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“Fox Family’s New
Formula Finds
Right Mix”

The Hollywood Reporter
“New Fox Family Channel Opens Big”

“Fox Family Channel jumped out of the gate last week,
drawing more viewers in both prime time and daytime
than it’s predecessor - and few complaints from devotees

of the old Family Channel”
Electronic Media

“Fox Family Channel’s pre-school block is solid, with its
time-tested hits, such as Shining Time Station and

The Al New Captain Kangaroo’”
Seattie Times

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

returning to Fox Family Channel”
Times-Picayune
New Orleans

Mr. Bill Presents features the luckless and
malleable clay figure from Saturday Night Live’s

early years in this warm and cuddly family update’”
New York Newsday

“Life, Camera, Action With the change in network
ownership comes some excitement in the form of this
new series.

Boston Herald,

Kristen Eykel
Life, Camera, Action
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“Fox changes the channel but
keeps it a family affair?

Boston Herald

“Fox Family Channel
Enjoys Strong Debut”

Multichannel News

CHANNEL

More Family Than Ever!


www.americanradiohistory.com

Broatcastin

www.broadcastingcable.com

TOP OF THE WEEK / 8

CBS spins off radio CBS is splitting off its radio and outdoor advertising
unit and putting into place a $150 million-$180 million cost-cutting campaign
combining layoffs and other expense reductions. / 6

Kelly Broadcasting sells out Kelly Broadcasting was a third-generation

family business with a lock on the Sacramento market, but the Kellys sold their
holdings last week for almost $900 million. / 10

Stern scores in late night Love him or hate him. Howard Stern scored
big numbers nationally for CBS stations and non-CBS affiliates across the coun-
try last weekend. / 11

PanAmSat’s Galaxy X goes up ... in flames PanAmSat’s Galaxy X
satellite became a $225 million fireworks show as the rocket carrying it exploded
less than 90 seconds after liftoft. /12

Digital alliance Cable set-top maker Pioneer has formed an alliance with
French pay-TV operator Canal+, chip supplier C-Cube Microsystems and C-Cube
subsidiary DiviCom to target the cable equipment market in the U.S. / 16

FCC move now set for October After years of contention surrounding
its new home, the moving trucks may finally roll up to the FCC this fall. / 16

For more late-breaking news, see “In Brief’ on pages 72-73

SPEGIAL REPURT: MUSICHELEVISIUNE §f
Video stars for cable The Video Music Awards is |
MTV's highest-rated show; HBO has Janet Jackson slat-
ed for October: VHI scores with original programming, 1

and times are improving for The Box. / 26

BROADCASTING / 38

A period of adjustment Recent departures at Wilkes- | |
Barre's WBRE/WYOU combined news operations suggest some
difficulties in blending the two sta- | i
tions” cultures in their unique | &
shared-services agreement. /' 36 |

' Pfleger pickets ‘Springer’ | "

-
wlt =

The Rev. Michael Pfleger picketed | predict they'll make
outside Studios USA's Los Ange- | money off NHL broad-

les headquarters last week, com-
| plaining that The Jerry Springer
Show has broken its promise to
take the violence out. / 38

in TV rights costs. / 44

WAMI hopes to generate
some Miami Heat. / 39

Study shows radio reaches parents A radio
marketer is touting new research to underscore radio’s
potential as the medium of choice for advertisers who want

to target parents. / 42 ESPN in a zone

Changing Hands......53 Datebook ..................67 Fifth Estater..............68
Classified ................56  Editorials..................74 Nielsen Ratings..40. 46
Closed Circuit.........16  Fates & Fortunes ....69  Washington Watch...18
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Fall’s Familiar Faces TV's
tall syndication lineup will be full
of familiar faces and formats—
with nearly every new first-run
show relying on some connection
to an established star or show. /19 [

ESPN and ABC executives

casts, despite a huge hike

Cover photo by Julie Dennis Brothers J

| CABLE / 43
EchoStar, DirecTV battle for eyeballs Open

| wartare has erupted in the DBS ranks. with EchoStar Com-

munications Corp. and DirecTV
offering bounties on the each
other's subscribers. / 43

Ameritech gets with

program Ameritech New
Media, seeking to cement its rela-
tionship with customers in its key
Columbus, Ohio, market, is
launching 49 local-information
channels there. / 43

\ Shareholders sue Source
Source Media. coming off a trou-
bling second quarter. now faces
two lawsuits alleging that the com-
pany defrauded investors by tail-
ing (o report lost contracts. / 46

TEGHNOLOGY / 50
Dispatch fires up HDTV football Dispatch Broad-
{ cast Group of Columbus. Ohio. is making a big effort this
fall to get HDTV on the air with college football. / 50

with the NFL ESPN Internel

Group intends to stream same-day gaime clips on
www.NFL.com and to enhance the NFL Gamecast feature
on its www.SportsZone site. / 52
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They don’t callus Discovery Channel for nothing.

EXPLORE YOUR WORLD"

www.discovery.com
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CBS Radio becomes Infinity

Karmaczin to split off stations. outdoor unit; will cut costs at CBS Corp., TV network

By John M. Higgins
and Paige Albiniak

oping to further
draw investors’
attention away
from weakness at the
company s television
network, CBS is split-
tng oft its radio and
outdoor advertising
unit and wants (o sell
20% of the new com-
pany to the public for
up to $4.6 billion.
The restructuring
will be accompanicd
by a SIS0 mil-
lion—-$180  million
cosl-cutting campaign
at CBS Corp.. combining lavefts and
other expense reductions with about $90
million in reduced costs for prime time
programming.

Karmazin says his restructuring will
fultill his earlier promise to turn the
CBS TV network into a profit center.

At the same
time. Karmazin is
trying to dismiss
speculation that
he wants 1o sell
the CBS TV ncet-
work or push it

partnership. Wall
Street executives
have pegged USA
Networks Inc.'s
Barry Diller and
Time Warner Inc.
as potential suit-
ors for the net-
work.

“Make no mis-
take. the CBS
television net-
work is my favorite asset.” Karmazin
told securities analysts during a meet-
ing last Thursday. He insisted that the
network will be post a protit next year.

mnto some sort of

However. one money manager notes
that one of the biggest consequences of
separating radio is making the TV
operation more bite-stzed, similar to
TC1's broad asset shutfle that led up to
the planned takeover of its cable opera-
tions by AT&T Corp.

The expense reductions will come in
large part from the cancellation of such
older. expensive sitcoms as Murphy
Brown. Cyhill, and Family Matters.
The rest wilk come from unspecified
layofts and cutbacks at CBS Corp. and
the TV network. The trimming will
imclude the cancellation of the winter
meeting of station affiliates. The com-
pany will take a one-time charge of $50
million=575 million to cover severance
and other restructuring expenses.

The new radio company will be
named Infinity Broadeasting. reviving
the label of the radio company that
Karmazin sold to what was then Weslt-
inghouse Corp. two years ago. Kar-

Chancellor takes radio’s top dial position

By Elizabeth A. Rathbun

combined Chancellor Media

Corp./Capstar Broadceasting Part-

ners [ne. is evicting CBS Corp.
from its tong-held position as the
nation’s top radio group.

The mega-merger. announced last
Thursday. creates a company with $1.6
billion in estimated 1997 revenue and
479 radio stations, according to BIA
Research. CBS slips 1o second. with
$1.5 billion in estimated revenue and
162 stations.

"It has been a long-term profession-
al and personal goal of mine to ercate
the nation’s largest radio and broad-
casting entity by all measures.” says
Thomas Q. Hicks. chairman of Hicks,
Muse. Tate & Furst Inc.. the private
investment firm that owns about 15%
ol Chanceellor and 59% of Capstar,
Hicks Muse is expected to own aboul
25% of the new Chancellor, which wilt
be chaired by Tom Hicks,

“Tom’s about doing things in a big
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AT A GLANCE

Radio companies’ pre-merger standing
No. of 1997 est
_(:ompany ) radio slfh'ms_ revenue
CBS 166 $1.54 billion
Chancellor Media 99 $917 million
Capstar Broadcasting 317 $604 million
Jacor Communications 183 $596 million

Source: BIA Research as of Jan. 1

Radio companies’ post-merger standing

No. of 1997 est.
Company radio stations  revenue )
Chancellor 479 $1.6 billion
cBS 162 $1.5 billion
Jacor Communications 205  $613.7 million

Source: BIA Research as of Aug. 27

way with a high tevel of excellence.”
says Chancellor President Jeffrey A.
Muarcus. who will keep that title with
the new company. Capstar President R,
Steven Hicks. Tom Hicks™s brother.
will be viee chairman. The merger was
not unexpected: Mareus had said he

www americanradiohistorv com

wanted to bring Capstar under the
Chancetlor banner (B&C. June 29).

The executives have time to figure
out how to run the new Chancellor,
with the closing not expected until the
second quarter of 1999, Marcus says.
Among the holdings that Chancellor
plans to take advantage of are its 12
television stations. rep firms Katz
Media and Petry Media Corp.. 14,500
outdoor display faces and AMFM
Radio Networks. Overlaps mean the
new company will have radio stations
in ['1 of the 23 markets where it owns
bittboards and four of the eight where it
has TVs,

In combining the radio companies,
Chancellor will pay $4.1 billion in
stock and assumed debt. or 15.5 times
Capstar’s projected 1999 cash tlow,
Chancellor stockholders will swap
each of their shares for one share in
the new company. while Capstar
holders will get 48 share. The new
Chancellor’s value is said to be about
$17 billion. n
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KNOCKOUL...
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powerful punch!

180% W +67"

SAR IRANCIZED KTVRH 12:30PF EESTAN ALYOW 1B-NAR

+100"

PRILABEWSIIA WPRLW 11AMI20

+100*

DINVER #WC4-W G-10AR

+40* " +all*

BINNEAPOLE RISTW 120 Rikm worw 2P

+40*

mil

Justice you can trust.

Executive Produce-s
Bcb Young and John Tomlin

Source: NSI Navigator/WRAP
% Gains based onHH She {Mills is Aug 17-27 1998) vs. Aug ‘97 TPs
® vs July ‘98: markets not matered in Aug ‘97
1598 Rysher Entevtainment, Inz. Al rights reserved.
ETAINMINT
Gk COMPANT


www.americanradiohistory.com

10

P OF THE WEEK

mazin will be chairman of the new
company but will retain his titles and
duties at CBS. Infinity will include
CBS's 155 radio stations and TDI
Worldwide, the billboard unit.

Part of the goal is to highlight the
value of the CBS radio unit. which
Karmazin and CBS Chairman Michacl
Jordan believe is overshadowed by the
TV network. The radio operation is
growing strongly. with sales jumping
21% during the sccond quarter and
cash flow zooming up 26%. But even
before the recent broad stock market
turmoil, CBS’s stock had sagged tfrom
$36 per share to less than $30.

CBS CFO Fred Reynolds told ana-
lysts that with some $1 billion in cash
flow this year. the radio group should be
valued @t $20 billion—3$23 billion. or the
20-23 times annual cash flow multiple
achieved by other rudio companies . If an
IPO can achieve that valuation, CBS
would get $4.2 billion—$4.6 billion.

More important. if investors accept
that level. the TV operation would be
valued at very little. At $30 per share, the

muarket valuation of CBS's assets is
about $26 billion. “Clearly, we think that
this transaction will help unlock the
value in CBS Corp..” Reynolds said.
Cash from the deal will go 1o reduce
CBS’s debt. about $750 million of
which will go over to Infinity. That will
leave CBS and Infinity poised for
acquisitions, particularly on the radio
side—where Karmazin will have not
just borrowing capacity but also his
own stock to use as currency. But CBS
executives said they may try to
increase their TV station holdings a bit.
Tim Wallace. broadcasting analyst
for Lehman Bros., says he expects
Infinity to get a premium valuation
multiple. which should. in turn. boost
CBS stock: “The lift in value for that
asset will be felt quickly in CBS Corp.”
Wall Street’s focus on the CBS net-
work has been a continuing source of
irritation for Karmazin, While NBC is
expected to generate $500 million in
cash flow this year, CBS’s network is
looking at a loss. Analysts have been
concerned that the CBS network will be

hurt by its $2.5 billion deal tfor National
Football League rights, costing about
$300 million in the 1998 season and
stepping up sharply in subsequent years.

Last month, CBS scrapped its tradi-
tional conterence call to discuss quarter-
ly earnings, in large part—according to
Wall Street executives—because the
first-quarter call last May was dominat-
ed by questions about the network rather
than the TV stations or the radio group.

Focusing on the TV network is hardly
surprising. because it accounts for about
63% of CBS’s revenue. But Karmazin
contends the network should be seen as a
programming operation for CBS’s sta-
tion group. not as a stand-atone business.

Further. he insists that even with the
NFL rights fees. the CBS network will
be profitable. “The network fix that
some of you were skeptical about—I
hope that skepticism is gone. I itisn’t
gone [then| maybe we re the wrong the
company for you to be investing with, |
told you we are going to make the net-
work profitable. and I don’t know what
clse I ean tell you.” ]

‘Get big or get out’

Kelly Broadcasting gets out to tune of almost
$900 million for two TVs and an LMA

By John M. Higgins

o much of the broadcasting
Tindu.slry. the exccutives at
Kelly Broadcasting were con-
sidered tifers. Longtime faniily
broadcasters with a lock on their core
local market in Sacramento. Calif.
the company had its third generation
running its three stations and was
generating strong operating resutts,
But the frustrations of being a small
broadcaster. wariness over debt tahen
on o buy out other family members
last year and the immense temptation
of the even more immense prices that
established broadcasters and start-up
financial players are willing to pay have
the Kellys surrendering, collecting
almost $900 million to easc the pain,
After a quick auction, Hearst-Argyle
Television agreed to pay $520 million
for Ketly's Suacramento flagship NBC
affiliate KCRA-TV and a local marketing
agreement for ncarby WB affiliate
KQCA(TV). That's some 17 times
expected 1998 cash flow, or 15 times if
you adjust for the youth of the LMA

Longtime Sacramenio broadcasters, the Kelly
family—which includes brothers Jon and
Robert (shown in vintage photos)—has sold
the last of its television stations.

deal. Hearst-Argyle executives say that
from their perspective. tax benefits and
other efficiencies wilt bring the valua-
tion down to 12.5 times cash flow.

The Kellys also are getting $370
million from Mecredith Broadcasting
for their Seattle Fox affiliate, Kepo(rvy,
Meredith will in turn trade the station
tor Tribune Co.’s Atlanta CBS aftili-
ate. UHF station wGNX(TV), One excec-
utive pegged that deal as worth more
than |8 times 1998 cash flow.

“We're a small group in a small

10 BROADCASTING & CABLE / AUGUST 31, 1988
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pond.” says Greg Kelly. general man-
ager of KCRA-TV (He is the son of Jon
Kelly and the grandson of founder
Gene Kelly.) The properties were in a
strong position, he says. “What we saw
were the difficulties of maintaining i
The gain is big. Just a year ago.
Kelly Broadcasting Chairman Jon
Kelly bought out the interests of
brother Bob and nephew Christopher
for what industry executives estimate
was $600 million. Bob, however.
continued to hold a small stake, so he
will participate in part of the 50%
gain on the station sales.
The gain on the LMA agrecment is
even more dramatic, with the deal to
manage the Sucramento WB aftiliate
generating 15 times the cost of buy-
ing the station in 1995,
Some broadcasters say that the
Kellys™ exit was unexpected. Tribune
Broadceasting President Dennis FitzSim-
mons had put the Kellys—along with
Hubbard Broadeasting in Minneapolis
and Ed Ansin’s Sunbeam Television in
Miami—in the group of station owners
that would “never™ go. I was really sur-
prised when they decided to sell.” says
FitzSimmons. who has been involved in
the process for months. “They've been
such good broadcasters.™

The Kellys struggled over the summer
to stay in, asking investment banker
Merrill Lynch to engincer some sort of
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partnership: either a merg-

tion. In the May sweeps.

er with another small sta-— “We had to get Kcera-1v gencrated a 19
tien group or a tinancial q total-day rating versus a 12
player that would leave b’g or get OUt! for the local ABC and
the family in operating and we CBS affiliates.

control. But that wasn’t
casy. particularly in just a
couple of months, and the
market proved too hot to
Tesist.

“They absolutely did
not want to sell out.” savs

were not in

a position to
get big.”
—Greg Kelly

But the frustrations of
having just three stations
are increasing. Program-
ming is the biggest sore
point. with station-group
competitors able to lock up
shows across a dozen or

Moerrill 1.ynch investment
banker John Trousdale. “They wanted
a combination of equals ... that kept
them in.”

Kelly Broadeasting was founded by
Gene Kelly. who ran a local ad agency
and had a background in newspaper
advertising sales. In 1945 he started a
radio station: in 1955, with financial
backing from u local dairy. he started
KCRA-TY. He drew his two sons, Jon and
Robert. into the business. They in turn
brought their sons up in the operation.

The company sold its by-then two
Sacramento radio stations and used the
proceeds to buy the Scattle outlet in
1980 for about $6 million.

For vears KCRA-TV has been the leader
in its market. known particularly for a
strong local news operation and in recent
years benefiting from its NBC affilia-

more markets carly. In
recent programming negotiations with
syndicators. Kelly was a particular loser.
“1Host five out of six shows and didn’t
even get to the table.” Greg Kelly says.
“We had 1o get big or get out. and we
were not ina position to get big.”
Network relations are another sore
spot. Fox, Greg Kelly says. sees itself ™in
the global television business. Affiliates
are a necessary evil.” NBC is no better.
in his view. “Not everything those peo-
ple want you to do is in a station’s best
interest.” he adds. As an example. he
cites the network’™s push to brand its
affiliates ax NBC outlets. *Calling KCRA-
TV NBC3 is nuts.” Greg Kelly says.
TKCRA-TV s like a brand in this market.”
The family’s aversion to debt didn’t
help. Buying out Bob and Christopher
Kelly boosted the company’s debt to

TOP OF THE WEEK

about $250 mittion. almost five tmes
cash flow. “Jon's tolerance for lever-
age was pretty low,” says one execu-
tive familiar with the station sales. The
deal also dramaticalty highlights the
value of an LMA agrecment.

Kelly worked with Wing Fat. a local
Chinese restaurateur. and Barbara Scur-
field. wife of the chairman of the Culi-
fornia Horse Racing Board. to buy
KQCA-TV for just $8 million three years
ago. General Electric Capitat Corp., the
lender, had been stuck with the station as
part of its takeover of financially trou-
bled Pegasus Broadeasting Corp.

Nzither of Kelly's partners is a
broadcaster. and neither intended to
operate the station. That was left o
Kelly Broadcasting. which essentially
leased the station for what Greg Kelly
characterizes as several hundred thou-
sand dollars annually.

After just three years of pushing ad
sales. improving programming and
watching station values snrge. the

Hearst-Argyle deal puts a value of

about $120 million on the LMA, 15
times the purchase price.

Greg Kelly wouldn't comment on
the LMA valuation. "[t"s becn fine for
cverybody.” he says. "IU's now a tele-
vision station instead of somebody’s
bad loan.™ ]

Stern scores in late night

Howard Stern's new late-night show did
everything expected of it during its first
week on the air, scoring big ratings and
bringing out critics who believe the show
is inappropriate for network TV.

Love him or hate him, the syndicated
radio personality scored big numbers
natiorally for CBS stations and non-CBS
affiliates across the country last weekend.

The Howard Stern Radio Show, his
new syndicated TV series from CBS's
Eyemark Entertainment, scored a 4.9 rat-
ing/12 share nationally, according to
Nielsen Media Research. In New York,
Stern scored a 7.0/15, beating Saturday
Night Live by 19% and bringing the 11:30
p.m. time peried up 159% from the year
before. In Los Angeles, Stern scored a
6.6/16, falling short of SNL but improving

the time period 200% from the month before.

“It did extremmely well in terms of performance for its first
effart.” says Bill Carroll, VP and director of programming at
Katz Television Group. "And if the contest is Stern versus
Saturday Night Live, it wasn't a knockout, but it may have

been a technical knockout.”

