GVG Switchers, DVCPro, Chyron CG &
AutoCAD a plus. Send or fax resume to: NY 1
NEWS, 460 West 42nd Street, 4th Floor, New
York, NY 10036, Attn: Chiet Engineer. Fax 212-
563-7156. NY 1 News is an Equal Opportunity
Affirmative Action Employer.

Large Ministry looking for experienced TV
Editors. Experience with Grass Valley Avid
equipment; with linear and non-linear equipment
a plus. Must have knowledge of digital format
and type deko, also familiarity with DVE and
CMX equipment. Interested applicants should
forward resume and salary requirements to: Har-
riet Matthews, Personnel, Post Office Box
490124, College Park, GA 30349. (770)907-
9490, ex1.2038.

Broadcast Maintenance Engineer: A top ten
market, sports network is curréntly seeking a
qualified engineer with five years of related main-
tenance experience. This candidate should be
capable of repairing television equipment to the
component level. Must possess knowledge of
Sony BETA format, digital switchers and Avid
equipment. PC and Macintosh literacy a plus.
Position also entails EIC operations for live broad-
casts. Must be able to work as a team member
as well as independently. We offer a competitive
salary and benefits package. E.O.E. Please send
resume to Chief Engineer, 70 Brookline Avenue,
Boston, Ma 02215.

Satellite Truck Operator: FT FOX Philadelphia
is getting a Satellite Truck to be used on news re-
mote programs and breaking news out of our
microwave region. Individual should have 3 years
satellite truck experience and have knowledge of
ENG trucks and be able to shoot and edit video.
For consideration forward resume to FOX Phila-
delphia, WTXF-TV, HR Dept., 330 Market Street,
Philadelphia, PA 19106. EOE/M/F/D/V.
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CLASSIFIEDS

Advertising Sales Positions

Media Partners, the advertising amn of

pertormance and work history.

discipline of the sales and local
salary, plus monthly/quarterly bonus, annual
Adlantic

pasifion cames
allowance.

allowance

lisaresa check. Please forward resume (0:

Join the fastest growing telenvision afvertising company in the Mid-Atlantic states. The Central Region of
Adalphia Communications, is looking for a few mativated and
enthusiastic people to add to its sales team. Candidates will be considered based on experience,

Local Sales Manager, Erie, PA: This individual oversees the activities of between 6 and 8 sales

, has complete respansibility for the local budget, and is rasponsible for the coaching, training and

staffs. Position reparts to the Regional Manager. A minimum of a

high schaol diploma or equivalent is required, and at least four years of media sales and/or management

expenience. A college degree, plus previous mmtemm is preferred. This pasifion carries a
and monthly ausamadbile allowance.

Senior Account Executive, Virginia: This pesition calls on major agancy acoounts in the Mid-
jon. A high school diploma or equivalent, plus at least four years of media sales experience is
required. A ccilege dagres plus major account experiance is prefemed. This position repors to the
National Sales E‘:ﬁ' and requires a goal-criemed individual who can work indapendantly. This

a ry, plus monthly commissions, quarterly incentives and montly automobile

Account Executive, Erie, PA and Danville, VA: A high school diploma or equivalent and two or
more years of media sales exparience is required. A college

Marketing or advertising knowledge of print layout, dasign, ra
posttions carry a salary, plus monthly commissions, quartery incentives and monthly automobile

All successful applicants must pass a drugy/ ol test, physical examination, criminal recands and drivers

with sales expenience prefermed.
and television production. These

Miodia Partncrs

oL

Fosin b Ao e e

n, Wi 24401

Fax#: {(540y886G6-4304

L=]

alunsior
Applicants will be accepted through August 28, 1958 or until positions are filled.

TV GSM for a powerful Midwest ABC-TV affiliate.
Our market size is small. but our ratings and
sales opportunities are big. Our heavy commit-
ment 1o local news and special events typically
puts our early and late news among the top ten
stations in the nation. Qur GSM is moving 10 a
top 50 market. We need an experienced leader
for an exceptionally talented sales team. We're
owned by a growing group that empowers its
employees and has the potential for promotion to
large markets. We're in a great small town where
living costs are low and all the big-city pleasures
of Kansas City are less than one hour away. If
you are the energizing leader we seek. please
fax your resume to Steve Cline, EEQ Officer,
KQTV. St. Joseph, Missouri. 816-364-3787.

Sell the Peacock. NBC O&0 in Columbus seeks
the best sales professional not already on our
team. Minimum of five years television sales ex-
perience. Are you a marketing professional ready
to enter the booming 34th ranked market? You
must demonstrate a complete knowledge of ne-
gotiation skills and excel at new business devel-
opment. We have the tools including Stowell
Data. Eckstein. Summers and Company,
TvScan. outstanding support staff along with
vendor and marketing experts to facilitate your
success. College degree required. Forward your
letter of application and resume to Kendrick A.
Lubker. Local Sales Manager. NBC 4 (WCMH-TV),
PO Box 4. Columbus OH 43216. An NBC owned
and operated station. No phone calls please. EOE.
Drug screening.

il
Ehamela iy ia . et

New Business Account Executive: Terrific
company (ABC) hot location (Raleigh/Durham) ex-
citing growth market (#29 and growing) = an op-
portunity of a lifetime for a creative New Busingss
Specialist! Successful candidate will be responsi-
ble for generating new business at client/direct
and agency levels. Computer proficiency. good
negotiation skills and strong written and verbal
skills a must. Radio or television experience is re-
quired. This position will work closely with our re-
search director so a knowledge of pure and
applied research is helpful. Send resume to:
William webb. General Sales Manager. WTVD.
PO Box 2009. Durham. NC 27702. No phone
calls. EOE.

Account Executive/Automotive Specialist. We
are expanding our sales force with the addition of
an Account Executive Specialist. We are looking
for an individual with dynamic sales skills who
has a successful track record. Past experience in
media or automotive sales is not required. Our ob-
jective is to find an individual with great sales
skills. The person selected will have the ability to
manage their time effectively and be very or-
ganized. They must operate with a sense of
urgency until the sale is complete and be able to
manage many projects at one time. A college
degree and previous experience in a professional
sales organization is preferred. Send resume to:
Dave Ottaviani. Local Sales Manager. WPXI-TV.
11 TV Hill. Pittsburgh, PA 15214, WPXI-TV is an
Equal Oppoertunity Employer.

FOR DAILY CLASSIFIED UPDATES...
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Local Account Executive. WYFF-TV. the NBC
affiliate in Greenville. SC (35th market) is looking
for an experienced Account Executive for a major
list. Candidates must have experience handling
agency business and proven success in new busi-
ness development. Position requires strong ne-
gotiation. organizational. and presentaticn skills.
Proficiency in the use of qualitative research and
TV Scan necessary. A minimum of three years of
TV sales required. Send resume 10: WYFF TV,
Human Resources Manager. P.O. Box 788,
Greenville. SC 29602. WYFF is an Equal Op-
portunity Employer.

General Sales Manager: WEYI. NBC affiliate in
Flimt-Saginaw-Bay City. Mid-Michigan's growth
station seeking an aggressive leader whose goal
is to out perform the competition. We need an out-
side the box thinker with ability to train and
motivate, build team spirit. control inventory,
forecast revenue and establish budgets. Ex-
cellent compensation package and growth op-
portunities. with expanding television group
Send resume to: Ron Pulera. President and
General Manager, WEYI-TV NBC25. 2225 W.
Willard Road, Clio, M1 48420. Call 810-687-1000.
An Equal Opportunity Employer.

General Sales Manager. CBS affiliate looking
for dynamic personality to lead solid sales staff Ex
cellent opportunity for LSM or NSM ready to
move to the next level. Must be leader motvator
with good sales track record. rate and inventory
management experience, National sales knowl-
edge a plus. VCI. TvScan. Excellent benefits. in-
dustry compelitive salary plus override and
bonus, great place to live and raise a family
EOE. Send resume to Robert A. Ford, President
and General Manager, WLFI-TV. PO Box 2618.
West Lafayette. IN 47906-0618. No phone calls!

General Sales Manager. Immediate opportunity
at WTHR-TV, a Dispaich Broadcast Company.
Job responsibilities include. but not limited to.
management of Local. National and Regional
Sales Staff. pricing and controlling station sales in-
ventory, and establishing and attaining station re-
venue goals. Candidate must possess excellent
communication skills. have a proven track record
of leadership and sales success. clearly de-
monsirate creative thinking in developing new
selling opportunities. be able to work well with
other department heads. be able to recruit. frain
and lead a sales staff. Ideal candidate would
have a minimum of 5 years in local sales. pre-
vious naticnal sales experience. five years in
sales management, at least three of which
should be as a General Sales Manager. Appli-
cants possessing these skills should submit a let-
ter of referral source. cover letter and resume to
the General Manager. Attn; Job No. 98-203. PO
Box 1313. Indianapolis. IN 46204. Replies held in
confidence. Qualified female and minority appli-
cants encouraged. Equal Opportunity Employer.

National Weather Network. Seeks Ad Sales
Manager/Affiliate  Manager. Spot sales experi-
ence required. 1-800-353-9177

Local Sales Manager. The second fastest grow-
ing television market has an immediate opening
for a Local Sales Manager. If you can lead a
team of professionals. know Nielsen. TVScan,
CMR. and all facets of market research, then you
might consider this unique opportunity. Send re-
sume !0 Peter J. Celentano. GSM. WKFT-Tv40.
PO Box 2509. Fayetteville, NC 28302. EOE.
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HELP WANTED MANAGEMENT

General Managers/GSMs: Looking for location
and lifestyle? Alpine Broadcasting's resort group
in Idaho now accepting applications for cur Sun
Valley duopoly and start-up in Idaho Falls. We're
looking for aggressive sales leaders who can
hire, train, and motivate, all while being out on
the streets, serving customers and community.
Positions offers unique opportunity to grow into
regional management/sales for our stations in
Jackson Hole. Wyoming, and West Yellowstone,
Montana. 5 years GM and/or GSM experience re-
quired. Fax or send resume, references, philoso-
phy and salary history to Scott Parker, KECH/
KSKI, PO Box 2158, Ketchum, Idaho 83340.
208-726-5459. ECE.

General Manager. Great opportunity in La-
Grange, TX. AM/FM. Excellent chance for Sales
Manager to move up to GM. Profitable station will
celebrate its 40th anniversary next year. Fax re-
sume to: Personnel KVLG/KBUK Houston 713-
871-1005. Women and minorities are en-
couraged to apply.

GSM. Medium market in Upstate New York
needs an aggressive sales manager to take
sales staff to the next level. The individual must
have a successful track record as a sales man-
ager with proven abilities in pricing and inventory
control, The right individual must also be able to
develop non-traditional revenue as well as cross
sell other owned stations in market. EQE.
Women and minorities are encourage to apply.
Reply to Box 01409,

HELP WANTED TECHNICAL

Cumulus Broadcasting in West, Texas has an
opening for qualified, experienced engineer capa-
ble of transmitter and studio maintenance, install-
ing new studio equipment and is familiar with
digital audio. Previous experience with Computer
Concepts software and hardware very helpful.
Send resume 10 Randy Smith, Cumulus Broad-
casting, 2025 S. Danville, Abilene, TX.

HELP WANTED NEWS

WLPO (AM)} WAJK (FM) has a fulllime opening
for news reporter. We're located in lllinois River
Valley, about 1/2 hrs. from Chicago, Rockford,
Quad Cities and Peoria. Stable company. Good
pay and benefits - great work environment! Send
tape and resume to Joe Hogan, WLPO/WAJK,
PO Box 215, LaSalle, IL 61301. EQE.

Soft Rock 92.7 WOBM, Ocean County's Informa-
tion Authority is seeking a full-time news anchor/
reporter. If you can conceive, develop and write
local news in a 80's one 1o one style, plus update
our website on a daily basis, send your tape, re-
sume and writing samples to: Jeft Rafter, WOBM-
FM, 1015 Route 9, Bayville, NJ 08721. Nassau
Broadcasting is an Equal Opportunity Employer.
College degree in journalism and 3 to 5 years
newsroom experience.

Assistant News Director- Wisconsin Public
Radio(WPR). USA’s 2nd largest public radio
network is accepting applications for Assistant
News Director to help lead an award-winning
staft of 13 journalists. Creative team player who
can produce compelling radio stories and inspire ex-
cellence in others. Duties: back-up host, assign,
edit, and help lead WPR news department. Ex-
cellent benefits. Salary $30's. Requires: Bac-
calaureate, 3 years full-time exp. in radio news re-
porting, announcing; organizational, interpersonal
skills. Supervisory and public radio experience a
plus. 9/9/98. Request application: Carol Gensch,
Communications Div., 432 N. Lake Street,
Madison, Wisconsin 53706. 608-263-5023;
gensch@admin.uwex.edu.EQE.

Can do combo guy! Need any of these? Sales
and marketing, programming, on-air and preduc-
tion, engineering! GM experience. Available im-
mediately, permanent or temporary. Bill Elliott
813-920-7102.

LEASED PROGRAMMING

Produce, host your own radio show, and gen-
erate hundreds of qualified Leads 50.000 watt
NYC radio station. Call Ken Sperber 212-760-
1050.

TELEVISION

HELP WANTED ALL POSITIONS

HELP WANTED SALES

Wanted: Applicants for Broadcast Industry
Opportunities - All Positions. The members of
the New Hampshire Association of Broadcasters
(NHAB) are committed to the FCC's goals of non-
discrimation and affirmative action. Post resumes
on the NHAB web page at www.nhab.org Or mail
resumes to: New Hampshire Association of
Broadcasters, Attn: Job Bank, 10 Chestnut Drive,
Bedford, NH 03110. The members of the NHAB
are Equal Opportunity Employers. Piease specify
the position(s) you wish to be considered for. No
phone calls.

'HELP WANTED PROGRAMMING

VP of Programming. Cincinnati's Classical Pub-
lic Radio, WGUC, seeking a brilliant strategist to
direct our award-winning programming strategies
and lead an outstanding on-air team. Someone
who enjoys the classics to create a bold future
based on a fine tradition. Reply: PD Search,
WGUC-FM, 1223 Central Parkway, Cincinnati,
OH 45214,

Christian Radio KCBI, Dallas/Fort Worth, is ac-
cepting applications for the position of Program
Director. Significant programming experience re-
quired for team building, talent development, re-
search and format refinement. Familiarity with
MusicMaster and Scott Studios a plus. Send tape
and resume to Mike Middieton, VP of Operations,
Criswell Communications, PO Box 619000,
Dallas. TX 75261-9000. EOE.

SITUATIONS WANTED MANAGEMENT

Owners! Managers! Group Operators! Now
Available - Strong, Bottom-Line Oriented, Top-
Of-The-Line GM/GSM. 20+ years stable, hands-
on success in Suburban/Metro, Medium, Small
Markets. Startups, Upgrades, Turnarounds too!
Your confidential inquiry today to Robert 815-
436-4030. A great opporiunity to increase your
bottom line!

Looking for a born leader who always exceeds
expectations of the bottom line? In his 15 years
in broadcast, he went from major market
superstar sales to GSM to GM and then into his
own business. He is qualified as a cluster man-
ager, GM, GSM or Corporate Management/Sales
Trainer. 305-531-8116.
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LOCAL SALES MANAGER

WKMG-TYV, Orlando, Florida, a
Post-Newsweek Station, is seeking
an aggressive individual that can
demonstrate success in TV sales.

Send resume to:

John McKay
General Sales Manager
MG-TV
4466 John Young Parkway
()rlandi)?,(;“l‘l‘d 32804

BroadcastingeCatle

We Need Your Passion for
Sales and Talent for Success!

Broadcasting & Cable has an exciting
opportunity  for a dynamic, energetic
individual. Seeking a seasoned sales

fessional to drive cable industry ad sales. §
nowledge of TV, cable and related
industries prefemed. Ideal candidate should |
have 5+ years in ad sales for publishing,
cable television or affiliate sales.

For immediate consideration, send your
resume with salary requirements to:

Human Resources Department - BC
Cahners Business Iinformation

245 W. 17th Street

New York, NY 10011

or fax to 212-727-2425. EOE M/FID/V,

You can simply fax your

(212)206-8327.
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CHANGING HANDS

| owns 22 FMs and nine AMs

Selier: Noalmark Broadcasting Corp.,
El Dorado, Ark. {William C. Nolan
Jr., president); also owns nine FMs
and four AMs

Facilities: 104.7 mhz, 100 kw, ant.

| 800 ft.

Format: Soft hits

Broker: Media Services Group/Whit-
ley Broadcast Media Inc.

KBON{FM) Mamou, La.

Price: $70,000

Buyer: Rose Ann Marx, Mamou, La.
Seller: Simla B. Ellis, Lafayette, La.

Facilities: 101.1 mhz, 25 kw, ant.
100m
Format: dark

WSSA(AM) Morrow, Ga.

Price: $380,000 for stock

Buyer: Saints Inc., Locust Grove, Ga.
(Anthony D. St. Cyr, president); no
other broadcast interests

Seller: Doug Wilhite, Ormond Beach,
Fla.; Wilhite also owns wWELE(AM)
Ormond Beach, Fla

Facilities: 1570 khz, 5 kw day, 50 w
night

R

Westwood One’s profits slide

Competition and taxes. Westwood One couldn't escape either of them
in the second quarter of the year, as profit fell from $8.98 million a year
ago to $4.08 million and income taxes rocketed from $796,000 to $3.17
million. Westwood One says the tax hit is due to a higher effective
income tax rate of 44% for the first half of the year, compared with 8%
in the first half of 1997. Westwood One's numbers weren't helped by an
unnamed “new competitor in the network radio industry” that affected
operating results, President Mel Karmazin said in a news release. That
competitor presumably is Chancetlor Media Corp.’s AMFM Radio Net-
works, which wrested American Top 40 with Casey Kasem from West-
wood One early this year. Other numbers: Westwood One’s quarterly
operating income fell from $11.96 million to $9.6 million as net revenue
tell from $66.12 million to $63.49 million. —Elizabeth A. Rathbun

4

July 30, 19®

Radio Unica Corp.

has completed the acquisition of the assets of
KBLA AM

Los Angeles, California

Jfrom

Sinclair Broadcast Group, Inc.

The undersigned initiated this transaction
on behalf of Radio Unica
and assisted in the negotiations.

1508 -
UIED TAEIISIUIRI
@@MAD{%_J\( )f Palm Beach and

Cincinnati

Format: Christian country

KFIG{AM) Fresno, Calif.

Price: $300,000

Buyer: Valley Broadcasting Inc., Fres-
no, Calif. (Mike Munoz, president)
Seller: Headliner Radio, Fresno,
Calif. (Ron Oslan , president); no
other broadcast interests

Facilities: 1430 khz, 5 kw

Format: Spanish

KUAU{AM) Haiku, Hawaii

Price: $89,000

Buyer: Lahaina Broadcasting Co.
Ltd., Lahaina, Hawaii (Richard Char-
les Bergson, president); also owns
KPOA(FM) and KLHI-FM, both Lahaina
Seller: Richard Miller, Haiku, Hawaii;
no other broadcast interests
Facilities: 1570 khz, 1 kw day, 500 w

night
Format: News/talk

—Compiled by Alisa Holmes
" Amplification

Marathon Media's purchase of |
Goetz Broadcasting for $18.8 mil-
lion (B&C, Aug. 3) was brokered l
by Donald K. Clark Inc.

BY THE NUMBERS

| Saervice Total I
Commercial AM
| Commercial FM
| Educational FM
. Total Radio 12,278
e —
| UHF LPTV b
| Total LPTV f
| FM translators & boosters
VHF translators
il UHF translators
| Total Translators
| Commercial VHF TV
| Commercial UHF TV
Educational VHF TV
Educational UHF TV
Total TV

11,600 f
64,800,000 |
93,790,000

66.1%

1 Total systems
| Basic subscribers
Homes passed
| Basic penetration*

B

\_
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COMBOS

KTVF(TV) and KCBF(AM)-KXLR(FM),
all Fairbanks, Alaska

Price: $8 million

Buyer: The Ackerley Group, Seattle
(William Ackerley, president); owns/
is buying 11 TVs and four radios
Seller: Northern Television Inc.,
Anchorage {Julianna Guy, presi-
dent}; also owns KBYR(AM)-KNIK-FM
and kTva(Tv) Anchorage, and KFSH
(AM) Seward, Alaska

Facilities: TV: ch. 11, 5 kw, ant. 50 ft.;
AM: 820 khz, 10 kw; FM: 95.9 mhz,
25 kw, ant. 7 ft.

Formats: AM: Oldies; FM: classic
rock

Affiliation: TV: NBC

WWSR(AM)-WLFE(FM) St. Albans, Vi.
Price: $500,000

Buyer: Champlain Communications
Corporation, St. Albans, V1.
(Stephen Silverberg, cwner}; no
other broadcast interests

Seller: New England Broadcasting
LLC, St. Albans, Vt. (Roland Devost,
owner); also owns WSNO{AM)-
WORK({FM) Barret, Vt.

Facilities: AM: 1420 khz, 1 kw day,
110 w night; FM: 102.3 mhz, 440 w,
ant. 800 ft.

Formats: AM: Oldies; FM: country
Broker: Media Services Group Inc.

KBOA-AM-FM Kennett, Mo.

Price: $450,000

Buyer: Pollack Broadcasting Co.,
Memphis (William H. Pollack and
Sydney Pollack, owners); also
owns wPLX{aM) and KSUD{AM),
both Memphis

Seller: Legend Broadcasting Compa- |

ny, Chicago (Scott M. Krusinski,
president); also owns KTMO(FM) Ken-
nett, Mo.

Facilities: AM: 1540 khz, 1 kw; FM:
105.56 mhz, 6 kw, ant. 91 m

Formats: AM: News; FM: oldies
Broker: Sunbelt Media Inc.

WIDX(FM) Jackson, and WBKJ{FM)
Kosciusko, both Miss.

Value : $11.5 million

Swapper, WIDX{FM): Capstar Broad-

— -

BroadcasthgsCable

CHANGING HANDS

The week's tabulation of station sales

casting Partners LP, Austin, Tex.
{Themas O. Hicks, owner); Capstar
owns/is buying 248 FMs and 103 AMs
Swapper, WBKJ(FM}: Boswell Broad-
casting, Kosciusko, Miss. (H. Mims
Boswell, 51% owner}; also owns
wKOz{am) Kosciusko and wLIN-FM
Durant, Miss.

Facilities: wuox: 96.3 mhz, 100 kw,
ant. 1,450 ft.; wekJ: 105.1 mhz, 100
kw, ant. 981 ft.

Formats: wJDx: AC; wBkJ: country

WWCT(FM) Peoria, lli.

Price: $7.75 million

Buyer: Kelly Communications, Peo-
ria, Ill. (Bob Kelly, chairman); also
owns/is buying six FMs and one AM
Seller: Central lllinois Broadcasting,
Peoria, lll. (Bruce T. Foster, presi-
dent)

Facilities: 105.7 mhz, 38 kw, ant.
581 ft.

Format: AOR

KIOL{FM) Lamesa, Tex.

Price: $300,000

Buyer: Equicom Inc., Austin, Tex.
(Dain L. Schult, president); also

PROPOSED STATION TRADES

30 FAR IN 1998

SAME PERIOD IN 1997

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

TVso$000
Combos 1 $8,950,000 0 3
FMs$19,620,000 04
AMs$769,00003
Total 0$29,339,000 1 10

TVsr1$4,763,597,000 0 48
Combos 0$1,181,125,107 0 157
FMs$511,775,837 0182
AMs1$339,548,599 0119
Totaln$6,773,046,543 0505

TVsn$3,942,306,684 172
Combos 0$5,829,673,404 0 200
FMs0$1,631,906,243 0254
AMs$255,781,761 0141
Totaln$11,659,668,092 0 667
Source: Basaocasre & Cams

BroatcasusCae
EE ONLINE
For breaking news during

the business day, go online to
www.broadcastingcable.com

Brunson Communications

&

AMRESCDO

AMRESCO

has provided a

$20,000,000

Senior Credit Facility 1o

S
,

700 North Pearl Street, Suite 2400
[allas, Texas 75201
(214)953-8323

WWW.AMmMresco.com
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RealNetworks, Inktomi
go cache streaming

By Richard Tedesco

ealNetworks and Inktomi Corp.
R will collaborate on development

of caching technology for
streaming media. RealNetwork will
inegrate its latest-generation RealSys-
tem G2 delivery system with a new
traftic server still under wraps at Inkto-
mi to allow scalable delivery of video
and audio on the "Net.

Tightly imegrated software plug-ins
will be used 1o solve online multimedia
latency by creating a system for
caching frequently accessed multime-
dia content through existing high-
speed cable "Net connections and other
Internet service providers,

The objective is 1o make the "Net a
broadcast video rival by improving
online video quality. “"We feel that
caching is pretty fundamental to scal-
ing the Internet and making the eco-
nomics more favorable so that it can
truly become the next broadcast medi-
um.” says Brett Goodwin. RealNet-
waorks product unit manager.

RealNetworks and Inktomi expect
1e- test their caching configuration later
this vear. Beta customers probably

will include at Jeast one MSO and a
more traditional ISP, according to
Goodwin.

The RealNetworks/Inktomi guiding
concept is that caching frequently
sought multimedia content will make it
more readily accessible to PC users.
reducing the download time required
and improving video guality—simply
by delivering it more efficiently. But
until it’s tested. RealNetworks can’t
quantify how much the new caching
system will improve streaming perfor-
mance. according to Goodwin. The
companics nonetheless are confident
that their approach will work. he says.