Eyemark executives last week decided to give the

Stern and friends debutet! in
syndication o good ralings.

controversial show the striclest reting that
a show can get—a TV-MA tag that
declares the program is only for mature
audiences. That didn’t change :he way
Brent Bozell ! felt about the Stern show.
His conservative lobbying organization
(The Pa‘ents Television Council) has
launched a campaign against advertisers
of the show.

“Howerd Stern’s show is the most
repugnar t program in the history of broad-
cast television,” says Bozell, the crganiza-
tion's chzirman. “This man 2xists solely to
be repugnant.”

The Parents Tetevision Council has
begun an advertising campaign n major-
market rewspapers that will target a dif-
ferent Stern advertiser each week. This
past week, Bozell spotlightad the Interna-

tional House of Pancakes chain; sources say that Crest
toothpaste will be the focus this week.

Dave Ward, the program director of wkcr(tv) Orlando,
which airs the Stern program, says he is not having a prob-
lem with advertisers pulling away from the show. Ward's

WB affiliate scored a 7.3/18 last week with Stem’s show,

www americanradiohistorv com

topping Saturday Night Live in the market. —Joe Schiosser
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PanAmSat’s Galaxy X
goes up ... in flames

Satellite, launch vehicle
destroved; replacement
expected in 13-15 months

Boerng & Dedlar IV rockel
explodes i..if-l' I.‘I-tdns-:da;

SEn_D.I'IdE
By Karen Anderson

anAmSat’s Galaxy X satellite
P became a $225 million fireworks

show as the Boeing Delta 1
racket carrying it oft Cape Canaveral
exploded last Wednesday night less
than 90 seconds after liftoff.

The 9:17 p.m. launch was the inau-
gural fight for the Boeing rocket, which
was designed to serve the satellite com-
munications industry with a payload
twice the size of its predecessor. Delta
11. Bocing says the flight went smoothly
for the first 55 seconds, after which the
rocket began spinning out of control.
The Air Force then sent destruct signals
to the vehicle. Boeing is investigating
the cause of the accident.

PanAmSat said the launch and the
satellite were fully insured. but the com-
pany’s stock nose-dived as much as 7-

flight: “The big surprise to me
with Delta [T was that they had
a paying passenger on it.” says
Morgan. “They were boasting
about that before the launch,™

“If we had to lose one,
this is the one we
could afford to lose.”
—PanAmSat’'s
Luli Saralegui

172 points last Thursday. Beeing’s stock
dropped only about half a point. Both
stocks hit their year's low that day.
Satellite analyst Walter Morgan of the
Communications Center says it isn’t sur-
prising for a rocket to fail on its maiden

Boeing's company practice is to fly
live payloads on Delta maiden flights
as a “testament to customer confidence
and Del’s hallmark reliability.” Boe-
ing Delta 1l program director Dan
Collins said before the launch.

Brillstein-Grey ponders funding options

Brilistein-Grey Communications may seek private sources of funding for
upcoming network shows as an alternative to seeking money from part-owner
Seagram Co.’s Universal Studios, according to a source familiar with the pro-
duction company. With its NewsRadio cleared in 93% of the country for syn-
dication and Just Shoot Me fast approaching hit status, Brillstein-Grey thinks
its new shows will find plenty of interested investors besides Universal,
sources say. The company has eight to 10 shows in development.
Brillstein-Grey's strategy comes as co-chairman Brad Grey mulls
| whether to buy back the 50% of the company owned by Universal or to sell
the remainder of his company to Universal. Universal Chairman Frank
Biondi has held preliminary talks with Grey about taking full control of Brili-
stein-Grey, offering Grey a top position at Universal. Grey turned down the
position, sources say.

Biondi also has held talks with former Universai Television group chair-
man Greg Meidel about returning to the company as a senior executive,
sources say. Biondi is considering bolstering the studio’s television arm
after selling its stake in USA Network and most of its domestic TV produc-
tion business to Barry Diller earlier this year.

Officials at Universal and Brillstein-Grey declined comment; Meidel
couldn’t be reached. —Michael Stroud
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Luli Saralegui. PanAmSat executive

vice president. says that while Galaxy
X's tailure will result in limited short-
term shortage of capacity. especially in
the C-band., there should be no effects on
customers” current service. But she ad-
mits that the failure may hinder cus-
tomers’ expansion plans.
“This means an overall tight-
ening of capacity.” says Grace
Leone, president of capacity
reseller EFC Communications.
“The people who were going to
go on Galaxy X could be really
squeezed. Some will remain on
Galaxy IX, but some had lots
of plans based on Galaxy X.”
Leone adds that the loss of Gal-
axy X may have a bigger
impact on the Ku-band
capacity market. which
has been tight since the
failure of Galaxy 1V in
May: “Prices are tairly
stable right now. but I'm
afraid there might be
some real competition for
space.”

Under PanAmSat’s
recavery plan. Galaxy X
customers will continue
leasing space on Galaxy
IX (C-band) and SBS-5
(Ku-band). Saralegui
says her company may not be able to
serve ane customer—which PanAmSat
would not name—slated to go on
Galaxy X. but PanAmSat is working to
accommodate that company.

Programmers that had leased space
on Galaxy X include Disncy and Via-
com, which already are customers on
Galaxy IX. A Disney spokesperson
says that while Disney was planning to
use tour transponders on the new hird,
the launch failure had no effect on its
current business: “Our satellite capaci-
ty needs continue to be met.”

PanAmSat is continuing with the
eight satellite launches it has scheduled
over the next nine months, and it will
huild and launch a replacement for Gal-
axy X in 13-15 months, Saralegui says.

From its location at 123 degrees
west longitude. Galaxy X waould have
enabled PanAmSat to relocate its
Galaxy IX satellite to a new position
and create its fifth cable neighborhood.

“[f we had to lose one, this is the one
we could afford to lose.” Saralegui says.
“You hate to lose any, but there's a
probability, when you have nine launch-
es coming up, that you're going to lose
onc. This satellite was replacing two

AP Photo/Florida Today, Mike Brown
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suteltites that are working fine. that pro-
vide service today. so we can absorb it.”

The Greenwich. Conn.—based satel-
lite company has had a lot 1o absorb in
the past six months, starting with the
in-orbit failure of its Galaxy 1V satel-
hite in May. That catastrophe affected
broadcasters as well as telecommuni-
cations companies and their millions of

paging customers.

Analysts says that PanAmSat was
banking on Galaxy X to gencrate some
$2000 million in extra revenue this year
through sales-type lease agreements.
Saralegui says that most of that rev-
enue will be deferred into subsequent
years under existing contracts, and she
expects no long-term financial effect

TOP OF THE WE

beyond limited fourth-quarter revenue.

EFC Communications™ Leone em-
phasizes that this was a rocke: failure,
not a satellite failure like Galaxy [V’s,
“I hope people remember that,” she
says. “People hear about a launch fail-
ure, and they get skittish abcut using
satellites in general.” ]

—Glen Dickson contributed to “his story.

Basic cable beats broadcast networks for week

Win is fifth in nine weeks
By Donna Petrozzello

n one of their best rutings weeks this

year, basic cable networks outper-

tormed their broadeast brethren in
prime time ratings, marking cable’s
fifth weekly win in the past nine weeks.

Basic cable networks garnered an
average 25.8 prime time rating, com-
pared with the combined 24.9 average
carned by ABC, CBS, NBC and Fox
for the week of Aug. 17-23, according
to analysis by the Cabletelevision
Advertising Burcau of Niclsen Media
Research data. Likewise, cable’s aver-
age rating topped that of the four
broadcasters a week earlier, Aug. 10-
16, with a 25.0, compared with the
broadcasters’ 23.6.

CNN coverage of President Clin-
ton’s comments about the Monica
Lewinsky scandal was the most-
witched show on basic cable for the
week of Aug. 17-23. earning a 7.3 rat-
ing/5.4 million homes on Aug. 17.

CNN locked in six of cable’s top 10
shows for the week with additional
coverage of the Clinton/Lewinsky
scandal on Larry King Live und cover-
age of Clinton’s address about bomb-
ings in Sudan and Atghanistan on Aug.
20, according to Niclsen.

The week only fortified a month of
strong ratings for cable. Basic network
ratings hit record highs in August, aver-
aging a 24.3 rating in prime time com-
pared with a 23.8 prime time rating for
the six broadcast networks, a 22.3 prime
time rating for the top four broadcasters,
and a 19.0 rating for ABC/CBS/NBC
combined. according to Turmner Broad-
casting s analysis of Nielsen data.

Turner networks captured six of the
10 top-rated shows for the month on
basic cable with record-level ratings
carned by CNN's news coverage, TBS
Superstation’s presentation of "The
American President”™ and high marks

L

The president attracted cable viewers
with his announcement of missile strikes.

for TNT Monday night wrestling.
Viewership for CNN and CNN's Larry
King Live gave CNN three of basic
cable’s six top-ranked shows for the
month, according to Nielsen,

With 10 of the 12 weeks of the tradi-
tional summer scason—June 15
through Labor Day—complete. some
rescarchers arc expecting cable ratings
to achieve parity with combined rat-
ings for the six broadcasters this sea-
son. The summer season, according to
Niclsen®s calendar. wraps up on Sept.
20, which also signals the end of the
1997-98 TV season.

From mid-June through Aug. 23,
basic cable networks have averaged a
national rating of 23.6, a rating equal to
the combined six broadcast networks
for the same period, according to USA
Network’s analysis of Nielsen data.
Over those 10 weeks, combined ratings
for ABC, CBS and NBC averaged 19.0
in prime time, according to Nielsen.

Although dramatic news coverage in
the fourth week of August helped o
push cable’s ratings for the entire sum-
mer to record levels. Nielsen data show
that broadcasters™ viewership is talling
overall. The equivalent 23.6 rating for
both cable and broadcasters over the
past 10 weeks marks a 15% increase in
cable ratings and a 9% drop in ratings

for the six broadcast networks. com-
pared with the same period last year.

*We have been predicting for some
time that cable would exceed the audi-
ence of broadcast networks, ke it three
networks. four networks. or all net-
works.” says USA Network senior vice
president of research, Tim Brooks.
"But even we are surprised by the rate
of cable’s growth. This is the point we
were supposed to reach twe or three
years from now.”

In a long-term analysis of basic
cable viewership released last weck,
the CAB concluded that both long-
standing networks and newcomers
have carned substantially larger prime
time audiences over the past 13 years.

According to the CAB survey, cable
networks that launched in 1985 or earlier
delivered an 18% larger prime time audi-
cnee inthe first quarter of 1998, about 9.7
miltion homes on average, compared
with an average of 8.2 million homes in
the first quarter of 1995,

Since 1995, the average prime time
dehivery of basic cable’s 11 original
networks—each launched in 1985 or
carlier—has grown from 3.32 millien
homes to 9.75 million homes, accord-
ing to the CAB survey.

Likewise. networks that launched
between 1986 and 1990 incrzased their
household delivery by 36% in tirst
quarter 1998 compared with the same
period in 1995. Networks that launched
between 1991 and 1995 delivered an
average of 101% more homes in 1998,
compared with first quarter 1995, Also,
networks that launched between 1996
and 1998 delivered an average prime
time audience of 1.7 million homes, the
CAB says.

“These findings offer fu-ther proof
that viewers are increasingly attracted
to the unparalleled diversity of cable
programming and that all of the basic
cunle networks have distinctive appeal
to audiences throughout the nation.”
says CAB President Joe Ostrow. ]
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NAB gives satellite subs three more months

Tells court it won't enforce DBS cutoff of network signals until next vear

I
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By Paige Albiniak

roadcasiers will wait untit Jan. t,
1999 before enforcing the cut-off

of more than a million sateltite
TV subscribers™ access to network TV.

U.S. District Court Judge Lenore
Nesbitt last month ruled that satellite
distributor PrimeTime 24 had until
Oct. 8 to cut olf the illegatly imported
CBS and Fox signals of subscribers
who have signed up since March 11,
1997 (when the broadeasters filed their
suit). Parties to the suit are awaiting
another ruling that would require
PrimeTime 24 to terminate the signals
of all subscribers illegally receiving
signals.

Congressional offices. the FCC and
the U.S. Copyright Office have been re-
ceiving angry calls from satellite TV
customers. With Congress facing mid-
term clections in early November. mem-
bers are worried that the impending cut-
of I will affect their re-clection efforts.

The broadcaster plaintifts last week
fited their petition with the court. They
also want PrimeTime 24 and other
satettite broadeasters to give customers
notice 45 days before ending their ser-
vice, inform them of other ways they
cun get the signals and give lists of all
terminated subscribers to affiliates,

Concern for viewers. and not politi-
cal ramifications. motivated the broud-

“The NAB move is
clever. This postpones
the cutoff and tries to

deflect any pressure
that is put on
Congress.”

Andy Paul, senior VP,
Satellite Broadcasting and
Communications Association

casters™ action, says Jeff Baumann,
NAB cxecutive vice president:
“There™s been a lack of full explanation
on the part of PrimeTime 24 as to why
subscribers would be terminated on

Oct. 8. There's been a great deal of

casting blame on the affiliated stations,
as opposed to the real reason. which is
because PrimeTime 24 has been found
to be in violation of the Copyright Act.”
Sateltlite industry propenents and
Hill staffers say there is no question that
the broadcasters™ move is politically
motivated. "When's the election?”™ asks
PrimeTime 24 President Tom Casey.
“There is adequate time for me to tell
my subscribers they are going to be cut
off. This is just a move by the broad-
casters to move this past the clection.”
“The NAB move is clever,” says
Andy Paul. scnior vice president of the

News director resigns after remarks

A St. Louis newsman has lost his job over racially offensive remarks he

made during a newsroom meeting.

KDNL-Tv news director David Cohen resigned last Monday while he was
on suspension pending an investigation into the remarks. According to
reports, during a discussion that followed reporter Leo Stallworth's sug-
gestion of a story about African Americans and heart disease, Cohen com-
mented that such health problems might be due to a diet of fried chicken

and mashed potatoes.

Staliworth, who is African American, told the St. Louis Post-Dispatch he
indicated to Cohen that he was bothered by the remark, but Cohen per-
sisted in expressing such stereotypes.

Cohen’s conduct in the meeting was brought to the attention of vice
president and general manager Tom Tipton who, sources say, has a zero-
tolerance policy toward sexually or ethnically offensive remarks. Tipton
told BaC that the resignation was not forced by public pressure, since
Cohen resigned before the story was reported locally.

Assistant news director Carol Scheer will run the news department as
the station seeks its fourth news director since beginning its newscasts
in 1995. —~Dan Trigoboff

1998
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Sateltite Broadeasting and Communi-
cations Association. “This postpones
the cutoft and tries to deflect any pres-
sure that is put on Congress.”

Although Hill staffers agree that the
broadcasters” move is political. they
welcome any time to pass legistation
that would improve the situation
between now and mid-October, when
Congress recesses until next year.

Senate Commerce Committee
Chairman John McCain (R-Ariz.) next
month plans to introduce a bill with
Senate Judiciary Committee Chairman
Orrin Hatch (R-Utah). That bill would
give DBS providers three years before
they have to offer alt local signals in all
the markets they serve and would help
resolve the PrimeTime 24 problem. It
atso would lower satellite broadcast-
ers” computsory copyright fees—to 19
cents per subscriber per month for
superstations and to less than 15 cents
for imported network signals—and
grant satetlite companies a compulsory
copyright license for five years, says
ONC SOUrC.

House Telecommunications Sub-
committee Chairman Billy Tauzin (R-
La.) also s drafting tocat-into-local
legishation with Rep. Ed Markey (D-
Mass.) that would altow sateHite TV
carriers (o phase in carriage of all local
signals over three to five years.

“Chairman Tauzin and Markey
won’t decide to move forward with a
freestunding bill until they have the
opportunity to consult with [House
Commerce Commiittee Chairman Tom|
Bliley. McCain. Hatch and |[House
Courts and Intellectual Propernty Sub-
committee Chairman Howard) Coble.”
says Ken Johnson, Tauzin spokesman,

Sull. PrimeTime 24 and distributor
DirecTV can terminate subscribers’
service anytime between now and Jan.
[.as long as they give 45 days™ notice,
as stated in the broadeasters” petition 1o
the court.

DirecTV is the only DBS provider
that stitl uses PrimeTime 24 (o distrib-
ute distant network signals and hasn’t
negotiated a compromise with broad-
casters. Over the past iwo weeks, NAB
offered DirecTV more time belore it
had to cut off subscribers in return for
quict on the lobbying front. But the
parties failed to work things out. ]
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Digital-cable
alliance plans
comprehensive
approach

Pioneer, C-Cube, Canal+
and DiviConi to market
turnkey equipment package

By Glen Dickson

able set-top maker Pioneer has
c formed an alliance with French
pay-TV operator Canal+, chip
supplier C-Cube Microsystems and C-
Cube subsidiary and digital compres-
sion supplier DiviCom to target the
cable equipment market in the U.S., as
well as the overall digital television
markets in Europe and Japan.
According to a C-Cube spokesper-
son, the alliance was formed to offer
cable operators a turnkey package of
equipment, from the headend to the set-
top, that could compete with leading
cable vendors General Instrument and
Scientific-Atlanta. Pioneer, Canal+ and
C-Cube will also target the forthcoming
U.S. retail set-top market. The set-tops
will support the OpenCable standard for
the US and the DVB-MHP (Multimedia
Home Platform) standard for Europe.
Within the alliance. Pioneer will
manufacture the set-tops; Canal+ will
supply Mediaguard conditional access,
Mediahighway middleware. and inter-
active software; C-Cube will supply the
digital video silicon. and DiviCom will
supply headend components. The sys-
tem will focus on supplying interactive
television applications, such as Web
browsing and home shopping. These
applications are increasingly popular in
Europe. where Canal+ currently has 1.8
million boxes installed. ]

| it

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.

CLOSED GIRGUIT

BEHIND THE SCENES, BEFORE THE FACT

lwantmy 1919 M TV

CC meetings are going global,

thanks to Capitol Connection and
the Intermet. An arm of Virginia's
George Mason University, Capitol
Connection has been broadcasting
FCC meetings from the commis-
sion's 1919 M Street headquarters in
Washington as part of its four-chan-
nel wireless cable service. Starting
Oct. 1, it will televise the monthly
meetings over its Website
(www capitolconnection.gmu.edu)
for PC owners with RealNetworks
streaming software. Wireless cable
subscribers get it free, but nonsub-
scribers will have to pay $400 a year.
According to Capitol Connection's
Mike Kelley, the wireless cable ser-
vice now counts 1,700 subscribers
who pay $595 a year for C-SPAN,
C-SPAN2, CNBC and CNN. To get
the FCC meetings, which preempt
CNBC., subscribers must pay an
extra $200. (For a fee, the service
also ofters coverage of the Federal
Emergency Management Commis-
sion and the National Transportation
Satety Board.) Capitol Connection
has been offering C-SPAN and FCC
coverage since 1981 and has con-
tributed $1.5 million to the universi-
ty’s coffers. Says Kelley: *“We're the
only wireless cable company in the
country making any money.”

HOLLYWOOD B
Hunger for ‘Munger’

rs. Munger's Cluss, a weekly

90-second animated intersti-
tial on Disney’s One Saturday
Morning, may be on its way to
becoming a prime time series on
ABC. Next week, a 70-second
Mrs. Munger's Class featuring a
morphed yearbook photo that
comes alive will open ABC's
Monday Night Football. Sources
say the interstitials, created by One
Saturday Morning executive pro-
ducer Peter Hastings, have become
favorites of ABC senior executives
Bob Iger and Steve Bornstein.
Mrs. Munger's Class was on
ABC’s development charts this

past season but failed to crack the
fall 1998 lineup. Sources say Hast-
ings is redeveloping the 30-minute
animated series for next fall.

Mr. and Mrs. Syndication?

erry Springer and Roseanne have

become good friends and fans of
each other’s work. So last Thursday
Springer flew out to Los Angeles to
appear on Roseanne's new talk
show, which is set to debut in two
weeks. Springer and the head secu-
rity guard on his talk show, Steve
Wilkos, taped three segments of
Roseanne’s program. One segment
included a mock episode of The
Jerry Springer Show in which
Roseanne and two of her daughters
get into a fight and Wilkos and
Springer have to break it up. The
Springer appearance will likely air
during the first few weeks of
Roseanne’s new show. Springer
also appeared on Roseanne's ABC
sitcom during her final season on
prime time TV.

WASHINGTON _ -

Louisiana cakewalk
H ouse Telecommumications Sub-
committee Chairman Billy
Tauzin (R-La. b was “re-clected
without oppsmition” ina gqualilying
race in his Louisiana district earlier
this month, Tavzin faced no chal
lenger, Repubilican or Democral. in
his largely Democratic disirict,
Tauzin, who became a Republican
in 1995, represents the third district
of Louisiana, which is coastal and
stretches from Mew Ohrleans o the
Gulf of Mexica, As o why no
aspiring Louisiana politician took
Tauzin on: "“He’s just an enormous-
ly likable and personable politi-
cian,” says Tauzin spokesman Ken
Johnson. “He also takes care of
business back home. Whether it’s a
fishing issue. environmental issue
or a farming issue, Billy is usually
the first one to respond to a prob-
lem.” With no race in 1998, Tauzin
is well-prepared for 2000: He has
more than a million dollars in his
campaign fund.
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'EchoStar gets local OK

FCC lets it serve four more markets, exempts Alaska and Hawdaii coverage

By Paige Albiniak

he FCC last week granted satel-
T lite broadcaster EchoStar permis-

sion to bring local signals to four
new Western markets, while waiving a
rule that says any such satellite would
have 1o serve Alaska and Hawaii.

The FCC granted EchoStar tempo-
rary permission to beam down signals
from its glitch-plagued EchoStar 1V
satellite, which was originally
designed to operate from 119 degrees,
at 148 degrees west, EchoStar had
planned to offer service in Alaska and
Hawaii, but malfunctioning solar pan-
els and transponders hindered
EchoStar 1V's efforts from that slot.

EchoStar is applying to the FCC for
a permanent license 1o use the slot and
eventually plans to serve the two non-
continental states. In a letter to the
company, the FCC required it to notify
its customers that their service might
be stopped should the commission
deny EchoStar’s permanent license.

Using the new satellite, EchoStar is
preparing to offer local broadcast sig-
nals to “unserved” subscribers in Den-
ver, Phoenix, San Francisco and Salt
Lake City. According to the FCC, an
“unserved” subscriber is one who can-
not receive a Grade B—strength signal
over the air 50% of the time when
using a rooftop antenna. In less-popu-
lated and often mountainous Western

markets, unserved view-
ers are easier to find than
on the East Coast, where
Echostar first launched
its service.

Under its plan to offer
local signals to sub-
scribers in each market it
serves, EchoStar would
pick up the signals of the
ABC, CBS, NBC and
Fox affiliates in each of
the four cities and sur-
rounding areas. Served
subscribers in those mar-
kets can get multichan-
nel programming from
EchoStar but must get
their local signals from cable or an off-
air antenna.

“Having the ability to offer cus-
tomers the TV they watch the most is
crucial for full and effective competi-
tion to cable,” says David Moskowitz,
senior vice president of EchoStar.

The political climate is ripe for
EchoStar to push forward with its
local-into-local service. Some congres-
sional leaders view EchoStar as the
most likely and immediate way to
bring competition to cable, which
Republicans see as the best way to
force cable rates down. The law forbids
satellite TV carriers tfrom distributing
local signals to subscribers who can get
those signals over the air, but Congress

EchoStar's Charlie Ergen is
expanding his service to
Denver, Phoenix, Salt Lake
City and San Francisco.

is considering changing
that law for the sake of
competition.

Congress is facing
several deadlines as it
works to keep cable rates
down. More than a mil-
lion satellite TV cus-
tomers will lase their
imported netwerk signals
as a result of a Miami
court ruling, und many
new subscribe=s will be
forbidden from signing
up for the service in the
first place.

A preliminary injunc-
tion wili force satellite
distributor PrimeTime 24 to cut off by
Oct. 8 the distant network signals of all
subscribers signed up after March 11,
1997, the date that broadcasters filed
their complaint in the Miumi court.
The court now is deciding whether to
issue a permanent injunction against
PrimeTime 24, which would require
the company to cut off the illegally
distributed signals of all its sub-
scribers.

Congress plans to leave Washington
in early or mid-October. cutting short
time to rectify the PrimeTime 24 situa-
tion. When Congress returns in late
January, it has two months until regu-
lation of cable’s upper programnnng
tiers expires at the end of March. ]

FCC move now set for October

Employees told agency will occupy Portals following GSA termination of M St. lease

By Chris McConnell

fter years of court battles, intera-
A gency wrangling and an ongoing

congressional investigation, the
moving trucks may finally roll up to
the FCC this fall.

This month the commission’s man-
aging director gave the agency's 2.000
or so employees the official word that
they will begin a move to Washington’s
Portals development in late October.

The move follows a June decision by
the General Services Administration

(GSA) to terminaie the FCC's lease on
its current M Strect offices. GSA will
be paying for the move, but the FCC
will be paying the commission’s annual
rent of $23 million, an FCC spokesper-
son said. The spokesperson added that
the commission may have to cut back
on its staff to cover the rent increase.

Among the first FCC officials to
make the move will be the commis-
sion’s public affairs staff. Plans call for
the commissioners 10 move in early
December, although the moving sched-
ule has a long history of slipping.

A ncarly eight-year history. in fact.
The GSA first signed a deal to move
the commission in 1991, prompting a
long battle between the GSA and FCC.

Communications lawyers and lobby-
ists, many with offices close to the cur-
rent FCC headquarters, long have op-
poused the FCC's move across town,
FCC employees also have dreaded the
prospect of moving to the Portals, al-
though FCC Chairman Bill Kennard en-
dorses the move because it will unite the
commission’s bureaus in onz building.

In 1994 a federal appeals court in
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Washington ruled that the FCC was
mproperly trying to stop the move and
reinstated a GSA agreement to move the
commission to the Portals, Construction
delays and a lack of moving funds. how-
cver. kept the FCC in place on M Street
even after the government began paying
rent on the new building. By this July.
the government had paid some $14 mil-
lion for the unused space. according to
the General Accounting Office,

new obstacle when House lawmakers
began investigating circumstances sur-
rounding the FCC lcase on the new
headquarters. The lawmakers have
focused on a $1 million payment that
Portals investor Franklin Haney made
1o Washington lobbyist and former
Clinton/Gore campaign manager Peter
Knight.

With that investigation still ongoing,
some on Capitol Hill predict the FCC's

from lawmakers. "GSA is rolling the
dice by ordering the move.” says Ken
Johnson. spokesman for House
Telecommunications Subcommittee
Chairman Biily Tauzin (R-La.). “This
confroversy is far from over.”

GSA and the FCC. meanwhile. con-
tinue to haggle over sccurity arrange-
ments in the new building. An FCC
spokesperson said that the two agen-
cies still are working out the security

Last fall the move encountered a

move may encounter further resistance

WASHINGTON WATCH

By Cheis McConnell and Paige Albiniak

DTV tally

By last Wednesday, FCC
officials had accounted for
all but one of the stations
required to file construction
permits for their digital TV
stations. Unable to locate
an application or extension
deadline request for Seattle
CBS affiliate KSTW(TV),
they were not ruling out the
possibility the station’s
paperwork could have been
lost in the shuffle.

In all. the FCC last
week had received 152
DTV construction permit
applications and had
granted 81. In the top 10
markets. 38 of the 40
major network affiliates
have filed CP applica-
tions, with the other two
requesting additional time
to file. Thirty-four stations
in the top 10 markets have
received CPs, and 21 of
the 24 stations that com-
mitted to putting DTV sig-
nals on the air by Novem-
ber have received CPs,
The FCC also says that
affiliates of the four major
networks in Dallas, Phila-
delphia, Detroit, Boston
and San Francisco have
received CPs.

$2,000 Tune

The FCC last week fined
KROQ-FM Pasadena,
Calif., $2,000 for airing

the song “You Suck” by
the group Consolidated.
The station has a month
to contest the commis-
sion’s “notice of apparent
liability” (NOAL).
Additionally, wXTB(FM)
Clearwater, Fla., drew a
$4,000 fine for a series of
broadcasts of morning
show Bubba, the Love
Sponge. The FCC’s
NOAL cited a variety of
on-air jokes involving
double entendres. sex
lines and an anatomically
correct dol targeted to
homosexuals.

Consternated

Cumulus

Cumulus Media does not
like the FCC’s new plan
for dealing with radio
deals that propose giving
one or two broadcasters a
dominant share of the
local radio revenue. The
FCC this month began
inviting public comments
on the competitive impact
of such deals.

In comments filed with
the commission, Cumulus
called the new procedure
ill-advised: “This proce-
dure appears to have been
implemented without ben-
efit of any commission
policy statement or other
explanation of the factors
that the commission uses
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to select such applications
or the factors that the
commission intends to
consider in its "additional
analysis.” " Cumulus also
was concerned that the
extra look at radio revenue
concentration will delay
the FCC’s processing of
radio transactions.

SBCA’s online
lobbying

The Satellite Broadcasting
and Communications
Association (SBCA) has
mounted a campaign on
the Internet to “save our
signals.” Nearly 2 million
sateilite TV subscribers
will lose their imported
network signals on or
before Oct. 8 because of a
Miami court ruling. At
www.sbca.com, satellite
customers can lobby their
members of Congress and
download a fact sheet
explaining, from the satel-
lite industry’s point of
view, why they will lose
their signals. The site also
provides information for
congressional staft’ who
are stuck answering phone
calls from angry viewers.

NAB's latest

The National Association
of Broadcasters is distrib-
uting Prostate Cancer: Are
You at Risk? during Pros-

www americanradiohistorv com

details.

tate Cancer Awarencss
Week, Sept. 20-26. Gener-
al Colin Powell hosts the
program. and former Sen.
Bob Dole (R-Kan.) talks
about his own experience
with prostate cancer,
which is the second most
frequent cancer wmong
men. after skin cancer.
Broadcasters can downlink
the program Sept. [0 at 1-
1:45 p.m. ET at GE2. C-
band. transponder 2, down-
link frequency 3740 (hori-
zontal polarity down).
audio 6.2 and 6.8. Radio
stattons can call 800-ACS-
2345 for audio PSAs about
prostate cancer.

Paxson’s new permit
The FCC in August signed
off on Paxson Communi-
cations’ bid to operate a
new UHF TV station in
Newton, [owa. The com-
mission aiso granted the
broadcaster a waiver to
allow signal overlap with
another Paxson station in
Cedar Rapids, lowa.
Paxson picked up the
Newton station earlicr this
year in a series of settle-
ment agreements on con-
tested TV applications.
The outer portion of the
new station’s signal will
overlap with Paxson’s
KPXR(TV) Cedar Rapids,
but the two stations are in
different markets. The
FCC gave Paxson a waiv-
er 1o permit common own-
ership of the stations, but
it is subject to the out-
come of the FCC’s long-
pending review of its
ownership rules.
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Fall’s familiar faces

Imitation again proves the sincerest forn of syndicated television progranming

S - T O

aven’t | seen vou

By Joe Schlosser
somewhere  be-
fore?” That line

H could be used for

the new tirst-run syndicated shows
that stations have picked up for
fall. Famihanty doesn’t preclude
any or all of them from being run-
away successes. But it they are.
they will have to share some of the
credit with the current crop.

King World. for one. is banking
big bucks that a fanuiliar face
Roseanne’s—or formal—thal of
Hallvwood Squaies—will grace its
next franchise shows (see story,
page 24 as the syndicator looks 1o
secure its dominant position with
the next generanon of Ik shows
and game shows.

The face is familiar

Last month. when the top

Hollvwood syndicators had their

day 1o shine in front of the nation-
| al media at the annual press tour in

Pasadena. Calil., there was an
amazing similari-
ty among the
shows brought ont
on stige.

Of the 14 new
First-run series un-
veiled  at the
Television Critics
Association con-
ference. only one
did not feature a

least three competitors.

The tried anc true are what'’s new (clocx-
wise from top): ‘Hollywood Squares' re-
turns with Wioopi Goldberg; the movie
‘The Crow’ b2comes an action hour; the
veteran ‘Love Connection’ is teaming with
the new ‘Change of Heart,’ and the suc-
cess of Rosie O'Donnell has spawned at

Goldberg, Maury Povich, Pamela
Anderson Lee and Mills Lane
Former motion Jicturas coming
to television in the ferm of an
action hour include Tae Crow:
Sttrway w0 Heaven. thellander.
The Raven., Air Amervica and
Morial Kemba:: kemak2s ol past
came shows debuting this fall
include Hollvwood Squeres. Love
Connection and Matclt Ganie.
Shows with ties 1o post series
include Righlander: Tie Raven.
Maury Povich™s revamped talk
show wi h Studios LSA. and
Judge Joc Brown, Worldvision's
follow-up to its thiee-year-old suc-

cess story, Jidge Judy.

“| thonk what you are see-
ing this year is a lot of the
same,” sayvs Scott Carlin,

familiar lace or president of th: Warper
concept—Warner Bros. syndication unit.
Bros.” new rela Te epictures Productions

tionship secries, \ .
| Chaige of Heart.
And even it s an adjunct w0 Love Connection,
the long-running show with which it is Feing
packaged as an hour block for late night.
Nearly every new first-run show coming into syndication
this fall counts on a well-known celebrity host: a motion pic-
[ ture: an existing game show, or an carlier syndicated series.
The celebrivies coming to syndication this fall—or who
already have launched this summer—include Howie
Mandel. Donny and Muarie Osmond. Roseanie, Whoopi

“There is a tende ey 1o rise
10 he level of mediocrity
anc that’s not gocd tor busi:
ness. | think people’s incli-
nat.on right now i1s o try ¢
do things that are safe Jml cusily salable to the advertisers.”

Better safe than sorry

“t think vou are lookimg at a canservative philosophy
hecause of the high failure rate historicatly in syndication.”
says Dick Kurlander, vice president and director of pro-
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think it's a legitimate reaction after /
‘ ‘!’ The Osmong b
; fother-
and-sister act jg

Acapuico H.EA.T. \
. The action hour is set in
Mexico and follows the
activities of a four-person

several years of sort of throwing 4

things against the wall and seeing if "

they would stick.” t
And the shows that are coming out

in first-run syndication are almost all ry coalition that battles terror- ;ﬁ;’:’g,‘f for a day-

following the lead of a recent syndi- & =, ism and crime. The coalition ' will e prodsmw that

cation hit, industry analysts say, | works oul of the Marriott Casa MUSIC legend pick Clark DOnnuced by
Rosie O'Donnell’s success with a | Magna luxury hotel and operates behind the Marie, who last B and

Med on a prime

time ABC sarigs &
COmbine celayn TE 1ate 19705, wi

emeftainnm for the Bws and Mmusical

celebrity guest—driven talk show has :;:Esosft:r?fwmwmmm%m
gencrated this season’s The Roseanne Lydie Denier @ EHI illimi & I'um 2

Show, The Howie Mandel .?Imw and Debut: Week of Sapt. 21 show. Marilyn One-hour variety
Donny & Marie. Judge Judy's success Syndicator: Westarn Intermational Syndication utive producars Glark are exec.-
in daytime and fringe time periods has Producer: Balenciaga Productions in associa- Sept 21

led to the launc!1 of a new P(’()[)I.("S tion with Keller Entertainment Group | . Mrﬁm .
Court. Judge Mills Lane (the boxing Clearance 200 stations/B5% Distribution T Television

referee from the famous Mike Tyson/ $Station groups: Sinclair, Chris Craft
Evander Holyfield car-biting inci- Time period: Weekend

dent) and Judge Joe Brown. Judge Terms: 7/7 barter split

Joseph Wapner from the original Advertisers: Not available
People’s Court is even getting back
on the bench again because of Judge
Judy. this time in a series on cable's

Daytime
Cash plus 7/7 barter spjit
Not availabje

Based on the motion picture by the same

Animal Planct. And a number of other Lamas stars as an
game shows will likely follow name; Lorenzo ho runz a commercial Hightander: The Raven \
Hollywood Squares into syndication ex-Navy SEAL \gtes guerything from Pas- The Raven picks up where six-year cult hit
i that scries does well this season, emerpnsfotgﬂack he an c"."en d Highlander left off in syndication. The Raven
syndicators say. 34 ge(:rs]s | mmas's character lives in a0 stars Elizabeth Gracen and Paul Johansson.

“The syndication business has missions. Perdida, 2 fichitios Gracen plays a 1,200-year-old thief who is

been such a business of lemmings for
S0 many ycears. in terms of |if] one

developing a sense of responsibility, while
Johansson is an ex-cop fighting injustice. Peter

thing works then everybody does it.” of : Davis and Bill Fanzer, who produced Highlander,
Studios USA Domestic Television : pearson T mmpmductlons are the exgculive producers of The Faven
President Steve Rosenberg says. “It's : FT1ET§h” HHEI'I“S-; :m‘u“;:rﬁﬂzfﬂ? 21
ol oy sy o | G St | R i et
show is produced well. with the right Weekend Media Inc. in assocition with Dvis/Panzer

L . Productions and Rysher Entertainment
talent in front of and behind the cam- Clearances: 146 stations/92%
era, then any genre can be good. At Station group: Chris Craft

the end of the day it has to be good

bl Time period: Weekend access and late fringe
television.”

Terms: Barter
L_Allv:m'lisal't: GM, AT&T, MCI, Procter & Gamble

The Crow: Stairway o Heaven
Bob Sanitsky. president of Poly- Based on the two
Gram Television. says that playing %= motion pictures ('The

the follow-the-trend game can be \ " Crow” and J?e ?hri(‘)sw.
dangerous. “There are some opportu- A City of Angels"), The standing Memphis Superior
Court judge brings his own brand

nitics out there. but | think a lot of mgg&vﬁ&cgfggé
people are chasing those opportuni- Draven's love for the woman of his dreams, of justice to television. Following
SF\ ':\:w Mark Dacascos stars as Eric Draven. Woridvision's success with Judge

ties with similar shows. so we'll con-
Edward R. Pressman and Bryce Tabel are Judy, Brown’s show will o

tinue to have a high failure rate.” he
says. "As long as people are trying to actual cases and offer binding f

Jinige Joe Brown

come out with another court show 1o executl\\;‘e eﬂ:p of Eﬂ'ﬂt 21 resolutions. Peter Brennan and Randy Douthit, the
chase Judge Judy or another celebrity syndicator: PolyGram Televsion executive producers an mm. will fill those

talk show to chase Rosie, [ think we'lt
see more failures than successes.

i itions for Judge Brown's
preducer: Alliance Communications In posili
association with Crescent Entertainment Debut: Sept 14 series

There is room for innovators, not imi- Productions and PolyGram Television Syndicator: Warldvisian Biarprises
tators.” Clearance: 161 stations/%7% Producer: Big Ticket Television
$tation groups: Paramount, Sinclalr Clearances: 171 stafions

Tume periads: Mix of daytime, weekend f-:t:" groups: United, Fox, Chris Craft, Paramount
access, prime time, late night T lﬂ‘hcli Fringe, daytime
Terms: Barter orms. (ash plus barter

Advertisers: Procter & Gamble, Nestle, |  Avertisers: Kellogg's, Procter & Gambe, Kraft

Frito-Lay, General Motors General Foods, Bristol-Myers

Clutter cutters

Almost all the top syndicators and

industry analysts agree that having a

Roseanne or a Pamela Anderson at
Continues on page 22
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Jutge iy
The boxing refe,e:vf&”e The famous fill-in-the-blank game show is return- :
Separated Mike Tyson fro ing with a new host and new batch of celebrity n a iy
Evander Holyfield's ear !a”: panelists. Michael Burger, formerly the co-host of | atmosph
year is alsg g Reng distn'cts Mike & Matty and Home & Family, will take over live Derf
court judge. Lang wijj host the hosting chores from Gene Rayburn. Celebrities Modgyy, 3
courtroom series that s S, a getting into the fun include George Hamifton, Vicki Pop ary; Y E
lights his no-nonsense k- Lawrence, Nel Carter and Judy Tenuta. endg, = 9 wi
that comes before him 3DDroach to every case Sept 21 Musije fab, 15 from o ¢ om ),
oung, the creators of 4 ohn Tomiin ang Bop - Pearson Television COmegs E/S. The ggr-2l ©9-
American Journal, are exge e OioN and Mark Goodson Productions Detyyy
gei:t: Aug 17 TE Xecutive producers 100 stations/70% Psynuic'a,o,,
Yndicatop: j P
Pf'ﬂducz::trn;rf-,gry,?g:r: E’E"Erlaiqmem g:y’:ir:s; Station Netwarks Sia;ggc;'."
Clearance: 158 stat?on,'s)/tggfii ot s Cash plus barter E”’eﬂaim;fh
Station groups: Tribun o K Not available oear'anc,,. 4
Time pertad: Davy—oC Maltite, Sullivan Siation tati
Terms: Cash pﬁﬁ? ?1 ﬂ Sinc/a,",' #roums 14088/90%
Advertiseps: Bur;erep:m The New Maury Povich Show ling Perigyg. ‘af, p. Aaroymy
9, MCI, Crest [ = W Maury Povich is moving | Terms; Stra; bweekena (ate o J /
/ : from Paramount Domestic Ac "eruse,.i. t7r Dargay Se Mighty
Love Connection/Change of Heart Television to Studios USA Mot vy, Pt /
The two shows are sold together as a one- , Television Distribution, and |, O .
hour block this fall. Love Connection, which aiong the way he's getting 2 / ’ o
new set, a new executive p Russell Simmons’ \
ne World Music Beat

has been on the air for 12 years, gets a new

host {Pat Bullard) and a new set. Change of producer and a new format.