The two Silicon Valley companies
have been cooperating on the media
streaming caching solution for the past
several months, RealNetworks cus-
tomers have asked it to solve problems
associated with increasing user
demand of multimedia on Internet
access services and private corporate
intranets.

RealNetworks declined to provide
details about the upcoming trials or 1o
say how much the companics are
investing in rescarch and development
toward the caching solution. |

KidsNet opens site online

& KIDSNET

Wednesany, August 17 THIE

Spgrociabon & Whnii | s

- -
- rumblIN| .

KITSNET Philcso ity

-z mmGlE|
i

ratings and more.

. o
KidsNet's Website offers study guides, program

KidsNet has migrated its
15-year franchise as a
nonprofit children’s educa-
tional TV group online.
KidsNet (www.kid-
snet.org) debuted this
moanth, otfering its print
resources online, includ-
ing its monthly Media
Guide—which highlights
programming and sources
for related materials—and
its study guides, intended
for use with individual
shows.
Also available on the

site are KidsNet program ratings and Media News, a quarterly report on
media awards, publications, events and new technology.
KidsNet supporting companies include the Big Four TV networks and
several major cable networks, including Discovery, HBO and TBS.
Michael Strait, a research scientist and independent site designer,
designed the KidsNet site. Strait was formerly online services director of

PBS affiliate weTa-Tv Washington.

—ARichard Tedesco
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SITE OF THE WEEK

www.kvia.com

KVIA-TV
El Paso, Tex.
ABC, ch. 7

Site features: Four naws shows
streamad live daily by Broadcast
com and arch'ved for 24 hours after
each broadcast/Webcast: links to
ABCHews com and ABC .com

Site launched: January 1995

Site director: Joseph Yan Harken
Wabmacter

Mumber of employees 15
Design: Creative Edge, El Pase;
maintained in-house

Streaming technology: RealVideo
Traffic generated: Averaging 1.5
million hits pe” month

Advertising: Banners, page spon-
sorships

Revenuz; $50,000 last year on ban-
ners, £73,000 projected far 1598
Highlights: Cnline traffic peaks for
the news-onented ABC affiliate dur-
ing swaeps periods, when the sta-
ion presents special news content;
a special online comparion to a race
relations forum that Kwa-Tv broad-
cast in May drew particular attention
among vigwers in El Paso, Las
Cruces, M.M and Juarez, Mexico
the statian’s primary markeats.
Coming attractions: Daily
streamed newscasts will soon be
archived for seven days rathar than
24 hours. and kviA-Tv alsa plans to
create a video-on-demand stary
archive for particular sunjects

Mew anline business model: «via-
T's deal with Broadcast.com I8 an
examplz of a relativelv new barter
modal anline; Broadcast.cam gets
ads on-site and on-air with =yvia-Tv in
exchange for providing streaming
infrastructure
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SonicNet broadens its 'Net horizons

Online music programmer looks to build brand

By Richard Tedesco

n the heels of its merger with

TCI Music. SonicNet is aggres-

sively pushing its brand name
onlineg, expecting to strike deals soon
with major portal sites.

Last week's deals with Lycos™s Tri-
pod and TheGlobe.com. both online
community/entertainment services,
were the first phase of this fresh strate-
gy. according to Nicholas Butterworth,
SonicNet president. “In order to
increase our reach and consolidate our
audience, we’ve decided to take a very
aggressive approach to syndicating and
partnering with a flexible content strat-
egy.” says Butterworth, who ranks
SonicNet as the Web's second music
site. behind MTV., but sees emerging
competitors in Rolling Stone and Spin
online.

The numbers back Butterworth’s
logic: TheGlobe currently claims 1.7
million members and 6 million month-
ly users. While not as prominent a
brand name. Tripod bencfits from its
parent. Lycos, which boasts several
million regular users monthly and is
one of the "Net's most popular portals.

Under terms of both deals. SonicNet
will provide its Music News of the
World 10 TheGlobe and Tripod. along
with album reviews and some music
content in their respective entertain-
ment areas, Tripod, in turn, lets its
users incorporate elements of the Son-
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1IcNet content 1 person @- £ g MiUsic NEWS ESRRETTT A
al Web pages they con- 25 5

S NIN Honwrar Away At Mote Culgliowiira LP REWS LAS)
struct. The idea, says - “- e
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Butterworth. is "making
our brand part ot peo-
ple’s daily life on the
Web with their music
experience—in short. =
to "be wherever a music
fan is™ online. .

This fall. SomicNet
plans to add national g4
TV listings tor music 2
programming to its
music directory. That
reflects the overall
strategic direction of TCH Music. which
will give its music video cable service
an online edge by permitting PC users
1o order videos tor TV viewing via
TheBox.com.

SonieNet assumed the lead role in
TCl Music’s integration strategy when
it relaunched itself in March, featuring
its new Streamland music video-on-
demand service with a library of more
than 200 music videos for free stream-
ing. That complements an extensive
archive of concert performances also
aceessible through the Silicon Alley—
based service.

More to the point of its primary mis-
sion. SonicNet intends to explore the
putential for live pay-per-view event
programming online through the high-
speed @Home service, a natural
alliance under the TCHumbrelk as con-

s 71008 Muves Shaphiting Hosn
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SonicNet aligns with Tripod and TheGlobe.com to
enlarge its music offerings.

vergence between the PC and TV
enters its first wentative stages in the
cable arena. Ultimately. TCI Music
wants to cross-pollinate content
through its services—The Box. Sonic-
Net and the DMX digital music ser-
vice—and increasingly blur the lines
between interlace and progressive-scan
images. “We're looking to integrate
online and television programming and
drive convergence between the PC and
the TV for music tuns everywhere.”
Butterw orth declares.

TCI is looking to get us much bang
for its content buck as possible. espe-
clally after laying out a cool $24 mil-
lion to acquire the nascent online music
service. And TClH money can build con-
siderably on the buzz that SonicNet has
already created as a stand-alone "Net
music standout. n

Discovery’s Titanic coverage wraps up online

The month-long expedition mounied by
Titanic Inc. and Discovary Channiel will
conclude its onling coverage this week.
Highlighits from the Aug. 16 chmac-
tic two-hour Sunday-night Titanic
Live! broadcast are accessible
through Aug. 23 at www discovery
com. The most dramatic moments
from the latest examination of the ill-
fated Royal Mail steamship at the bot-
tom of the north Atlantic are avallable
for sireaming in BealVideo, along with
other multimedia content and daily
reports from the expedition's log

Discovery has been posting images from the expedi-
tion, aimed at seeking more information about the cir-

R . S
Discovery viewers have been fol-
lowing the latest Titanic expeditign,

ty that cashes in

of Titanic artitacts anling.

cumstances of Titanic’s last tragic
hours, throughout the month.

Since Aug. 5 the site has averaged
200,000 page views daily, peaking at
475,000 on Aug. 12. Anticipating in-
creased traffic during a live Webcast
fallowing the Sunday-night documen-
tary, it added six Silicon Graphics Ori-
gin200 servers to its onling infrastruc
ture.

Meanwhile, Titanic Inc. was active in
another online venue last week, strik-
ing a deal with Farcsystems. The
agreameant will help the corporate enti-
on tha shipwrack to sell reproductions
—Richard Tedesco
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Kuwe-Tv's DVCPRO order in-
cludes AJ-D90 VTRS, which
Panasonic is now shipping.

Panasonic
completes
installation for
KUWB-TV

Panasonic Systems Solu-
tions Co. {PSSC) has com-
pleted the design, integra-
tion and installation of a
turnkey studio and master-
control television system
for Acme Television's new
WB affiliate, KUwB-Tv Salt
Lake City. The PSSC por-
tion of the project is valued
at more than $1.8 million.
Panasonic equipment val-
ued at $400.000 includes
19 DVCPRO units—13
AJ-D650 studio editing
VTRs, four AJ-1230)
VTRs, an AJ-D700 cam-
corder and the new AlJ-
D90 DVCPRO 50 dock-
able 4:2:2 signal process-
ing VTR. Panasonic began
shipping the AJ-DY0 VTR
in July. The purchase also
includes other Panasonic
electronics gear, including
the WV-F565H 3-CCD
digital signal processing
camera, 4 CCTV security
systemn, a digital business
telephone system and con-
sumer TV sets und VCRs.

GE Americom gives

away dishes

GE Americom has estab-
lished a cable antenna pro-
gram to provide cable

R e
CUTTING EDGE

.-":,{ By Karen Anderson and

Glen Dickson

headends with greater ac-
cess to the cable program-
ming neighborheods on
the GE-1 satellite and the
soon-to-be-launched GE-4
bird. The company will
offer a free 3.8-meter
antenna that makes it pos-
sible for any cahle head-
end serving at least 11.000
subscribers to receive both
GE-1 and GE-4 services.
For qualified cable head-
ends that alrcady have a
dedicated GE-1 antenna,
the company will retrofit
and upgrade the antenna
to receive feeds from both
satellites. GE Americom
plans to distribute as many
as 2.500 antennas to reach
up to 90% of continental
U.S. cable subscribers.

Maxell introduces

D videocassette
The Maxell Corp. of
America commercial
products group has intro-
duced the D-5 high-defini-
tion videocassette to
accommadate the high-
density recording needs of
Panasonic’s D-5 1/2-inch

Maxeil has introduced its new
videocassette for high-definition
recording, the D-5 HD.

component digital HD for-
mat. The videocasseltes
have Ceramic Armor
metal particle coating and
are made with new calen-
dering technology that
smooths the magnetic sur-
tace. Maxell uses a thin.
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highly rigid polyethylene
terephthalate—based film
material. Uniform filier
dispersion technology
enables the tape 1o clean
the head surface evenly
without causing excessive
wear, The D-5 HD is
available in a variety of
recording times.

CSG renews Time

Warner contract
Denver-based CSG Sys-
tems has renewed its con-
tract 1o provide Time
Warner Cable of New
York City with customer-
care and billing systems
tfor some 800,000 cus-
tomers. TWC will contin-
ue to use CSG Advanced
Customer Service Repre-
sentative, CSG Communi-
cations Control System.
CSG Vantage and CSG
Enhanced Statement Pre-
sentation. The contract
also calls for new applica-
tion-programming inter-
faces that will allow third-
party applications to be
used in conjunction with
CSG products.

Snell & Wilcox to

demo Sentinel

Snell & Wilcox will pull
the plug on a live MPEG-
2 transmission at IBC '98
to demonstrate its new
Sentinel safeguard device.
Designed to eliminate
downtime and blank
television screens,
Sentinel detects a
break in power sup-
ply and automatically
inserts an emergency
bit stream. It then
reports an alarm sta-
tus. usually to an
automation and con-
trol system. The HD-com-
pliant Sentinel handles
both SPTS and MPTS
losses and triggers only in
response to catastrophic
losses, such as a full mul-
tiplex crash and loss of
sync/signal. RollCall net-
work software control and

www americanradiohictorv com

configuration facilitates
integration with automa-
tion systems. The system
1s transparent to condi-
tional-access systems, so
it has no involvement wi:h
private data streams.

S-A updates 8600x

analog system
Scientific-Atlanta has
expanded the capabilities
of its 8600x advanced ana-
log platform with the
launch of the System
Release 4.5 systemwide
software and hardware
upgrade package. Scientif-
ic-Atlanta’s advanced ana-
log set-lop and system
now can support cable
operator branding, an
enhanced interactive view-
ing guide. pay-per-view
options and the migration
to a client/server-based
network. SR 4.5 also pro-
vides enhanced VG user
tnterface options. It sup-
ports a second-generation
S-A *“native guide™ and ke
StarSight IVG.

PBN launches
Diamond Transport

fiber-optic line
Philips Broadband Net-
works™ new series of
fiber-optic transmitters
allows cable operators to
insert targeted ads and
programming in digital
andfor analog formats to
specific locations within
service areas. Diamond
Transport 800E-TX ana
BO0G-TX series transmit-
ters support two RF
inputs, one for broadcast
channels and one for local
targeted video channels.
The transmitters allow the
operator to feed the main
RF broadcast channel
lineup through passive RF
splitters and to input tar-
geted analog services
(using the secondary RF
input) while maintaining
isolation between trans-
mitters.



www.americanradiohistory.com

“Fro

¢

MATRIX-1

g S0 T

g
;.‘;,—_D"E 172

,““‘-»

L R
a

e B A R et

HATRIX-2

T

MATRIX-3 MATRI -9 m | lNl 2

= & pa sato dragandidropy
’ s torﬁ:brr OWai
o ade

We're brmgmg

Wy
el
g‘;'_.l;}t errﬂ

~ Medial'ool Video
Scrver meets tomorrow’s cost-efbiciency demands,
with simulaneous access that means no-one’s kept

] waiting. ever. Tape finding and handling are

— complerely eliminated. Theres no generation loss,

so image quality is never compromised. Amd MediaPool lets you expand as needs

grow, protecting your investruent - now and in the future. To find out more, visit

wday.



www.americanradiohistory.com

TECHNOLOGY

DiviCom snags Di ecTV contract

Will supply MPEG-2 compression gear for Broadcast Center in Los Angeles

By Glen Dickson

iviCom has won the contract to
D supply the MPEG-2 digital com-

pression systems for DirecTV's
new Los Angeles Broadcast Center
(LABC). the companion facility to
DirecTV's Castle Rock Broadcast Cen-
ter in Colorado, under construction.

Under a deal worth an estimated $14
million. DiviCom will work with
DirecTV to develop a complete uplink
signal processing system for the
LABC. supplving hardware as well as
systems integration services. The
DirecTV deal gives Milpitas.
Calif.-based DiviCom the lion's share
of the DBS compression market in
North America. since it already sup-
plies MPEG-2 encoders to EchoStar
and Canadian DBS provider
ExpressVu.

The DiviCom MPEG-2 system will
support the transmission of more than
200 channels from the LABC. which is
due for operation in second guarter
1999. The hardware will include Divi-
Com’s MediaView MV40 encoders,
MediaNode multiplexer and MPEG
Media Toolkit.

According 10 LABC's Steven
Orland, vice president/GM, DirecTV
evaluated all the major players in
MPEG-2 compression before deciding

DiviCom will be supplying DirecTV with
more than 200 of its MediaView MY40
encoders, which use dual encoding
chips o maintain picture quality a’ low
bit rates.

on DiviCom. “They came to us with a
very appealing proposal.” Orland says.
“They were able to meet our time
schedule. and the pricing was very
attractive. But we evaluated the prod-
uct specifically on video and audio
quality and performance. In addition.
the packaging of their hardware was
another major factor for us—it’s very

Avid buys back shares from Intel

Avid Technology has repurchased 500,000 shares of Avid comm»n stock
from ntel, reducing Intel's ownership from 6.75% to 4.1%.
Intel had purchased 1,552,632 shares of Avid common stock far $3.50

per share in March 1997. According to Ned Hazen, senior vice presi-
dent/general manager of Avid's office and consumer group, Avid repur-
chased the stock for $33 per share.

Avid says the privately negotiated transaction accelerates its plan to
repurchase 1,500,000 shares of Avid common stock to put into its employ-
ee stock option program. So far Avid has repurchased 1 mitlion shares in
common stock this year.

“Our strategic alliance with Intel as an investor continues to be very suc-
cessful as we execute our business strategy to offer video and audio «=dit-
ing products on the Intel structure,” says William J. Miller, Avid chairran.
“We have shown successful results of this alliance by introducing a num-
ber o” new Windows NT-based products in 1998.”

The Intel buy-back announcement comes on the heels of Avid's com-
pletion of the $285 million Softimage acquisition from Microsoft. That ceal,
whicl closed Aug. 3, has enabled Avid to strengthen its positicn in the
television post-production market and to enhance its Media Composer
and MCXpress product lines. —Karen Ande-son
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space-efficient and compact.”

DirecTV also will be using Divi-
Com’s DiviTrack statistical multiplex-
ing technology. which is incorporated
into the MV40 encoder (B&C. March
2. 1998). DiviTrack uses two separate
C-Cube DVx compression chips to
improve picture quality and minimize
bit rates—one chip to analyze and
encode program data and a second to
perform a similar operation with more
precision a fraction of a second later.

“We feel [ DiviTrack] offers a signif-
icant advantage for our business.”
Orland says. He adds that the DiviCom
MPEG-2 gear represents the “'next gen-
eration in technology™ when compared
with the General Instrument Magni-
tude MPEG-2 encoders used at
DirecTV's Castle Rock facility. The
LABC also will be using the next gen-
eration of playback technology to feed
its MPEG-2 encoders: it will rely on
Hewlett-Packard MPEG-2 4:2:2 video
servers for playback instead of the Dig-
ital Betacam tape decks used in Castle
Rock (B&C. Aug. 3. 1998).

Orland expects the DiviCom system
to arrive in late 1998 or early 1999 for
installation and testing. "

Look TV selects
DiviCom
compression

Look Communications of Canada
has chosen DiviCom compression
systems for Look TV, its new digi-
tal wireless television service
launched last Tuesday (Aug. 11).
DiviCom has completed integra-
tion of Look TV's transmission
center in Milton, Ont., which is built
around DiviCom’'s MediaView
MV10 video encoders. Look TV
receives its incoming feeds from
fiber-optic link and from off-air
antennas. The incoming signals
are routed throughout the plant to
allow for programming substitution
whenever necessary. Look TV
programming offers viewers 90
digital channets, including impulse
pay-per-view and 30 CD-quality
audio channels. Look TV aiso
plans eventually to offer two-way,
high-speed Internet access.

l
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DTV tower hits snag in San Francisco

Broadcasters’ plan faces local opposition; zoning hearing set for this week

By Glen Dickson

roadcasters” plan to use a com-
B munity tower to launch digital

TV broadcasts in San Francisco
is running into strong opposition
from homeowners.

Residents who live around the
Mount Sutro community tower are
questioning the ability of the existing
NTSC tower to withstand an earth-
quake after the addition of a 10-ton
digital antenna, The homeowners have
appealed the city’s zoning ruling on the
tower and also have filed a lawsuit
against the city. They seek (o overturn
the city’s approval of the environmen-
tal impact report on the project.

A hearing on the zoning appeal will
be held this week by the San Francisco
board of permit appeals. Attorneys for
the city, Sutro Tower Corp. and the
homeowners also are scheduled to
meet for a settlement hearing on the
lawsuit this week.

“It’s had no impact on the project,
but we sort of have this hanging over
our heads,” says Gene Zastrow. Sutro
Tower Corp. GM, At any moment the

Residents who live
around the Mount Sutro
community tower are
questioning the ability
of the existing NTSC
tower to withstand
an earthquake after
the addition of
a 10-ton digital antenna.

boom could fall.”

Nonetheless, Zastrow says he is con-
fident that both the zoning appeal and
the lawsuit eventually will be decided in
favor of the DTV project. In the mean-
time, Sutro Tower Corp. and the city
have agreed to do a so-called dynamic
analysis of Sutro Tower’s seismic safe-
ty. even though the structural integrity
of the tower has already been checked
by tower integrator Kline.

But the latest seismic study won’t be
completed until after the scheduled

launch of digital service on Nov. 1.
which irks seismologist Lloyd Clutt, a
Mount Sutro resident and a member of
the California Seismic Safety Com-
mission.

“They 're going ahead hoisting a new
antenna, and they ve agreed to do a
dynamic analysis after they've done
it,” Cluff says. “That’s unprecedented.
Usually. everything on a project is
stopped until you're sure of the safety.”

Zastrow says that Sutro Tower has
agreed to follow any dynamic-analysis
report recommendations for further
strengthening of the tower. But he
doesn’t want to wail six to nine months
for the analysis to be completed before
resuming work on the tower, because
that would mean missing the Nov, |
deadline that KGO-TV. KRON-TV, KPIX-
Tv and KTvU(Tv) are shooting for. Zas-
trow says the deadline already is get-
ting tight on the Mount Sutro DTV pro-
ject. which will use a channel combin-
er to broadcast multiple DTV signals
oft a four-antenna stack.

“Everything will have to go really
well to get all installed and tested for
Nov, 1.7 he says, |

Vyvx taps Vibrint server

Williams Vyvx Services has
purchased Vibrint MPres-
sion 4:2:2 production video
servers to provide automat-
ed encoding for its advertis-
ing distribution services.
MPression’s encoder sys-
tem allows Vyvx to convert
advertisements  from
source videotapes to digital
files for distribution via Vyvx
fiber to buffer devices at TV
stations.

Vyvx currently distrib-
utes most of the 2.5 million
ads it handles every year in
4:2:0 format. But the com-
pany hopes eventually to

upgrade to 4:2:2 transport. The MPression will facilitate
an easy migration, according to Wes Hanemeyer, Vyvx
vice president of operations and engineering.

The new system also allows Vyvx to distribute ads as
video files rather than as video streams, so that the

Vyvx will be using Vibrint's MPression 4:2:2 server to
encode commercials for digital distribution.

company can attach meta-
data for search and re-
trieval.

“I believe in the next five
to 10 years we will see
broadcast stations being
interconnected nodes on a
broadband network mov-
ing files around instead of
just managing streams of
video,” says Bunker Ses-
sions, executive director/
GM for Vyvx advertising
distribution services.

Sessions aiso predicts
that as stations begin to
migrate to a video-server
environment, Vyvx will be

able to use MPression to deliver files directly into the
server for automated on-air broadcast.

Vyvx is working to expand its fiber network of 11,000
miles to about 20,000 miles by the end of this year and
to 32,000 by the end of 2000.

—Glen Dickson
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New bird for DirecTV

Hughes satellite turgeted for mid-1999 launch

By Price Colman

irecTV plans to launch a new
D Hughes-made satellite to replace
its ailing DBS-1 bird in mid-1999.
The new satellite. a Hughes-built HS-
60 1HP Ku-band bird. will have capacity
for at least 20 additional channels
beyond what's available on DBS-1,
DirecTV officials declined to dis-
close capacity on DBS-1, but as a 32-
transponder bird with digital compres-
sion ratios ranging from 4:1 to 6:1, it's
capable of delivering about 160 chan-
nels of video progrumiming.

DBS-1. launched in 1993, is

DirecTV’s primary satellite. It was sup-
posed 10 have a life span of about 12.5
years. but a malfunction in the primary
satellite-control processor {SCP) leaves
DirecTV with little choice but to faunch

DirecTV has contingency plans for
moving services to other satellites in the
event DBS-1"s backup SCP fails—but it
would mean having to shut down some
services, a move that would be particu-
larly damaging in the midst of hot com-
petition over video services.

The situation is particularly trouble-
some because two other Hughes HS-
601 satellites have suffered similar
problems. Galaxy VIl and DBS-1 are
operating on backup SCPs—on-board
computers that control key satellite
functions. including propulsion for
attitude control, solar-wing positioning
and antenna pointing. A fourth satel-
lite, Galaxy IV, lost both SCPs, com-
pletely shutting down certain paging
and video services. PanAmSat owns
both Galaxy birds. The failures all
occurred during a two-month period

launched between June 1992 and
December 1993,

Hughes, after an intensive investiga-
tion, determined that in three of the
failures, the most likely cause was an
SCP fuse that blew when tiny crystals
growing in tin-plated relay switches
caused a short. Hughes is still trying to
determine the cause of the fourth fail-
ure. which occurred on Galaxy IV,
Hughes, which has 35 HS-601s in orbit
and 30 more under construction and
awaiting launch, began using improved
relay switches several years ago.

“As a client, we're completely satis-
fied with the investigation results to
date,” says DirecTV spokesman Bob
Marsocci.

Antonette Goroch, vice president
for research and consulting at the
Carmel Group, says DirecTV proba-
bly won't get a price break from
Hughes on the new bird despite the
problem on DBS-1. “l doubt that the
financial arrangements would be
much different,” she says. noting that
DirecTV—a division of Hughes—has

another bird as soon as possible.

<, .

\\L

from May 19 to July 4 on satellites

HOOKED UP

Buford on block

yler, Tex.—based cable

MSO Buford Television
has retained Donaldson,
Lufkin & Jenrette to handle
the sale of the 175,000-
subscriber company and
hopes to have a deal before
year-end. Buford President
Ben Hooks cites personal
reasons on the part of
Buford founders, brothers
Robert and Geoffrey
Buford, as the reason for
the sale. Hooks says Robert
Buford wants to devote his
time to a charitable institu-
tion he founded. Along
with Robert and Geoffrey
Buford, chairman and co-
chairman of the MSQ, the
company is closely held by
Hooks, CFO Mark Seale,
COO Ron Martin and chief
administrative officer Kay
Monigold. There is specu-
lation that Buford's sale

could establish a new pri-
vate-market valuation for
small cable systems, al-
though Hooks says recent
deals boosting values of
cable properties were not
the motivation to sell.

Regulators sue

Marcovsky

hree regulatory groups

have moved against
promoters behind proposed
cable channels My Pet TV
and Children’s Cable Net-
work. The Federal Trade
Commission, the Securities
and Exchange Commission
and the North American
Securities Administrator
Association filed a civil
complaint against Michael
Marcovsky, former chair-
man of Nostaglia Network
and president of My Pet
TV, and Sheldon Altfeld,
VP of My Pet TV. The

70 BROADCASTING & CABLE / AUGUST 17, 1998

complaint alleges the net-
works raised $16.5 million
by selling $10.000 general
partnership interests to
1,200 investors via a tele-
marketing operation. Each
$500,000 partnership was
allocated a specific territo-
ry through which they
could buy programming
from Children’s Cable and
air it by leasing time on
cable systems. The local
franchisee supposedly
would make money by
selling ads to local busi-
nesses. But the regulators
contend that $10.7 million
went for sales commissions
to the outfits raising the
money. Another $3.3 mil-
lion went to Children’s
Cable. That left the partner-
ships $2.5 million as work-
ing capital. The complaint
alleges that Marcovsky
then diverted $650,000 of
the leftover cash to start
My Pet TV.

DirecTV’s DBS trio
irecTV is allying with
three smaller cable

operators to offer DBS ser-

www.americanradiohistorv.com

insurance on the bird.

vice to some 470,000 cable
subscribers. By signing
sales and distribution
agreements with Anderson
Eliason Cable Group,
Galaxy Telecom and Clas-
sic Cable, DirecTV gets a
foot in the door of a sub-
stantial number of cable
homes while the cable
operators get an alternative
to costly upgrades required
for delivering digital cable.
The three MSOs allying
with DirecTV plan to begin
offering a DBS “overlay™
service in October to their
markets, which are primari-
ly in the Midwest and
Southeast. The MSOs will
provide free hardware
installation for customers
who sign up for the DBS
service. Customers will
have the option to rent or
buy a settop box and will
be able to choose from
among DirecTV’s various
programming packages,
which start at $19.95 a
month. A DirecTV
spokesperson says the
DBS provider is in talks
with other cable operators.
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“E'vei:y cable opmtor SbO“ld get “ { vou think C-SPANS important, you've
- : ; got o have carriage so people can see it
up and say, ‘Look what we’re doing
with C-SPAN.’ It’s something good ‘
carriage, hecause that meant every cuslomer we
the‘), can Sbout about.-" had could see it.”

“Even today. there arc people who don't know that

If you don't think its important. then
don’t carry it. But | don't helieve that,

[t is important, That's the reason we had 100 percent

cable television created and paid lor C-SPAN. 1 think
that’s just terrible. Tt may be one of the best things the
industry ever did Irom a public affairs standpoint. And
yei the industry not only didn'1 get credit for it they
olten didn't want credit for it. Every cable operator
should get up and say. ‘Hey. look what we're doing
with C-SPAN." That wouldn' cure all the PR problems
the industry has had, but at least it is something good
they can shout about

I went to a lot of schools growing up—some seven
or eight—so 1 was not at any place for very long. M
father managed a chain of stores called \White's Auto
Stores in Texas and Oklahoma. They uansferred him
to manage different stores. mosily around Texas.
Then. he was in the Navy during WWIIL, so we
moved back to QOklahoma for two or three years

*1 started out in pre-dental and discovered early on
that chemistry and | didn't get along too well. | ook
an accounting course and liked it. so | decided w0
major in accounting. Although I was in various
accounting positions over the vears. [ never

wanted to pursue it as a profession.

‘| came to Sammeons because of a triend, kent Muizel,
who had been at Coopers & Lybrand and had gone to
Sammons Enterprises. the holding company-—he was
the chief financial officer and later became president.
One day. he and Charlie Sammons asked if I'd
consider going 10 the cable operation as president

1 didnt know anvthing about it, but | was given the
opportunity. The cable operation was lairly small.
Over the vears we huilt it inte a signiticant part ol

the business. It was sold in 1996,

| miss the cable business some: nuss a lot of the
people that | used 10 have comact with. Part of the
reason 1 miss it. I think. is because | was younger
then, As my father once sail. ‘The reason the good
ol' days were the good ol days is hecause you were
voung, nat hecause they were so good.”

Whitson

Retired Executive

Yice President 5
Sammons Enterpriscs =
Mzmber

—-S$PAN Boarzl Created by Cable.
of Directams Offered as a Public Service.



www.americanradiohistory.com

CABLE

Stewart gets ‘Dally Po

Comedy Central signs veteran talk host to four-vear deal

By Donna Petrozzello

ather than watch another home-
R bred host use the network as a

stepping stone. Comedy Central
has named established talker Jon Stew-
art as new host of The Daily Show
beginning in January 1999,

Stewart replaces Craig Kilborn.
whose role as Dailv's anchor landed
him a contract with CBS TV (o replace
Tom Snyder on The Late, Late Show-.
Comedy’s two-year contract with Kil-
born was set to expire in August 1999;
the new contract with Stewart is for
four years.

USA Nerwork S ‘Pacmc Blue became the net-
work's most-watched hour original-series epi-
sode in prime lime when it earned a 4.8 rating/
2,959,000 homes on Sunday, Aug. 9, p.m. ET/PT.

Followmg are the top 25 basic cable programs for the week of Aug. 3-9, ranked by rating. Cable rating
is coverage area rating within each basic cable network's universe; U.S. rating is of 3¢ milion TV

households. Sources: Nie!sen Media Research, Turner Entertainment. Rating  @Hs Cable
Rank Program Network Day  Time Duralion Cable U.S. (C00) Share
W\VF War Zone USA Mon1000P 65 51 38 3746 86

2 WAVF Raw USA Mon 9:00P 60 45 34 3295 7.1
3 NASCAR Bud at the Glen ESPN Sun 1:.00P 180 44 34 3292 122
4 WCW Monday Nitrc TNT  Mon10:05F 60 43 3.2 3178 7.3
4 WCW Monday Nitrc TNT  Mon 8:00P 60 43 32 3131 74
6 WWF Sunday Night Heat USA Sun 7:00Pp 60 42 32 3136 8.3
7 Pacific Blue USA Sun B:00P 60 40 30 2959 71
7 WCW Monday Nitrc TNT Mon 900P 65 40 30 2959 64
9 South Park COM Wed10:00P 30 39 21 2045 65
10 WCW Thunder TBS Wed 858P 72 36 27 268 62
11 Maovie: 'Fatriot Games' USA  Wed 9:00P 150 32 24 2360 55
12 MLB: Atlanta vs. San Francisco ESPN Sun 800P 201 31 23 2269 54
13 Rugrats NICK Fri 9:30P 30 30 22 2161 &5
14 WCW Thunder TBS Wed 8:05P 53 29 22 2174 57
14 Rugrats NICK Fri 10:00P 30 29 22 2139 55
14 Mzurice Sendak’s Little Bear NICK Tue 9:00A 30 29 22 2135 125
14 Rugrats NICK Sat 10:00A 30 29 22 2110 11.0
18 Movie: 'Hook’ TBS Sun 8:00P 180 28 21 2100 49
18 Movie: ‘The Naked Gun’ USA Sun 500P 120 28 21 2071 63
18 Blues Clues NICK Mon 9:30A 30 28 21 2049 115
18 Diagnosis Murder FAM  Wed 9:.00P 60 28 21 2034 46
18 Meurice Sendak’s Little Bear NICK Wed 9:00A 30 28 21 2031 11.7
18 Diagnosis Murder FAM Tue 9:00P 60 28 20 1994 45
18 Real World VII MTV  Tue 10:00P 30 28 20 1920 45
20 Blues Clues NICK Tue 9:30A 30 27 20 1999 115
20 Th2 Brady Bunch NICK Tue 10:30P 30 27 20 1990 4.8
20 Thz Brady Bunch NICK Tue 10:00P 30 27 20 1979 45
20 Maurice Sendak's Littie Bear NICK Wed1200N 3¢ 27 20 1966 9.0
20 Meurice Sendak's Little Bear NICK Mon 9:00A 30 27 20 1945 112
20 Rugrats NICK Thu 7:30P 30 27 2.0 1938 53
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“1 wanted to work out a four-year
deal to have longevity with a host.”
says Comedy Central President Doug
Herzog. Kilborn will be released trom
his contract early. “with no bad feel-
tngs”™ from the network’s side, Her-
70g Says.

With Stewart, Herzog says. he'll
consider expanding the late-night
social satire show from four to five
nights a week “at some point.™ Her-
zog also suggests that Comedy may
work toward developing an original
talk show to follow Dailv at 11:30
p-m. ET.

Stewart, who most recently subbed
as a fictitious host on HBO s The Larry
Sanders Show. will be reuntted with
Eileen Katz. who produced The Jon
Stewart Show for two years at MTV.

Kitz is now senior vice president of

programming for Comedy Central.
Madeleine Smithberg will continue as
executive producer of Daily.

Betore Stewart accepted the Comedy
Central slot. cable onlookers speculited
he might succeed Garry Shandling on
The Larry Sanders Show or be tapped
by CBS for a late. late—nigh: show.
Ultimately. Stewart says. CBS “wasn't
ready 1o do it. and neither was 1.

"I always wanted to go 1o a show
where 1'm not pushing the host out.”
Stewart says. 71 like going to a job
that’s avatilable.™

Stewart is poised to join Daily on a
ratings upswing. According to Come-
dy and the latest Nielsen data. Dailyv
averaged a .7 rating for the first two
weeks of August. 1998, compared
with an average 4 rating for the same
period last year. Stewart’s previous
commitments this fall—he’ll star in
two feature films to be released this

December and will release a hook of

short stories next month—prevented
him from joining Comedy sooner, the
network says. =

Errata: In last week's top 25
basic cable show chart, ESPN
should have been credited with
coverage of the New York vs.
Seattle MLB game and the Green
Bay vs. Kansas City NFL game. In
addition, ESPN was mistakenly
credited with The Brady Bunch, a
Nickelodeon show.
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nership with Time Warner.

The most entertaining scenario. of
course. calls for former Continental
Cablevision Inc. Chairman Amos
Hostetter to mount an assault on
MediaOne to take revenge on Lillis.

Hostetter sold his company in 1996
for $10.4 billion to what was US West
Media Group Inc.. giving him about
8.5% of the cable company’s stock. a
share now worth some $2.4 billion.
Hostetter. who was extremely close to
his management team. was assured by
Lillis that he wanted Continental’s
management tam to remain in place
and in Boston. that it was considered
onc of the best parts of the deal.
Hostetter, in turn. gave personal assur-
ances to many of his executives 1o
encourage them to stay.

After a year. Lillis decided instead
1o move Continental’s operation (o
MediaOne’s suburban Denver base.
Hostetter—whose relationship with
Lillis alrcady had grown frosty—took
the decision personally and quit. A
number of executives followed him
out the door.

A noncompete clause in his exit
agreement that blocks Hostetter from
contemplating any cable investment
expires this month.

Would Hostetter mount an attack”
He refuses to talk about MediaOne. but
executives close to him say they see no
signs that he is mounting a takeover—
particularty since MediaOne and other
cable stocks have more than doubled
since Continentat sold.

“Sell low. buy high isn't Amos’s
style.” savs one Hostetter associate.
But with large blocks of stock in his
hands and the hands of former Conti-
nental investors, Hostetter is more
likely ta back a MediaOne suitor. The

CABLE

Besch out at USA

In the latest round of executive departures from USA Networks, Andrew
Besch is resigning as senior vice president of marketing for USA Networks
after working for the company for almost two decades.

Besch is one of numerous top USA Networks executives to depart
since Barry Diller arrived in mid-February to take over USA. Those depar-
tures include former USA Networks founder, chairman and chief executive
Kay Koplovitz; Barry Schulman, vice president of programming for Sci-Fi
Channel; Harry Mosher, vice president of marketing for Sci-Fi; lan Valen-
tine, vice president of long-form programming for USA Networks, and Rod

Perth, president of entertainment for USA Networks.

Besch had overseen national marketing, advertising and promotional
activity for both USA and the Sci-Fi Channel. Besch also helped to create
USA Network’s “Sunday Night Heat" slogan and marketing platform.

Meanwhile, USA Networks announced the promotion of Dick Ross to
senior vice president of network operations for both USA Network and Sci-

Fi Channel.

exceutive. however, contends that an
agreement Hostetter signed as part of
the Continental sale includes a stand-
still agreement that constrains him
from mounting a takeover or even
advising an independent buyer.

The big question is whether Lillis
wants to scll: whether he wants 1o run
a big company or cash in his $25 mil-
lion gross value in stock and options.

Industry exccutives say he may
show his hand fairly elearly. If he
wants to selt, look for Lillis to restruce-
ture MediaOnce's overseas hotdings.
selling some picces and consolidating
others into packages that are more sal-
able in a sccond stage. Look for more
“monetization” of other assets. particu-
larly the company’s $2.7 billion stake
in cellular operator AirTouch. acquired
as part of the sale of its own wireless
operations, MediaOne already has
made clever use of sceuritics 1o extracet
cash from half of that stake that won't
be immediately taxable.

Starting September 12th

For Details. Call Affiliate Relatians 202.737.32 24

—Donna Petrozzello

That's what TCI did. using tracking
stocks and spin-offs over two years to
make its core cable company more
bite-sized 1o i suitor.

if Lillis wanis to stay? Look for him
on the acquisition trail. snapping up
other companics—particularly over-
seas—to make MediaOne less attrac-
tive. [t would be] conceivable to me il
Chuck swallowed somebody to make
himself unswallowable.” says one
money manager with a large MediaOne
stahe. “But frankly. 1 don’t expect this
company to be there in 18 months.” =

It

The big news on the Internet is
Broadcasting & Cable Online.
With 24-hour access to over 30 sections
of the latest industry news,
www .broadcastingcable.com is an
address you'll want to bookmark.

00k

CREATED BY CABLE.OFFERED AS A PUBLIC SERVICE.

WWW.C-Span.oreg
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MediaOne deal: Easier said...

Recently separated from US West, MSO is attracting would-be suitors

By John M. Higgins

aul Allen wants to buy it.

Mike Armstrong does. too.

Bill Gates wlready is negotiat-
ing to buy it. That is. if theyre all
not beaten out by Amos Hostetter or
a conso-tium of cable operators that
want 1o break up its alluring system
portfolio,

In any case, that’s what the cable
and Wall Street rumor mill is grind-
ing out about MediaOne Group
Inc.. whose recent separation from  §
telco US West Inc. has left it the hottest
takeover candidate in the cable business.

No longer encumbered by its former
telco parent, the MSO is_free 1o deal
with any cable comers that want to
achieve relatively large scale with a
stroke of the pen.

The company has recently loaded up
on takeover defenses to prevent a hos-
tile attack. But even assuming that
Chairman Chuck Lillis wants to sell,
there are a host of obstacles that make
MediaOne tough to swallow,

The company is far from a pure play.
Owned-and-operated cable systems
make up less than half the company's
estimated $34 billion asset value.
MediaOne is crammed with $20 billion
worth of assets that might not be partic-
ularly attractive to a suitor, such as a
big stake in rocky British cable opera-
tor TeleWest and a $5.6 billion stake in
cellular operator AirTouch |

Even a buyer willing to take the risk
that those assets could be readily sold
faces a nasty tax hit. There are further
complications, because MediaOne
started off as a “tracking™ stock that got
special IRS treatment. Simply selling
the comipany could create tax snags for
MediaOne’s shareholders.

The company’s capital structure
doesn’t leave much room 1o borrow
billions and billions against cash flow,
Debt and preferred stock obligations
total about six times cash flow.

Then there’s the Time Warner prob-
lem. For years Lillis used MediaOne's
26% ownership of Time Warner Enter-
tainment te hamstring Time Warner
Chairman Gerald Levin’s efforts to
restructure his company. Now, howev-

Amos Hostetter (1)
and Paul Allen are
among the suitors
for Media One.

| &
er. Levin is as-
serting that he has
“blocking rights™
over any change :
of ownership of that $7 billion TWE
stake. and hence, pretty much over any
sale of MediaOne.

Lillis disputed Levin's assertion dur-
ing u recent conference call with secu-
rities analysts,

No one says a deal won't happen.
Indeed, every industry and Wall Street
executive interviewed said they expect
MediaOne to be sold. Bear, Stearns &
Co. media analyst Ray Katz predicted
as much in a recent report to clients.
The analysts just note that a deal would
be much more difficult than recent
lightning-quick MSO sales.

One M5S0 executive who has stud-
ied the mechanics behind a MediaOne
tukeover says that MediaOne is a far
more difficult takeover prospect than
other companies. “This isn’t like Mar-
cus, where you get it done in six
weeks.” the executive says, referring to
Microsoft co-tounder Paul Allen’s $2.8
billion takeover of Marcus Cable Corp.
in May. “You have to bridge billions
worth of stff you don't really want.”

Smith Bamey Salomon media bond
analyst Steve Schutzman agrecs, say-
ing “it's harder than everybody gives
them credit for.”

MediaOne is silent about its plans.
“We don’t talk about stutt like that,”
says spokesman Steve Lang. But
MediaOne’s attractiveness is pretly
casy o see. With systems serving §
million subscribers. MediaOne is the
third-largest MSO.

Since Tele-Communications Inc. has
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been snagged by AT&T Corp. Chair-
man Armstrong and Levin is expressing
rencwed love for Time Warner Cable.
anyone who wants to get a lot big-
ger a lot faster immediately cye-
balls MediaOne. Another appeal-
ing element is strong clustering,
with big chunks of the markel in
Atlanta. Fort Lauderdale, Min-
ncapolis and the highly fragmented
Los Angeles region.

MediaOne’s systems are con-
sidered to be of fairly high quality,
with steady—if unremarkable—
system cash-flow growth in the
7% -9% range— although even
bullish analyst Jessica Reif Cohen
expects growth for the whole
company to be just 4% for 1998,

But copper is copper., and what the
latest cable takeover players want is a
fat wire into the home—fatier than the
telcos have,

Armstrong wants to pump telephone
traftic into consumers’ homes (o fight
local Baby Bells that are attacking
AT&T in long distance. Allen envi-
sions cable as part of his wired world.
with smart set-top converters and high-
speed data access enabling all sorts of
new interactive computer and TV
products and services. That view has
prompted the Microsoft co-founder to
commit to $7.3 billion in cable
takeovers; he is buying Marcus Cable
and preparing to acquire Charter Com-
munications. Sources close 1o his oper-
ation say he wants to get much larger.
Allen’s top dcalmaker, Bill Savoy,
wouldn’t comment on MediaOne.

Microsoft Corp. Chairman Bill
Gates, Allen’s former partner, has
much the same vision of cable and was
the first to invest directly in cable
(with a 10% stake in Comcast Corp.
last year). Is Microsoft a buyer of an
entire operation? Gates hasn’t shown
his hand.

An executive close to MediaOne,
however, says that a number cf recent
reports aboul merger talks are “simply
wrong.” The executive notes that Lillis
“tulks to everybody™ about different
projects all the time—AT&T about
local phone, Microsoft about their
Road Runner high-speed Internet part-
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Chancellor rocks Cleveland

Chancelior Media Corp. will enter Cleveland with control
of several of the top radio stations after three companies
agreed to sell their six stations for $275 million.

Pending FCC and Justice Department approval, Chan-
cellor will buy wRMR{AM)-wDOK(FM) from Independent
Group LP; wzak(FM) and wJMO(AM)-wzM(FM) from Zapis
Communications and a related company, and WQAL(FM)
from 1. Martin Pompadur's ML Media Partners. A break-
down of how much money each will get was not available.

“You've got to keep an eye on the world [which is]
changing, and right now prices [for radio stations] are very
high,” says Thomas J. Embreschia, chairman of
WRMR(AM)-WDOK(FM). Although he is proud of being a
hometown owner, “we can maximize our profits and rede-
ploy them to other things.”

Knowing that Pompadur's fund was looking to sell,
Embreschia says he and Zapis at first tried to buy
wQAL(FM). Both claim sentimental attachment to the mar-
ket: wzak(FM) has been in the Zapis family since 1963
and Embreschia has been an owner of WRMR(AM)-
wDOK(FM) since 1987. When the joint venture fell apart,
Embreschia and Zapis united with Pompadur as sellers.

With Jacor Communications Inc. already dominant in
the market and other companies possibly winning

being left alone. ... Our values would go down,”
Embreschia says.

“Deciding to sell these stations has been the most dif-
ficult business decision our family has made,” wzak(Fm)
and wJMO(AM)-wzJM(FM) President Lee Zapis said in a
news release.

Chancellor didn't quite meet the price the three were hop-
ing for, "but we liked them, and we liked their style,”
Embreschia says. “We think our listeners will be well-served.”

Embreschia doesn't expect Chancellor to tinker much
with station formats, although the self-proclaimed “second-
largest radio broadcasting company” in the U.S. undoubt-
edly can provide sales, programming and marketing
expertise that the stations couldn't afford before. Among
the stations that Chancelior is getting in the nation's 23rd-
largest radio revenue market are the leading adult contem-
porary, the number-one AM and the only urban outlet.

“In addition to providing Chancellor with an excellent
foundation from which to grow in Cleveland, [the deal] is
priced fairly based upon the quality of the assets, the
market’s size and the opportunity we see for growth and
improvement,” Chancellor President Jeffrey A. Marcus
said in a news release. The purchase price boils down to
13.3 times projected 1999 broadcast cash flow, Chan-

WOAL(FM), “we did not feel we would be comfortable

cellor says.

—FElizabeth A. Rathbun

Television looks to radio for fall campaigns

TV is among national radio’s largest spenders, but it's declining

By John Merli

he new fall-season TV promos
Talready have begun in earnest on
the broadcast and cable networks.
but increased competition for viewers in
a clearly fragmenting marketplace may
increasingly have programmers sending
their messages via media other than tele-
vision. That’s good news for radio,
which could see as much as $100 million
in TV business in the next three months.
Interep Reseach reports that broad-
casters and cable spent nearly $160 mil-
lion on national radio last year, with 57%
of the annual total coming in September.,
October and November. That tigure
places television at the top of the list of
national radio spenders. surpassed only
by telcos and telco services. In fact, tele-
vision spending on radio has increased in
each of the past four years, the radio
marketing and sales company reports.
Overall, TV spent more than $970 mil-
lion in media advertising last year. with
16% earmarked for national radio.
Nevertheless. the recent trend in tele-
vision spending on national radio. com-
pared with other media. is not good news

tor radio. While the networks increased
their radio budgets more than 59% in
1993-94. compared with 35% for total
media, by last year TVspent slightly
more on total media (25.3%) than on
radio alone (24.9%). The top TV net-
work advertisers on national radio vary
greatly in spending outlays. with Fox
clearly in first place last year ($24.6 mil-
lion), followed at a distance by NBC
($17.7 million). Paramount ($7.5 mil-
lion). ABC/Disney ($7.4 million). HBO
($7.3 million) and CBS ($5.1 million).
This summer. for the first time, com-

bined cable prime time ratings were high-
er than the combined numbers of NBC.
CBS. ABC und Fox. Although the broad-
cast networks are running reruns (except.
notably, for the most popular news maga-
zine programs). Interep suggests that
there will be added pressure this fall sea-
son for broadcasters to reestablish their
traditional viewerships. Stewart Yaguda.
the head of Interep’s Rudio 2000} project,
says that network radio should “seize this
opportunity to sell its marketing strengths,
especially its ability to target people
lages] 18-49, which is TV's key demo.”'m

What turns listeners off?

Repetition and lack of program variety are two pet peeves of listeners of
most music-formatted radio stations, according to a new survey by Paragon
Research of Denver. However, the national survey of 400 listeners 25-54
lists the top complaint among respondents as “too many commercials”
(333%:), followed by the runner-up criticism, “foo much talk."

Older listeners (45-54) seem to have a higher tolerance for commercials
than slightly younger listeners, 35-44, Of the 45-54 group, 28% listed "too
many commercials” as negative, compared with 39% of those 35-44. On
the repetition issue, older listeners also are relatively more open to smaller
playlists, although 79% of older listeners still don't like them. The intoler-
ance level jumps to 90% among the 25-34 demo.—John Merli
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Jacor to sell eight

&

siations

1o close Nationwide deal

Agreces to Justice-required spin-offs in Ohio, San Diego

|

By Elizabeth A. Rathbun

ately closed on its October 1997
purchase of Nationwide Communi-

cations Inc. last Monday (Aug. 10)
atter agreeing to sell six Ohio and two
San Diego stations to win Justice
Department approval of the deal.

Jacor, while going along with Justice,
is displeased by the outcome and by the
time the negotiations took. The process
“just could’ve been done a lot better.
[Justice] had a lot of control ... and the
rules kept changing.” Jacor Radio Divi-
sion President David Croll says,

Justice would not allow Jacor to
command 58% of the radio advertising
revenue in Columbus. 43% of the radio
revenue in Cleveland and 42% in San
Dicgo. Including the Nationwide
acquisitions, Jacor would have owned
nine, six and 12 stations. respectively,
in those cities.

With the required divestitures,
Jacor's radio revenue will be reduced
to 38% in Columbus, 39% in Cleve-

j acor Communications Inc. immedi-

land and 36% in San Diego. Justice
Says.

Croll calls revenue control of 42%
and 43% “in line™ and adds. "1 don’t
believe 58% was totally unjustified
either.” In other cases., Justice has
allowed revenue control of more than
45% . he says.

Also, "This went probably one [finan-
cial] quarter longer than it should have.
It caused a lot of strain on operations, on
people at Nationwide.” Croll says.

Justice's investigation of the $620
million, 17-station deal was conducted
Jointly with the Ohio attormey general’s
office. Nationwide is based in Colum-
bus,

“The divestitures will preserve the
choices available 10 advertisers in the
San Diego. Cleveland and Columbus
markets,” Joel I. Klein, assistant attor-
ney general for the Justice Department’s
antitrust division, siid in a statement.

Under the agreement, which was
reached before cither side went to
court, Jacor will sell KktQ-EM and
KIQY(#M) San Diego to Hefiel Broad-

SEARCH & SCAN

"4 By Ellzabeth A Rathbun and Jobnn Meril

casting Corp. for $65.15 million. Jucor
already knew it had to sell stations
there, as in Columbus, to comply with
the FCC’s eight-station limit.

In Cleveland. Jacor will swap
WKNR(AM) for Capstar Broadcasting
Partners” wTAE(AM) Pittsburgh, bring-
ing it into that market for the first time.
The value of that swap was not avail-
able.