Povich says his new series Producer Russell Simmons tends his name toa

Heart is a new half-hour relationship series
that lets couples test the strength of their
refationship by setting them up on dates with
other partners. Chris Jagger is the host.
Debut; Sept. 21

Swndicator: Telepictures Distribution
Praducer: Love Connection—PEL Productions

in association with Telepictures Productions;
Change oi Heart—And Syndicated
Productions in association with Telepictures
Clzarances: 91 stations and The WB's

WeB/95% coverage
Terms: 7/7 barter split
$tation group: Tribune

will chu_s on a single topic per show and will be

more intimate than the previous series. Tamara

H_addaq, who formerly produced CNN's Larry

ng Live, brings a hard-news background to

Povich's show as executive producer.

Debut: Sept. 14

Syndicatar: Studios USA Domestic Television

Producer: Studios USA Domestic Television

Ciearance: 190 stations/96%

Stat_inn groups: Mixture of network affiliates anc

station groups

Time periods: Daytime, early fringe, fate night

Terins: Cash plus barter (3.5 mir?utes natic?nal)
National advertisers: Not available

weekly magazine series with a hip-hop tlavor.

The show will have four segmerts highlighting

tm_latest in music, fashion and entertainment

Various celebrities will host eack week. '

Debut: Week of Sept. 24

Syndicator: BlackPeari Entertair me 1t and BKS-

Bates Entertainment

Pljunucer: Tri-Crown Productions in 3ssoziation

with BlackPearl Entertainment a 1 warner Bros

Domestic Pay TV, Cable and Netvvork Features

Clearance: 100 stations/EQ%

S&tion groups: None

Time period: Weekend

Te~ms: Straight 7/7 barter split
Advertisers: AT&T, Heineken

Time periods: Late night, daytime
Advertisers: Not available / /
o — Mortal Kombat o <
The weekend action hour V.LP. :“

Malibu, CA
Malibu, CAis the
atest project from
peter Engel, who
produced S:ved by
the Belfand a num- This one fea-
ber of other teenagf;l :\:c‘?(r)?i boys who come

Jason and Sco;do i
pebut: ‘Week of UCl. :
gyndicator: Tribune Entertgamment
producer: Tribune Entertain
Engel Productions in associat

Enterprises
Clearances: 1

ion with NBC

29 stations/87%

2 T Sinclair
tation proups: Tribune,
?lme periods: Weekend afternoons

lit
goms: 3.5/3.5 barter sp
‘Mvu'nsers: Dr Pepper/7Up, Nestle,

ment and Peter

based on the hit movies
and video games will
have high-tech graphics
and some of the world’s
tTor;]) mtartial arts experts.

€ story line follows three warriors whi i
to face the wrath of an evil empire as thgyht?;eto

gﬁ":?:ﬁﬂ:ﬁ; Wamer Bros. Domestic Television
Producer: ; ;
ST p——
Terms: 7/7 barter spiit and The W8's WeB/90%
e lesoarill

Adverlisem.;: N?)?;evr:a?l;g?g o

-_
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Pamela Anderson Lee
returns to weekend syn-
d cation as Vallery lrons,
a1 outsider who stumbles
into Beverly Hills and hes
own bodyguard agency. The shaw olgnds
kumor and action and takes viewes into the
nd sometimes treac

tures two teenage | v father and try 10 protect the Earth Rea
£u to live with their fa 4 N Realm. It stars Pagio lamorous al
;%mg ‘to a California lifestyle. Fratermal tins LMO?(r;t;;ilbLan. Danief Bemhardt and Kristanna gme tich and famous. J.F. Lawton, aho wrote
Collins star. ﬂebut-' arry Kasanoff is executive producer, the screenplay for the mation picture “Pretty

Jehut: Week of Sept. 26. o
Syndicatar: Columbia TriStar Television

| Distribution .

| producer: Lafitte Productions Inc.
Clearance: 220 stations/99%
Station groups: 22 080s

| Time periods: Weekend
Terms: cash plus barter

\ Advertisers: Not available
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the front of a show can help new shows
make a name for themselves i a uni-
verse tull of 75 different channels and
thousands of hours of programming.
“The last thing |[King World
Chairman] Roger King needs is a pat

berg says.

The other method most studio heads
say can bring an audience 1o a frst-
vear syndicated show is having some-
thing fresh and original that causes
people 1o tuke notice. Telepictures’

D —— |

onc-ol-a-kind idea that turns into a
hit,” Carlin says. "That's what we
wake up every day hoping to do. And
while vou are in the process ol doing
that, vou ure also trving o run a busi-
ness. and vou end up gravitating 1o

on the back, but bringine Roseanne
atmost because of her name alone
can cul through the clutter,” Rosen-

Carlin says it’s not that simple.
“Everyone would tove 1o find the
way to come up with the next original,

shows that ure tike other shows that are
atready working or shows that have
worked in the past.” =

KW sees
future

-

™

stars 2 5

King World’s

big money,

big stars

fuel syndication’

fall sewn

By Joe Schlosser

\ ——

carly two vears ago. ABC News asked former heavy-
weight champion Nike Tvson for an interview for a
prime time special. Tyson's promoters wanted the
national exposure. but Tyvson refused 10 be interviewed by
anyone from the network 's news division. saving he’d rather
have the uestions come from sitcom star Roseanne.
Roseanne was surprised. but she also was intrigued by the
ideaof interviewing the hghter. ABC News executives weren’t
buying it. Roseanne turned 10 her neighbor, King World CEO
Michael King. for advice. King, who lives just down the sireet
from Roscanne in an exclusive Brentwood, Calif.. neighbor-
hood. told Roseanne he could set her up with a production
crew and a nanonal platform tor such an interview within days.
The next week. Tyson and Roseanne sat down in his Las
Vegas home for a one-on-one interview that aired on King's
syndicated news magazine /nside Edition during the first
week of November 1996. (nside Edition scored some of its
best ratings ever with the interview: King. who helped bring
Oprah Winfrey into daytime TV. was suddenly looking ai
Roseanne in a new light
“I think it was the best interview Mike has ever given,
King says today. “Tyson had some reaily insightful things 10

1998

.
'Z

i

v

King World's Michael King is
betting Roseanne and Whoopi
will shine in syndication.

p.

¢

say. and Roscanne brought it out of him.

A year later, when Roseanne and ABC executives were
going through tough negotiations lor a potential tenth season
of her prime time sitcom. Roseanne wmed 1o King again. He
listened 10 Roseanne’s side ol the well-publicized negotia-
tons. After a while. he brought up a subject that the two had
lalked aboun on and of 1 tor some time—giving Roscanne her
own talk show.

"We were standing in myv kitchen and | said, “Roseanne,
do you want to do that talk show?” And she said, “yeah,” and

it was that simple.” King savs.

Ever since thut April 1997 alternoon, production and sales
departments have been working overtime putling together
the fmal product that debuts in two weeks in svndication

Roscanne’s talk show and a revamped Hollvwood Squares
with Whoopi Goldberg in the famed center square taunch in
syndication Sept. 14, Both shows are produced and distributed
by King World and both are calculated 10 take King World
into the next millennium-—nbut don’t tell Michael King tha.

King. whose company distributes Wintrey's popular day
time show, Wheel of Fortune, Jeopardy! and o« number of
other series in syndication. says King World will survive
even if the two new high-profile shows don’t live up to
expectations.

wwWw americanradiohistorv com
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“What does this fall mean to the compa-
ny? Realistically. it doesn’t mean any-
thing.” he said bluntly after watching a
recent taping of Hollyvwood Squares in Los
Angcles. “Our philosophy has always been
marginal profits and to try 1o break even if
we can on our new shows. In this case, both
of these shows have been sold and placed
real well and they have become a major
protit center for the company already.

“So what we get with that philosophy is
we get a frec swing at the plate. We
rencwed our long-term successes (Oprah,
Wheel of Fortune and Jeopardy!] 1o 2000
and 2002, So if it doesn 't work. realistical-
ly. our earnings are still going 10 go up in
the next few ycars—preuy dramatically, if
I may add. and we’ll have a free swing at
the plate even if they don’t work.™

[s King writing off two of the most
expensive and talked-about shows this fall
before they even debut?

“No. I'm just giving you the worst-case
scenario,” he says. “And the worst-case scenarios are that
both shows don’t work, and King World's earnings go up
dramatically this year and next. But don’t count on Roseanne
or Hollvwood Squares failing. Roseanne was the most suc-
cesstul new show ever cleared in syndication. [Tt was cleared
for two years on the NBC 0&O’s for cash plus three and
half-minutes of barter.) "She’s a major star, and we got the
biggest license fees for a new show when we sold it,” says
King. "And that record was broken three months later when
Roger [Roger King. King World's chairman and Michael's
brother] sold Hollywood Squares and cleared it in access for
three years.” Sources say the CBS O&Os bought the show in
a three-year deal vatued at $100 miilion. But the license fees
aren’t all that's big. The Hollvwood Squares budget. for
example, is equal to Wheel and Jeopardy! combined.

Bill Carroll, vice president and director of programming
at Katz Media Group. says King World will survive whether
or not Roseanne andfor Hollywood Squares make the grade
in syndication this fall, but it’s not quite as cut-and-dried as
King suggests.

"I think it would be understating it to say that it’s not
important that the two shows work—but to say it’s critical.
that would be for others to decide.™ Carroll says. 1 think it
is important as they go forward. because they need to estab-
lish two more potential franchise shows. Their other shows
are doing well [but] there is no question. King World needs
some new blood as they go into the year 2000 and beyond.”

Kings of programming?
Last year was supposed to be the beginning of the end for King
World. with Oprah Winfrey's contract with the syndicator
expiring and many in the indusiry predicting the daytime talk
show queen was going to walk away from her popular show.
But Winfrey. who had represented 409% of King World's rev-
enue each of the past 12 seasons, signed a two-year contract
extension with the King brothers. The company's stock soared.
King World was also facing critics on Wall Street who
said that Wheel of Fortune and Jeopardy! were a little long
in the tooth. Not the case. stations across the country said, as
King World renewed both shows on more than 150 stations
through the 2001-2002 TV scason. fnside Edition, one of
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Roseanne can talk, and the Kings
are betting she can host a talker.

King World's two syndicated news maga-
zines heading into the 1997-98 scason,
fared well in the ratings and capured a
number of journalistic awards. including
the prestigious Polk Award. (King World
did wind up canceling American fowrnal
alter disappointing ratings.)

Far from striking the flag. the company
signed a TV film deal with Barbra Strei-
sand and set up a kids programming divi-
sion with Vanessa Coffey and Jim Ballan-
tine at the helm.

But that was last year. What do the King
brothers have in store for the 1998-99 sca-
son besides Squares and Rosedanne?

“"We've got an incredible balance sheet,
we are going to be expanding into cable pro-
gramming, you are going 1o hear about King
World expanding into network TV and a lot
of other exciting places.” Michacl King
says. "And if Roseanne and Haollywood
Squares work like we think they will. get out
of the way.”

That balance sheet King is talking about currently stands
at close to $1 billion in cash and $1.8 billion in receivables
after taxes and excluding international sales and barter rev-
enue, King World exccutives say. King says if the shows do
well, that $1.8 billion could jump to $3 billion.

Could King World’s expansion into cable extend to buy-
ing its own cable network or buying cable systems?

"I 1 ook the $800 miliion o $900 million in cash after
taxes. if [ put that into cable. I'd be a fairly small MSO.”
King says. "If  took that money and the receivables and bor-
row and borrow and I put it into broadcasting. I'd be a medi-
um broadcaster. H [ put it into programming. I could be the
biggest programmer in the world.”

King says his company enjoys working with broadcast
stations and isn”t looking 10 start up a cable network anytime
soon. A partnership in a cable venture? “Maybe. but the right
parinership has not come atong.™ he says.

Other new features on tap at King World include a Martin
Short show scheduled for 1999 and a prime time drama
series that King says will be on the air next season. Last
spring the Kings signed actor/comedian Short to host a
talk/varicty show. Michael King says he approached actor
Robin Williams about hosting a similar type of show. but
that Williams “wasn’t interested.™

King World executives are putting the production team
together for Short’s show and are looking into potential time
periods for it. King says the show has not been ruled out of
late night time periods, but daytime slots are more likely.

In prime time. King World soon will be announcing
which broadcast network has acquired its prime time series,
Murder. Inc. Sources say the company is close to signing a
network deal for full 1999,

Warming up to Roseanne

Jelf Waid. a co-executive producer of The Roseanne Show
and Roseanne’s longtime agent, says he is tired of fighting
rumors about the impending doom of their soon-to-launch
talk show. Roseanne’s storied public travails over the past
O years have led to widespread industry speculation about
her health. her marriage status and her ability to host a daily
talk show. The show itself has taken a back seat o the

wWwWw americanradiohistorv com
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rumors in many publications, Wald says.

“T actually had a reporter arguing with me who claimed
that, from unimpeachable sources, Roseanne was fighting
with King World executives because she wanted to do the
show from her home,” Wald says. “With some 250 people in
the audience, another 100 on staff, car, you imagine bringing
350 10 400 people into her house on a daily basis with all that
equipment? Where do people dream that up?”

No, The Roseanne Show is being taped at CBS’s Television
City in Los Angeles on the stage that once hosted Columbia
TriStar’s recently canceled late-night show Vibe. The set is
much different, though. Michael King calls it “‘the most expen-
sive and probably best-looking set ever to come to daytime
television.” He’s not far off.

There are three different stages,
including a center stage that rotates
electronically and can be used as three
separate interview rooms. The set s
built to look like a home, with a dining
room, kitchen, living rcom and even a
large, glass-enclosed greenroom,
where musical acts can perform.

As for the show itself, Wald says it
will start each day with Roseanrne
walking out to the front of the stage 0
field questions from the audience or
read a joke-filled monologue or do
some kind of remote opening or do a
cold opening that goes right into the
first guest. “It will be different almost
every episode,” Wald says.

At a recent taping, Roseanne walked onto the stage in blue
jeans, denim button-down shirt and tennis shoes. She started
the show by bringing out one of her lead comedy writers and
having him read a series of jokes that could have been used
for a monologue. The audience rated each joke. and
Roseanne said, *nope” or “that one would have worked.”

A trimmed-down Roseanne (Wald says she has lost 50
pounds) then introduced a comedy bit that included a fake
Beverly Hills socialite as a guest. She followed that with a
three-segment, tear-jerking interview with country western
singer Loretta Lynn. Roseanne, who professed she was a
“huge” fan of Lynn, smoothly walked the singer through a
tough line of questions about her troubled first marriage and
shaky career start. As Lynn started to cry, Roseanne com-
forted and hugged her and stayed at her side through a com-
mercial break.

“Everybody knows Roseanne is funny, that she can be
brilliantly funny and also cutting-edge funny, but there are
two things the public is going to be surprised by.” Wald
says. “First, she is a phenomenal audience for other people.
She is a great listener. You cannot teach people to listen.
And second, she has a lot of warmth.”

Michael King says The Roseanne Show will showcase the
former sitcom star’s many talents, including comedy. And to
make sure that showcase is as visible as possible. King is
quick to point out that Roseanne’s syndication contracts
don’t allow her show to face the Oprah Winfrey or Rosie
O’Donnell show in any market.

King also says the show will deal with a lot of the topics
that Roseanne dealt with on her ABC sitcom. “If you look at
her sitcom, she did shows that dealt with death. with infi-
delity and homosexuality,” King says. “*She dealt with a lot
of things that you wouldn't normally associate with a sit-

' Houston and Rosie 0*Dennel
to make appearances
on ‘Squares’ this season.
The show’s host is formenr
‘Fox After Breakfast’ host
Tom Bergeron.

COVER STORY

com. [t was more like a talk show, and | think that will con-
tinue with her daytime program.”

Whoopi for the win

At last year's NATPE Conference in New Orlears, rumors
were circling as to who would be the center squarz on King
World's new version of Hollywood Squares. (The original
Squares ruled NBC's daytime lineup for 14 years in the
1960s and 1970s.) King World executives had announced
betore NATPE that they were going to get a big name and
that the other eight squares on the show would be filled with
top names from television, movies and the sports world.

Seinfeld co-star Jason Alexander was believed to be the per-
son set to fill the spot first made famous
by Paul Lynde in the 1970s. Today
Michael King admits that he talked with
Alexander about the role, but he says
that he got the person the company
wanted “all along"—Whoopi Goldberg.
Goldberg, an Academy Award-nomi-
nated actress, reportedly will get $5 mil-
lion a season to occupy the tenter spot
and serve as one of the show’s executive
praducers.

Eleven of the CBS ownec-and-oper-
ated stations are counting on Goldberg
and King World to raise the ratings in
access time periods. hollywood
Squares will run after Entertainment
Tonight in access time slots on the
CBS 0&Os. Besides Goldberg, King
World has lined up such big-name guests as Ga:th Brooks,
Whitney Houston and Rosie O’Donnell to make appear-
ances on the show this season. The show’s host is former
Fox After Breakfast host Tom Bergeron.

At a recent taping of Squares, singer David Crosby,
actress Bernadette Peters, magicians Penn and Teller and
comedian George Walace were among the celebrity play-
ers. Caroline Rhea of Sabrinu, The Teenage Witch and
Bruce Vilanch, the show’s lead comedy writer. will be semi-
regulars on Hollvwood Squares.

Vilanch, who writes the majority of the comedy lines for the
Academy Awards and the Emmys, says the new Hollywood
Squares will not be like past versions: “We are going to try and
plan ahead more than they did on the old shows. I've looked at
a couple of old tapes. and we are going to try to take what was
built with this franchise and play with it in our own way.”

Celebrities will be given the questions and a number of
possible joke responses in advance. Vilanch says, The
celebrities will be allowed to come up with thei- own jokes,
not use a joke at all or steal a line or two off the cheat sheets
in front of them, he savs.

When Hollvwood Squares is launched, King World will
be battling its own Wheel of Fortune in a number of top mar-
kets—not a problem. according to King Worlc executives.
Michael King says that when the company put Inside
Edition into access time slots a few years ago, the ratings on
Wheel of Fortune were not affected.

“There is a true game show audience, and there is a true,
new audience thal is going to love Hollvwood Squares,
which is going to be more of the sitcom audier ce than any-
thing.” King says. “If we do it right. our idea is to put on a
show that counters Wheel with a younger demographic and
steals an audience from the sitcom crowd.” =
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The Spice Girls performed for last years 'MTV Vides Music Awaris' at Radie City Music Hall in New York. The awards
show, created in 1984 to bring ‘legitmacy to the music video genre,’ today makes news, ratings and profits.