As for Columbus, where Jacor has 10
get rid of five stations, it is selling its
right to acquire WKKI(FM) Lo Secret
Communications LLC. Jacor already
had planned to sell wzaz-rFM Columbus
to Blue Chip Broadcasting for $10.1
million. It also will swap WHOK(FM).
WLVQ(FM) and wazu-FM Columbus.
along with KsGs(aAM)-wMsz-FM Min-
neapolis-St. Paul. to CBS Corp. in
exchange for KOME(FM) and KUFX(FM)
San Jose, Calif.; WCAO(AM)-WOCT(FM)
Baltimore, and Kst(FM) and KLOU(FM)
St. Louis. The CBS deal. announced in
May, hastened CBS’s $2.6 billion
acquisition of American Radio Sys-
tems Corp. |

Fred, have to reimburse the
state of New Mexico
$6,696 for razing some
19th century buildings on
state land, the Associated
Press reports, The brothers
intend to use the state land
and their adjacent property

Loss up for Salem
eligious broadcaster
Salem Communica-

tions Corp. reported that its

net loss grew from $686
million in second uarter

1997 to $785 million in

second quarter of this year,

on broadcast cash flow that
went up 20.8%, to $8.6
million, and broadcast rev-
enue that grew 10.4%, to
$18.7 million., Salem,

which owns or operates 44

radio stations and several

radio networks, offered no

explanation for the results
but noted that it is buying
four radio stations for a
total of $36.6 million,

Missing Youngman
tapes reappear
An apparently long-for-
gotten carton of about a
dozen tapes recently found
in an old storage room in
Beverly Hills contains
radio material featuring
late comedian Henny
Youngman, according to
syndicator Charles Michel-

64 BROADCASTING & CABLE / AUGUST 17, 1988

son Inc. Michelson says
that the “long-missing
tapes” from Youngman’s
Comedy Radio Tape
Library, entitled “Take my
Wife. Please!™, will be
added to the entertainer’s
inventory of 130 one-
minute radio features con-
1aining about 650 Young-
man one-liners,

imus_makes up for
lost time
alk-show host Don
Imus and his brother,

www americanradiohictorv com

to build a ranch for chil-
dren with cancer and blood
disorders. They were sup-
posed to get permission to
make changes on the state
land. but they did not. In
fact, they had not been
approved to lease the land
when a house, barns and
corrals were demolished
July 1. The Imuses will pay
for a survey of the remain-
ing historical and cultural
sites on the state land that
will be part of the 3,000-
acre ranch.
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' Drew proved a double draw, as ‘The Drew Carey Show’ and the pre-
miere of ‘'Whose Line Is It Anyway ?’ helped ABC win Wednesday.
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WeB readies for September launch

Svudicators will benefit from vehicle into small markets

By loe Schlosser

he WI Television Network’s
T Wel3 project tor markets 100-plus
is ready for its Sept. 21 launch.

WeB executives have finalized the
schedule for the round-the-clock net-
work that will bring The WB, Warner
Bros. television product and a variety of
syndicated shows to the smaller U.S.
markets. The WeB. which will be car-
ried hy cable systems into markets [100-
plus. is launching with over 72 percent
coverage in those areas. MSOs signed
on for The WeB include TCI, Time
Warner. Century and TCA.

Each weckday, The WeB will ofter a
tfull slate of chitdren’s programming,
including the regular Kids™ WB! hineup
and some 1op children’s syndicated pro-
grams. such as Beasr Wars. The after-

noons will be filled with a smattering of

talk shows, such as Warner Bros.
Domestic Television’s The Jenny Jones
Show, and oft-network programs Kuight
Rider and Mujor Dad. The WB's prime
time lineup will in¢lude off-network
episodes of Friends and The Rosie
O’ Donnell Show.

The weekend schedule tor The WelB

Fox commits to

anti-drug messages

Fox Family Worldwide says it will
incorporate anti-drug messages
into its programming. That pledge
was made at a meeting in Los
Angeles attended by Fox executive
producers that do business with the
Fox Kids Network (FKN) and Fox
Family Channel and executives
from the White House Office of
National Drug Control Policy
(ONDCP), the National tnstitute on
Drug Abuse and Partnership for a
Drug-Free America. Shown above
are Fox Family Channel and FKN
President Rich Cronin, ONDCP
Director Gen. Barry McCaffrey and
Fox Family Worldwide Chairman
Haim Saban.

will be highlighied by two hours of oft-
network runs of the NBC series ER in
carly-fringe time periods. The weekend
mornings will be devoted to children’s
programming, with the early atternoon
hours filled with action hours and
movies.

Syndicators participating in the new
venture include Western International.

DIC. Sachs Entertainment. Studios
USA. MGM and Beau and Arrow Pro-
ductions.

“The WeB obviously has ils greal
aspects all around. not the least of which
is the advantage to the svidicators. It's
really one-stop shopping tor them to get
more clearances than they probably
would have gotten in markets 100-

Capit.avi‘
Ideas. ..

Our financial
solutions have
helped hundreds of
companies in
broadcast, film and
video production
and post-produc-

I tion. live theatre
and motion
picture exhibition.

For simple.
competitive, and
quick leasing, or
tor addinonal
information, call
us today.

800-805-9999

www.chartfin.com

CHARTER FINANCIAL

In the high-
pressure world of
broadcasting. you
need to get equip-
ment financing
simply, quickly,
and competitively.

You need
Charter Financial.

Charter has
been a leading
financing resource
1o the media and
entertamment
industries for over
20 years.

Media Division

Herb Lindsley
Senior Vice President
hlindsley@charttin.com
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Tobacco Roadblock
W FIE-TV pulled a series
of ads for a conve-
nience store chain called
Tobacco Road after the
station's lawyers found
the ads dangerousiy close
to violating a 1971 federal
ban on tobacco commer-
cials. “These were very
clever ads,” says Steve
Langford, general manag-
er of the Evansville, Indi-
ana NBC affiliate. *“But
we’ve got to be careful.”

The ads in question tell
viewers that “'we can’t talk
about some of the things
we sell at Tobacco Road,”
and end with “Tobacco
Road, gas and cheap
prices on things we can’t
mention here.”

Langford says that the
station first thought the
ads had circumivented the
ban in a creative way, but
complaints from an anti-
smoking group prompted
Langford to run the ads by
the station’s attorneys—
who decided that the ads
could be close to a viola-
tion. Smokefree Indiana, a
federally funded advocacy
group, says it has filed a
complaint with the
Department of Justice and
is considering complaints
at the FCC and Federal
Trade Commission.

Jim Garry, who super-
vised the Tobacco Road
account for Louisville ad
agency Red7e, savs that
the ads were reviewed by
many stations’ lawyers
before they ran and that
they continue to run in
both eriginal and revised
versions on radio, cable
and broadcast TV in the
Kentucky and Indiana
areas that the convenience

STATION BREAK

By Dan Trigobail

stores serve. The revised
ads omit even the vaguest
reference to tobacco, he
says, and are “clearly not
as provocative as before.”
Nonetheless, he says,
“these stations have a busi-
ness decision to make, and
when you consider the cost
of defending [the ads], it
doesn’t make sense.”

WFOR-TV, Heftel
form Weather
network

BS’s wrOR-TV Miami

and Heftel Broadcast-
ing's four South Florida
radio stations will share
weather resources for
Spanish-language storm
advisories. The brainchild
of WFOR-Tv weathercaster
Bryan Norcross, the plan
includes Spanish updates
on WFOR-TV’s Hurricane
Hotline, recorded by
WQBA-AM commentator
Agustin Acosta. The TV
station will also provide
space in its newsroom so
that Heftel staffers can
relay information during
severe weather conditions,

In case of an

emergency...

he Federal Emergency

Management Agency
has tapped NBC affiliate
WRC-TV Washington to
serve as a test bed for the
broadcast component of
Project Impact. The pro-
ject is a wide-ranging pub-
lic service effort spear-
headed by FEMA to help
local communities prepare
for and protect themselves
from natural disasters.
According to WRC-TV chief
meteorologist Bob Ryan,
FEMA's interest in team-
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ing with the station was
prompted by wRC-TV’s
Weathernet4 Web site
(http:wxnet4.nbc4.com),
which itself began as a
cooperative agreement
between the station and
NASA 1o get more earth
and space science data to
the public.

The resulits of the six-
month pilot Project
Impact program at the sta-

WRC-TV is teaming with
the Federal Emergency

Management Agency to
help viewers prepare for
the worst.

tion, which will include
PSAs and community
meetings, will be shared
first with NBC O&0Os and
then with other stations
around the country.

He reports to Athos,

Porthos and Aramis
'Artagnan Bebel, cred-
ited with boosting rev-

enue in Indianapolis dur-
ing three and a half years
as general sales manager
for NBC affiliate wTHR
(TV), has been named vice
president and general
manager of Fox-owned
WHBQ-TV Memphis. In
addition to the now-filled
GM vacancy, the station
has been without a news
director. Bebel, a 39-year-
old New York native, says
filling that slot will be his
first priority.

News at breakfast,
lunch, dinner

and teatime
w LIw(TV) New York, a

noncommercial sta-
tion serving Long Island,
has signed a three-year
deal with the BBC to dis-

www.americanradiohistorv.com

tribute daily half-hour
newscasts, titled BBC
World News, to PBS out-
lets across the U.S. wLIw
will itself air three live
BBC World News bulletins
daily beginning Nov. 1, at
6 am., 7 p.m. and in late
evening. Other PBS sta-
tions agreeing to pick up
the BBC World News feeds
include KOCE-TV Los An-
geles, KTEH-TV San Fran-
cisco, KDTN(TV) Dallas,
WPBT(TV) Miami and
WPBA(TV) Atlanta.

That’s Doctor

Klotzman

hoenix ABC affiliate

KNXV-TV News Direc-
tor Jeff Klotzman says he
plans to leave the station
to pursue a doctoral
degree so that he can
teach journalism at the
college level. Klotzman,
KNXV-TV news director
since early 1997, previ-
ously was a news director
in other cities for more
than a decade. Klotzman
says he’ll be attending
Texas Tech for a master’s
degree in communica-
tions, followed by a doc-
torate in education. He'll
be replaced by Bob Mor-
ford, most recently news
director at wpxi(Tv) Pitts-
burgh,

Buenos dias

Los Angeles

os Angeles’s KTTV(TV)

has begun simulcasting
weekday shows Fox 11
Morning News at 6 a.m,
and Good Day LA at 7
a.m. in Spanish, via the
Secondary Audio Pro-
gram. The station says
they will be the only
morming news programs
in Los Angeles offered
with a Spanish simulcast,

All news is local. Conract
Dan Trigoboff at (202)
463-3710, fax (202) 429-
0651 or e-mail 10
d.trig@cahners.com.
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executive producer Don Hewitt.
In a summer with only scattered
original programming, networks’ news

magazines have accounted for many of

the summer’s top-ranked shows, with
CBS’s own 48 Hours and NBC's ubig-
uitous Dateline scoring well.

But CBS was scoring with repeats as
well. At press time, the network had also
won three consecutive Friday nights, its

best performance since 1988, as repeats
of Kids Say the Darndest Things and
Candid Camera won their time slots.
While CBS is pleased with its per-
formance, the summer viewing num-
bers show further decline for broadcast
networks from last year, as viewers
surf cable. the Internet or the beach.
CBS’s viewership last week showed a
4% decline from the same week last

BROADCASTING

year; NBC and ABC were down 12%
and 9%, respectively. Even Fox, which
has managed for much of the summer
to hold steady on the strength of some
original programs. fell 15%.

Being number one in household is
nice, a CBS executive pointed out, but
the ratings drop from last year is “not
something we're jumping up and down
about.” =

Judge for yourself
R ysher Entertainment’s

new syndicated series,
Judge Milis Lane debuts
this week on more than
127 stations representing
81% of the country. The
court series adds another
31 stations and another 9%
of the country on Sept. 14,
Judge Mills Lane will be
double-run on 65 stations
this year, including in 30
of the top 35 markets.

ABC's ‘Top Gun’

ovie producer Jerry

Bruckheimer (*“Top
Gun,” “The Rock™) 1s get-
ting a day job at ABC. He
began production in Van-
couver this week for his
first telefilm, Max Q, about
a fictional space shuttle
accident. The adventure
film will star Bill Campbell
(“The Rocketeer™) and
Paget Brewster {“Friends™).
The movie will air on
Thursday, Nov. 19,

Pax Pact

able operator Charter

Communications has
agreed to deliver the
fledgling Pax TV net-
work to Charter’s cable
systems in St. Louis and
in other markets where
Pax TV doesn’t have a
broadcast TV affiliate,
Paxson Communications
said last week. Paxson
will broadcast over 88
television stations repre-

senting 74 million house-

holds when it launches
Aug. 31. Cable agree-
ments like the Charter
deal will fill in the gaps,
giving it a presence in all
top-25 TV markets.

More Pax

ax TV has announced

two more programs for
its fall season. /r’s a Mira-
cle, about miraculous sto-
ries from everyday life,
will begin airing Sunday,
Sept. 6, at 9 p.m. The
show, featuring country
music singer Billy Dean
as host, will be produced
by Questar Entertainment.
PAX TV also will debut a
half-hour magazine show,
Woman’s Day, on Mon-
day, Aug. 31, the launch
date of the new network.
The show, slated for 2
p.m., is hosted by former
Miss America and veteran
TV personality Phyllis
George and former Man-
hattan Assistant District
Attorney Sloan Linde-
mann. It will not be
George's first shot at a
half-hour magazine show
based on a popular maga-
zine. Twenty years ago
next month she hosted the
short-lived People for
CBS. Her credits also
include a brief stint as co-
host of CBS Morning
News, as well as The New
Candid Camera and The
Challenge of the Sexes.

| By Michael Stroud and Jue Schlosser

Entertainment USA’s
long-form roster includes
A Safe Place for ABC,
Road 10 Kensington for
Lifetime and Dash and
Lilly for A&E. In addition,
the company has a 13-tele-

Twentieth film co-production
. deal with Show-

picks a time, including

‘Queen’ The Comfort Zone
wentieth and Emest Hem-
Televi- ingway’s After the

sion has ac- Storm. The effort

quired the will be headed by

rights to the Granada’s long-

former 1950s form development

talk/game The 1950°s ‘Queen chiefs Rob Rov-

show Queen  for a Day’ will get a ner and Jon

for a Day, 90°s remake. Cowan.

and the stu-

dio is looking into bring- Merry men

ing out a contemporary and women

version in syndication.
Twentieth executives say
they will be shooting a
pilot this fall and that any
possible syndication roll-
out would not be until
1999, The show was origi-
nally on NBC from 1956
to 1960 and on ABC from
1960 to 1964. The Emmy
award—winning production
team of Les Alexander and
Don Enright have been
attached to the project as
executive producers, as
has Chuck Braverman
(Meirose Place). Twenti-
eth executives say they
have yet to sign a host.

Granada boosts

Telefilms
ranada is making its
biggest-ever push into
television movies, with
projects for ABC, A&E,
Lifetime and Showtime
totaling 36 hours. Granada

avid Soul, Alison

Armitage and Jill Whe-
lan will appear in guest
starring roles on Wamer
Bros. International Televi-
sion Distribution’s The
New Adventures of Robin
Hood. Christie Woods has
been given a recurring role
on the new syndicated
hour, set to debut this fall.

TV tips

wd Housekeeping

magazine is getting
into the television business,
producing vignettes for
local stations. Twelve
vignettes, calied “Good
Housekeeping Reports,”
will be available each
month in 90-second for-
mats and will be distributed
via satellite twice 4 month.
Each vignette will feature
information and tips from
the editorial pages of Good
Housekeeping, with experts
from a variety of fields.
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CBS tops as everyone drops

Network is on a household winning streak,
although it lags in 18-49; viewership for
all nets continues to take summer plinge

By Michael Stroud

or six weeks this summer. CBS
F has been able to say it was the

number-one network in TV
households. Now it has to convince
advertisers to sit up and tike notice.

A five-week winning sireak for 60
Minutes, coupled with strong Friday
and Sundav night performances,
helped the network 1o its fourth consec-
utive household win (for the weehk
ended Aug. ). in a summer season of
reruns and slipping ratings.

CBS attracted Y.23 miltion viewers on
average for the week, ahecad of NBC's
8.98 million. ABC was third and Fox
was fourth in total viewers. [n house-
holds. CBS was 2% ahead of NBC,
according to Nielsen Media Researeh.

Still. some advertisers continue 1o
focus on CBS’s fourth-place showing
among the coveted 18-49-year-olds.

“There's a certain cachet and good-
will that comes from being the number-
one-ranked network,” says Audrey
Steele. manager of strategic media
resources al Zenith Media. “But house-

hold leadership is
less and less im-
portant in this
business. We don’t
buy households.
We buy specific
groups.”

CBS Television
President Leslie
Moonves will at-
tempt 1o remedy
that problem with
a 1998-99 strategy
designed to pull in
more male and
young viewers
with a4 mix of
younger-skewing
shows and NFL
games.

The trich will be to pull them in
without alienating CBS's existing.
older-skewing audience. which helped
CBS 10 its strong household figures. 60
Minutes and strong Sanday night
movies have hetped CBS dominate
Sunday over the summer. On Sunday,
Aug. 9. Tom Hanks' Philadelphia

War and Pax

Mike Wal'ace and company have
powered CBS’s household strength.

attracted 14 million
viewers und was the
fifth-highest-rated
show of the week.
The airing on the net-
work fortuitously
came as Hanks’ latest
movie, Saving Pri-
vate Ryan, plays to
critical raves at the
box office.

After five weeks as
the top-ranked show,
60} Minures fell 1o
number six for the
week.

The 60 Minutes
performance, fueled
by repeats of Emmy
award-nominated
pieces and other
strong material. un-
derlines the thinking
behind pians to add a
second night of the
show next scason. While CBS aired
repeats of 60 Minutes, NBC and Fox
continged to air original episodes of
their news magazines.

“I think it’s a tribute o [the 60 Min-
ares| team that people would rather sec
repeats of their old stories than other
people’s new stories,” says 60 Minures

Pa>son’s Pax TV (the name has been
quietly changed from Pax Net) claims that
a CBS suit over the fledgling network’s
plan to air a Dr. Quinn special was moti-
vated by CBS'’s desire to deflect criticism
abcut the series” cancellation.

“CBS is attempting to deflect attention
fromn viewer complaints [after] they elect-
ed to drop Dr. Quinn,” says Paxson
spckeswoman Nancy David Udell. *We're
mystified, since we view our efforts as
only enhancing CBS’s ownership posi-
tion.” CBS spokesman Chris Ender dis-
mis sed the claim as “ludicrous.”

The dispute centers on whether Pax-
son’s two-hour special violates an agree-
mert that CBS says restricts Pax TV from
airing more thar two minutes of Dr. Quinn

at a time in any promotion. The special includes behind-
the-scenes shots, story material related to the making of
the series and clips from the original. “Exercising your
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CBS is suing Paxson over a
‘Dr. Quinn’ special
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promotional right involvas running 15-
and 30-second spcts, not a two-hour pro-
gram based on someone else's material,”
Ender says.

CBS has two reasons for picking a
fight. One i= conrol over its own copy-
rights: Paxson has the right to air reruns,
not repurpase CBS material, CBS
argues. Seoond, CBS has plans for its
own special. The network is in final nego-
tiations with Dr. Quinn star Jane Seymour
about starrng in 1er own made-for-TY
movie for SBS. David Udell declines
comment or those issues, insisting that
Paxson is exercising its promotional
rights to air #s own special.

The largzr question is whether the dis-
pute w il hu+ Paxson’s position as a majcr

buyer cf CBS reruns. 3esides Dr. Quinn. Pax TV is set ta
run reruns of Touched by an Angel and Diagnosis Mur-
der wher it launches on A_g. 31.

—Michael Stroud
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Schreiber expresses no anxiety that
MSO stocks are trading at all-time
highs of 14-15 times cash flow, up from
7-8 times in early 1997. “There has
been a fair amount of resistance on Wall
Street to break ahead of the traditional
cash-flow multiple,” that is, valuing
companies as a multiple of their operat-
ing cash without paying as much atten-
tion to capital spending. “We believe
we're getting to the point where stock
will be priced as a multiple of free cash
flow, and that changes the picture.”

Time Warner is one of Schreiber’s
favorite stocks: “They have survived a
seven-year building phase, culminating
with the Turner Broadcasting deal.
They are now putting it all together very
effectively and generating dramatically
improving retums on capital for the first
time in history and generating free cash
flow for the first time in history.”

That desire for fundamental pertor-
mance has kept Janus from having
anything but a smaller position in
companies like USA Networks Inc.
While Schreiber respects Barry
Diller, he considers his ideas of using
Home Shopping Network, USA Net-
work and Sci-Fi Channel to fuel the
launch of a new broadcast network
too speculative. “He has one set of
ideas that is going to provide a lot of
cash flow, he has another set of ideas
that is going to soak up a lot of cash
for the foreseeable future,” Schreiber
says. adding that Diller “tends to be a
little further out in front than most
investors want to wait around for.
That’s not to say we're impatient, we
see better uses of our cash.”

That's also why Janus stecrs away
from broadcast TV—other than
CBS—Ilargely eschewing station own-
ers like Sinclair Communications Inc.
Instead. the firm has sizable positions
in radio station groups Chancellor and
Clear Channe] Communications Inc.

*We prefer radio,” Schreiber says.
“History would show that radio is a
less cyclical business than television
is, less capital intensive [and] pro-
gramming costs are much less. "'l see
much more room for ad pricing to
increase than in television.”

Now that radio groups have half a
dozen stations in each major market,
Schreiber believes they can push their
earnings, not through cost reductions
but by squeezing higher rates out of
advertisers. *If you look at ad rates on
a CPM basis, radio remains a very,
very low priced medium compared to
newspapers and television.” =

COMMUNICATIONS AND MEDIA FINANCE GROUP

— — -
Petry Media
Corp.
$30,000,000

| Acquisition/Working Capital
Financing _I

Buckley
Broadcasting
Corp.

Senior Credit Facility

Unity
Broadcasting
Network =~ |
$2,500,000 |

Radio Station Acquisition
L Financing |

T ——

Radio Station Acquisition
Financing I

The Interep B
 Radio Store

 $18,000,000

| Working Capital Line of Credit ‘

e s §

Strauglgledja |
Group |

$4,500,000 |

Broadcasting
Partners ‘
| $26,000,000 |

Radio Group Acquisition
Financing |

For oomFanicé that are making
themselves heard, we've helped
them turm up the voluve.

At Summit Bank’s Communications and Media Finance Group,
we have a thorough understanding of the broadcast industry
and its specific needs. We can arrange the financing for deals
covering a wide range of sizes, while still providing the quick

turnaround our customers require. With our broad expertise and

commitment to personal service, let us work with you to structure
a customized package that’s ideal for your company’s objectives.

Communicatiens and Media Finance Group

Contact:  Hank Kush (609) 987-3497
Kern Stoddard (609) 987-3496
Mike Thomson (609) 987-3325
Catherine Q'Brien (609) 987-3615

Financing provided by

SuMMIT

BANK
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fund shrunk in half from redemptions
shortly after the conversion:
arbitrage people were buying the fund.”

Stansky has built the fund back up.
partly through a 30% gain in Media
and Telecom’s holdings during the past
12 months, but mostly from new
investors drawn by that performance.

Stansky faces a tough performance
standard. Not compared o other T,
Rowe managers. but to his brother.,
Bob, who runs the famed $51 billion
Fidelity Magellan fund. Bob's been
lagging the S&P 500 as well.

Stansky joined T. Rowe in 1989,
after getting his MBA at Massachusetts
Institute of Technology’s Sloan School
of Management and working as a
financial analyst at Honeywell Infor-
mation Systems,

Stansky’s biggest media holdings are
Outdoor Systems Corp.. Liberty Media
Corp. and Universal Outdoor Corp. He
also has slices in Jacor Communications
In¢. and Cox Communications Ine.

I believe broadcasting and outdoor
will continuc to consolidate,” Stanshy
says. “[ think cable does have a promis-
ing future, so ['m still there.” He's high
on MSO Cox because of what he
belicves is strong management and
high-quality
cable systems.

really loves is
the  outdoor
advertising
business —
plain old bill-
boards.

He believes
outdoor com-
panies will be
particularly
resilient when
recession hits.
He feels much
the same abow
radio stations,
partly because
they still have room to exploit the oper-
ating leverage created by increased
limits on the number of stations that
can be owned in a single market.

He does not, however., belicve that
Congress will offer similar relief 10 TV
broadcasters. who want o lift restric-
tions limiting them to one station in a
market. “Stocks would rocket because
everybody would think everybody is
for sale,” Stansky says. “But TV influ-
ences elections. I think they re going to
be real careful before allowing duopo-
lies.™ a

“Lots of

lam!s Capital’s John Schreiber

‘We like companies with
good fundamentals.”

By John M. Higgins

on’t look for Janus Capital Corp.
analyst John Schreiber to be spend-
ing a lot of time chasing the latest
Internet retail or search engine stock.
“We like companies with good fun-
damentals, generating increasing
amounts of frec cash flow, showing
improving returns on  capital,”
Schreiber says. “That tends to lead us
away from more speculiative new
media stories and into the bread and
butter cable and broadcast areas.”
Originally from ldaho. Schreiber
started out as a mechanical engineer,
following his father’s footsteps. He
worked for a Scattle gas utility after

graduating from the University of

Washington and quickly realized thu
tollowing his father's footsteps was a
bad idea: T actually figured out in col-
lege [ didn’t want 1o do this.” The pay-
cheeks that flowed in, however, awak-
ened an interest in the stock market. So
he went east to Harvard for an MBA and
landed a job as an analyst for Fidelity
Management in Boston, trained in the
mutual fund giant’s rigid focusing on
specific sectors, in his case. retail
stocks,

Last October he moved 1o Janus, a
Denver-based mutual fund manager
with $90 billion in its portfolio. But he
hat to quickly adjust to the company 's
unspecialized approach of assigning
analysts stocks from several different
sectors. including media, retail, bank-
ing and PC manufacturers.

“I canie from an environment where
everyone is a specialist.”™ Schreiber
says. "It does become clear, after you
getused o it, the benefits of covering a
multitude of industries at once, It lends
itself 10 a broader perspective.” His
media assignments include CBS. Lib-
erty Media Corp. and Time Warner.

That’s good training to move up 1o
become a portfolio manager. However,
it also results in oddities such as
Schreiber covering Tele-Communica-
tions Inc. subsidiary Liberty Media
Corp.. which trades separately as a
“tracking stock.” while another analyst
covers TCl itself. The good news is
that because he’s not obliged to cover
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an entire sector. 'l don’t have to spend
a lot of time on stocks [ don't like.™
The company’s major media hold-
ings include positions of $1 billion or
more in Comcast Corp., CBS Corp.,

TCl and Time Warner Inc, “We have
been big participants in the cable
movement,” Schreiber says. “We have
a pretty heavy weighting in the cable
stocks.”™ However, the company has
been investing in cable during its rocky
pertods when the fundamentals weren't
all that attractive.

But they seem to ke now. Schreiber
believes cable operators™ assertion that
the huge cost of upgrading systems is
largely behind them and that the optical
fiber-rich plant now in place will prove
versatile enough to offer new, profitable
data. digital video and telephone ser-
vices,

Even after the recent tripling of
MSO stock prices. Schreiber sees the
companies as cheap: “Either the mar-
ket doesn’t yet believe that this
upgrade cycle is the last one. or the
market docs not believe in the future of
additional services that will be offered
over broadband. “We're believers,”

He contends that even with the
equipment ¢xpenses needed to launch
SO many new services, operators will
have to plow less and less of their oper-
ating cash flow back into hardware.
leaving them with significant “free™
cash flow for the first time,

David L. Cornwell
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was unfamiliar with economics and
took a course, out of curiosity.

“l'kind of liked it.” she recalls. “And
I realized it was a lot harder for other
people than it was for me.”

That interest led to post-Brown work
doing economic modeling and eventu-
ally propelled her into graduate busi-
ness studies at the Wharten School. In
one of her initial courses there, a pro-
fessor assigned her (o build an cconom-
ic model that would predict stock mar-
ket ups and downs.

The professor didn't expect her o
succeed. She did, paving the way o
Miller Anderson Sherrerd. where she’s
been for the past 12 years.

On the telccom front, Armstrong
likes GlobalSuar, a satellite phone ser-
vice firm that’s launching a constella-
tion of tow-Earth-orbit satellites to
deliver the service. InterMedia Com-
munications. a competitive local
exchange carrier also is in the portfo-
lio.

MAS’s decision to launch a small-
cap tund at a time when small-cap
funds have been performing poorly
seems curious. But there was a well-
conceived rationale behind the deci-
sion, Armstrong says. “The main rea-

son we did it is because there’s a lot of

demand from clients. A lot of good
small-cap managers are closed. We
thought the way we manage stocks in
the mid-cap fund would work just as
well in small-cap.”

The fund was down in its first
menth. hardly surprising considering
the overall poor performance of small-
cap company stocks, But it did better
than the Russell 2000 Index. the
benchmark that Armstrong and co-
manager David Chu are using to mea-
sure the fund’s performance. Mean-
while, they're prepared to be patient.
“When small-caps outperform, they do
it very sharply and very quickly.”
Armstrong says.

Which gets back to Armstrong’s
willingness to make tactical shifts.
She’ll stick with a stock if she’s con-
vinced the fundamentals are strong and
the market eventually will value shares
appropriately. At the same time, she's
not afraid to get out.

“If a stock is not working. what a lot
of people do is buy more of it,” she says.
“You have to be able to move on.... The
important thing is to look in the portfo-
lio and identify where the risks are. You
have 10 take risks to make money. but
you don’t have to take unnecessary or
stupid risks.” ]

T. Rowe Price’s Brian Stansky
“I want to find good spaces, where
there’s multiple expansion plus
earnings and cash-flow growth.”

By John M. Higgins

hen Brian Stansky took control
of the T. Rowe Price Health
Sciences Fund last February he
started to clear out casino-like biotech-
nology stocks from the $320 million
fund. The previous manager had

weighted the portfolio toward the
mega-hit or mega-miss drug stocks like

Bone Care International—a self-
described “emerging pharmaceutical”
company developing Kidney and bone
drugs that generated $37.000 in rev-
enue during fiscal 1998, In their place
he put more dependable major pharma-
ceutical and medical device stocks.

Even though the fund runs just $299
million Stansky is blamed for roiling
the biotech market because some of the
issues he sold were very thinly traded.

Stansky shrugs, saying that he likes
solid companies with strong funda-
mentals: "My approach is that I want to
find good spaces. where there's multi-
ple expansion plus earnings and cash
tlow growth. [ don’t try to take undue
risk.”

That’s why when you look at the
other fund Stansky manages—T,
Rowe's Media and Telecommunica-
tions Fund—you won’t find it loaded
with Internet portal and retailing

stocks. What you will find are bill-
board, cable and paging stocks.

“AQOL’s been a good sized holding
in the fund for a while; we’ve stuck
with it,” Stansky says. I like to count
something other than page views. | like
to count cash.”

The fund has had a tough life. Media
and Telecom started out as the New
Age Media Fund. T. Rowe’s first stab
at a closed-end fund and an infrequent
attempt at a sector fund. The fund was
born in 1993, two days after Bell
Atlantic Corp. announced a plan to
take over Tele-Communications Inc..
with information superhighway fever
in full effect. Hoping to raise $75 mil-
lion. T. Rowe raised $225 million.

Unfortunately. as that takeover and
the tever fal-
tered, so did the
fund. which
lagged the S&P
500 for three
out of its first
four years.

Even worse,
as a closed-end
fund it had
additional trad-
ing problems,
trading at an
unusually high
discount to the
value of the
stocks it held,
up to 18%.

So the fund
converted, Stan-
sky was installed as portfolio manager
and it dumped the somewhat flaky “new
age” name to rechristen it Media and
Telecom.

The bad news is that investors
expecting the conversion had loaded
up on shares, anticipating that after
buying at a discount they could then
redeem them for full NAV after the
conversion,

Nothing is more disruptive (o a
money manager than having to suddenly
cash out a lot of investors. selling stocks
to raise the money. Stansky says the

£
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7,912,915 Shares

<C> Citadel Communications Corperation

Common Stock

Price $16 Per Share

Copies of the Prospectus describing these securities and the busine
of the Company may be ablained from any of the undersigned In Slate
n which such underwrilers may legally offer these securities. Thi
announcement 1s neither an offer 1o sell nor a solcitation of an offer lo buy
these secunbes. The oMer 1s made only by the Prospeciu:

Prudential Securities Incorporated
Donaidson, Lufkin & Jenrette
Goldman, Sachs & Co.
NationsBanc Montgomery Securities LLC

Bear, Stearns & Co. Inc. BT Alex.Brown Credit Lyonnais Securities (USA) Inc.
[ty

Credh Suisse First Boston Lehman Brothers Mernll Lynch & Co.

Morgan Stanley Dean Witter Salomon Smith Barney J. C. Bradford & Co.

Hoak Breediove Wesneski & Co. Raymond James & Associates. Inc

July 1998
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Media Group, Inc.
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Prudential Securities Incorporated

First Chicago Capital Markets, Inc.
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TESCORPINC.

has been acquired by

Supercanal Holding S.A.

The undersigned acted as financial advisor
to Tescorp, Inc.

Prudential Securities Incorporated

February 1998

@ Prudential

Securities

SunMedia Corp.

has sold its subsidiary

Community Newspapers, Inc.

to

Journal Communications, Inc.

and has been acquired by

Advance Publications, Inc.

The undersigned acted as financial advisor
to SunMedia Corp

Prudential Securities Incorporated

May 1998
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mirket values, But Fiszel sees consid-
erably more upside potential and con-
tends recent broadcast deals translate
Into a private-market value for Young
in the $70-$80 range. The company
recently announced it had hired an
investment banker to explore strategic
alternatives, and Omega recently
increased its stake in Young to 5.2%.

“Young is very smart,” says Fiszel. "He
used his excess cash tlow 10 repurchase
stock at $35 a share. which made him and
those investors who held on larger owners
in his company. He knew he was buying a
great TV operator at 10 times cash flow.
And he was able to buy his own shares
cheaper than he could buy anyone else’s.
.. We Jove to see companies that want to
increase shareholder value.”

Another factor in Fiszel's value
mvesting approuch is debt. Under the
right cconomic conditions—primarily
declining interest rates—a highly lever-
aged company can be attractive.
“Today’s current interest-rate environ-
ment is responsible for the rising pri-
vate-market values as an acquirer’s cost
of capital has declined. allowing for sig-
nificant multiple expansion on these
highly keveraged equities.” he says. “In
general the value of an enterprise will
grow over time
commensurile

lying growth in
cush flow,
which, in the
case of Liberty
and USA Net-
works, ts com-
pounding at
1 5% -20%
annually. Natu-
rally, the equity
returns will be
cqual to or
greater than
this growth,
depending on
the amount of
leverage used in the capital structure.”
Like any disciplined investor, Fiszel
is constantly guarding against letting
emotions and personal biases influence
his decisions. He's also alert for factors
that cowld affect the sector. “The key to
the media and broadcasting sectors is
advertising. and advertising is one of
most discretionary expenses businesses
have,” he says, It advertisers (rim ad
budgets and use price discounting to
grow revenue. media and broadcasting
will be negatively impacted. That's
what 1'm concerned about.” [

Miller Anderson &
Sherrerd’s Arden Armstrong

“We make a lot of
tactical shifts.”

By Price Colman

he portfolios that Arden Arm-
strong manages for Morgan Stan-
ley Deuan Witter's Miller Ander-
son & Sherrerd unit encompass an
eclectic mix of holdings—media/enter-
tainment and telecom (o construction
rental firms—even garbage companies.
The $1 billion MAS Mid-Cap Growth
Equity Fund and $3 million Small-Cap
Fund. opened in July, tend 10 be over-
weighted in media/entertainment, tech-
nology, telecom, health care and retail-
ers. with about 70% of holdings being
Nasdag-traded issues. Armstrong says.
With that kind of mix of stocks, it"s
cructal to be fast on your feet,
“We make a lot of tactical shifts,”
says Armstrong. “Our philosophy

allows us to buy different kinds of

stocks. If we're reatly bullish, we'll

shift into more aggressive growth, If

we're Kind of cautious, we'll shift into
more stable stocks.™

Right now, Armistrong is feeling
cautious. “We're worried about the
market since the Asian crisis hit last
October,” she says. “We're not wnrried
enough about it to be bearish, but we're
trying to pick stocks whose carnings
are not as much at risk. We belicve
Asia is going 10 cause the economy to
slow, so we're (rying to find stocks
with less Asia exposure. That’s why
we have more media stocks.™

Among her current cable picks are
Cablevision Systems, Comcast, Cox.
and cable-related United Video Satel-
lite Group. Until recently, TCl was in
the mid-cap fund. but with the AT&T
merger, Armstrong sold it into MAS's
large-cap fund. Leading cable hard-
ware vendor General Instrument is
another mid-cap holding.

Armstrong’s basic approach: Buy
stock in companies with good growth
rates. stable business models, rising
margins and rising carnings estimales.

Cable fits into that group—which is
why. over the past year. Armstrong has
pumped up those holdings while easing
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out of stocks in computer hardware com-
panies whose carnings have showed
weakness for the past couple of quarters.

Radio is another current Armstrong
favorite. She prefers it 1 broadcast TV
stocks because the ad market for radio
is stronger., and because she considers
consolidation in the radio sector (o be
advancing more effectively than in
TV. Among her radio holdings are
Jacor, Spanish-language Heftel, Clear
Channel, Chancellor and Citadel.
Despite the emphasis on radio. the
mid-cap portfolio has what Armstrong
calls “a very strong position™ in Univi-
sion, which dominates the Spanish-
language TV broadcast niche. She also
has her eye on the impending Fox
Broadcasting initial public offering.
although she’s awaiting information
on the pricing before she makes a final
decision.

On the entertainment side, Arm-
strong likes Liberty Media-TCI Ven-
tures Group. Cinar Films, theme-park
opcerator Premier Parks, IMAX. SFX
Entertainment and ski-property owner
IntraWest.

Unlike many of her money-manager
peers. Armstrong came (o investing
somewhat by chance. As a freshman at
Brown University in the early *80s, she
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MICHAEL §. OVITZ
ROY L. FURMAN
have invested

$22,000,000

@

SUPERCANAL

$300,000,000

o2

Served as Financial Advisor to
Livent

11.50% Senior Notes
due 2005

Lead Manager

ING M BARINGS

ING B BARINGS

April 1998 anuary 1998

The feature film library of
CONSORTILUM DE REALISATION 5AS
has been purchased by
Polygram Filmed Entertainment,

2 unit of POLYGRAM NV

SBGE

SINCLATR BROADCASTCROLE

$467,800,000 $225,000,000

Public Offering of
Common Stock

Served as Financial Advisor to
CONSORTIUM DE REALISATION SAS
Co-Manager

ING S BARINGS ING S BARINGS

November 1997 Octaber 1997

AH.

has acquired

KENS-TV San Antonio
from
The E.W.Saipps Company
in eXchange for the
Television Food Network

" fe‘é:-.s,, :

METRO GOLDWYN MAYER

$180,000,000

Initial Public Offering
of Commaon Stock

Served as Financlal Advisor to
Co-Manager A_H.Belo Corporation

ING MU BARINGS ING S BARINGS

September 1997

February 1997

AH.
Bt

has atquired

f 1
8

Salem Conmnaicatlons

The Providence Journal Company

$1,700,000,000

$150,000,000

9% Senlor Subordinated
Notes due 2007

Served as Financial Advisor to
Lead Manager A_H.Belo Corporation

ING S BARINGS ING 8 BARINGS

; F = >,

In a sector as dynamie and And as media and entertammen

ING Barings is showing impressive strength.

ING Baring Furman Sclz 11C has completed
numerous transactions i the last [8 months, demonsuating
iaginative corporate finance advice as well as equity and
debr capabilities

Our disunct approach is chatacterized by tocused
research which provides continuous. in-depth company
coverage: and by expenienced senior bankens who sy

with cach transaction trom scart to finish

i, TERY _

In the ever-changing world of media and entertainment,

With the advantage of full service corporate and
investment banking operations in many local markets and [
a substantial global presence. we are uniquely placed to
provide innovative one-stop financing solutions to the
media and entertainment world. For more informarion
please contacr ING Bariygn on wwiw.ing-barings.com

or telephone us on: 212 309 8616 or 212 319 8486,

BARINGS

www americanradiohistorvy com
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Newscast Producers. Top 50 ABC affiliate,
marke: leader, with strong commitment to news,
seeks 2 producers with 3 years of news produc-
ing experience. Must be a sell starter with ex-
cellent writing skills and have innovative ap-
proaches to producing the news. Must exercise
good news judgement and have the ability to
adapt quickly to changes during live broadcasts.
College degree preferred. Send tape, resume
and cover letter explaining news philosophy 10.
Cindy Vaughan, HR #830, WHAS11, 520 W.
Chestnut St., Louisville, KY 40202.

News Producer: Should have sound news judge-
ment, news gathering experience and thorough
knowledge of current affairs. Write fluently in
Spanish and understanding of spoken and writ-
ten Englisk. Should also have full command of
use of video, natural sound and of the utilization
of graphics 10 enhance a newscast. Knowledge
of rundown preparation and ability 10 backtime a
newscast. Good communication skills. Ability to
carry-out continuous live coverage and special
series, special events and elections. Freedom to
travel, must have valid passpon, drivers license
and at least one major credit card. Send resume
10 Myrna Sonora, WLTV Channel 23, 9405 NW
41 Street, Miami, Florida 33178.

News Director. Local NBC affiliate seeks News
Director for fast pace, fast growing news opera-
tion. Candidate must be qualified to serve as a
chief journalist, innovator, planner, coach,
motivator, administrator and liaison between sta-
tion and community. Broadcasting degree re-
quired. Serd resumes to HR, Newschannel 10,
PO Box 10, Roanoke, VA 24022-0010.
Newschannel 10 is an Equal Opportunity
Employer. M/F Pre-employment drug screening
required.

News Director, KTMD-TV (a Tetemundo owned
station} in Houston, Texas is seeking a dynamic
leader, with a proven track record, to head its
News Depariment. The ideal candidate will have
4+ years news management experience in televi-
sion journalism and newscast production and will
have a keen eye for local news. This individual
will be responsible for planning, personnel man-
agement, financial management and budgeting.
Preferably candidate will have a Bachelor's De-
gree ang be currently employed in television
news management. Bilingual applicants pre-
ferred. Send resume to: Marco A. Camacho, VP
and GM. KTMD-TV Channel 48, 3903 Stoney
Brook, Houston, Texas 77063. KTMD-TV is an
Equal Opportunity Employer. Women and
minorities are encouraged to apply.

KDTV has an immediate opening for a News Re-
porter. Requirements; (2) years experience report-
ing in localnetwork TV news. In depth pres-
entation/oral communication skills. Fully bilingual
written/spoken English/Spanish, w/emphasis in
Spanish. Gather, assemble information on local/
national news stories. Strong live shot skills a
must. College degree required. Must fill out
application in person, provide resume: 50 Fre-
mont Street, 41st Floor, SF, CA 94105. 415-538-
8071. ECE.

Anchors, Reporters. Must have 1-3 years ex-
perience. Looking to move up? We are 100king
to represent America's best! Send nri&r to:
American Media Management, 54 S. 9th St.,
Suite 337, Minneapotis, MN 55402-3102.
www._AMManagement.com.

News Director, WEIU-TV, Radio and Televi-
sion Center. Direction and coordination of 30-
minute TV newscast Monday through Friday and
other programs as assigned on WEIU-TV. Teach
one course each semesler as adjunct faculty
member in Department of Journalism or Speech
Communication. Staff, train, supervise and
evaluate students involved in news operations.
Bachelor's degree in related field, significant pro-
fessional experience in broadcast news including
work as a reporter, managing editor, producer or
news director. Master's degree preferred. Start-
ing Date: October 1998. Date Credential Review
Begins: September 1, 1998. Complete applica-
tions will include a resume, list of persons who
can provide recommendations upon request, and
transcripts of all post-secondary academic work.
Official transcripts must be submitted prior to of-
fer of employment. Applications should be
addressed to: Jeffrey Lynch, Associate Dean, Col-
lege of Arts & Humanities, Attn: News Director
Search, Eastern lllinois University, Charleston, IL
61920-3099. Eastern lllinois University is an
equal opportunity/equal access/affirmative action
employer committed to achieving a diverse com-
munity.

KTUU-TV has an immediate opening for a third
Sports person. The position includes shooting, pro-
ducing, reporting and anchoring. Experience a
must! Send tapes and resumes to: John Car-
penter, KTUU-TV, 701 E. Tudor Rd., Suite 220,
Anchorage, AK 99503. No calls please. EOE.

KCRG-TV, needs a Specia! Projects Producer
to write, produce and serve as off-air talent for
news depariment specials and special projects.
Must be very organized and able to handle
several assignments at the same time. This posi-
tion requires working with sponsors on the pro-
duction of specials and special projects. Ex-
cellent people skills are essential. Applicant will
be required to produce newscasts during illness
and vacation. Four year degree or equivalent
with a minimum of one year experience in news
writing and producing. Send resume and tape t0
Personnel Coordinator, KCRG-TV, PO Box 818,
Cedar Rapids, |A 52406.

FOX News in the Fort Myers/Naples market
seeks a Co-Anchor for its established and award-
winning newscast. Minimum five years anchor
experience preferred. Accomplished reporter a
plus. Send non-returnable tape and resume 10
FOX WFTX-TV, Attn: Mark Pierce, 621 SW Pine
island Road, Cape Coral, FL 33991. WFTX-TV is
an Equal Opportunity Employer.

Evening News Anchor. NBC 15, located in one
of America's most desirable cities, is looking for a
person with great on-air delivery to join our team.
We are the faslest growing news organization in
the Madison area. Our anchors are journalists
and are expected to report as well, S0 reporting
and writing skills are essential. College degree
and three years professional experience re-
quired. Send resumes and non-returnable tapes
by August 28, 1998 to: Personnel, NBC 15, 615
Forward Drive, Madison, WI 53711. No phone
calls piease. NBC 15 is an Equal Opportunity
Employer.

Assistant News Director. Immediate opening
for creative and motivated news leader. Group
owned station in desirable 50 size market. Great
opportunity for a larger market EP or smaller
market assistant news direclor. We are an EOE
and qualified minorities and females are en-
couraged to apply. Pre-employment drug screen-
ing required. Send resume and pay requirements
10 Box 01413 EQE.

CLASSIFIEDS

Executive Producer: WUSA, the CBS affiliate
in Washington, DC is reopening its search for a
prime news executive producer. This is a key job
in one of the busiest and most competitive news
markets in the country. Working with the manag-
ing editor and line producers, you will be responsi-
ble for insuring our top-rated weekday evening
newscasts are bright, compelling programs which
touch all facets of our diverse community. This is
an outstanding opportunity for you if you have 3-
5 years news management experience and are a
great preducer yourself. Rush tape and resume
along with a page or two on your approach to tel-
gvision news to: Mike Cavender, VP/News,
W*USA, 4100 Wisconsin Ave., NW, Washington,
DC 20016. Gannett Television is an Equal Op-
portunity Employer.

Assistant News Director. We've lost a critical
link in our operation and need someone with the
skills to step in. In our shop, the Assistant News
Director is responsible for the day 0 day news cov-
erage. We're jooking for a pro with excellent
journalistic and management skills. Previous pro-
ducing, reporting and supervising experience is
mandatory. We would expect the successful
candidate to have a ten-year history in broadcast
news and a clearly defined philosophy of news
coverage and personnel management. We are
the Number 1 station in the 37th market. If you
think you have what it takes and want to be par
of a successful and growing chain of stations,
send a resume and your idea of how the job
should be handled to: Jim Loy, News Director,
WOOD TV8, 120 College Avenue, SE, Grand
Rapids, MI 49503. No phone calls, please. EQE.

HELP WANTED PROMOTION

Topical Promotions Producer., ABC-7, WJLA-
TV in Washington, DC has immediale opening
for a top notch addition to its promotions team.
We need a conceptually strong, creative talent
who has imagination, energy and a contemporary
slyle 1o make its mark in the #7 market. Promo-
tion and advertising for all on-air news products,
local program specials and news topicals. A min-
imum of 2 years as a news promotion/writer pro-
ducer at a television station, cable operation or
broadcast network. Experience in a Top 50
market preferred. Send resume and non-
returnable reel 10: Human Resources, WJLA-TV,
3007 Tilden Street, NW, Washington, DC 20008.
EQE.

Writers/Producers. No more news - ever! Just im-
agine...millions and millions of viewers influenced
by your break through, cutting edge enterain-
ment promos! Soon you'll forget the meaning ol
the “if it Bleeds, it Leads.” Writers/Producers:
This is your chance 10 be a part of history, break
new television ground and have bragging rights
of launching the 7th netwcrk. If you're willing to
work hard, buck tradition and love your job, your
resume and tape should be at PAX-TV now.
Rush {we launch August 31) your goods to: Pax-
son Communications Corporation, Attn: Human
Resources, 601 Clearwater Park Road, West
Palm Beach, FL 33401. Remember, we're just
minutes from the beach. Equal Opportunity
Employer.

TV Promotion Producer. Make your mark and
work for a top-rated small market NBC affiliate.
WVIR-TV seeks a creative self-starter to work
with existing staff. Individual hired will write and
produce premotion for daily news topicals, series,
special programming, public service and con-
tests. Must be a strong writer with TV promotion
experience. AVID editing a plus. Send letter, re-
sume and non-returnable VHS tape to: Promo:
tions Manager, WVIR-TV, 503 E. Market, Charlot
tesville, VA 22902. EOE. No calls please.

|
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CLASSIFIEDS

Promotion Writer/Producer. We're looking for a
self-motivated marketer with strong writing and
editing skills to produce our daily news topicals
and some series and image promos. A related
degree from a four year college is required, and
AVID or other non-linear experience is a plus. If
you can tease., we need to talk. Send your re-
sume and non-returnable 1/2* tape to: Dan
Steele, Operations and Program Manager, WPSD-
TV.PO Box 1197, Paducah, Kenlucky 42002-1197.
No phone calls, please. M/F, EOE, ADA.