'VIDEO MUSIC AWARDS'
1S BIG WINNER FOR MTV

By Donna Petrozzello

' hat’s next for The MTV
Video Music Awards?
For its upcoming 15th
anniversary show on
Sept. 10 from the Uni-
[ versal Amphitheater in
Los Angeles. the anything-but-typical
awards show faces the challenge of
outdoing itselt again.
It’s a live show where almost any-

thing goes. and performers vie to deliver

the night’s most memorable moment. It ' Comic actor, writer,
was on The MTV Video Music Awards % and dizector Ben
that Michael Jackson Kissed new bride kit s
Lisa Marie Presley. Madonna got into a 'I‘I/dusic Awards.”
verbal sparring match with David Letter-
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nun. and Howard Stern donned a Fan-
man costume with translucent rear-end
cutouts to expose his buit,

On stage. Madonna chose the pre-
miere 1984 MTV VMA as the setting to
perform her chart-topper. “Like a Vir-
gin.” just before her career really took
off. Alternative rocker Marilyn Man-
son dropped his drawers last year to
punctuate his final number. and Neil
Young made a last-minute guest
appearance with Pearl Jam in 1993,

On 10p of that, the show is a windfall
in ratings and revenue for MTV. MTV
reaps seven o 10 times what it cosis (o
produce the show (about $3 million) in
revenue from adventisers, according 10
network sources.
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MTV prefers to let the ratings speik
lor themselves. The VMA is MTV s higle-
est-rated show, earning 10 times MTV 5
average total-diy rating. and the network
reaps some of the largest cable audiences
vear after vear for the program. accord-
g 1o Nictsen data. Since 987 it's
drawn a global audience. As one of the
show’s charter advertisers. Pepsi is con-
ducting an international tly-in sweep-
stakes around the event.

The 1997 VM A delivered a 5.3 U.S.
household rating. with 3.1 nullion
homes. and an 8.8 rating in MTV’s tar-
get demographic of 12-34-vear-olds. |1
was basic cable’s second-place show
for the week. oulperforming even
CNN's coverage of Princess Diana’s
funeral. However, its houschold deliv-
ery tolals have thictuated.

The premicre 1984 VMA drew |8
million homes—but three years later.
the show delivered only slightly more
than a million. In 1988, The VMA
broke the 2 million mark, and the fot-
lowing vear it delivered 3.6 million
homes. In 1990, the show drew 4.4 mil-
lion homes; 1t slipped 10 3.7 million
homes in 1991, Since then, VMA
household delivery has hovered in the
upper 3 million range—until last vear,
when viewership ballooned.

“IU’s become bigger than itselt,” says
Margice Scaroleta,
music reporter for
the Associated Press.
“People wateh The
Video Music Awards
because you never
hknow whal to expect.
I don’t think people
really care about who
wins an award.”

“Is definitely an
event people look
forward 0.7 says
John Beug, senior
vice president of {ilm
and video production
and marketing for
Warner Bros.
Records. “After 15
years. | think the
show is sull impor-
tant, atthough its popularity ebhs and
ows.”

MTV is hoping that viewers want 1o
know what the video music channel
will conjure up next.

This year, artists Brandy & Monica
are scheduled 10 perform their hit song,
“The Boy is Mine,” 1ogether for the
Tirst time on live TV, Courtney Love

Madonna is nominated for nine
awards, including best video and
best female video. She will
perform on the show.

returns 1o the stage to lead her band,
Hole, to support its first new album
since Kurt Cobain’s death. And actor
Ben Stiller. fast earning tame for his
starring role in hit movie “There's
Something About Mary,” has been
locked in as host of the show.

At least, that’s

=i
what's plannced.
Tune in to see
what else might
happen.  MTV
President  Judy
McGrath seems 42

confident that this
vear’'s melting pot
of pop-music
artists will attract
the mass audi
ences, advertisers
and memorable
performances of
years past.
“People are tun-
ing in for a combhi-
nation of reasons.”

savs  McGrath.
“They know the
show 18 unpre-

dictable. 11°s the element of surprise and
its uniqueness and the sense that anists
on this show let their hair down, or tie it
up or shave it off in a ditterent way than
they would some-
where clse.

“There’s been some
great  pop-history
moments that have
occurred during the
show that we've been
the benetictary of but
that 'd never take
credit Tor inventing,”
McGrath says. “Some
of the best things that
have happened have
been unplanned.”

Some music indus-
try observers contend
The VMA perfor-
mance linecup has
more 1o do with mar-
keting the acts than
selecting performers
who could share a common concert bill.

“I think these awards are an excuse
10 bring all of these artisis together,”
Szaroleta says. “Many of this year’s
performers coincidentally have records
coming out about the same time the
show airs. | can see there’s a marketing
connection there.”

McGrath supports the show's mix of

estabhished and new artists, contending
that MTV “labors over who's perform-
ing. because we want to reflect the year
and also take a look ahead.”

Over 15 years, The VAA has become
more than a vehicle for MTV (o drive its
altermative, hipper-than-thou image. The

e ¥

The Beastie Boys, who will perform at this year's avards show,
will receive the Video Vanguard Award for outstanding
contribution to the music video medium .

show sells records, gives new artists
mass exposure, and Taunches honored
video directors o larger video or fitm
careers. It also reinforces MTV as the
icon of music video channels.

Warner Bros.” Beug contends that
the popularity ot The VMA “ebbs and
flows, depending on what’s going on in
the music business on i year-10-yeur
basis. This vear’s show will be interest-
ing because there’s a mix of estab-
lished and new artists performing.”

“That’s the trick,” says Szaroleta,
“to appeal 10 so many different seg-
ments of the music audience and stll
put on a worthwhile show.’

Regardless ot whether § million or 3
million folks watch the show. Beug
contends it’s still “*a high priority for
record labels to get their acts on that
shaw.”™ Beug’s label. Warner Bros..
represents Madonma, touted as opening
act for The VMA. “The Video Music
Awards will have an effzct on who
sells records,” he says.

After new band Jamirtoquai per-
formed at last year’s VMA. sales of their
album, Traveling Withoutr Moving.
Jjumped 93% over the previous week,
according 10 SoundScan. Artist Beek,
who carried home the most awards from
the 1997 VAMIA, watched sales of his one-
year-old release. Odelay, gain 50% with-
in weeks alter his performarce for MTV.
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SoundScan reports.

The show also is a windtall for some
MSOs™ promotional budgets. Bon
Marche department stores in Seaitle
partner with TCI there 10 offer a
sweepstakes trip to send MTV viewers
to The VMA_ TCI Seattle promotions
coordinator Heidi Carroll says the
audience ftor The VMA “fits in pertect-
ly with Bon Marche’s target audience.
The VMA has become a premicr event
for MTV., and Bon Marche tikes to
assoctate nselt with original cable pro-
gramming that stands apart.”

Additionally, 138 MTV affiliales
will participate in local ad sales promo-
tions around T/ie VMA this year. and
315 affiliates will take part in market-
ing prontotions linked to the show,
according to MTV.

Also this year. MTV signed 14 charter

sponsors o The VMA, including Block-
buster. Nike. Pepsi. Sonv Electronics,
Levi's and Tommy Hilfiger fragrances.
Pepsi returns 1o sponsor the Viewer's
Choice award. and Levi's will sponsor
the award for best new-artist videa.

MTV launched The VMA three years
after the channel was born,

Tom Freston. chairman. MTV Net-
works, says MTV created The VMA
because “we wanted to build an annual
franchise to make music videos a more
credible art form. The VMA broughi

legitimacy to the music video genre.”

The tirst MTV Video Music Awards
was hosted by Bette Midler and Dan
Aykroyd. celebrities who “were fun and
weren’t reverential” about the awards.
McGrath says. Other hosts have includ-
ed comedians Chris Rock. Eddie Mur-
phy, Dennis Miller and Arsenio Hall.

“Initially. it was one of those things
the network did to make it feel big
and in those days, we were trying to be
more than we actually were.” McGrath
savs. "It telt like a great way to say
video was important, and that was a big
struggle in the early days.

“We set out 1o do an awards show,
not & concert.” McGrath says. “In latter
years. i1s focus has drifted toward the
excitement of live performances.”

In 1986 and 1987, MTV let the
musicians and presenters host the
show. Also in 1986. MTV hosted dual
live feeds from the East and Wesl
Coasts. McGrath says both approaches
were “merely a creative experiment.”
MTYV hus since returned to the one-
coast. one-host formula.

With performers ranging from Paula
Abdul to Van Halen and presenters trom
Rod Stewart to Martha Stewart, and its
anti-black tie dress code. The VMA
immediately stoad apart.

“The VMA was really a phenomenon
trom the beginning,” McGrath says.

“Our first show in 1984 attracted an
enormus amount of attention.

“We found out that this is what
MTYV cun de best.” she savs, “to bring
disparate artists together and find some
fun reason why these people should be
standing next to each other.” n

MUCH MUSIC AWARDS
ARE AVANT-GARDE

MuchM usic USA will host its ningh
annuval MuchMusic Video Awarcs
(MMVA) live on Sept. 24 from
Toro#a. A strippec-down version
of M™V'3 Video Music Awerds. the
MMVA show uses 1o pociums or
teleprompters. It does use cam-
eras pcsted in battrooms and on
the rcer to capture “outragecus
and spontaneous momerts.” A
self-dz2scribed “unique, gendes-
less™ avrards show there are ro
kudos doled out for best rale cr
fema.e videos.

Ins:ead, MMVA recognizes the
best v o=0s in genres from globazl
grooxe 10 rhythm & blues. Ocher
categor2s praise best video edit-
ing, best use of multimedia and
the pecole’s choice for favorits
performzr.  —Dor.na Pet:ozzelts

HBO MAKES THE MOST OF MUSIC

HBO's commitment to major music
events remains strong.

On Oct 11, Janet Jackson fans can
see the superstar live in an exclusive
HBO engagement at New York's Madi-
son Square Garden. The concert will
conclude Jackson's North American tour
and will feature songs from her Velvet
Rope album. The performance also ties
in with a public-service campaign for
America's Promise—The Alliance for
Youth, a nonprofit organization that spon-
sors mentoring activities for at-risk youth.
Jackson is donating a portion of her con-
cert tour proceeds to the campaign.

HBO and its parent company, Time
Warner, working with America’s Promise,
have launched a nationwide campaign to

promote mentoring programs. HBO has produced
seven public service announcements. Jackson, in con-
junction with her HBO special, will appear in a spot pro-

moting America's Promise.
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HBO has kean airing onz2 or two Lig-
event concerts £ach vezr. Last year, “he
network presented Garth Brooks ir Zs»
Live From Cer®ral Park. Accorcing te
HBO, the Brod<s sp=2cial was the nst
work's highes:-reted original progrerm | 3s:
year and 139&7's “most-watzhed sgecia
on cable TV.' 4BO also aired Be'ie
Midler-Diva Las Vegas last vear.

The networ IS0 airs its live caacart
series, Reverp Tae one-hour weekly show
which features a-ernative art sts, wraopec
up its second s2zson cn Aug 7 witr a &0-
minute specia’ edition with bands Zrezn
Day and Foo Fig-ters. The st ow launshad
in 1997 on HB3Z airing on Sundays at 11
p.m. Since lasl 2y, tha prog-am alsc has
been carried cn thie main HBC channed |zt

at night on Fridays. Reverb st ows include three to fiva ¢i*-
ferent artists in live club pesfornances. “We shod: tha
bands in clubs ... it's a stripped+down and very raw stow ”
says an HBO spokesperson.

—Kim IAvoy
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queen: legerds

sheryl crow: storytellers

stevie nicks:
behird the music

shawia twain:
behird the music

Soaring Ratings: Primetime ratings nearly doubled between 1996 and 1397.
In 1998, VH1's achieved our most successful day, month, and quarter.

Powerful Viewers: 85% of VH1’s viewers are 18-49 — first among cable channels.*

Record Growth: Now in more than 62 million households.

Music First

*Source: Nielsen Personal NAD Facility 1098, Base A18+ Tolal Day. Audience composition A18-45. Based on all ad suppoerted cable network
wilh over 50 million subscnbers Sulject to gqual fications which will be supplied upon requwst
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VH1 RATES WITH ORIGINALS, MUSIC

Network will spend $50 million on its own programming in ' 98; strategy paving off

By Donna Petrozzello

our years into its strat-
F egy of winning view-
ers over to original
music programming, VHI
is proving it no longer
deserves 1o be considered
the ugly stepsister of MTV.
VHI1's ratings growth has
been steady in the four years
since it pushed out oft-net-
work sitcoms and stand-up

‘VHT Divas Live’ earned the cable network its highest ratings for an

comedy specials in favor of  evening when it aired on April 14.

increased original, long-
form programming with a music-first
promise.

In the second quarter of this year,
VHI’s prime time ratings were up
67%, 1o .5/285,000 households. and its
total-day ratings improved by 50%, 1o
.3/1634,000 homes, compared with the
second quarter of last year, according
1o data from Nielsen Media Research.
It’s a significant leap from VH1's aver-
age prime time .2 rating that plagued
the network four years ago.

VHI is most encouraged by viewer

series Behind the Music delivers VHI s
largest audiences on a weekly basis,
according to the network. Some 16.9
million viewers watched VHI's Beliind
the Music weekend on May 30-31, and
12.2 million tuned in for the RBehind the
Music marathon on New Year's Day.
The channel celebrated its best rat-
ings night in history this year when its
VH I Divas Live concert on April 14
earned some 5.3 million viewers,
according to Nielsen and the network.
“It’s not s0 much about the music

response to its original series and events.
A year after its debut, the network’s Sun-

day night long-form music documentary  tion, Jeffrey Gaspin.

RADIO CITY MAKES MUSIC FOR PAY

Cablevision Systems Corp. is creating Radio City Networks, a unit that will
produce and distribute televised live events and music programming under
the Radio City TV (RCTV) banner for pay-per-view carriage on digital tiers
and HDTV equipment. Cablevision's programming arm, Rainbow Media,
will aversee Radio City Networks.

Slated to launch in mid-1999, RCTV pians to carry events from Radio
City Music Hall, Madison Square Garden and The Theater at Madison
Square Garden. Radio City Networks also will oversee Rainbow Media's
MuchMusic USA. The new unit will “explore synergies” between MuchMu-
sic USA and Radio City TV, Rainbow says.

Rainbow Media senior staffer David Kline has been named president of
Radio City Networks, but he will continue to manage the company’s ad
sales arm, Rainbow Advertising Sales Corp.

RCTV expects to telecast six events in its first year, primarily concerts.
While RCTV may televise annual holiday specials starring the Rockettes
from Radio City Music Hall, there are no plans to televise sports program-
ming from MSG, Rainbow says.

RCTV events will be produced in HDTV for digital TV, high-speed content
platforms and other digital technologies. RCTV will offer programs on a flexi-
ble subscription basis, allowing consumers to order one event or an entire
year's worth. Rainbow contends that deploying RCTV in HDTV will help oper-
ators convince consumers to adopt HDTV technology.
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videos anymore,” says VH|1 senior vice
president of programming and produc-
“An episode of

-—Donna Petrozzello |

Behind the Music is now
more valuable than a
music video. Videos will
always be part of the chan-
nel, but the original prod-
uct is starting to resonate
with the viewer.”

Smart, high-rated origi-
nal programs including
Behind the Music. Story-
tellers. the network’s orig-
inal performance series;
Legends. an artist profile
series. and Pop-Up Video
have earned respect for
VHI1 within the music and record
industries.

“I’m most interested in selling
records, and | ve certainly had success
from programming that VHI has
broadcast.” says John Beug. senior
vice president of film and video pro-
duction and marketing at Warner Bros.
Records Inc. Beug says VH1's broad-
cast of recent concerts by Fleetwood
Mac and John Fogerty helped pushed
record sales for both artists.

Gaspin says that when Srorviellers
launched soon after the network's pro-
gramming shift,*we almost had to
plead with people to do it. Now every-
body wants to do it,” he says. rattling
off a slew of featured artists that
includes Billy Joel, Elton John and
Melissa Etheridge. among others.

“When we first started our new pro-
gramming, record companies had a
wait-and-see attitude,.” says Gaspin.
“But our success has made us a differ-
ent channel in everybody's eyes.”

Gaspin is gambling that viewers who
tune in regularly for VH1’s originals wiil
turn their attention to an ambitious state
of other series to which VHI has given
the green light for pilots. The network
anticipates spending at least $50 million
in original production for 1998. Its bud-
get for original movies that are expected
to debut next year runs at least $2.5 mil-
lion per film. according to the network.

Proposed shows include Viva Le Rock
and The Jolmny Roten Show. VHI has
earned praise for two series pilots: Rock
of Ages, featuring viewer comments on
music videos, and Video Time-Line,
chronicling lives and careers of music
legends through their videos. |
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THE BOX Music Network puts your Pay-Per-View movies on the front burner
and ups the orders by directing its viewers to PPV via cross-promoctions with movie soundtracks
on THE SOX. Listen to this sweet music: viewers who see the soundtrack video on THE BOX increase
buy rates over the national average on certain PPV titles by as much as 50%." And because BCX viewars
are used to picking up the phone to request the videos they want to see. they're 155% more likely to order

PPV and premium TV.** PPV and THE BOX cross-promotion. it's our pleasure to serve you.

music network

visit our website @ www.thebox.com
LA: 310.441.8425 x233 NYC: 212.253.1720 x24
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FORTUNES RISE

FOR THE BOX

New parent, carriage deals, rising earnings are
music to ears of executives of interactive network

By Kim McAvoy

he Box's future as an interactive
music video network is looking
brighter these days. “We've been
on a good track this year.” savs Alan
McGlade. president of The Box.
Established in 1985 as a so-called
video jukebox. The Box has seen its tor-
tunes rise and fall several times. 11 now

seems, however. that the acquisition of

the network by TCI Music last Decem-
ber has put it on more stable ground. In
addition. several leading MSOs signed
carriage deals with the network this year,
a reflection of what The Box feels is
growing recognition among cable operit-
tors that the service has improved.

| @ ,

Music video service The Box pays MSOs $4-$5 per
subscriber and does not charge a license fee.

Bul the jury is sull out as to whether
or not The Box will succeed. Accord-
ing 1o company documents, second-
quarter earnings for 1998 increased
nearly 21% over the same period last
year. At the same time, The Box’s
cash-flow deficit increased 221%.

Oviginal Music Composition Por Televisien,
Advertising, Promotion & Film.

For more information cali Nadja Narotzky

460 WEST 42ND STREET. NYC 10036 PH212,268.0101 FX 212.9470863
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Such an increase represents the invesl
ment TCl Music has made in The Box
hoping 1o build distribution and bring
the company up 1o the neat level. savs a
company spohesperson.

The Box enables viewers either to
witllch music videos it no churge or to
pick from a menu of up 1o 200 selections
at an average cost of $1.99. The charges
are hilled to their phone. Transactional
revenue from those tees is about $1 mil-
lion per month. Adver-
tising. which debuted
on the service in 1995,
runs slightly more than
$1 million a month.

Using 125 digital
file-servers in the US..
The Box custom-tailors
playlists for individual
cable systems. The
videos feature pop.
Latin, rock "n’ roll,
lazz, rap and country music, among
other styles. “In terms of music. we play
the most videos. we're very eclectic and
very localized.” MeGlade savs. “We
have a real advantage. We can customize
programming tor a particular market.

McGlade is sunguine about the com-
pany's future and 1s especially pleased
with distribution deals this year.

Last month, The Box signed a 10-year
carriage agreement with Time Warner
Cable. *We hope to gain Time Warmer
subscribers 1n the millions,” McGlade
says. The Box also has a commitment
from TCI (parent of TCl Music) for 3
million subseribers, a deal with Interme-
dia tor 400,000 customers and an agree-
ment with Comeast for an initial 340,000
subs. As part of the carriage agreements,
The Box pays cable MSOs $4-$5 per
subscriber and does not charge a license
lee. It also no longer splits transactional
revenue with operators,

“The key to success [or any cable net-
work is distribution: being owned by TC
gives themealeg up,” says an analyst.

“The good news for us is that we also
have deals pending with other MSOs.”
McGlade says.

The Box estimates that it now has
some 6 million cable subscribers and
23 million on broadcast TV (most of
that coverage is on LPTV). World-
wide. the network says it reaches 50
million households.

The network now otlers four digital
music channels that are part of TCEs
Headend In the Sky. McGlade says
response has been strong, and further
digital offerings are expecied, n
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If You're Playing Music, You're Playing SESAC.

55 MUSIC SOUARE EAST 9 NASHVILLE, TH « [315) 320-0055 « FAX {511} 321-8292
420 WEST 54FH ST+ NEW YORK, NY « (217) 586-3450 « FAX (212) £89.2699
SRESHAM HPUSE, 53 CLARENDDN ROAD, WATFDRD, HERTFORDSHIRE WD 1 LA, TEL. 01923 228870 FAX: 00978 =26372
MUSICODEL 1S A TRADEMARK OF SRIS TECHNGLOGIES INC.
www.sesac.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

BruadcasthgeCable

BROADCASTING

Shared news: Strained bedfellows

Adjusting is tough for combined news operations at Pennsylvania stations

By Dan Trigoboff

ecent departures  at
RWilkes-Burre's WBRE/

WYOU NCWS SUZZest some
dysfunction—perhaps pre-
dictable—in the recently
blended family. wyou(Tv)'s
former news director—who
had been made a producer
under the new regime—is
leaving for a job in Boston. and
an almost 10-year veteran of
the station was fired after an
apparently unsuccesstul period
of adjustment.

The two Northeastern Penn-
sylvania stations joined in an
unprecedented “shared ser-
vices agreement” this spring.
They share news operations.
facilities and a news director at
WRBRE-TV headquarters. Most of
the wyol news employees
have been absorbed by WBRE-
Tv—albeit with a 90-day pro-
bation period—but a few

P

“We're supposed to be sharing, but a

reporter is trained, born and bred to

compete—/[believing] that you don't
give away what you have. That
competition breeds excellence.”

—JoAnn Pileggi, former wyou anchor/reporter
who was dismissed after the station’s merger of
news operations with were (above).

goal is 1o make wBRE-Tv num-
ber one, and we will always be
number three uand shouldn’t
expect any more.”

Another staffer complains
that although wyou news
stafters were told they would
be given some priority in sto-
ries in the Scranton area—
where wyYouU's news depart-
ment used o be headquartered,
where the station remains
headquartered and where it
continues to maintain a news
bureau—wBRE-TV has been
given the first priority even in
Scranton stories.

That perception has made
sharing difficult. according to
WYOU sources. who say that
difficulty was a factor in the
dismissal of longtime anchor
and reporter JoAnn Pileggi.
Both the station and Pileggi.
who is free-lancing in Philadel-
phia. say they are bound not o
discuss her departure. but both

h

rounds of ownership changes
and staff reductions have lowered
morale within the longtime low-rated
station’s news department,

Under the plan. the two stations
share resources yet maintain separate

identities. But. says one wyou source

“there’s a feeling that the voice of

WYOU Is lost.” Another comments that
“They're |[WBRE-Tv] controlling the
information. We've been told their

A ﬂp of the rabbit ears

Carmody in the early 1980s.

Jahn Carmudy a pioneer in TV
reperting in the mainstream press,
refired from The Washingfon Postthis
month. Carmody, who was with the
Post mara than 30 years, spant over
21 years writing The TV Column.

“It's a sad time for the Post,” says
the paper's Style editor, David von
Drehle. “Jack’s an institution in
Washington. He pretty much invent-
ed our TV column. We were the first
major paper to devote that kind of
coverage to the television industry,
and he made that column must read-
ing—not just here but in New York
and Los Angeles as well.”

Replacing Carmody is veteran TV
writer Lisa de Moraes, a former
writer and editor at The Hollywood
Reporter. —~Dan Trigoboff
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acknowledge the problems in
sharing news resources. “We're sup-
posed to be sharing.” Pileggi says. “but
a reporter is trained. born and bred to
compete—|believing] that you don’t
give away what you have. That compe-
tition breeds excellence.”

Former wyou news director Kathy
Cusanelli explains her departure after
17 years at wyot as simply an opportu-
nity 1o join a large station—WHDH-TV—
in the number-six market—Boston. But
colleagues say she was unhappy about
the perceived demotion and bothered
by changes and low morale.

Arthur Daube. WBRE-TV VP/GM
and overseer of both news depart-
ments. denies institutional favoritism
loward WBRE-TV news. “There might
have been a time or two™ when a story
that wyou staft developed or felt was
proprietary ran first or shortly after on
WBRE-TV. he says. bul some stories are
100 big 1o hold or keep exclusively o
one station. “There are natural growing
pains when people [who have compet-
ed| are now working within the same
tacility. | believe it has gone according
to plan based on the circumstances.”

"People are choosing 1o see what
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NDS has the
salution to the
Digital Terrestrial
revolution.

Digital Terrestrial represants the biggest new challenge and
apportunity since color TV. To succead in DTTYV, you need the
r ght partner. You need MDS.

We've been involved in DTTV sinze the idea was conceived
Qur products, systems and solutions reflect decades of careful
rasearch, planning and proven performance. Most importantly
we've already concluded major centracts in Europe and the US
and we've got test systeTs at work i1 almost a dozen

countries around the world.

In addition to encoders, multiplexers ard modilaters for national
and regional transmission, NDS also offzr banefits like MFEG
splicing, local ad insertion and condit onal access. We have modular
DVB-T and ATSC solutions for beth HD and SD, including

cata broadcasting.

But NDS means far more than products. W2 can design. integrate
and install a complete CTTV solution faster and more efficiently.
That's why NDS is the choice of ‘eading broadcasters worldwide —
people like yourself who want future Froof solutions that make sense.

Before you begin your move into the worlc of digital terrestrial.
wlk to the people who are leading the way — wth ideas, solutions
znd service. Talk to NDS.

Wonto Luacin+ Wortd Vision

H&HNDS

NDS Americas Inc.. 3501 Jambmo -ee Road. Suite 200, Newpc rt Beach. CA 92660, USA
Tek:+1 704 725 2554 Fax: +1 714 725 2545
www.ndsworld.com © 1998 Copyright NDS Ltd. Al -ights reserved.


www.americanradiohistory.com

BROADCASTING

|

they want to see.” he says. “They long
tfor the way it used to be. We could
have gotten rid of those problems by
not retaining any of those people.™

Daube says that, given past layoffs,
transitions and the current probation
period. the anxiety at WYouU is under-
standable. It all boils down to person-
al security.” he says.

“Yet | find more people buying into
this concept than [ would have antici-
pated. It’s been beneficial for both sta-
tions from an operational stand-
point—better service. and more sto-
ries to both stations. This could not
have been accomplished under any
other arrangement. The reality is that
we're in an environment of change.
Those people who stay with us will
learn how to change.” ]

No

Pfleger pickets Springer |

Handful of protesters marches on Studios USA

By Joe Schlosser

he Rev. Michael Pfleger made
T good on his promise and picketed
outside Studios USA’s Los
Angeles headquarters last week,
demanding that the distributor of The
Jerry Springer Show clean up its act.
Pfleger. a pastor at Saint Sabina
Church in Chicago, claims that Studios
USA has broken its promise to the pub-
lic that it would take the violence out of
the controversial Springer show. About
25 protesters marched outside Studios

USA last Tuesday morning. demand-
ing that the fighting be taken out of the
new shows.

Studios USA executives sent a letter
to Pfleger last week. stating: “As we
made clear in a recent press statement
issued by the show. we are committed
to editing the program responsibly.
This policy has not and will not be
altered due to the ratings performance
or for that matter. any other reason.”
Springer. who has returned to Chicago
to start taping episodes for the upcom-
ing season, had no comment. |

resolved in the following

GET WITH THE PROGRAM

By Michael Stroud and Jog Schlosser

BBDO likes ‘Felicity’

Felicitous

performance

n a report on the fall

broadcast TV season,
BBDO Media predicts that
Felicity will be the break-
out hit among the season’s
37 new shows, helping The
WB 1o a fifth-place finish
among broadcast networks.
Survivors among freshman
shows, according to the
report, will include ABC’s
Brother’ s Keeper and
SportsNight, CBS’s The
King of Queens and L A.
Doctors and NBC'’s Trinity
and Will and Grace.
Among other predictions,
the agency says that NBC

will retain its ratings domi-
nance among houscholds
and with adults 18-49;
CBS will be the number-
two network in households;
Fox will repeat as the num-
ber-two network with
adults 18-49, and ABC will
be the number-three net-
work in households.

Fox cross

n the latest example of

filmmakers crossing over
1o television, “Get Shorty”
and “Pulp Fiction” produc-
er Jersey Films is hanging
out its shingle on the Fox
lot. Fox says the produc-
tion company, whose prin-
cipals include Danny
DeVito, Michael Sham-
borg and Stacy Sher, have
signed a multiyear deal to
develop drama and come-
dy series under the newly
created Jersey Television
banner. Fox already has
two series developed by
filmmakers: Buffv the
Vampire Slayer from Joss
Whedon (“Toy Story,”
“Speed”) and Marrial Law
from Hong Kong—trained
filmmaker Stanley Tong
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(“Rumble in the Bronx™).

‘Frasier’ threepeat
T o prepare Frasier for its
attempt to hold onto the
viewers who had been
making appointments for
Seinfeld on Thursday
nights, NBC
will air re-
peats of the
show twice
each Thurs-
day over the
next two
weeks, once
at 8:30 (after
Friends) and L]
once at 9:30
(after Sein-
feld). The network will also
continue to run Frasier
repeats on Tuesday nights.
On Sept. 10, NBC will
reprise the series finale of
Seinfeld, as well as the clip
show that accompanied it.
Frasier 1akes over the 9
p.m. spot permanently on
Sept. 17 with a double dose
that includes last season’s
‘s cliff-hanger, in which
Frasier and his colleagues
al the radio station are laid
off. The cliffhanger will be

www americanradiohistorv com

‘Frasler’ is a triple
threat for NBC.

week’s sixth-season pre-
miere. NBC is hoping for

one other promotional coup

for Frasier—a record fifth
Emmy for best comedy
from the Emmy Awards
Sept. 13.

‘60 Minutes’
wins again

BS’s 60 Minutes

placed first in house-
holds last week with an
11.8 rating/ 24 share,
according to Nielsen
Media Research. That
gives it the household
crown in eight of the
last nine weeks. CBS
is even now trying to
determine the best
time slot for a second
night of the news
magazine next season.
Fox’s That *70s Show
was the week’s top-
rated show among adults
18-49, the first time a Fox
series has ever premiered
to a weekly win in that
demographic. The show
debuted to a 7.1 rating/19
share in final Nielsen
numbers, ranking number
seven for the week among
total households. The
show for the first time
also outperformed an orig-
inal episode of its lead-in,
The Simpsons, which had
a 6.1 rating.

|
|
|
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Tower of Freedom

reedom Communica-

tions has completed its
purchase from Granite
Broadcasting of ABC
affiliate wLAJ(TV) Lansing
and CBS affiliate
wwMT(TV) Grand Rapids,
both Michigan, but not
without help from a local
judge. Jackson County
Judge Charles Nelson or-
dered Tompkins Inc.,
which owned the land on
which the Lansing sta-
tion’s broadcast tower sits,
to sign off on the deal.
Tompkins had tripled the
rent on the land, from
$50,000 to $150,000, and
had refused to agree to the
sale unless it was paid
$284,000 it claimed was
owed it by WLAJ owner
and local developer Joel
Ferguson. (Although
Granite held title to the
station at the time of the
transfer to Freedom, Gran-
ite said, it owned the sta-
tion for less than a day,
purchasing wlaj from Fer-
guson the same day it sold
both stations to Freedom.)

The deal ended up in

court as Tompkins sought
to evict the station from the
tower property and Granite
accused the landowner of
extortion. Under the lease,
the judge determined,
Tompkins was obligated to
sign off on the lease as
long as Freedom was at
least as creditworthy as the
seller; he ordered the land-
owner to approve the deal.
Alan Bell, president of
Freedom’s broadcast divi-
sion, says his company
was surprised at the con-
flict and calls the judge’s
decision *“one of those real
instances in which justice
was done.” Hard feelings?

STATION BREAK

By Dan Trigeholf

“We plan to be good ten-
ants,” Bell says.

Miami sound and

video machine
We stormed the beach-
es,” says USA Broad-
casting Executive VP Adam
Ware of Miami’s waMI
(Tv), ““and we had some
casualties. But we’re on the
beach now.” Looking to the
rest of 1998, Ware says, the
station is looking to export
some of its locally produced
shows—including Genera-
tion i which targets second-
generation Americans of
Hispanic descent; Ocean
Drive, based on the Miami
fashion and lifestyle maga-
zine, and /0s, described as a
tongue-in-cheek beauty
contest—to broadcast and
cable channels. waMi has
also picked up M*A*S*H
reruns for evening and late-
night broadcast, with its
quirky newscast, The Times

Miami Heat center Alonzo Mourning
Joins wami hosts in giving the wam sign.

and its talk show, Kenneth's
Freakquency. Acknowledg-
ing low ratings, Ware says
he’s nonetheless encour-
aged by local “buzz” and
reactions to some local pro-
mos. “It reminds me of the
early days at Fox. We didn’t
do any ratings, but we creat-
ed a buzz. People are talk-
ing about our station.”

mﬂ

Nobody's laughing

racial remark aimed at

a West Virginia reporter
has led to the forced re-
moval of a member of a
public service board. “Due
to circumstances beyond
my control, I, Roy Han-

BROADGASTING

Her name

and a dress
t had to happen. The
same week as the presi-
dent’s semiconfession to
an inappropriate relation-
ship with Monica Lewin-
sky, commercials

shqw, hereby shown on Ken-
resign as of tucky TV stations
this day from were using a
the Chelyan depiction of the
P}thc 'SCI"- . former White
vice District, House intern to
Hanshaw sell dry cleaning.
wrote. The With a saxophone
Kanawha playing in the
ﬁ?susl:gli:én background, the
M ad for Sam Mey-
first asked for q:ensi:;osntggg‘on ers Inc. calls out:
his resignation source’s withdrawal ‘Hey Monica, we
from the non- from a scheduied can clean your
paid position;  interview. dress.” A salesper-

when it was not forthcom-
ing, it asked a local court to
remove him. Hanshaw had
withdrawn from a sched-
uled interview about local
water issues with WCHS-Tv
Charleston’s Martin
Staunton after commenting
to Staunton, “You're a
black man.”

Staunton and his news
director, Bob Yuna, say
they were more troubled by
Hanshaw’s
pulling out of the
interview than by
the remark,
although neither
could help won-
dering whether the
two were related.
“If he’d done the
interview,” Yuna
said, *“we probably
would have shak-
en it off. But !
wanted to make
sure my reporter’s
race wasn’t put in the way
of his doing his job.” Yuna
and Staunton raised the
issue in a letter to the com-
mission, which subsequent-
ly sought Hanshaw’s
removal. Hanshaw, who has
said that he was joking with
Staunton, maintains that he
was friendly to Staunton
and is not racist.

son at WHAS-TV Louisville
says she has received a
few complaints—but not
over taste or propriety.The
complainants have been
sympathetic to Lewinsky:
“They felt Monica’s been
through enough, and that
she should be left alone.”

Washington to
Washington

ave Lougee, VP, news,

for wrC-TV Washing-
ton, is joining KING-TV
Seattle as executive news
director. Lougee said that
while being a news direc-
tor in Washington had
been a long-held profes-
sional goal, the move back
West was prompted by his
family’s desire to return to
the West. He'll be replac-
ing Eric Lemner, who had
earlier left for wLs-TV
Chicago to replace Phyllis
Schwartz as news director,
who left to join wMAQ-TV
there replacing ... well,
we’ve got to stop some-
where.

All news is local. Contact
Dan Trigoboff ar (202)
463-3710, fax (202) 429-
0651, or e-mail to
d.trig@cahners.com.
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Broadcast netwark prime-lime
rafings sccording I Melsen

PEOPLE'S GHOIGE

President Clinton's mea culpa equaled maxima ratings: post-apology

WEDNESDAY

34 Cosby 7.0/12

56.Suddenly Susan 5910

programs on NBC and CBS were among the week’s top 10.
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- ERNEST N. MORIAL CONVERTION CENTER
t In globally, act local-
1y, This axiom NEW ORLEFANS

rings especially true in today's television EEAVEEAEPSEPS. I PED)
industry. While many distributors focus
on greup clearances and international
markets, NATPE brings the spctlight back
to the local programmer. In an industry
coping with increasing programming and
cperating costs, NATPE strives to provide
positive soluticns to the challenges faced by
local programmers in today's frenzied
marketplace. With the emphasis on con-
tent, NATPE '99 explores new growth and
revenue opportunities for local television
executives whether you'r2 in Paris, France

or Paris, Texas.
National Association of Televisiom Program Executives

2425 Olympic Boulevard, Suite 553JE, Santa Monica, CA 3C4( 4
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Back-to-school means reaching parents

Interep study shows radio is good way to do just that

By John Merli, B&C correspondent

s local radio and television
A broadeasters compete for ad dol-

lars in the back-to-school cam-
paigns that now are winding down,
radio marketer Interep is touting new
research to underscore radio’s potential
as the medium of choice for advertisers
who want to reach parents.

An Interep report focused on the
“more than 78 million adults who have
children under 18 years old™ says that
parents with school-age children also
tend to fall in one of the most sought-
after demos for many advertisers: the
25-44 age range. (Among parents with
teenage or younger kids. 65% arc in
this demo.)

Interep says the 25-44 demo is “right
in radio’s core listening base.”™ with
several formats targeted specifically to
it. More important. the study contends.
“parents are more likely 1o be heavy
users of radio than any other broadcast
medium, especially ... working par-
ents.” While typical young parents read
magazines, they tend 1o spend less time

While typical young
parents read magazines,
they tend to spend less
time watching television
and reading daily
newspapers than they
do listening to radio.

watching television and reading daily
newspapers than they do listening to
radio. the study says.

The Interep study also notes that
there are a lot of single parents oul
there. cspecially young ones: 73% of
18-24-year-old parents are not married.
and nearly a third (31%) of all parents
are single. divorced or widowed.

Parental housechold income varies
widely. depending on marital status.
education and cthnicity. Only 12% of
singlc moms have incomes above
$50,000, while nearly half of all mar-

through January.

proof-of-performance affi-
davits and airchecks for
spots aired from now

Classic rock on a roll
he classic rock format

ried couples earn household incomes
of more than $50.000. Overall, median
household income for parental couples
is slightly above $47.000.

As radio tries to hone in on the cur-
rent back-to-school season (as well as
year-round sales), Interep underscores
several other factors affecting the par-
ent market:

B 64% of all mothers are full-time
(489 ) or part-time (16%) workers.

B The average middle-income fami-
ly spends about $8.000 per child per
year.

m Radio’s weekly reach of all parents
is 84%.

B The only daypart in which parental
listening drops significantly is TV
primc time.

B Top parents’ formats: urban con-
temporary. gospel. hot AC, black/
R&B. Spanish and classic rock.

& While 38% of white parents have
children at home, 48%-50% of Hispan-
ics. Asians and blacks do.

® On average, households with chil-
dren visit fast-food restaurants 8.6
times monthly. n

advertisers desire.

Eight of the top 10 mar-
kets boast classic rock sta-
tions which score highly
in the 25-54 demo,
according to Arbitron’s
winter 1998 ratings. And
according to 1997 M

RAB, BMI produce

sales CD

he Radio Advertising

Bureau (RAB) in coop-
eration with BMI will dis-
tribute a special CD-ROM
to stations this month as
part of RAB's marketing
resources kit. RAB says
the CD-ROM contains a
voluminous collection of
sales success stories from
its Radio Gets Results
campaign, compiled dur-
ing 1997-98.

The project was
launched last year to offer
advertisers “definitive proof
of radio’s unparalleled abil-
ity to deliver exceptional

results,” according to RAB,
which says the CD-ROM
holds 1,000 successful sales
ideas.