Promotion Manager. Midwest CBS affiliate has
an immediate opening for an experienced and
creative Promotion Manager. The person will
need to be well-organized with strong manage-
ment and team skills. Must be able to imptement
and schedule News and station program promo-
tions to bring viewers to the station. Knowledge
of digital editing is essential. The station has
been recognized nationally for its hard-hitting and
creative Promotion and News campaigns. If you
think you fit the bill and want to be part of an ag-
gressive and professional local affiliate, send
videotape, resume, references and cover letter
stating your professional experience to; Human
Resources. WANE-TV, 2915 W. State Boulevard,
Fort Wayne, IN 46808. Please, no phone calls. EQE

HELP WANTED PRODUCTION

Producer. KTRK-TV has an immediate opening for
a supervising producer for our new local one-hour talk
show, Debra Duncan. Qualified applicant must be a
creative genius who can consistently recognize and
generate compelling and promotable show segments.
Must be well read and posses the following: Excellent
people skills, exceptional control room demeanor,
superb writing and production skills plus the ability to
work under pressure and tight deadlines. Three years
of producing experience preferred. Qualified
candidates shouid send tapes and resumes 10: Karen
Melamed, Executive Producer. KTRK-TV, 3310
Bissonnet, Houston, TX 77005. Nophone calls please.
Equal Opportunity Employer. M/F/D/V.

TV Production Specialist. $20-22k, benefits,
overlime. Kansas State University, Manhattan,
KS. Call 785-532-7041 for full details. Review
begins 9/4/98, open until filled. KSU is an affirma-
tive action, equal opporiunity employer.

Production. KOTV, a member of the 17 station
A.H. Belo group, is seeking a full-time, Post Pro-
duction Editor with 1 to 2 years experience to
post promos and spots. We're well equipped w/
GVG 141, GVG 250. GVG Kaleidoscope,
Quantel Paintbox and Picturebox, Digital
Betacam, Chyron MAX, and an Avid arriving this
fall. We're looking for great technical sirength,
positive attitude, and the creativity 1o match.
Rush letter of application, resume., and non-
returnable demo reel to: Personnel Dept. KOTV
P.O. Box 6, Tulsa, OK 74101. EQE M/F; an A H.
Belo Broadcasting Company.

__HELP WANTED PROGRAMMING _

PGMS Installer/Trainer. Peter Storer & Asso-
ciates is looking for a qualified person to add to
our Client Services Dept. The position includes
on-site installation/training, data entry. and tele-
phone support for The Program Manager
System, the leading television programming
software system. Trave! is required. Send your re-
sume to Director of Cliet Services, Peter Storer
& Associates, 1361 W. Towne Square Rd., Me-
quen, WI 53092, Fax 414-241-9036. E-mail
karen@storertv.com. No phone calls please.
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_HELP WANTED CREATIVE SERVICES

HELP WANTED MISCELLANEOUS

( WERE STORMING \
THE EEACH I MiIAMI!

Come do cutting edge design at a cutting
edge TV station. Barry Diller’'s WAMI-TV in
Miami Beach, Florida is fooking for a next
deneration Graphic Designer. WAMI is the
only hyper local TV station in the country,
broadcasting from a glass storefront
studio smack dab in the middle of South
Beach. If you want to do non-traditional
work in an environment that nurtures
creativity rather than squashes it, this is
the place to be.

VIRAFHIL DESIKOHNEDR

You'lf do the gfx for branding, show opens,
promos, print, a unique newscast, and
more. We have all of the toys: 5GlI,
PowerMac’'s, AfterEffects, the works!!t
Strong design and conceptual skills are a
must. Bonus points for being MAC savwy.

compensation package, full benefits and a
no snow climate guarantee. It is Florida
after all and we're 2 blocks from the
Beach. Rush that reel to:

WAMI-TV
Attn: Gina Board
605 Lincoln Road
2nd Floor
Miami Beach, FL 33139

USA Broadcasting provides an excellent |

w Broadcasting 15 an Equal Opportumty Employer.

[/ ]
BroadcastigsCable
CREATIVE DESIGNER

BROADCASTING & CABLE is seeking Creative
Designer with 4-6 years of experience. Must he
able to handle multiple projects on tight deadlines
and budgets, manage small staff and supervise
freelance photographers and designers. Must
know Quark Xpress, Adpbe Illustrator and Adobe
Photoshop. New York based position.

Send resume w/sal. rqmts. to:

Cahners Business Information
HR Dept. - BC-ART
245 W. 17th Street
New York, NY 10011
Fax: 212-727-2425

We appreciate your responses hut will only he

responding to qualified applicants.

WANT TO RESPOND TO A BROADCASTING &
CABLE BLIND BOX ?

Send resumetape (o

Box i

245 West 17th S1., New York, Mew York 10011

wWwWw americanradiohistorv com
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As one of the fastest growing, most progressive
broadcast groups in the nalion, SINCLAIR
COMMUNICATIONS, INC. owns and/or provides
programming services or has agreements 1o acquire
57 stalions in 37 separale markets, and owns,

; CLAJR provides sales and prograniming services to, or has

agreements of options to acquire 50 radio stations in
10 separate markets. Sinclair's television group will

include ABC, CBS, FOX, NBC, WB and UPN affiliales. As our
phenomenal growth conlinues, we seek the ane element which gives
us the edge on the competition and the power to stay on top-the best
people in the business. If you are a molivated team player with a
successful track record, an oppertunity may await you at Sinclair;

Baltimore, WBFF/WNUV-TV-FOX/WB

Associste Producer

Candidates should he strong writers ancl reacdy to take
on a line procueing position, At least 1 year rewsroxom
experience required and soine line producing ability
preferred. Send resume and tapee, BC#155

Cincinnati, WSTR-TV/WB
Promotion

Will oversee all aspects of station promotion including
supervision of all promotion personnel. budgeting, and
meddia Duying. Incluckes approving all prosnotion scrpts lor
air and ralio ard approving all print ads. Responsibie for
the entire “onrair” ook of the station. Send resume, BC#156

Columbus, WSYX/WTTE-TV-ABC/FOX
General

Assignment Reporter
Candliciates shouk D havea solicd Dackground in news gathering,
inchuding a mininwam of two years omair experience. Must hea
Hoxch writer andd he able to perfom well Bve, Please sceud
resyamearkl nonretumable VHS tape. 10'#157

Nashville, WZTV/WUXP-TVFOX/UPN

Strong Local Sales Manager neededd to take chiirge of an
experienced sales staff. Candicate must e able to
mutivate and manage while creating new business. Skills
and experience necessary include TvScan, campater
skills, hiring anxl training, proven hegotiation track
record, proven new business leader, communication and
woal setting abilities. 35 years tekevision and
management experience required. Selling experience ina
metered market preferred. Send resunie. BC#ISR

Syracase, WSYT/WNYS-TVFOX/UPN
Local Sales Manager

Sevddiggacynaimic, proactive i ividue! tolead ocal sales stalf
Frve years hrvadeast experience profemad Send resme. [3C# 150

Winston-Salem, WXLV-TV/ABC

Manager
CGenerate daily story ideas. Collaborase w/re orters,
photographers and procucens: assign and manage cnewss: trck
ongoge stones. Three years experience as assigirment editor
or prikiucer preferren. Application deadline 83108 BC#IGD

Winston Salem, WELV-TV/ABC

Write viewer-driendly, engaging hews stories, edit Incar
videotape aixl participate In the story developiment
process. Six mosths experience in news writing and linear
editing preferred. Application deadline %3108, BCRIGL

Seeking News Anchor/Cohost for new oneshour moming
show. Will help write the show, make ublic appearances
as cesinated by management and will also report for other
newscasts two days per weele Oneyear experience
reqjutired. Application deadline 8/31/98, BCw 162

Winston-Salem, WXLV-TV/ABC

Weehend News Anchor/Reporter

Candidate will help write the show. make public
appearances as designated by inanagement. and wilt atso
report fur other newscasts 3 days a week Onesyear
experience required. Three years experience as tekevision
news anchor/reporter preferred. Needied for September |
opening. Application deadline 8731 /58 BC #163

Mail your resunie in confidence inuncediately to:
Broadeasting & Cable, 245 W | Tth Street, NY, NY
10011, Attn: Job #

SBG

SINCLAIR BROADC AST GROUP

Sinclair is proud to be an
EQUAL OPPORTUNITY EMPLOYER
and a BRUG-FREE WORKPLACE

WOMEN AND MINORITIES ARE ENCOURAGED T APPLY
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PROGRAMMING FOR SALE

Own ATTIC GOLD, a TV series of 22 haif hours
shown on te Nostalgia TV Net. Antiques. collecti-
bles and keepsakes are the topics of the Beta
Master tapes that include the music, talent and ti-
tle copyright 6 minute format, ideal for group
ownership. Call PennPar, 800-473-6672 for demo.

TV RESUME TAPES

Career Videos prepares your personalized
demo. UniaLe format. excellent rates, coaching.
job search assistance. tape critiques. Great track
record 847-272-2917.

Trying for that first job? We can save you from
wasting anather tape. Professional tape critiques
by industry experts only $30. Let us help. htp:/
members.aol.com/tapeadvice or call 1-800-967-
8537.

I

SITUATIONS WANTED PRODUCTION _

Talent Coordinator/Producer with great contacls
and over fifteen years experience in television,
radio and live event production seeks challenging
opportunity. Call 212-875-0086.

TV SALES TRAINING

LEARN TO SELL TV TIME

Prepare for a career
in TV time sales

Call for FREE Info Packet

ANTOMELLI MEDIA
TRAINING CENTER
(212) 206-8063

CLASSIFIERS

HELP WANTED RESEARCH

CABLE

" HELP WANTED MANAGEMENT

M E D I A

MANAGER, SALES & MARKETING

Encore Media Group, the nation’s largest provider of premium movie networks has an immediate opening
at our El Segundo. Califomia office. You'll be responsible for developing, implementing, and managing
marketing plans for affiliates and emerging distributors. This includes designing and implementing
marketing campaigns, managing client relationship, and encouraging proper positioning and pricing of
Encore's services. Qualified candidates will have three years experience in sales and marketing,
demonstrated ability to manage multiple projects, excellent verbal, written and math skills, an eye for
detail and ability to travel. We prefer a Bachelors degree, experience with contracts, and an
understanding of direct to home distribution. Send resume and salary history to:

Encore Media Group

2250 E. Imperial Highway
Suite 650
El Segundo, CA 90245
Successful candidate will be subject to a drug test ECE.

G R O U P

TRAINER

FOX SPORTS NET is seeking a
Trainer for Fox Sports Net and FX
Sales groups. Responsibilities include
training staff on sales orders and
processes including revisions, make-
goods and preemptions; writing training
manuals; and developing training
schedules. Position is located in our
New York office.

Excelient computer skills required;
knowledge of cable ad sales or sales
assistant experience preferred. Salary
range: $35-$40K.

Send resume with salary history to:
Fox Sports Net, Attn: Human
Resources, Code: TR/BC, 5251
Gulfton St., Houston, TX 77081; or
fax to: (713) 432-7836. Equal

Opportunity \ 4
oy AFX

Employer.

— HELP WANTED SALES

BroadcastingeCable

We Need Your Passion for
Sales and Talent for Success!

Broadcasting & Cable has an exciting
opportunity  for a dynamic, energetic
individual. Seeking a seasoned sales
professional to drive cable industry ad sales.
Knowledge of TV, cable and related
industries preferred. Ideal candidate should
have 5+ years in ad sales for publishing,
cable television or affiliate sales.

For immediate consideration, send Yyour
resume with salary requirements to:

Human Resources Department - BC
Cahners Business Information

245W. 17th Street

New York, NY 10011

or fax to 212-727.2425. EOE MIF/D/V.

FOR DAILY CLASSIFIEDR UPDATES...

VISIT BROADCASTING & CABLE ONLINE

www.broadcastingcable.com

DIsGovery
1E piscoveey

INCORPORATED

RESEARCH ANALYST

The Ad Sales Research group at Discovery
Networks seeks an Analyst with the ability to
think  strategically  and  creatively.
Responsibilities include closely monitoring
ratings and demographic performance of
Animal Planet, utlizing Nielsen data to
develop sales support material and
positioning pieces that highlight network
performance versus the competition. Analyst
will have opportunities to present various
reports and findings to Ad Sales.

Applicant must be detailed oriented while
having strong oral and written communication
skills. Must have 2+ years in cable network
sales research or similar national television
experience. Knowledge of media dalabases
(PNF, CNAD, MRI, SMRB, Ad'Views, etc.)
strongly recommended. PC experience Excel,
Power Point and Word necessary. Please
send resume with cover letter and salary
history { a must to be considered) to:

Elizabeth Manjarrez
Discovery Communications, Inc.
641 Lexington Avenue
NY, NY 10022

No phone calls please. {

e ———— |
HELP WANTED PRODUCTION |

ADVERTISING
PRODUCER

At MediaOne, your contributions can
make a positive difference in the lives of
peOﬁle everywhere. That's the power of
working with a company committed to
delivering interactive cable service, high
speed data and Internet service and two-
way video transfer via the PC. So, if you're
ready for a company where your ideas can
come to life, it all comes down to one
MediaOne.

You will be responsible for writing scripts,
shooting and on-line editing commercial
advertising projects. and developing and
producing special marketing projects. You
must possess 2+ years' experience or
training in telecommunications/television
production, knowledge and proficiencr in
camera operation and video, and highly
developed creative writing, public rela-
tions and communication skills

We offer competitive compensation and
outstanding benefits with eligibility for
health care, dental, and vision coverage in
30 days. We also offer a 401(k) plan after
90 days, tuition reimbursement, and stock
options. Please send your resume, indicat-
ing Source Code ENBRD, to: MediaOne,
Human Resources, Attn: ZC, 141 NW
16th Street, Pompano Beach, FL 33060,
FAX: (954) 532-6612. MediaOne is An
Equal Opportunity Employer and encour-
ages the referral of diverse applicants. Pre-
employment drug screening required

MediaOne

Thie v Beasdband. This is the way
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HELP WANTED

__Promotions
Producer

We are seeking a hands-
on. high energy indvidual
with an extensive back-
ground in international
sports. In this position

you will utilize your
creativity and thorough
knowledge of the

industry to produce

stellar sales and mar-
keting presentations

as well as effective

on-air promouons.
Requirements include

a minimum of 3 years’
experience in concep-
tualizing, writing and  gue
producing on-air —
promotions and ‘

image campaigns

for international

Sports in a major
market. Written

and spoken fluency in
Spanish is also required.

If you're ready to put
in a great day's work,
send your resume to:
ESPN, Inc,
Ad #VL/25
ESPN Plaza

Bristol, CT 06010-7454.

DDNAAANTINA
FRONMO IO

Stepping into the ring never
felt so good. Here. at ESPN
you'll be an integral part of
the action, getting involved in
the everyday activity of
keeping the nation's premier
sports media company up
and running. And you'll

be able to advance your
career while you're at it.
Take a few swings. and get
into the action.

SI )

The worldwide leader in sports.

ESPN is an Equal Opgortunity Employer
i

TeLEviSioN PROMOTION
Proouctr/ WRITER

CNN seeks a Producer/Writer to create first-rate original Television
and Radio spots for the networks and services of the CNN News
Group. The right person will have at least two years experience
producing TV Promotion spots in a major market and will be at
home in the arcas of tape, film and graphics. Only candidates
under consideratton will be contacted.

RUSH 3/4" OR BETA TAPE AND RESUME TO:

Randall Tatum — Director, News Promotion
CNN Marketing and Creative Services

One CNN Center
5th Floor, North Tower
Atlanta, GA 30303

NO PHONE CALLS PLEASE

An Equal Opportunity Employer
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'HELP WANTED NEWS

~ SENIOR EDITOR |

MULTICHANNEL NEWS, a leading trade
publication of the cable industry, has an
immediate opening for a Senior Editor.
Ideal candidate should have 5+ years
experience covering television business. |
Knowledge of cable industry and
programming. Ability to thrive in the fast
paced environment of a daily or weekly
publication. Strong reporting skills. Send
resume w/salary requirements and 2
| writing samples to:

Cahners Business Information
HR Dept. - MCNSE
245 West 17th Street
NY, NY 10011
Fax: 212-727-2425 [

EOQE/M/F/DIV I

We appreciate your responses but will only be
L contacting candidates selected 1o interview.

Senior Graphic Designer opening at 24-hour ca-
ble newschannel in the Washington, DC area.
Position requires demonstrated experience work-
ing with the following equipment in a news
environment: Adobe After Ettects, Adobe
Photoshop 4.0, Adobe Premier. Ilustrator, Avista
Tips, Mac, Dekko, basic design equipment and
linear and non-linear beta edit systems. Must en-
joy a team environment and a collaborative work-
ing style as well as the ever changing, fast-paced
world of news. Great opportunity for the right
person with broadcast design experience. Fax re
sume to (703)912-5436 and mail tapes to
Director, Human Resources, NEWSCHANNEL 8,
7600 D Boston Bivd., Springfiled, VA 22153. No
telephone calls please. EOE.

Meteorologist (Job #400F): Ohio's 24 hour
statewide cable news channel, the Ohlo News
Network, is looking for a Chiet Meteorologist. Are
you creative, imaginative and solid in weather
knowledge and on-air weather presentation? Do
you have AMS/NWA certification? Do you have
at least 2-3 years experience in on-air TV
weather? It so then send us your tape and re-
sume! Quick! We're the fastest growing most
progressive cable news channel in the country.
Weather is key to our daily newscast. You must
possess the technical, creative and leadership
skills to develop a weather department into the pre-
miere weather source in Ohio. Qualified candi
dates should send resume to ONN, Human Re-
sources, Job #400F, 770 Twin Rivers Drive, Col-
umbus, Chio 43215. Qualified Minorities and
Women are encouraged to apply. EEC. We are a
Smoke and Drug Free Workplace.

Experienced Producer Needed. Comcast
Sportsnet, 24 hour regional sports channel based
in Philadelphia is looking for an @xperienced line
producer to handle weekend sports news. 3
years line producing experience is a must
Should have strong writing skills and leadership
ability. Starting date is September 1st. Please
send resume to Peyton Scanlon, Office Manager,
Comcast Sportsnet, 1 Corestates Complex,
Philadelphia, PA 19148-5290.
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Bay News 9 is Tampa Bay's 24-hour cable
news channel and we are adding people to our
successful news operation. If you are a team
player and want to work in the most technological-
ly advancec newsroom in the country, then
please contact us! We are currently hiring for the
following positions: Weekend Assignment Editor
with 3 years of assignment desk experience, (2)
Videographer Field Technicians with a strong
background in engineering or live truck opera-
tions, and an Executive Producer with greal peo-
ple skills and strong news judgement. As a pan
of Time Warner Communications, Bay News 9 of-
fars a competitive salary and benefits package.
Applicants must mail resumes and non-
returnable demo tapes to the following address to
be considered for these openings. Walk-ins and
telephone calls cannot be accommodated.
Piease send resumes to Bay News 9, 7901 66th
Street North, Pinellas Park, FL 33781. EOE.

ALLIED FIELDS

HELP WANTED NEWS

Reporter. The Humane Society of the United
States Video Productions is seeking a P/T re-
porter and freelance producers, writers and re-
porters. Candidates must have a minimum two
years leievision experience and a knowledge of
animal/environmental issues. Some travel is re-
quired. Send resume, tape and rate information
to: The Humane Society of the US, Chad Sis-
neros, Video Productions, 2100 L St., NW, Wash-
ington, DC 20037.

HELP WANTED FACULTY

Faculty Opening, School of Journalism and
Mass Communication, University of Celorado at
Boulder. The University of Colorado's School of
Journalism and Mass Communication seeks appli-
cants for a tenure track position in television
news. Qualifications; Significant industry experi-
ence, Ph.D., MFA or MA, demonstrated capacity
for reseaech or creative work, a commitment to ex-
cellence in teaching. The successful candidate
will teach in a live, cable news lab setting and
may also be assigned to courses in broadcast
news writing, reporting, documentary video or
video production. Secondary interest in radio
news/programming, digital editing, muiti-media,
sports, drama, children's, corporatefindustrial
video, or production management desirable. Ap-
pointmert intended as assistant professor rank,
but other ranks and contract terms may be con-
sidered. Salary competitive. Appointment begins
August 1999, The University of Colorado at
Boulder strongly supports the principle of diversi-
ty. We are paricularly interested in receiving
applications from women, ethnic minorities, disa-
bled persons, veterans and veterans of the
Vietnam era. Review begins December 1st and
continues until suitable candidate is found. Send
letter of application, curriculum vita or resume
and the names of three references to: Prof.
Stewart M. Hoover, Chair, TV News Search Com-
mittee, School of Journalism and Mass Commu-
nication, Campus Box 287, University of Col-
orado, Boulder, Colorado 80309-0287. Phone:
303-492-4833. Fax: 303-492-0969 E-mail:
hoover@colorado.edu.

EMPLOYMENT SERVICES

Just For Starters: Entry-level jobs and “hands-
on” internships in TV and radic news. National
listings. For a sample lead sheet call: 800-680-
7513.

PROFESSIONAL JOBS
WITH ENTERTAINMENT COMPANIES
BROADCAST & CABLE TELEVISION, DISTRIBUTORS,
MOTION PICTURE, POST PRODUCTION & MORE

Entry 1o senior level jobs nationwide in ALL fields

{naws, sales, production, management, etc.).

Published biweekly. For subscription information:
(800) 335-4335

Entertainment Employment Journal™
email: info@eej.com

WANTED TO BUY EQUIPMENT

COLLECTION AGENCY

EDIA COLLECTION
DREAM TEAM

[

5 CCR

_ Attorney (former broadcast/cable ad sales
- manager NBC-TV, Katz, Petry. Lifetime)

 ard staff handle the USA s top media

. firm's collection accosrts offering:

1 Unequa'led knowledge of media business.
:2. Ten years of unequalled/documertable

Used videotape: Cash for 3/4" SP, M2-90's,
Betacam SP's. Call Carpel Video 301-694-3500.

recovery rates.
1. Custornized reporting.
-4. Compet tive contingent fee schedule.
2. References available.

FOR SALE EQUIPMENT

ﬁ#%ﬁ-ﬂa%wv&gﬂaaa*g“,ﬁﬁﬁ.

GLEARLY
PRUDENT.

For video duplication, dernos,
audition reels, work tapes, our
recycled tapes ane technically
up to any task and downright
bargains. Alt formats, fully guar-

tead. To order calk
(800)2384300 GARPEL
(LHD =0

(800)238-4300

A Y

SCA Subcarrier Availability, Boston. Call 781-

736-9596 for more information.

Lowest prices on videotape! Since 1979 we
have been beating the high cost of videotape.

Call Carpel for a catalog. 800-238-4300.

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.

Call/Write:
CCR *» George Stella
102 Oid Country Road ¢ Suite 3038
Westbury, NY 11590
I: $16-992-2000 » 212-766-0851 * Fax: 516-997-2071
E-Mail: CCRCollect@A0L.com

'\-|l1|1'|-\.-l|.|| LA R

TRIERY '“ LRLAS

FOR DAILY
CLASSIFIED
UPDATES...

FOR SALE STATIONS

New England AM/FM. Great FM signal in
nearby large market. Strong gross, first class fa-
cility 2.5M. Broker- SALES GROUP 781-848-

4201.

Florida: Leading Keys FM, promotion con-
scious, results oriented, with attractive modern
facilities. Very enjoyable lifestyle a bonus. Mayo

Communications, 813-971-2061.

1 Full power commercial VHF station Channe

10, KTRG-TV (UPN} plus 1 LPTV UPN affiliate

covering (2) markets. Del Ric and San Antonio
Texas. Total cost- 5 million dollars. Serious in

quiries only. Fax to: (956)440-0471. Ask for Alma

(956)421-2635.

|

BROADCASTING TOWER

Have Available 4,800 feet, in 25', 15, 8', and 5
sactions. Manufactured by STAINLESS TOWER

CO., Modet G-25, 24" three post triangulated de
sign. Price is $13.00/M. Please call Gary @ Col
lins Electric, Mason, OH 1-800-611-3992.

www.americanradiohistorv.com
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The Focal Press
Broadcasting and Cable Series

AROALCAST
CABLE
FiLM
NTERNRT
MULTIMEDIA
SATNLUSTE
wwy

Arwold . Faisher

adin'e Nichao .
Radio's Niche Copyrights and Broadcast Indecencey

Marketing Revolution
Futuresell

by Godfrev W, Herweg

& Ashlev Puge tHerveg
Provides planning and marketing
strategies to help ensure long-
term profitability. Also gives
concrete examples of how niche
marketing works.

288pp * Paperback
0-240-80202-0 = $29.95

Trademarks for Media
Professionals
bv Arnold P Luizkes
For professionals and students
working in all areas of media
who need to know what the law
requires and how they should
properly utihze copyrights and
trademarks.
194pp * Paperback
0-240-80276-4 « $22.95

F.C.C. Regulation and
the First Amendment
by Jeremy Lipschultz

Discussing such controversial
issues as “"shock jock”
Howard Stern. this book treats
broadcast indecency as more
than a simple regulatory prob-
lem in American Law.
261pp * Paperback

0-240-80208-X « $32.95

winnjing
the

Winning the Global TV
News Game
by Carla Brooks Johnsion
Offers the first full global per-
spective of the dramatic changes
n television news cos erage and
the resulting dynamic between
industry professionals and
CONSumers.
33ipp » Hardbuck
0-240-80211-X = $49.95

To place an order call 1-800-366-2665

FOCAL PRESS WEB SITE Available at Bookstores or
http://www.bh.com/focalpress Direct fram Focal Press

Visit the Focal Press Web Site for up-to-date information on all cur
latest titles. To subscribe to the Focal Press E-mail mailing list
send an E-mail message to majordomo@world.std.com Include in
message body (not in subject line) subscribe focal-press

Merchandise Licensing
in the TV Industry
by Kuren Raugust
This book provides members
of the television industry with
concrete. how-to information
on launching a merchandise
licensing program.
127pp = Paperback
0-240-80210-1 « $34.95

Radio Programming The Remaking of Radio
by Vincent M. Ditingo
Provides a comprehensive
overview of the dramatic regu-
latory changes and important
programming shifts that have
occurred in commercial radio

in the 1980s and 1990s.
160p * Paperback
0-240-80174-1 = $32.95

Tactics and Strategies

v Ervic G. Norberg
Radio Programming is a
handbook for programming
directors that focuses on
how to program a radio
station in today's competi-
uve environment,

191pp » Paperback
0-240-80234-9 « $28.95

North America
* Mail: Focal Press, 225 Wildwood Ave., Woburn, MA 01801

» Fax: 1-800-448-6520
l FS209

Eurcpe: call1-617-928-2500/ Fax 1-617-933-6333

30 Day Satisfaction Guaranlee

www americanradiohistorv com
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PROFESSIONAL CARDS

du Treil, Lundin ﬁncqur. nc. | ==CARLT. JONES=

240 N. Washington Bhvd.«Suite 700 CONSULTING ENGINEERS

PHONE:(941)366-2611 SPRINGFIELD, VIRGINLA 22153
FAX:(941)366-5533 {703 ) 569-T704
Member AFCCE. MEMRER APCCE

John F.X. Browne || HAMMETT & EDISON, |r~<|(‘.-1

A Professional Corporaton

Cansulting lingineers =———=CORPORATION

Sarasota, FL 34236 7901 YARNWOOD COURT

LOHNES AND CULVER COMEN. DIPPELL ANO EVEMIST, PC.
CONSULTING RADIO ENGINEERS CONBULTING ENGINEERS
8309 Cnerry Lane s ic and Lw'w;;'
Lauwrel, MD 20707 4830 1300 1;:'.;;:0:_;6_. :‘_:: 1100
2 3
AeS (EAPHAICRL evont: (2021 896.0111 tax: [202) 608 005
e £-mait: coepc @wordnet stt.net
Sir v fvdd Member AFCCE Member AFCCE

CONSUL TING ENGINEFRS

Box 28000R
San Francisco Calitarnia 94128

& Associates

Member AFCCE
BROADCAST / TELECOMMUNICATIONS | H 707/996-5200
Bloomfeld Hills, M1 Washington, DC
| 248.642 6226 (TEL) 202293 2020 202/396-5200 |
248 642 6027 {FAX) 202 293 2021 v marl engneh on {
www Jfxb com -

E. Har;Id Munn, Jr., ' Mullaney Engineering, Inc¢.

& Associates. Inc Consulhng Telecommunications Engineers | Constin e BanciNng s Registerod Profossionad Engievrs
5 5
Broadcasi Engineenng Consultants 9049 Shady Grove Court WSO GREENROOD AN 911 Edward Street
Box 220 Gaithersburg, MD 20877 Statid, Wastison 9803 Henry. | linos 61547
Coldwater, Michigan 49036 | 301-921-0115 M INE S]] V2 TR UKL (304) 3643008
| Phone: 317—278-7339 Member AFCCE | MIMHBIR Al Fax (308) 3643775
L
7z Technical Broadcast | ANl " f0) | (Cavel Merlz & Peryiian. nc
[Comumcanons TECHNOLOGIES INC. Conll_llt-mtﬂ. lnc i Tl Indianapolis, IN [ & .j,,,,,,,g,,,;,(,,,, Solutions
\ BROABCAST ENGOEFRING CORSULTANTS Transmission Specialists Dennis Wallace 46204 |
Tiarence M Beverage TV (NTSC & DTV)! STL Microwave / FM ) (317) 6846754 10300 Eaton Place. Suite 200 |
Laura M Mizrahi P.O. Box 97262 - Raleigh, NC 27624 wabacedheiBaplcom Fatrfax VA 22030
PO 801 #1130 Marton, N) 08053 Tel/ Fax (919) 846-2976 | SPECIALIZING (703) 59101 1) (202) 33261 10
(609) 985-0077 « FAX: (609) 985-8124 e-mail: bc @vnet.net '_.'N DIGITAL TELEVISION | | FAN (70) 5914115

4

Denny & Associates . rc
Consulting Engineers

CARL E. SMITH
CONSULTING ENGINEERS

AM FM TV Engineenng Consuttants
Complete Tower and Rigging Services

Servig the brodadoast industin for I
e B vrury

e 202 452 5630

fx 202 452 5620
Box 807 Baih, Ohio 44210 Member AFCCE  tw Info@denny com
{330) 659-4440

- -

| HATFIELD & DAWSON | | F.w HANNEL & ASSOCIATES

RATES
13 weeks — $105/week
26 weeks — $90/week
52 weeks — $75/week

AND SERVICES

1040 Morrison Drive
Chorleston,

Sl fpred | [|,_|[lg'!,'l" | o Broadcast Towers

Analog/Digltal

. Transmitters M
Towers and Anenna Structures
Robent A, Shoolbred PE

LeBLANC Broadcast inc.

Tel 29?2 664-1817 Bob Groothand
972) 664-7476 Pres.dent

5.C. 29402 = (802) 577-4681

front
by a

Use

Service Directory.

your talking ...

NATIONWIDE TOWER COMPANY

B p n k e r s TRICTIONS * DISMANTLE S ® ANTENNA « RETAMP

UL TRASCUND « STRUC FURAL ANAT YSIS < PAINT
INSPLC TIONS @ REGUY * I NGINITRING

Get your company out in £.0. BOX 1820 HENDERSON. KY 42419-1829

PHONE. (502) R69-8000 FAX (502) 864-8500

u' me inﬂus‘l’lv 24 HHOHR EMERGENCY SERVICE AVAIARBLE

dvertising in the

a card ad o do

[ N Phene 916383177 | [East Coast Video Systems|
4 |¢®

Fax  91¢-383-1182 CoNSullants « engnieers - syslems inlegrators|

ANTENNAS BF SYSTEMS | 3 Mars Coun
Boonton. NJ 07005

"Antennas UHFVHF'FM  *Rigid line | 201 402 0104
["Combimers FM & URF  “Wavepuide | | a5 201 402 0208

COMPLETE SYSTEM SOLUTIONS WWW ECyS COom on line ml
lt-ml jampro@ns net hitp /'www jampro ¢om|

Shively Labs

DAVISION OF KUNE IRON 1 STEEL CO INC

“« FM & TW Anlannas
= Patimrm Btuidies & REL Maps

& Fiiters & Combinsn Towers, Antenng Structures
= Mulistation Bobtions =ng
P
Coluwbu, SC 29202

Tel 803-251-8000 1:av 803-251-8099

NEW!!
6 Week Rate
$115.00/week

www.americanradiohistorv.com
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DATEBOOK

Information, (212) 337-7158.

tle. Contact: (800) 342-2460.

]
-
=
o
e
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=
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=
-
=
=

Sept. 17—BnroapcasninG & CasLe Interface Xl conlerence. New
York Grand Hyatt, New York City. Contact: Cahners Business

Sept. 23-26—Radio-Television News Directors Association in-
ternational conference and exhibition. San Antonio Convention
Center, San Antonio. Contact: Rick Osmanski, (202) 467-5200.

Oct. 14-17—National Association of Broadcasters Radio
Show. Washington State Convention and Trade Center, Seat-

Oct. 26-28—Southern Cable Telecommunications Associa-
tion Eastern Show. Orange County Convention Center, Orlan-
do, Fla. Contact: Patti Hall, (404) 255-1608.

Oct. 27-29Society of Broadcast Engineers national meeting
and electronic media expo. Meydenbauer Center, Bellevue
(Seattle), Wash.. Contact: John Poray, (317} 253-1640.

Oct. 28-31—Society of Motion Picture and Television Engi-
neers 140th technical conference and exhibition. Pasadena

{310) 453-4440.

Convention Center, Pasadena, Calif. Contact: (914) 761-1100.

Nov. 9—BroancasnnG & CasLe 1998 Hall of Fame Dinner. Mar-
riott Marquis Hotel, New York City. Contact: Cahners Business
Information, (212) 337-7158.

Dec. 1-4—The Western Show, conference and exhibition pre-
sented by the California Cable Television Association. Anaheim
Convention Center, Anaheim, Calif. Contact: (510) 429-5300.
Jan. 25-28, 1999—35th annual National Association of Tele-

vision Programming Executives program conference and exhibi-
tion. Ernest Morial Convention Center, New Orleans. Contact:

April 19-22, 1999—National Association of Broadcasters
annual convention. Las Vegas Convention Center, Las Vegas.
Contact: (202) 429-5300.

June 13-16, 1999—48th annual National Cable Television
Association convention and exposition. McCormick Place,
Chicago. Contact: Bobbie Boyd, (202) 775-3669.

Aug. 19— Hollywood Radio & TV Society "kids’
day” newsmaker luncheon. Regent Beverly Wil-
shire Hotel, Los Angeles. Contact: {(818) 789-1182.
Aug. 20-22—Wes! Virginia Broadcaslers Asso-
ciation 52nd annual meeting. The Greenbriar,
White Sulphur Springs, W.Va. Contact; Amy Hen-
dershot, (304) 744-2143.

L} =
Aug. 24-28"Harris/PBS DTV Express,” DTV
dual seminar series featuring technical and busi-
ness operations seminars presented by Harris Corp.
and PBS. Norfolk, Va. Contact: (888) 733-3883.
Aug. 28-29—CRS Great Lakes, regional semi-
nar presented by Country Radio Broadcasters.
Cleveland Marriott Downtown at Key Center,
Cleveland. Contact: (615) 327-4487.
Aug. 31-Sept. 4 "Harris/PBS DTV Express.”
DTV dual seminar series featuring technical and
business operations seminars presented by Marris
Corp. and PBS. Louisville, Ky. Contact: {888} 733-
3883.

SEPTEMBER

Sept. 2-4—Texas Association of Broadcasters
and Society o! Broadcast Engineers 45th annual
convention and trade show. Hotel InterContinen-
tal, Dallas. Contact: (512) 322-9944.

Sept. 3-4—World Summit en Financing for
Satellite Cornmunications and Broadcasting, pre-
sented by Euroconsult and Donaldson, Lutkin &
Jenrette. Le Grand Hétel Inter-Continental, Paris.
Contact: (212) 892-3000.

Sept. 9-11—Women in Cable & Telecommunica-
tions executive development seminar. Sylvan
Dale Ranch, Loveland, Colo. Contact: Christine

Bollettino, {312) 634-2335.

Sept. 9-12—American Women in Radio and Tele-
vision annual convention. Wyndham Washington
Hotel, Washington. Contact: (703} 506-3230.
Sept. 111998 MIBTP-Broadcasting Training
Program Striving for Excellence Awards. Museum
of Television and Radio, Beverly Hills, Calif. Con-
tact: Patrice Williams, (818) 240-3362.

Sept. 11-13—Covering the '98 Elections,” work-
shop sponscred by the Radio-Television News Di-
rectors Foundation. Sheraton Austin Hotel, Austin,
Tex. Contact: Kathleen Graham, (202) 467-5216.
Sept. 11-15—-1998 International Broadcasling
Convention. Amsterdamn, Holiand. Contact: 011 44
171 240 3839.

Sept. 12-14-—National Association of Broad-
casters Hundred Plus Exchange. Wigwam Resort,
Phoenix. Contact: (202) 429-5366.

Sept. 12-15—NIMA international annual meet-
ing and exposition. MGM Grand Hotel, Las Vegas.
Contact: (202) 289-6462.

Sept. 13-15—"Internet Services Over Cable
Systems,” technical workshop presented by the
Society of Cable Telecommunications Engineers.
Don CeSar Beach Resort, St. Pete Beach, Fla.
Contact: Anna Riker, (610) 363-6888.

Sept. 13-15—National Association of Minorities
in Communication 12th Urban Markets Confer-
ence. New York Hilton and Towers, New York
City. Contact: Vera Vathi, (212) 370-5483.

Sept. 14—SkyFORUM X, direct-to-home satel-
lite TV business symposium presented by the
Sateliite Broadcasting and Communications
Association. Marriott Marquis Hotel, New York
City. Contact: Carrie Cole, (703) 549-6990.

Sept. 15—International Radio & Television Soci-
ely Foundation newsmaker luncheon featuring FCC

Chairman William Kennard. Waldorf-Astoria, New
York City. Contact: Marilyn Ellis, (212) 867-6650.
Sept. 15—16th annual Everett C. Parker Ethics
in Telecommunications Lecture and Luncheon,
presented by the United Church of Christ Oftfice of
Communication and the National Council of Chur-
ches Communication Commission. Interchurch
Center, New York City. Contact: (212) 870-2137.
Sept. 15-16—Kagan Seminars inc. Cable TV Val-
ues and Finance Conference. The Park Lane Hotel,
New York City. Contact: Tim Akin, (408) 624-1536.
Sept. 15-18—22nd annual National Association
of Black Owned Broadcasters fall broadcast man
agement conference. Marriott Wardman Park
Hotel, Washington. Contact: (202) 463-8970.
Sept. 16—National Association of Broadcasters
Service to Children television symposium. NAB
headquarters, Washington. Contact: (202) 429-
5347.
Sept. 17— The Challenge of Change in the New
Millennium,” seminar presented by Women in
Cable & Telecommunications. TCI| Site, San Jose,
Calif. Contact: Laurie Empen, (312) 634-2353.
Sept. 22— Hollywood Radio & TV Society news-
maker luncheon featuring the presidents of the six
broadcast networks. Century Plaza Hotel, Los
Angeles, Calif. Contact: (818) 789-1182.
Sept. 22-23—"High-Speed Data to the TV and
PC: The Ultimate Medium," seminar presented by
Kagan Seminars Inc. The Park Lane Hotel. New
York City. Contact: Tim Akin, (408) 624-1536.
Sept. 22-24—Great Lakes Cable Expo annual
convention and frade show. Navy Pier. Chicago.
Contact: 317-845-8100.
Major Meeting dates in red

—LCompiled by Kenneth Ray

{ken.ray@cahners.com)

Will You Profit Or Perish In the Convergence Revolution?

Once just another over-hyped buzz word, “comergenca” is now the ruling order of the day.
Companies, technologies, entire industries are merging and overlapping to create a whole new eco-
nomic order, Is your business positioned to take advantage of the mymiad of opportunities fostered by digital con-
vergence? The Carmel Group, publisher of Convergence Investor and DBS Investor, now brings together the
most distinguished cross section of leading Internet, telecommunications, consumer electronics, computer and
entertainment content industry executives ever, to share their visions of the current and future cormvergenca land-
scape. You cant afford to miss this one of a kind opportunity to gain an understanding of the next generation’s
media business, and network with the industry pioneers shaping it.

Convergence ‘98: The Five Burning Questions

AV

September 28, 1998 * Los Angeles Airport VWestin Hotel
Call (831) 626-6222 or Visit www.carmelgroup.com
For Registration & Conference Details
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FIFTH ESTATER

Pet food or cable, competition is key

dog-eat-dog world of pet food market-
ing to cable television, but not for Julie
Dexter Berg.

Competition is the common thread for
Berg, a self-professed Type A. “l loved pet
foods.” says Berg. executive vice president
and chief marketing officer for MediaOne,
the nation’s third-largest cable MSO (see
story, page 66). “[t was a growing busi-
ness—competitive, heavily advertised,
heavily promoted. It was intensely compet-
itive. so it was fun. It was a battle for share
position every single day of the week.”

Shift torward a couple of frames to the
celtular phone business, where Berg spent
several years before joining MediaOne in
September 1997. If pet foods were a low-
tech but competitive sector, then celiular
was a high-tech, even more competitive
cauldron in which Berg could test her
marketing skills.

Cable is clearly a different animal from
pet tood or cellular. On the other hand,
there are some similarities, particularly
for cellular and cable, Berg says.

Both are “products people love, subscrip-
tion businesses with a high degree of impor-
tance and emphasis on the total customer
relationship. ... Customers are highly opin-
ionated about the service they receive.”

Meanwhile, cable is in transition from a
video-only provider to a full-service
telecommunications industry facing com-
petition at its core while seeking to lever-
age its network 1o offer new products and
services. In Berg's book, cable is ideally
poised 1o capitalize on the change: *]
think we have a remarkable opportunity
with this network infrastructure and a base
of 5 milhon-and-growing subscribers. It ts
a marketer’s dream. Cable is also moving
into a state of hypercompetition, which
makes everyone's life more challenging
but more fun. [ love competitive markets.”

That bring-it-on bent comes through
frequently when Berg talks. A competi-
tive figure skater through high school,
Berg gave it up in college to concentrate
on academics. After eurning an MBA at
the University of Oregon, career took top
billing. Nowadays, there’s precious litle
time left between work and family. Still,
Berg carves out time to run—her method
of relaxing—and has tested her training in
a halt-marathon and in various 0K races.
The downtime, what there is of i, comes
watching Disney’s PB&.J with her daugh-

I t may seem like a long way from the

“I try to He the
conscience of the
customer we
serve.”

Julie Dexter
Berg

[xecutive VP/chief marketing
officer, MediaOne, Denver; b.
March 3, 1957, Seattie; BA,
business administration/hotel
and restaurant administration,
Washington State University,
Pullman, Wash., 1979; MBA,
Bniversity of Oregon, Eugene,
1980; product line manager,
Nalley's Fine Foods, Tacoma,
Wash., 1980-82; brand mgr.,
Ogden Food Products, Stock-
flon, Calif., and Los Angeles,
2982-83; Carmation, Wash.
State: asst. product mgr.,
.983-84; product mgr., 1984-
87; director of dog food
products, Nestie, Wash. State,
2987-89; executive director of
marketing, US West NewVec-
for, Seattle, 1989-92; VP, mar-
keting, US West Marketing
Resources and US West Direet,
Denver, 1992-95; executive
YP/GM, AirTouch Cellular,
Seattle, 1995-97; current posi-
tion since 1997; m. Richard
Berg, Dec. 31, 1982; children:
Kendall, 4; AlexzMate, 2

www americanradiohistorvy com

ters or hanging out with them at parks near
the family’s suburban Denver home.

Chuck Lillis, chairman/CEQO of Media-
One parent MediaOne Group, took heat
from others in the cable industry when he
tapped Berg to be the number-two execu-
tive at MediaOne. behind Jan Peters. The
rap was that neither Peters nor Berg had a
background in cable, and thus they didn't
understand the dynamics of the business.
Lillis"s counterpoint: With the advent of
new products and services and a growing
compelitive presence from DBS and alter-
native video providers, cable needed to
shifl focus from distribution to marketing.

Now, nearly a year into her tenure at
MediaOne, Berg is in a position 1o under-
stand the critics” perspective without com-
promising her own: “The industry pio-
neers who started the business, they love
the business, know the business inside and
out. You have to respect those pioneers
tor the fabulous business they built. Cable
valuations today are testament to the fact
that they had a great idea.” Al the same
time, she adds, “In the next few years,
we'll see a shift. We have to leverage the
wisdom that built this business and at the
same time look forward to new applica-
tions, new businesses.”

Guidance from people like Lillis,
MediaOne programming boss Jedd Palmer
and Ron Cooper, who left MediaOne earli-
er this year, have helped her learn the
dynamics of a new business, Berg says.
She spends a good deal of time getting a
handle on the technical aspects of cable—
not her strong suit, she concedes. At the
same time, coming 1o cable technology
with fresh eyes has its advantages.

“What | love about the technology busi-
ness is trying to bring value 1o an organi-
zation by taking what a technology
enables and turning it into something the
average person can understand.” she says.
“l try to be the conscience of the customer
we serve.”

As bullish as she is about cable’s poten-
tial, Berg also sees risks on the horizon. *'|
think we have to skip quickly around quite
a few dark clouds. Among them: the pos-
sibility of rate reregulation, programming
costs, the introduction of HDTV and the
possibility of digital must carry.

“There's a myriad of issues [that] we as
an industry need to figure out if we're going
to meet the needs of customers,” she says.
“The game is ours 1o lose.” —Price Colman
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BROADCAST TV

Appointments at NBC in New York:
Larry Hoffner, president of sules, NBC
Television Network, named chairman,
NBC Sales Group; Keith Tumer, senior
| VP, Olympics & Sports Sales. succeeds
Hofttner as president of sales. Kassie
Canter. VP. NBC corporate communi-
cations and affairs, named senior VP,
NBC corporate communications and
media relations; Dennis Bianchi, VP
and chief quality officer. named senior
VP and chief quality otficer.
Appointments at broadcast division of
A.H. Belo Corp.: Flory Bramnick, dircc-
tor of tinancial analysis and adminis-
tration. named VP/interactive media;
Sherri Brennen, manager. community
marketing department, wvEC-TvV
Hampton-Norfolk, Va., named
VP/management development.

Appointments at KpsG(Tv)} Okighoma
City: Steve Ridgway, program adminis-
trator. wkBID(Tv) Detroit, joins as pro-
gram manager; Ken Hansen, assistant
chicl enginecer. KOCO-Tv, joins as chief
engineer: Brian Hill, promotion manag-
er. Kocs(tv) Oklahoma City, joins in
siame capacity:; Angela Graham, assistant
traftic manager, KFOR-Tv, joins as traf-
fic manager.

Dotsy Klei, account cxecutive, WKRC-TV
Cincinnati, named local sales manager.

Mark Overstreet, sulcs manager. wasv-Tv
Asheville, N.C.. joins wSPA-TV Spartan-
burg. S.C.. as national sales manager.
Appointments at Katz Media Group:
Ted Gurley, sales manager. named
VP/sales manager. Katz American
Television (KAT). Dallas: Stephanie
Levine, sales manager, named VP/sales
manager. KAT's National team, Chica-
go: Darlene Weinstein, sales executive,
named sales manager, KAT’s Gold
team. Los Angeles; Denise Castrello,
safes assistant, named rescarch analyst,
KAT, New York: Michelle Roche, sales
assistant. named research analyst,
KAT. New York: Richard Kintinar, mar-
keting associate, Television Bureau of
Advertising, joins KAT. New York, as
research analyst; Michael Fanning, VP,
sales and marketing. iKP, Atlanta, joins
| KAT. Atlanta, as sales manager; Ray
Mendelsohn Jr., manager, Katz Televi-
sion Group (KTG). Cieveland. named
VP/sales manager; Julie Samuelson,
account executive, KTG, San Francis-
co. named sales manager; Donald Robert,

BroaticastiogeCable
FATES & FORTUNES

associate director, research and market-
ing. KAT, New York. named VP/direc-
tor, marketing; Gregory Goldman, manag-
cr. Katz Continental Television.
Atlanta. named VP.

Jeana Knighton, VP. finance and adminis-
tration. Media Marketing, joins wKycC-
Tv Cleveland as business manager.

Trey Fabacher, local sales manager,
wDWB(TV) Detroit, joins KSTP-TV St.
Paul as general sales manager.
Appointments at wEXL(Tv) Albany,
Ga.: Bill Parks, GM, wTvw(TV) Evans-
ville, Ind., joins in same capacity; Sandy
Jones, promotions manager, WUPA(TV)
Atlanta, joins as operations manager.

PROGRAMMING _

J. Baxter Urist, sentor VP, product
licensing and international television
group, Children’s Television Work-
shop, has been named group president,
products and international television.

Urist

Link

Nina B. Link, scnior VP, publishing and
new media, CTW, named group presi-
dent, publishing and new media.

Appointments at Showtime Networks
Inc.: Steve Smith, area general manag-
er, Northeast region. named VP. gen-
eral manager. Rocky Mountain region;
Suzanne Burkhoider, arca general man-
ager, Rocky Mountain Region, named
account VP; Hal Rosenberg, account
VP, Southeast region, joins Rocky
Mountain region in same capacity:
Hanny Patel, arca manager, San Fran-
cisco office, named director, DBS.
Kelly Kulchak, VP, productions, Gracie
Films. Los Angeles, named VP, come-
dy development, Fox Broadcasting
Co. there.

Andrea Greenberg, scnior VP, business
and regulatory affairs, Rainbow Media
Holdings. Woodbury. N.Y., named
exccutive VP, Rainbow Sports.

Rob Kaplan, director, drama develop-
ment, CBS Entertainment., Los Ange-
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les, joins NBC Studios there as VP,
prime time series.

Diane Castro, for-
merly director of
publicity at Stu-
dios USA, joins
NBC, Burbank,
Calif., as senior
press manager,
NBC Entertain-
ment Press and
Publicity.
Appointments at
Litetime in New
York: Mary Pat Ryan, cxecutive VP,
marketing and programming, USSB,
named senior VP, marketing and cre-
ative services; Sue Rynn named VP,
research; Donna Lally, director, tinancial
planning and reporting, named VP.

Castro

Appointments at Saban International,
Los Angeles: Kevin Kowta, contracts
administrator, Orion Pictures, joins as
assistant contracts manager; Martina
Bison Huckaby named sentor contracts
manager; Suzanne Money McLeod named
contracts manager; Kristin Zimmerman
named assistant contracts manager.
Diane Arcand, associate head of produc-
tion, Telescene Film Group Inc., Mon-
treal, named head of production.
Stephen Kabler, associate, Hogan &
Hartson LLP, Denver, joins National
Geographic Channels Worldwide,
Washington, as director, business and
legal affairs.

Marc Saputo, VP,
TNT Research,
joins Fox Family
Channel, Los
Angeles, as VP, ad
sales research.
Jack D. Samuels,
media attorney in
private practice,
joins Fox Family
Worldwide. Los
Angeles, in the
newly created positton of senior VP
and general counsel. He will oversee all
business and legal aftairs for Fox Fami-
ly Channel. Fox Kids Network and
Saban Entertainment.