BMI contributed song-
writing and voice talents to
the campaign (including
those of Rosanne Cash,
Isaac Hayes and Creed) by
producing a series of 30-
second promos that are
included on the CD-ROM
and may be aired by all sta-
tions. To encourage broad-
casters to air the spots regu-
larly, BMI will give away
two tickets to the Grammy
Awards in Los Angeles on
Feb. 24. Stations can enter
the contest by providing
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appears to be gaining
in popularity once again as
the massive demo of baby
boomers grows older. The
format now is at a four-
year high. according to
several ratings and report-
ing surveys. Today there
is at least one classic rock
station in each of the top
10 markets, and 5 million
people across the country
each week listen to classic
rock, according to Sim-
mons spring 1998 num-
bers. While that represents
only about 8% of the over-
all adult population, nearly
80% of these listeners fall
into the 25-54 demo that

www americanradiohistorvy com

Street Journal statistics as
interpreted by Interep
Research, there now are
more than 240 classic rock
stations—the highest total
since 1994,

Interep says the format
grew last year and “format
shares have held or sur-
passed the large gains that
began last winter.” The
radio marketing firm
acknowledges that the
early 1990s proved to be a
“challenging few years of
audience shifts to modemn
rock or ‘70’s hits varia-
tions,” until last year’s
“comeback.”
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EchoStar, DirecTV battle for eyeballs

Each offers bounty on customers converted from the competition

By Price Colman

pen warfure has erupted for the
0 first time in the DBS ranks, with

EchoStar Communications
Corp. and DirecTV each offering
bounties on the other’s subscribers.

EchoStar on Aug. 2 began offering
retailers a $100 bounty on each
DirecTV subscriber they could convert
to an EchoStar Dish Network cus-
tomer. Soon thereafter, DirecTV fired
back, doubling the bounty to $200 for
cach Dish Network customer its deal-
ers could convert.

Then last Wednesday, EchoStar
expanded its program, offering the
$100 bounty on any DirecTV. Prime-
star, wireless cable or cable customer
that EchoStar dealers could turn into an
EchoStar customer.

While EchoStar has employed the
bounty approach against cable in the
past, its Jatest offensive marks the first
time it has attacked competitors in the

DBS sector.

Analysts see little
to be gained from
the approach.

“Why would you
change when you've
already paid for the
hardware?" asks Curt
Alexander of Media
Group Research, adding
that with the bounty going to
retailers. there’s little incentive for
customers to switch.

To Jimmy Schaeffler of the
Carmel Group, the bounty maneuver
underscores the increasingly aggres-
sive battle for market share.

*1t says a hell of a lot about how
down-and-dirty players are getting to
acquire subscribers within that limited
open-window time frame—nbefore the
Jdigital cable] competition really takes
hold.”™ Schaeffler says. "l won’t say
they're getting desperate, but | will say
they re getting hungry.™

“[ wouldn’t say hun-
gry.” counters EchoStar
spokesmar Mare Lump-
kin. "It just shows how
aggressive we are in
acquiring subscribers. ...
This is armed ot retailers. IUs
not a mad cry o subscribers
[saying] “come to us.””

But for DirecTV, EchoStar’s ploy
was i cry 1o battle.

“This is not how we normally con-
duct business.” says DirecTV

spokesman Bob Mursocci of the

company’s in-kind response. “Bul
when someone threatens o steal our
customers, we will vigorously defend
our subscriber base. We want to send a
message to EchoStar that we are the
leader, and we will not idly sit by while
they try to subvert our business.”

EchoStar plans to continue the boun-
tv offer through September DirecTV
says it will halt its counterattack when
EchoStur halts its bounty program. =

MTV restructures

MTV has

handed out

pink slips to

some 20 em-

ployees, Sey-

eral of whom

were nebwork veterans, a netwaork
official confirmed |ast week, MTV
defined the staff cuts as a “restruc-
turing” and said the network hired
as many peopls in recent weeks as
it let go, "meaning that we haven't
reduced the statf's size on a net-
net basis,” the officlal sald. Some
of the additions were free-lancers
who were added to the employee
rolis full time, MTV says.

In addition to stafl cuts, Patti
Galluzz, senior VP of music and
talent, and Ken Benson, VP of
music programming, resigned,
Benson for personal reasons. Gal-
luzzi's leaving was precipitated by
MTV's decision 1o hire music con-
sultant Tom Calderane to fill the
new post of senior VP of music; an
official said. -—Donna Petrozrelio

Ameritech gets with Local
Connections program

Launching local text information channels in Ohio

By Price Colman

meritech New Media, seeking to
A cement its relationship with cus-

tomers in its key Columbus,
Ohio, market. is launching 49 local-
information channels there.

The free service, called Local Con-
nections, features text information
encompassing local movie theater show-
ings and times, recreation and outdoors,
community cvents, concerts and plays.,
library and literacy. community service
directory, school directory, clubs and
groups directory, restaurant delivery and
a local five-day weather forecust.

Ameritech’s move is an effort w dif-
ferentiate itself in a market dominated
by Time Wamer Cable. tt's also a pre-
emptive strike against [nsight Commu-
nications, which recently purchased

75% of Coaxial Communications’
91.,000-subscriber Colunibus-arca sys-
tem. Insight plans to launch Source
Media’s tocally focused Interac-
tiveChannel in Columbus in December.

Competition for multichannel video
customers may be a national game but
to gain an edge, cable providers increas-
ingly are looking at how to add value
locally. Some are finding the answer in
aggregated local information that fits
mio the “"news you can use” category.

“We asked customers what they
would find helpful and opposed o
national information, they asked for
local,”™ says Ameritech spokesman
Geoft Potter. (Ameritech carlier this
year launched Local Connections in
Cleveland.)

Local-information cable channels
are hardly a new concept, though
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they ve had a spotty history. The ana-
log version of Source Mediu’s Interac-
tiveChannel shut down a test in Col-
oriado Springs, Colo.. in February 1998
after failing to attract subscribers. But
Burlington, Mass,—based CableSoft.
which provides a service similar in
content and delivery to traditional
cable operators. launched in Media-
One’s 250.000-subscriber Jack-
sonville. Fla.. system this summer and
is scheduled to launch in TCI's Hart-
ford. Conn.. and Pittsburgh systems in
the third quarter.

CableSoft and Local Connections are
similar in content and in delivery. Both
piggybick on the vertical blanking inter-
val, which means they don’t use pre-
cious cable bandwidth. Both also require
an advanced analog set-top box. The
InteractiveChannel. in contrast. uses a
digital cable channel, which consumes
about one-tenth the spectrum of a 6
megahertz analog channel but nonethe-
less takes up bandwidth. That may be
one factor that’s making the Interac-
tiveChannel a tough sell for Source.

The economics behind Local Con-
nections. CableSoft und Interactive
Channel are decidedly different. The
Ameritech service. a partnership

S EE e

Punchup |

your plans
with americast!

It's New. And it's onby on aweriast!|
Ameritech’s new text service will feature
show times for movies, concerts, com-
munity events and more.
between Ameritech and Ohio News
Network. is commercial-free. with rev-
cnue generated primarily by the $2.95-

per-month set-top box rental. Con-
versely. CableSoft sells its software
and services 1o the cable operator and
shares revenue from ads on its 12 dit-
ferent channels with the MSO .

Local Connections and CableSoft are
primitive compared with today’s high-
speed Internet environment: They're
simply text on the TV sereen. Moreover,
the information is readily available from
a variety of other sources, from phone
books to newspapers. But putting it all
together and providing access from the
TV make it attractive, proponents say.

““People are hungrier and hungrier
tfor information.™ says Sonia Khademi,
president of CableSoft. "What we have
found is most relevant is local informa-
tion.... People still interact with the TV
in certain ways. The winning solution
for me is to enhance what you're
already doing.™

That lesson wasn't lost on Ameritech,
which seeks to eliminate any vestiges of
TV technophobia by calling its remote
RED (for remote enhincement device)
and its advanced analog set-top TED
(for television enhancement device),

“Even Internet users said this is
interesting and helpful because it's
always available.™ says Potter. |

ESPN/ABC promise bucks in pucks

Increase of as much as 400% in hockey rights will still pay off, suys Bornstein

By John M. Higgins

espile agreeing to an increase of

as much as 300% for TV rights to

National Hockey League games,
ESPN and ABC executives contend
that they'll be able to make money
{from the package.

The NHL deal is the last long-tenm
major sports deal locked up this year.
While the dollars are just a fraction of
the fees snagged by pro football and
basketball leagues, NHL tcam owners
are ecstatic about their ability to ride
the wave and better the terms of exist-
ing TV deals in the face of sagging rat-
ings and apparently limited appeal.

ESPN President Steve Bornstein
insists that he can do a beuer job pro-
moting and packaging the games than
has been done in the past. He's
depending on strengthened cross-pro-
motien among the broadcust and three
ESPN cable outlets, including ESPN2
and ESPN Classic. Further. ESPN has
a heavier schedule of exclusive

game—not aviilable to local stations
or regional sports networks—that
could lift hockey's sagging ratings,

“We are going to make money on
the NHL.” ESPN’s Bornstein said,
“These agreements are about much
more than just televising games.”

NHL commissioner Gary Bettman
said that owners are enthusiastic about
the prospect of receiving so much
more than in the past. but the econom-
ics work for cach side.

“1 didn"t attend the negotiations
wearing a mask and a gun,” says Gary
Bettman, the NHL commissioner.
“They didn’t come in a trance.”

Cable operators are in a bit of a
trance. however, over the escalation in
sports rights costs and license fees.
The $600 million contract comes just
six months after Disney agreed to pay
$9.2 billion for its new eight-year con-
tract for NFL football on both ESPN
and ABC. NBC and Turner tecamed on
a $2.65 billion NBA package. (NBC
paid $1.75 billion and Turner $900
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million for four years.)

Unlike the football deul. the NHL
deal won't allow ESPN o extract a
rate surcharge. But operators still
aren’t pleased at the way the sports
network is betting with what MSO
executives see as their money from
license fees. “They're just piling on,”
says one MSO president.

George Bodenheimer., ESPN's
senior vice president of affiliate sales,
says that strengthening ESPN (and
particularly ESPN2) muke subscribers
happier. “This is high-value product,
and the subscribers see that.” Boden-
heimer says.

Fox didn’t submit a formal bid.
even though it had the right to match
the ABC deal. But Bornstein says he
firmly believes that Fox was planning
to step up if it could get a cheaper
deal.

The new five-year, $600 million
deal comes to $120 million annually
for the combined puckage. An execu-
tive familiar with the deal says that
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‘ ‘ work for a company that [eels we
ought 10 be good corporate cilizens,
and make our communities hetier

{1 »
I come from a long line
Of‘famers L = we go baCk 'places lo l‘ivc'. MC(!'I"-I Genera! isa very
old company — its springboard was newspapers
[ [ 1) ll  and television stations. It's good business 1
about ten gmeratlons- prr](;vidc a good pr:)(()ITICI and also lul |11lr1'mzl (i)n

an institutional fashion, your company and

its people. Part ol that is contributing to
the community”

“1 believe that if you're going to live on this
planet you ought 1o do what you can to improve
it and make it better. A picce of that goes
heyond making a livelihood; it's plowing things
back and caring,

“1 come from a long line ol farmers. | was horn
in Hanover County, Virginia, in a little place
called Montpelicr. Both my parents were lrom
that harlet, and we go back about ten
generations. Family was a tocal point because
families tend not 1o move. My father was a truck
larmer, and he also ran the general store. We
grew every lype of vegetable and wholesaled
them to restaurants.

I went 1o the local community school from
first grade through high school — the same
school where my parents and their parents
had gone. [ didnt go into the family business
because it was almost impossible 10 make a
living. | went 10 Randolph-Macon Coliege and
got an undergraduate degrec in economics. | was
in the Marine Corps lor a tew ycars and went on
10 graduate school at Virginia Commonwealth
Univers.ty for a masters in business.

“My first joh was with Lever Brothers. 1 worked
in sales, marketing, and packaging. | ended up
in New York, but 1 wanted 1o come back home.
The best it | could find was with Media
Generals Richmond newspapers. Lacer, 1
iransferred 1o North Carolina as a business
manager for their properties, and afier a few
years, | became CEQ. Then, from there, | came
up to lairfax, Virginia to build this cable system.
We have 95 active channels of television and for
years and years, it’s had the most channel
capacity in the countr

'l can’t imagine anything in my system that
would create mere havoc than if [ were to 1ake
off C-SPAN. If a system doesn’t have it. every C-

V\/a]drop SPAN board member ought to he working hard

at trving to find a way 10 change that.

Chairman,
CEO & President

Media General -
Cable cf Fairfax -
Member

C-SPAN Board Created by Cable.
of Directors Offered as a Public Service.
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about $350 million of the package
cost is being allocated to ESPN and
about $230 million to ABC.

That’s a huge increase. Under the
current deal. expiring next scason,
ESPN and Fox combined are paying
$45 mitlion annually. ESPN atone has
a $100 million. seven-year deal cost-
ing just $14 miltion per scason. Its new
deal runs $70 million a year. a $00%
increase. Fox Broadeasting committed
$155 million for a five-year deal. or
$31 million annualty. so ABC’s cost is
a4 619 increase over Fox’s price.

ESPN cxecutives wouldn™t discuss
the allocation. saying that since ESPN
is selling all the ads for both the cable
and broadeast games. they look at the
deal as a single package.

Clearly they're going to need a big

audience boost. Fox complained of

losing $1 million per game on its cur-
rent package. For the 1997-98 regular
season, Fox’s NHL ratings slumped
30%. dropping from a 2.0 to a | 4,
according to Nielsen Media Rescarch.

ESPN dropped 13%. from a .8 regular-
season rating o a .7 rating. ESPN2
remained flat at a 4 rating.

Bornstein argues that last scason
was an anomaly caused by a two-week
midseason hiatus so that pro skaters
coutd compete in the Nagano winter
Olympics. That in turn pushed the
Stanley Cup finals up against the much
stronger NBA finals,

The new NHL deal calls for up to
200 games per year to air on ESPN and
ESPN2. ESPN will carry up to 27 reg-
ular-season games as well as coverage
of the Stanley Cup playolts and the
first two games of the tinals.

ABC will televise four to seven reg-
ular-scason games. the All-Star Game,
up to six weekends ot early-round
playoff coverage and up 1o five prime
time games of the Stanley Cup finals,

Bornstein says the deal will work
because, despite its relatively small
size. the audience is “the most valu-
able™ in television with it~y heavy con-
tingent of males 18-34, .

GABLE'S TOP 25

'L:sf:f'EllFLE'S CHOIGE

CNN captured six of basic cable’s top 10
shows the week of Aug. 17-23 with coverage
of the Monica Lewinsky scandal and the U.S.
bombings in Sudan and Afghanistan.

Following are the top 25 basic cable programs for the week of Aug. 17-23, ranked by rating. Cable rat-
ing is coverage area rating within each basic cabie network's universe; U.S. rating is of 98 million TV
households. Sources: Nielsen Media Research, Turner Entertainment.

Rating HHs Cabie

Rank Program Network Day  Time Ouration Cable U.S. (000) Share
1 Clinton Address/Lewinsky Affair CNN  Mon 10:00P 6 73 55 5418 10.2
2 South Park COM Wed10:00P 30 63 33 3262 100
3 Larry King Live CNN  Mon 900P 60 53 40 3914 8.1
4 Llarry King Live CNN Mon10:06P 54 52 39 3819 77
5 WCW Monday Nitro TNT Mon 8:00P 60 50 3.7 3673 80
5 WCW Monday Nitro TNT Mon 900P 60 80 3.7 3659 74
7 WCW Thunder TBS Thu 909P 58 47 36 3532 79
7 WCW Monday Nitro TNT Mon10:00P 61 47 35 3455 7.2
7 Clinton Address/Afghanistan/Sudan CNN  Thu 5:30P 10 44 35 3.455 112
10 Larry King Live CNN Moni1:00P 10 44 33 3277 73
10 WWF Wrestling USA Mon10:00P 65 4.7 33 3.249 638
10 America Strikes Back CNN Thu 540P 20 43 33 3,244 104
13 NASCAR/Goody's 500 ESPN Sat 7:30P 210 43 32 3172 84
13 Albright Press Conference CNN Thu 6:00P 30 43 32 3159 98
15 Rugrats NICK Wed 8:00P 30 40 30 2953 74
16 U.S. Strikes/Afghanistan/Sudan CNN Thu 4:48°P 12 39 3.0 2907 104
16 WWF Raw USA Mon 900P 60 39 29 2882 58
16 Rugrats NICK Tue 800P 30 39 29 2853 69
19 WCW Thunder TBS Thu 805P 64 38 29 2862 7.0
19 Senator Hatch Press Conference CNN Thu 4:38P 10 38 28 2,784 103
19 Rugrats NICK Mon 8:00P 30 38 28 2738 6.1
22 America Strikes Back CNN Thu 5:00P 30 37 28 2760 95
23 WWF Sunday Night Heat USA Sun 7:00P 60 36 27 2677 68
23 Movie: ‘'The American President’ TBS Sat 8:05P 152 36 27 2670 7.0
23 U.S. Strikes/Afghanistan/Sudan CNN  Thu 4:30P 8 36 27 2670 101
23 Rugrats NICK Thu 800P 30 36 27 2615 65
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Shareholders
sue Source

Fraud claims target
IT Network division

By Price Colman

ource Media. coming oft a trou-
s bling second quarter. faces new

problems: Twao different law
firms have fited shareholder lawsuits
claiming that the company delrauded
investors.

The fraud allegations focus on
Source’s IT Network division, an elec-
tronice publishing operation that pro-
vides advertising sales and content for
various yellow pages. directories and
NCWSPUpers.

IT Network in October 1997
acquired electronic publishing assets
from Brite Voice Systems tor $35.6
million and similar asscts from Voice
News Network for $9 miltion. Those
asscts were supposed to boost revenue.
Source planned 1o use the money to
support development and launch of its
InteractiveChannel cable service on
digital cable systems.

The lawsuits. which name the com-
pany and certain officers and directors,
claim that Source knew in late 1997
and carly 199 that it had lost contracts
totaling more than $6 million that were
suppused to have come with the acqui-
sitions. But when Source reported 1997
year-end and 1998 lirst-quarter finan-
cial results, it made no mention of the
lost contracts.

“For over nine months, defendants
have conceated L. the fact that they
have continuousty been committing
gross violations of the federal securi-
ties laws, including misleading the
public as to the financial and business
conditions of defendant Source Media
Inc..” says the lawsuit filed by Los
Angeles law firm Weiss & Yourman.

That suit was liled in U.S. District
Court in Texas on Aug. 21, New York
law firm Abbey. Gardy and Squitieri
tiled a similar suit against Source in the
same court on Aug. 24, Both suits seck
class-action certification.

Source first reported the lost business
on Aug. I4. when it released second-
guarter financial results. Those resubts
meluded i non-cash adjustment of $25.9
million retated to the lost contracts.
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Source President John Reed has
acknowledged the company was aware
no later than January of this year that it
had lost the contracts, but he has said
that the financial impact couldn’t be
calculated until the second guarter.

The suits also claim that insiders

sold more than $30 million worth of

Source shares (Nasdag: SRCM) on
May 19 and 20 when they were privy
to information about the lost contracts
but outside public sharcholders were
not.

Source stock was trading in the mid-
teens when insiders sold. Apparently
because of rumors that the company

CABLE

was about to be acquired. Source stock
began a steady climb in June that ook
it to an intra-day record high of $39 on
July 14, Shares closed that day at
$32.25. Shares have since declined
steadily and are now trading around $8.

Dallas-based Source says it will
defend itself against the lawsuit. ]

< .

HOOKED P

T

L.A. mayor rejects
public-access
funding

os Angeles Mayor

Richard Riordan
vetoed a $375,000 pay-
ment to the nonprofit
company that controls the
city’s public-access chan-
nel, objecting to the often-
raunchy content. The city
council approved the con-
tract with Los Angeles
Cable Television Corp.
last week despite the
objections of Councilman
Hal Bernson, who tried to
scuttle the deal over what
he called X-rated shows
on the channel. Council
members were advised
that they can't try to con-
trol content on an access
channel, but Riordan
vetoed the money anyway,
saying that the channel
should be converted to an
education-oriented slot.