Saputo

Jamie L. Euster and Mary Mclirath, super-
visors, media research, Warmer Bros.
Media Research, Burbank, Calif.,
named managers, media rescarch,
including responsibility for research
on all first-run and off-net programs.
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JOURNALISM

Robert Reynolds, Moscow correspon-
dent, NBC, joins CNBC as Washing-
ton correspondent.

Appointments at Conus Communica-
tions: Terry O’Reilly, senior VP, pro-
gramming and productions, The
Weather Channel, joins Conus Com-
munications as senior VP and gener-
al manager, Minncapolis-St. Paul.
Promotions at Conus: Tim Rudell, to
senior vice president, Conus Wash-
ington Direct, Washington; Michael J.
Fox, to director of operations, Conus
Communications. Minneapolis-St.
Paul.

Mark Casey, news director, WTvD-TV
Raleigh-Durham, N.C., joins WBRC-TV
Birmingham, Ala., as vice president/
news director.

Will Manse, sports anchor, KPAX(TV)
Missoula, Mont., joins woTv(Tv) Bat-
tle Creek-Kalamazoo, Mich., as week-
end sports anchor.

Bruce Capers, chief meteorologist, wMDT
(Tv) Salisbury, Md., joins WAGT(Tv)
Augusta, Ga., in same capacity.

Rod Gramer, executive news director,
KTVB(TV) Boise, Idaho, joins KGwW(Tv)
Portland, Ore., in same capacity.

Diane Dimond, special correspondent.
Extra, joins CNBC's Upfront Tonight,
Fort Lee, N.J., as co-anchor.

Appointments at WTNH-TV New
Haven, Conn.: Alla Lora, executive pro-
ducer, wMAR-Tv Baltimore, joins as
assistant news director; Theresa Varga,
on-air meteorologist, wBTv(Tv) Char-
lotte, N.C., joins as weckend meteo-
rologist; Darren Kramer,
anchor/reporter, KDNL-TV St. Louis,
joins as ce-anchor, Good Morning
Connecticut and News Channel 8 at
Noon.

RADIO

Bill Wise, director of programming for
Jacor's WGST(AM)-WPCH(FM) and
WKLS(FM), all Atlanta, joins WLOQ(FM)
Winter Park, Fla., as program director.

Gabe Hobbs, director, programming,
Jacor stations in Tampa and Sarasota,
Fla., and Atlanta, and director, Tampa
Bay Devil Rays Radio Network, named
director, news/talk, wGST(AM) Atlanta.

Ken Herrera, morning drive anchor,
Associated Press Radio Network,
Washington, joins weBM{aM) Chicago
as moming drive co-anchor.

CABLE

Appointments at Cablevision Systems
Corp.. Woodbury, N.Y.: Henry Hack, cor-
porate director of security. named vice
president, security; Wayne Richardson, direc-
tor for interconnect infrastructure,
named VP, teleccommunications network
management: Andy Heeren, VP and gen-
eril manager, Woodbury cable system,
named arca VP, consumer services.

Frances Manfredi, director, domestic
cable sales and special markets, Eye-
mark Entertainment, New York,
named VP, cable sules and special
markets.

Steve Domier, pro-
ducer, creative
development. The
Disney Channel,
Los Angcles. joins
The WeB there as
VP, marketing.

Doug Moss, plant
manager, Bresnan
Communications’
Escanaba, Mich..
cuble systems.
named regional engineer for Upper
Peninsula (Mich.) systems serving
Sault Ste. Marie, Ironwood, Iron
Mountain, Marquette and Escanaba.

X

Domier

Thomas Belcher, regional manager, Cen-
tury Communications, Santa Monica,
Calif., joins Marcus Cable as regional
manager, Southern California district.
Vermon Chambedin, senior VP. telecom-
munications, J-COM (Jupiter Tele-
Communications Co., Ltd.). Tokyo,
named executive VP,

Appointments at Viewer's Choice.
New York: Sean Murray, staff accoun-
tant, Bear Stears & Co., joins as audit
manager: Susan Dale, VP, client ser-

FATES & FORTUNES

vices, Group W Network Services,
Jjoins as executive director, broadcast
operations., Denver office; Alisa Fore-
man, supervisor. operations, Request
Television, joins as manager. broadcast
operations, Denver: Caroline Molchan,
arca manager, Showtime Networks,
joins as senior regional marketing man-
ager. Southeast. Atlanta office.

Lisa Gussack, director, subscriber mar-
keting, Home Box Office. New York.,
named VP, Direct to Home business
operations and finance.

Peter Griffith, scnior account executive,
Greater Washington Interconnect, joins
Home Team Sports, Bethesda, Md., as
national sales manager.

Yolanda Ramirez Foster, director, pro-
gramming and research, WFOR-TV
Miami, joins GEMS Television, Miami,
as VP, programming and promotions.
Constance Barkley-Lewis, VP, entertain-
ment marketing, TBS Superstation,
named senior VP, marketing, Atlanta.

ADVERTISING/MARKETING/
PUBLIC RELATIONS

Andrew Oleszczuk, VP, development, Tri-
bune Co,, Chicago, named president,
Tribune Ventures.

~ ALLIED FIELDS

Hank Goldstein, executive director, Asia
Link Holdings Ltd., joins Daniels &
Associates, Denver, as managing direc-
tor, international,

Don Wershba, Eastern regional sales
manager, Solid State Logic. New York.
named VP, music, Eastern region.
Richard Pels, senior VP/creative direc-
tor, BBDO. joins Saatchi & Saatchi,
New York, as senior VP/executive cre-
ative director.,

The person you describe
is the person We deliver.

Joe Sullivan & Associates, Inc.
Executive Search & Recruitment

9 Feather Hill, Southold, NY [ 1971
(516) 765-5050

Y ¢« LaDie
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TECHNOLOGY

Tony Mancari, engineering manager,
Tumner Broadcasting System Inc.,
Atlanta, joins wvpPT(TV) Harrisonburg,
Va., as director of engineering.

Chip Ray, director, development engi-
neering, MountainGate, Reno, named
VP, operations.

Appointments at Dielectric Communica-
tions, Raymond, Me.: Oded Bendov named
senior VP, advanced technologies, and
chief scientist; Andrew Skalina and Emie
Mayberry named senior directors, antenna
engineering and antenna RF Systems,
respectively; Ken Cameron, VP, dry air
products, assumes additional responsibil-
ities of intemational business develop-
ment; Cole Plummer, VP, engineering,
named VP, productivity programs; Doug
Whittle, named VP, sourcing.

Terry Ostlund, chief engineer, KTNV{TV)
Las Vegas, joins Harris Corp., Las
Vegas, as television district sales man-
ager.

S T ——

mon Carrier Bureau, joins The Lawler
Group LLC, Bethesda, Md. Milkman

will specialize in telecommunications

law for the law and lobbying firm.

leff Joseph, senior VP, Ogilvy Public
Relations Worldwide, joins The Con-
sumer Electronics Manufacturers
Assn., Arlington, Va., as VP, com-
munications and strategic relation-
ships.

ASSOCIATIONSALAW FIRMS

Ruth Millanan, deputy chief, FCC’s Com-

DTV database

in development

Ebitor: Glen Dickson’s story, “Good
DTV news from Chicago,” in your
Aug. 3 issue correctly points out that
the Chicago field test results reported
by Tribune “contrast sharply” with the
Association for Maximum Service
Television’s (MSTV's) test resuits from
the Model HDTV Station in Washing-
ton. However, this characterization
ignores some important aspects of the
Washington tests, compared to those
conducted recently in Chicago and pre-
viously in Charlotte and Raleigh.

The Model Station tests in Washing-
ton have explored DTV propagation
under conditions of variable terrain,
high vegetation and complex static and
dynamic multipath, which were made
even more difficult by the lower anten-
na height. The challenging reception
environment here—one of the reasons
this city was chosen for the Model
HDTYV Station—is being effectively
utilized by manufacturers to design
DTV sets that work well even under
the worst multipath conditions.

INTERNET

Carol Servé, regional manager, North-
coast Internet, Eureka, Calif., named
director, operations accounting, Inter-
net Ventures Inc. (parent company of
Northcoast Internet).

lim Menning, executive consultant to
Alan Setlin, founder and acting presi-
dent, FutureNet Online Inc., Valencia,
Calif., named acting president.

Laura Durkin, senior producer, Fox
News Channel, joins News America
Digital Publishing, New York, as news
director, Fox News Online; Seth Kauf-
man, deputy editor, TV Guide Enter-
tainment Network, New York, named
editorial director.

OPEN MIKE

Moreover, the results of the Model
Station tests are being used by MSTV
to amass a large propagation database
from which more statistically accurate
coverage prediction models can be
developed. To date, more than 1,000
outdoor and indoor measurements
have been made here. MSTV supports
a coordinated industry effort to con-
duct nationwide DTV field tests using
a common test methodology, as devel-
oped by the Model HDTYV Station
Project Technical Committee, to fur-
ther enhance this database.

The Tribune field tests in Chicago,
conducted under more favorable con-
ditions than the Washington tests, pro-
vide cause for optimism about DTV
reception and coverage. We appreciate
their contribution—and those of
WRAL-HD, Zenith and other MSTV and
Model Station members—to our un-
derstanding of DTV propagation in
different areas and under varying con-
ditions. The combined effort will only
help to enhance the quality of DTV
service made available to the public.—
Thomas M. Gurley, vice president,
technology, Association for Maxinum
Service Television, Washington
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Chris Deyo, general manager, Berkeley
Systems Inc., joins Reel.com Inc.,
Emeryville, Calif., as president.

Jeffrey Kahn has been named contribut-
ing health columnist, CNN.com/
HEALTH, Atlanta.

DEATHS

Keith W. Horton, 71, broadcast station
broker, died July 21 in Vero Beach,
Fla. from cancer. After selling radio
stations in New York and Pennsylva-
nia, Horton began his career as a bro-
ker with Chapman Associates in
1963. In 1971, he left that firm to
form his own, the Keith W. Horton
Co. In 1985, he sold the company to
associate Richard Kozacko and
became chairman of the newly chris-
tened Kozacko-Horton Co. (now
Kozacko Media Services). Horton
retired from the business in 1993 and
moved to Vero Beach. Until the
move, Horten lived and worked in
his native Elmira, N.Y. He is sur-
vived by two sons, a daughter, a
stepson, a stepdaughter and grand-
children.

Thanks for all the help

EpiTor: On behalf of the Model
HDTYV Station Project members
and its sponsors, the Consumer
Electronics Manufacturers Associa-
tion and the Association for Maxi-
mum Service Television, | want to
thank you for highlighting wHD-TV
in your July 20 article, “Entering its
final year.” Peter Brown accurately
captured the technical aspects of the
project.

What may not have come through
is that the station is entering its
final year because the project was
established in 1996 as a three-year
effort to help manufacturers and
broadcasters launch the DTV tran-
sition.

I want to take this opportunity to
express our appreciation to the 30
equipment manufacturers and more
than 270 television station members
for their funding support and hands-
on guidance and involvement in this
important industry undertaking.—
Bruce Miller, presidentiCOO, Model
HDTV Station Project inc., Wash-
ington
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Price is the biggest
sticking point in negoti-
ations by News Corp.
and United Video Satel-
lite Group to buy out
the MSOs controlling
Primestar Inc., execu-
tives involved in the nego-
tiations say. The buyers
are offering $8 per share,
but half would be in notes.
The MSOs, including Time
Warner Inc. and Comcast
Corp., want all cash. It's
still not clear whether a
deal will appease antitrust
regulators blocking
Primestar's acquisition of
News Corp. DBS service
American Sky Broadcast-
ing. Primestar wouldn't
comment on the talks.

FCC Chairman Bill Ken-
nard last week called on
cable companies and
set makers to have
cable-compatible digital
TV sets available to con-
sumers by Nov. 1, 1999.
In a letter to NCTA Presi-
dent Decker Anstrom and
CEMA President Gary
Shapiro, Kennard urged the
industries to complete, by
Nov. 1, 1998, their efforts to
set standards for a device
that will allow DTV sets to
receive a high-definition pic-
ture even if the cable set-
top box cannot deliver all of
the possible HDTV picture
formats. Kennard also
urged the industries to
explore alternate ways of
delivering high definition to
cable subscribers during
the first year of the service’s
introduction. FCC officials
since last month have been
meeting with industry repre-
sentatives working on the
so-called firewire standards.

CBS Corp. last Thursday
said it will sell five
Boston-area radio sta-
tions to Entercom Com-
munications Inc. for $140
million to meet Justice
Department requirements
for its purchase of Ameri-
can Radio Systems Corp.

BroadcasfingeCabl

IN BRIEF

CBS sold weel(AM), wRKO
(AM), WWTM{AM), WAAF(FM)
and weGQ(rFm), but still
owns a TV station, four
FMs and one AM in Bos-
ton. The deal gives Enter-
com a 19.4% share of the
market. As part of the deal,
CBS will buy wyuu(Fm) and
wLLD(FM) Tampa/St. Peters-
burg, Fla., from Entercom
for $75 million. CBS al-
ready owns wQyK-AM-FM
there, “and we look forward
to building a stronger pres-
ence,” CBS Radio Presi-
dent Dan Mason said in a
news release. The next
day, Entercom filed for
an initial public offering
estimated at $241.5 million.
Entercom, which owns 25
FMs and 16 AMs, said it
will use the proceeds to
repay credit-line debt.
Credit Suisse First Boston
will underwrite the sale.

Joanna Bistany was pro-
moted to senior VP of
ABC News by David West-
in, ABC News president.
She had been VP and
executive-in-charge of
Nightline and This Week,
responsible for overseeing
editorial, operations and
budgets and supervising all
of the news division's
advertising and promotions.

ZDTV plans to
announce today (Mon-
day) affiliation agree-
ments that will help it
toward its goal of 8
million homes by the
end of the third quar-
ter. The largest of recent
agreements is with Inter-
Media Partners systems in
Louisville, Ky., and
Nashville. Other agree-
ments are with small-mar-
ket systems run by Buford
Television, Charter Com-
munications, Daniels
Cablevision, Falcon Cable
and FrontierVision Part-
ners. Most of ZDTV’s new
and existing agreements
are for carriage on digital
tiers. The network’s largest
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CitySearch just the ticket for USA

USA Networks will merge its Ticketmaster Online oper-
ation with CitySearch, creating an online city guide with
local event listings tied to ticket purchasing. The combi-
nation is potent, according to Lisa Allen, senior analyst
with Forrester Research. She says the merger gives
CitySearch, an online guide to events in major cities, an
edge on its competitors—Microsoft Sidewalk and AOL's
Digital Cities. “This ability to develop transactive content
is the way of the future,” Allen says. “Just putting text
online isn't going to cut it.” USA, which already owns
13% of CitySearch through Ticketmaster, will hold a
62.5% stake in the new company. USA CEO Barry Diller
seems poised to make a play for dominance in the
online city-guide category and to create an online coun-
terpartto his TV empire. “It's something Barry takes very
seriously,” says Alan Citron, president of USA Networks
Interactive, chairman of the Ticketmaster/CitySearch
combo. “There's a real commitment at USA to growing
this particular business and to grow the Internet division
in general.” USA plans to roll out at least one new e-
commerce site early next year, according to Citron,
through its Internet Shopping Network unit, which cur-
rently maintains the First Auction service online. USA
also intends to create new online content in-house and

B |

through acquisitions, Citron says.

analog affiliate is Prime
Cable in Las Vegas, which
launched in mid-May.
Michael Mason, ZDTV’s
head of affiliate sales and
marketing, says the chan-
nel has not paid launch
fees to operators, but has
helped MSOs market their
high-speed cable modems
by providing lists of sub-
scribers to Ziff-Davis com-
puter magazines in the
carriage area.

TCI Music's The Box
music network has
signed a 10-year car-
riage agreement with
Time Warner Cable,
although Time Warner has
no plans at present to
carry the music channel in
New York City. The Box
expects to land up to mil-
lion Time Warner sub-
scribers within the first
year. The Box also recent-
ly signed carriage deals
with Tele-Communications
Inc., Intermedia and Com-
cast Communications,
which, combined, repre-
sent about 4 million subs,
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—Richard Tedesco

according to The Box
President Alan McGlade.

Microsoft Corp. plans to
appeal Judge Thomas
Penfield Jackson’s deci-
sion to permit media
access to Bill Gates’
imminent deposition in
the Justice Depart-
ment’'s antitrust suit.
Resolving that issue is just
one of the things that couid
delay the start of the land-
mark antitrust case, slated
to begin on Sept. 8. Earlier
last week, Microsoft filed a
summary motion for dis-
missal of the antitrust
actions.

BET Action’s pay-per-
view division will begin
carrying college foot-
ball double-headers pro-
duced by ESPN Game-
Plan beginning Satur-
days this fall. BET esti-
mates it can deliver an
additional 9 million cable
households to ESPN
GamePlan’s program pack-
age of up to 100 games for
the 1998 season.

Triathlon Broadcasting
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Co.'s net loss fell from
$1.2 million to $541,000 for
the second quarter, but
remains $1.4 million for the
year so far. The company,
which owns 32 radio sta-
tions in six markets, never-
theless reports record rev-
enue for the second quar-
ter of $9.6 million, up 20%,
and record broadcast cash
flow of $2.9 million, up
33%. “In most of our mar-
kets, we experienced very
healthy double-digit rev-
enue growth ... and broad-
cast cash flow grew in all
of our markets,” Triathlon
President Norm Feuer said
last Friday. Triathlon is
merging with Capstar
Broadcasting next year.
New technology that
provides local radio pro-
gramming over a digital
network boosted ratings
an average of 19%
among listeners ages
25-54 at 39 stations,
according to Capstar
Broadcasting Corp.,
quoting Arbitron spring
numbers. The technology,
called StarSystem, was
used at 39 radio stations in
the Southwest operated by
Capstar subsidiary Gulf-
star Communications Inc.
The biggest gain—
2,680%—came at classic
rocker KJEM(FM) Fayetteville,
Ark., where the audience
share for that age group
rose from .5 to 13.9.
kioc(Fm) Beaumont, Tex.,
went frcm 13th to firstin its
target demographic of men
25-54 and grew 219%, to a
10.2 share, among all per-
sons that age. “The ratings
results. .far exceeded our
expectations,” Capstar
President R. Steven Hicks
said last week, “StarSystem

IN BRIEF

Cable earnings roundup

a Wireless communications provider
Wireless One reported that EBITDA for
the quarter ended June 30 improved
64.3%, to a negative $1.5 million, while
its net loss increased 2.9%, to $21.3 mil-
lion. Results came on revenue of $9.9
million, up 19.3%. At the same time,
Jackson, Miss.—based Wireless One
said that the amount of unrestricted cash
on hand fell 62.3%, to $5.8 million, from
Dec. 31, 1997, and cautioned that it will
need roughly $15.7 million for the rest of
the year to finance launch and buildout
of additional video and Internet systems,
fund operating losses and meet certain
1998 debt obligations. The company
also said it needs to raise about $11.6
million in financing for first quarter 1999
cash requirements. On top of that, the
company needs to raise more capital or
increase cash flow to make semiannual
interest payments of $9.8 million begin-
ning in April of 1999,

a Cablevision Systems reports that it cut
its second quarter net loss 4.5% to about
$123 million, or $1.64 per share. Pro-
forma operating cash flow rose 13.4%,
to $191.6 miilion, including a 12.3%
increase, to $134.7 million, in regulated
cable operations. Results came on rev-
enue of $805.2 million, up 14.7% on a
pro-forma basis. Pro-forma resuits were
given to account for various transac-
tions, including giving a 25% equity
stake in Rainbow Media in exchange for
NBC's interests in certain Rainbow sub-
sidiaries; acquisition of additional inter-
est in Madison Square Garden; acquisi-

allows great talent to pro-
vide quality localized pro-
gramming on a wider plat-
form ... with reduced cost.”
The system links stations in
five states so that one
announcer in Austin, Tex.,
can personalize program-
ming for up to a dozen sta-
tions in as many markets.

USCS Intemnational
subsidiary CableData

says MediaOne has
extended its customer
management and
billing contract cover-
ing 3.1 million Media-
One subscribers with
CableData. Financial
terms and the length of the
contract extension weren't
disclosed. Under typical
terms for such contracts,
the contract with Media-
One Group would gener-

tion of Radio City Productions, and
acquisition of 10 TCI cable systems in
New York and New Jersey. Pro-forma
results also reflect Cablevision’s sales of
certain cable systems.

a Princeton, N.J.-based 3CN Corp.
reports it had negative EBITDA of $10.4
million for the quarter ended June 30, a
7.8% increase over the quarter ended
March 31. At the same time, the compa-
ny’s quarter-to-quarter net loss declined
27.5%, to $49.1 million, or 84 cents per
share. Results came on revenue of $59.5
million, up 38% from the first quarter.

a Pegasus Communications reports a
135% increase in free cash flow from
operations, to $4.2 million, for the sec-
ond quarter ended June 30, while its net
loss jumped 264%, to $22.8 million.
Results came on total revenue of $46.7
million, up 136%. The biggest factor in
revenue growth was a 327% increase in
DBS revenue, to $33.5 million. The com-
pany attributed the larger ret loss to an
$8.7 million increase in premarketing
cash flow, a $6.1 million increase in
expensed subscriber acquisition costs, a
$10.7 million increase in depreciation
and amortization and a $7.5 million
increase in interest expense. Pegasus
also reports it added a net of 11,785 sub-
scribers during the quarter, a 470%
increase over the compar-able quarter
last year, and now has about 373,000
DirecTV subscribers. Pegasus operates
in three areas—DBS, broadcast TV and
cable—and is the largest independent
provider of DirecTV in the U.S.

annual revenue for Cable-
Data.

Clarification: Aug. 10
cover story on PBS cited

porate underwriting mes-
sages. Although some
public stations air 30-sec-
ond messages, PBS
guidelines limit underwrit-
ing spots to 15 seconds.
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Ratings on a roll

One equation is simple: Commercials plus programming
equals commercial TV, the type that is delivered free by
broadeasters to their audience. Take away the commercials
and the model breaks down, at least as fur as the free part is
concerned. The other equation—news plus content rat-
ings—just doesn’t add up.

Thomson Consumer Electronics, the largest supplier of
TV sets in the U.S, (with between a (ifth and a quarter of
the market). says it will manufacture sets that will include
the V-chip option of blocking news, sports and advertise-
ments. Other set makers are less vocal on the subject, but
suggest they may include the feature as well.

News, sports and commercials were excluded from the
ratings system (and broadcasters had hoped they would be
put beyond the reach of V-chip blocking technology) for
what would seem obvious reasons: the impossibility of pre-
dicting what will happen in a live newscast or sporting
event and the obvious difficulty of sustaining an ad-sup-
ported medium if there is an casy way for consumers to
bypass the ads that support it.

If Thomson goes ahead with its plan and others follow,
broadcasters will be forced to rate everything to ensure thit
there are no blank screens. At the outset, broadcasters may
getawiy with minimal ratings. But you can bet the antenna
farm that the usual lineup of external noisemakers will agi-
tate for tougher ratings on news, football games, promos,
commercials, what have you. Not only will stations’ tree
speech rights be threatened. so will their pocketbooks.

And so it goes. The content ratings become content
chillers become content blockers. What from a distance
looked to some like a pebble is bearing down like the boul-
der in “Raiders of the Lost Ark.” Broadcasters are justifi-
ably outraged. For political reasons, they grudgingly

Washington 1705 DeSales Street. N.W. Washington, DC 20036
Phone; 202-659-2340 Editorial Fax: 202-429-0651

Harry A. Jessell, editor

EDITORTALS e
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aceepted the ratings system for entertainment program-
ming—nothing more, If digital broadcust TV is to take
Tight. broadcasting and the consumer electronics industry
will need 10 work closely together, Thomson's scheme
torces them apuart. Thomson shoulkd abandon this idea. and
other manufacturers should ignore it. When it comes to rat-
ings and V-chips. it’s time to leave bad enough alone.

Getting down to business

Eyceballs are cycballs. That's the simple message that syndi-
cated programmers are sending Madison Avenue. To mahke
sure it gets delivered. the programmers have revamped and
renamed their New York trade group. doubled its budget and
hired a veteran agency executive to run it. She is Allison
Bodenmann, late ot Jordan. McGrath, Case and Partners.

As head of the Syndicated Network Television Associa-
tion, Bodenmann’s mission is clear: She must bring more
advertisers to syndication and convince them to pay the
same (or at least close to the same) rate they pay for net-
work spots. Warner Bros.” Dick Robertson puts the man-
date bluntly: *Pound away ut the [cost-per-thousand | differ-
ential between syndication and network television.™

To succeed, Bodenmann and the SNTA will have to
overcome Madison Avenue’s prejudices toward syndica-
tion and the very real advantages of network TV, It helps
that Paramount and Columbia TriStar have agreed to join
the club and will now be contributing their expertise and
money.

The only major syndicator still on the outside is King
World. It’s not easy for this group of hard-nosed competi-
tors to cooperate, But if Warner Bros., Columbia, Para-
mount and the others can sit at the sume table, so can King
World. If King World is going to reap the benefits, it"s only
fair it should also pay its dues.
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Why They Call It
A SuperPanel

Ken Auletta Marcy arsey

—

L

Bud Paxson Scdtt Sassa Herb Scannell

Howard tringer Barry Thurston Rlchatd Wiley Don West, Moderator

Broadcasting & Cable invented the SuperPane! to bring together a critical mass of top industry
executives in one place at one time. It's tough to assemble and tough to execute but, done right, it
iluminates today’s TV issues as no other forum can. We'll do it right again on September 17, as part 0°...
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