Six degrees
of difficulty

with Kevin Bacon
ideo music channel
VHI is tweaking the
pilot for Six Degrees, a
half-hour series based on
the quirky trivia game, Six
Degrees of Kevin Bacon,
which links otherwise
unrelated celebrities and
actors by their screen
appearances with Kevin
Bacon. VHI's version
tries to link a celebrity
host to Bacon via clues

B By Join M. Higgins

from music videos. A
VHI source says some
test audiences unfamiliar
with the original game
didn’t quite understand
the pilot, “so it’s back to
the drawing board.” VHI
is, however, going ahead
with plans to produce
series from other, well-
received pilots. VH! is
also developing pilots for
The Johnny Rotten Show,
Couch Potate and Ran-
dom Play, among others.

MediaOne to launch
in Twin Cities
MediaOne will launch
its high-speed Inter-
net service MediaOne
Express in Minnesota’s
Twin Cities area on Sept.
1. When it launches, the
service will be available to
about 585,000 customers
in various Twin
Cities—area communities.
The service, which re-
quires a cable modem,
costs $39.95 a month.
Customers who sign up by
the end of September will
receive $50 off the $99.95
installation fee plus a $10-
per-month credit for the
first three months, Cus-
tomers also will receive
10 megabytes of memory
space on MediaOne Ex-
press servers, giving them
room for up to four e-mail
addresses and allowing
them to create their own
Web pages. MediaOne
Express is merging with

Time Warner's Road Run-
ner, and the combined ser-
vice is expected to launch
late this year.

CAl wins financing

approval

vercoming objections

from shareholders,
CAI Wireless has won a
federal judge's approval
for a $60 million loan to
finance its prepackaged
Chapter 11 reorganization.
CAl, a wireless communi-
cations provider, made the
prepackaged bankruptcy
filing late last month after
gaining approval for the
plan from the majority of
its creditors.

Shareholders are object-
ing because they would be
left with nothing under the
plan, while creditors
would take control of the
company. As part of the
plan, Merrill Lynch Glob-
al Allocation Fund has
agreed to provide $60 mil-
lion in financing so that
CAl can continue provid-
ing wireless cable service
1o its more than 50,000
homes during the restruc-
turing. The plan calls for
secured lenders owed $52
million to be paid in full
and for bondholders to
receive $16.4 million in
cash, $100 million in new
notes and 100% of the
shares of the reorganized
company.

TCI International
OK's Liberty merger
*le-Communications

Inc. is wrapping up the
stray bits of its empire in
preparation for AT&T
Corp.'s takeover, with
TCI International Inc. last
week approving a plan t»
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merge with TCI sub-
sidiary Liberty Media
Group. TCI International
operates cable systems
and networks abroad. Lib-
erty Media will acquire all
TCI International common
stock not owned by 83%
shareholder TCl Ventures
Group. TCI Ventures in
turn will merge into Liber-
ty. Investors will receive
0.58 shares for each of
their TCI Intemational
shares. After all the deals
are complete, Liberty will
be a tracking-stock sub-
sidiary of AT&T.
although with a complete-
ly different set of share-
holders.

HBO in HDTV
U.S. Satellite Broadcast-
ing says it will offer
HBO in HDTV format
using transponder space
leased from DSS partner
DirecTV at 95 degrees
west longitude. DirecTV
also plans to use the 95-
degree slot to offer HDTV.
USSB plans to preview
HBO HDTYV programming
in retail showrocoms late
this year and will begin
providing HBO in HDTV
when HBO launches the
format early next year.

First cut is the
deepest

Online music retailer
CDnow is teaming with
MTYV to promote the net-
work’s Video Music
Awards, offering dis-
counts and special promo-
tions on recordings by
participating artists.
CDNow will offer dis-
counts of up to 30% off
the entire catalog of Video
Music Awards past.
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Meet television's
_top executives
with one easy step...

(...STEP ONE)

REGISTRATION
Seating is limited. Registration is on a first-come basis.

Name _Title

Address

City_ _ State _Zip - - -
Phone - Fax e
Registration fee is $395

d Check is enclosed

< I wish to pay by credit card JAmex dVisa JMasterCard

Card Number

Expiration Dater

Signature

Use this form to register by FAX: 212.337.6950
To register by phone or for more information call: Steve Labunski at 212.337.7158

To register by mail, send to:  Steve Labunski
Broadcasting & Cable
245 West 17th Street, New York, NY 10011

Please make all checks payable to Interface XII.

CALL STEVE LABUNSKI AT

FOR MORE INFORMATION
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INTERFACE XII

SEPTEMBER 17, 1998

SUPERPANEL

2:00 PMm - 4:00 PM

Ken Auletta Marey Carsey scatt Sassa

Herb Scannell Howard Stringer Barry Thurston Richard <. Wiley Don West, Mderator

TECHNOLOGY PANEL FINANCIAL PANEL

9:95 am - 10:45 ™ ™00 am - 12:00 ru

=g

.j y

Dennis Leibowitz - Faul Sweeney Peter Fzersky

>,

Jim Carmes

Gary Shapiro Steve Luggenheimer

™

- L
Charles . ablonski  Stephen Weiswasser  Don West, Moderator  Tom Wolzien David Londoner  Lou Dobls

EMPIRE STATE BALLROOM - GRAND HYATT HOTEL

42nd Street between Park Aveneue and Lexingten Avence
Registration fee: $395 ($100 for students)
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Dispatch fires up HDTV football

Group's CBS and NBC dffiliates to air Ohio State/West Virginia, Notre Dame/Purdie

By Glen Dickson

mall-station group Dispatch
s Broadcast Group of Columbus,
Ohio, is making a large cffort to
get HDTV on the air this fall. Two of
its stations will produce and broadcast
Division 1 college football in HDTV.
wBNs-Tv, Dispatch’s CBS affiliate
in Columbus. will produce the Ohio
State/West Virginia football game on
Sept. 5 in Morgantown, W.Va.. in
1080-1ine interlace HDTV and back-
haul it via satellite. Then. on Sept. 25,
wriHRr(TV), Dispatch’s NBC affiliate in
Indianapohs, will do a hi-def produc-

lowa gets HDTV
preview

lowa Public Television and Sony
teamed up to give lowa State Fair
visitors their first taste of HDTV with
a demonstration on Aug. 13-24.

Using a Sony HDW-500 high-
definition VTR for playback, PBS
member station kDIN-Tv Des
Moines displayed the hi-def pro-
duction Over America on two Sony
PFM-500A 1WU widescreen flat
panel displays and a prototype
Sony 32-inch high-definition FD
Trinitron Wega flat-screen TV.
lowa Public Television also record-
ed scenes at the fairgrounds and
throughout Des Moines with a
Sony HDW-700 digitai HD cam-
corder for display at the fair.

The demonstration is the first
in a series of activities planned by
lowa Public Television to educate
lowans about HDTV.

—Karen Anderson

tion of the Notre Dame-Purdue game
in South Bend and backhaul it to Indi-
anapolis for 10801 broadcasts.

For each of their 10801 broadceasts, the
Dispatch stations are renting a high-def-
mition production truck from HD Vision
of Irving, Tex.. and satellite uplink and
downlink equipment from Global
Broadcasting of Plano, Tex. Both wiNs-
Tv and Wik plan to backhaul a 70 mhz
satellite feed, downlink it locally and
convert it to 1.5 Gb/s uncompressed
HDTYV, then feed it into a Harris/Lucent
hi-def encoder for broadcast at 19.4
Mb/s. weNs-Tv also is setting up a
closed-circuit sateHite path to display the
HDTYV feed at Dispatch’s corporate
retreat just outside Columbus.

“We have an HD projector there, a
couple of 50-inch Sony gas plasma dis-
plays and several Panasonic direct-view
monitors,” says Marvin Born, Dispatch
vice president of engineering. “We're
going to put on a technology show.”

Born adds that the Ohio State game
also will be recorded on Panasonic D-5
tape at the game site and on Sony
HDCAM tape back at wWBNS-TV.

WBNS-TV is one of the first two sta-
tions to receive a production-model
HDTV encoder from Harris; the other is
ABC O&O KkGo-1v San Francisco,
which will use it for 720P broadcasts.
Harris began shipping production units

last week and is scheduled 1o deliver 16
more by the end of September.
Dispatch’s WTHR has received a pro-
totype 1080I-only unit from Harris,
which it used to launch HDTV broad-
casts in Indianapolis last Wednesday by
upconverting its NTSC signal with a
Snell & Wilcox unit and feeding it into
the encoder. The station expects a pro-
duction unit from Harris in September.
Born says that WBNS-TV has spent
some $2.64 million on its DTV conver-
sion so far. Al Grossniklaus, WTHR
director of engineering and operations,
says his station has spent about the
same on its DTV conversion and will
be spending $100.000-$15¢.000 to
produce and broadcast the Notre Dame
game. Grossniklaus adds that WitR is
working with local consumer electron-
ics retailers to procure HDTV receivers
for public viewing of the broadcast.
wBNS-TV secured the hi-def rights 1o
the Ohio State/West Virginia game
from CBS. which has the rights o Big
East football (West Virginia is a Big
East school), while wiir got its rights
for Notre Dame/Purdue from Nolre
Dame football rightsholder NBC. Both
stations say they will make their
HDTYV feeds available to their respec-
tive networks for national distribution,
but so far neither CBS nor NBC has
taken them up on the offer. =

Pappas makes S2.7M
DVCPRO purchase

Station group owner takes steps toward DTV conversion

By Karen Anderson

appas Telecasting
of Visalia, Calif.,
has spent $2.7

million on a second-
round purchase of
Panasonic’s DVCPRO
cquipment Lo convert
three of its stations to
digital ENG,

The station group

50 BROADCASTING & CABLE / AUGUST 81, 1888

www americanradiohistorv com

laplop editars

anh#wnbur

took on a large-scale
acquisition of Panasonic
DVCPRO gear for its
KPWB-TV Sacramento,
Calif.. in 1995 when
DVCPRO was a new
and “promising” digital
format. says Dale Kelly.
Pappas senior vice presi-
dent/director of engi-
neering, Based on its
success with DVCPRO,
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Pappas decided to convert more of its
stations to the format for their eventual
conversion to DTV. (KPwB-TV has since
been sold to Paramount.)

“We've had good success over the
years with Panasonic. We've used their
M-2 tape equipment and MARC equip-
ment. and we are very happy with our
relationship with them,” Kelly says.

Part of the Panasonic purchase will
replace aging equipment at Fox affili-
ates KMpH(TV) Fresno, Calif.. and

I

KHGI-TV Lincoln, Neb.

The Pappas purchase includes 99
DVCPRO units—23 AJ-DV700 cam-
corders, six AJ-LT75 laptop editing sys-
tems, 55 AJ-D650 studio editing VTRs
and 15 AJ-D230 desktop VTRs. The
purchase also includes 13 Postbox Elite
nonlincar editing systems., 18 AG-A850)
multievent edit controllers, several mon-
itors and DAT machines as well as cam-
era and NLE accessories.

In another step toward DTV trans-

TECHNOLD

solid-slate transmitter for KMPH's con-
version next year. According to Kelly,
most of the group’s stations are in
medium-sized markets, which gives
them a little extra time in mauking their
DTV transition.

“We're doing some investigation
and seeing what our options are,” Kelly
says. “There is a lot of development
going on. and we ‘re in a fortunate posi-
tion to be able to let some of that devel-
opment happen and hopefully make

XPrv{Tv) Omuaha, and ABC affiliate

ATl snags Gl chip

contract
Toronto-based chip sup-
plier AT] Technologies
has won a $187.5 million
contract from General
Instrument to supply
graphics chips for GI's
DCT-5000+ digital cable
set-tops. Gl will use ATI's
RAGE graphics chips to
ofter consumers photore-
alistic 3-D graphics and
animation capabilities in
7.5 million digital inter-
active set-tops that it
will build over the next
three to five years.

National Boston
beefs up audio
capabilities

roduction house

National Boston has
added a new audio wing
with a modular audio suite
that can conform to pro-
jects of different sizes.
The 15 x 21-foot suite has
a Fairlight Fame audio
mixing system with an
integrated MFX3 24-chan-
nel digital audio worksta-
tion and a buili-in sur-
round matrix for 5.1-chan-
nel surround sound. The
new wing, which was
designed by National
Boston sound
designer/audio engineer

Jeff Largent, also includes
a client office, voiceover
booth, control room and
isolated machine room.

WLVI-TV gets a
Mohawk

ribune Broadcasting’s

WA affiliate wLvI-TV
Boston has purchased
Mohawk/CDT high-band-
width Spectrum M56523

RGU-61ype coax cable as

wLv-Tv has installed Mohawk/
CDT Spectrum coax cable.

part of the $1.8 million
first phase of its overall
digital conversion.
According to Michael
Goodman, wLvI-TV’s
assistant chief engineer,
the Mohawk/CDT cable is
“working beautifully” in
passing 270 Mb/s compo-
nent digital video and
AES/EBU digital audio
around the station’s plant,
and he expects the
Mcohawk cable also to be
able to handle 1.5 Gb/s
full-bandwidth HDTYV sig-

mission, Kelly has ordered a Harris

nals in the future.
“We wanted to be
able to throughput the
higher-bandwidth
stuff, because that’s
where we’re eventual-
ly going,” says Good-
man. The first phase
of wLvI-Tv’s digital
conversion included a
new master control,

some intelligent decisions.”

‘Farewell to the Big Sombrero,’
created by WFLA-TV, includes

news-lape facility and Tampa Bay Buccaneers footage.

satellite recording area.
Phase two will involve a
new studio control and
editing/promo suite, along
with a couple of nonlinear
suites, while phase three
will see an overhaul of
WLVI-TV'S newsroom.

WFLA-TV completes
tribute with Scitex

gear

BC affiliate wrLA-TV

Tampa, Fla., used Sci-
tex Digital Video’s Strata-
Sphere and DigiSphere dig-
ital effects systems to com-
plete “Farewell to the Big
Sombrero,” a 20-minute
video tribute that will mark
the closing of Houlihan's
Stadium on Sept. 13. A
large part of the video,
which will be used by the
Tampa Bay Sports Author-
ity for display on the stadi-
um’s JumboTron, was cre-
ated on the station’s Strata-
Sphere suite. WFLA-TV used
the StrataSphere, net-
worked to a DigiSphere
acquisition/distribution
workstation, 1o organize
sports and news archives
from more than 30 years
into the 20-minute presen-

tation. “We were able to
load everything into the
StrataSphere with key-
words like ‘Bucs’ and *79
playoffs,”” says Linda
Degen, WFLA-TV's post-
production editor. “The
Sphere gave us the ability
to sort all these clips by
keyword, which meant we
didn’t have 10 waste pre-
cious time hunting and
searching for material
when it came time to create
the piece.”

DCI provides Citadel
with WAN solution

itadel Communications

has signed a two-year
agreement with Digital
Courier International to
provide two-way audio,
data and text capabilities
between Citadel’s 106
radio stations in 20 mar-
kets. Citadel will be able to
transport spots between
locations via WAN using
DCI’s network. The net-
work will allow radio pro-
ducers and on-air talent to
work with client stations
within the radio group by
distributing voice commu-
nications over the network.

AUGUST 31, 1908 / BROADCASTING & CABLE

www.americanradiohistorv.com

BY

a1



www.americanradiohistory.com

SPORTSZONE =S

TR

Tae s,

Our psychic friends ...
have NFL answers

Dea wat uctd
Jaresary t ewn
bl m 2w HFL
on The Zate'y

NFL Provien, O
preiearor powet

Taphings prowde »
cryotad bl of where

BroadcastingsCable

ESPN in a zone with the NFL SITE OF THE WEEK

More video for NFL.com: SportsZone fantasy game soars

By Richard Tedesco

SPN Internet Group, which has an
Enggrcssivu pro foorball game

plan, intends 1o stream sume-day
game clips on www NFL.com and 10
enhance the NFFL Gamecast feature on
its www. SportsZone sile,

Meanwhile. SportsZone’s fantisy
football league is approaching 70,000
playvers who pay
$29.95 cach to
compete—double
the business it did
New lust scason. when
tantasy tootbullers
tripled the previ-

Qus veur’s num-
o, hers. SportsZone's
bve Tantasv football

s Vlasmaty Ba8 1vra

Vete tor the weah's tep periormet

P
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LA sekn A1 baseball
Murphy evea prowaice
veerk bpmaek < leagues have been

successively trumping each other’s
numbers.

SportsZone site use is growing 60%-
70% annuallv, according to Tom
Phillips, president ot the ESPN Internet
Group, which is aiming for greater inte-
gration between SportsZone and the sites
that the group produces—NFL.com
NBA.com, WNRBA.com and
NASCAR.com—and wants 10 make
ESPN the de facio Web sports portal.
ESPN claims that the sites—uncluding

SportsZone—collectively recorded 864
million page views on 120 million visits
from April through June.

NFL.com will give PC users same-
dav postgame RealVideo clips for
streaming. On the SportsZone site. an
improved version of ESPN’s Gamecast
feature will allow more detailed tracking
of offensive drives and runnig game
stats than betore. SportsZone will trv to
get fans 10 their PCs even earlier. dur-
ing its Sunday morming Ganieday.

New features are in the works for the
NASCAR and NBA sites as well. On the
NASCAR site. o new in-car audio fea-
ture that lers PC users hear what's going
on in the cockpits of several cars during
a race has drawn g gnnd rESponse from
fans who pav 51295 for the weekend
service. according to Phillips. In-car
video is being contemplated, he says.

Fans visiting NBA.com will be able
1o grab video “snapshots™ from several
camera angles in two arenas—proba-
hly Madison Square Garden in New
York and United Air Arena in Chica-
go—during audiocasts of games. The
technology is licensed from Chicago-
based Perceptual Robotics.

Finallv. ESPN will enable college
football tans to track progress ol the
teams vving for spots in the Rose,
Orange, Fiesta and Sugar bowls in a
special section of ABCSports.com. =

Conan O’Brien crashes the Web

NBC Interactive has created a site within NBC.com that recreates some of
the more popular bits and archived clips of Late Night with Conan O’Brien.

Some of the more outrageous features lifted from the show include If
They Mated (imagined celebrity couplings); New Stamps {(send-ups on
celebrity careers in decline or stasis), and Letters Never Delivered (made-
up missives to a range of real-life notables, from Saddam Hussein to Oprah
Winfrey). “Some of his humor translates so well to the Web, it was too good
an opportunity to pass up,” says Thomas Hjelm, executive producer and
director of interactive programming for NBC Digital Productions.

A Clips A-hoy archive of video and audio includes Classic Conan from
current and past shows, along with such standard bits as Satellite TV
(channels not yet on your cable system) and The More You Know
(O'Brien’s send-up on NBC's public service announcement series). Clips
will be updated weekly and streamed with InterVu's technology, which
allows PC users to use any mainstream multimedia player.

Charter sponsors for the site include Honda Civic and 7Up. Launch Media
will sell CDs recorded by musical guests on Late Night, and other merchan-
dising is being contemplated, according to Hjelm. Production and technical
services for the site are being provided by USWeb Corp. —Richard Tedesco
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KEYE-TV
Austin, Tex.
CBS, ch. 42

Site features: Live simultaneous
video streaming of KEYE-TV'S noon,
5, 6, and 10 p.m. newscasts daily,
each newscast archived until the
next one airs; video of at least one
top local story archived for stream-
ing daily; local link with Yahoo!,
and localized information services,
including Austin Autoplex.com,
Central Texas Real Estate and an
apartment-finding service
Site relaunched: On Aug.3 in
aftermath of station's network affil-
iation and ID change
Site director: Dean Wolf, Web-
master
Number of employees: 3
Design: In-house
Streaming technology: Real-
Video, with newscasts produced by
Austin, Tex.—based Monster Bit
Traffic generated: Averaging
500,00C page views weekly
Advertising: Local banner ads
Revenue: N/A, but station claims
site is profitable
Highlights: Live streaming of four
newscasts daily is complemented
by local information services in a
sharp graphic format consistent
with the other Granite Broadcasting
station sites; Granite has made
localized news-content deals with
Yahco! that give site surfers ready
access to that premier 'Net search
engine, with KEYeE-Tv and other
Granite stations as access points
—Richard Tedesco
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The week's tabulation of station sales

TVS

WNEQ-TV Buffalo, N.Y.

Price: $33 million

Buyer: Sinciair Broadcast Group Inc.,
Baltimore (David D. Smith, presi-
dent/28.1% owner); owns/is
buying/has LMAs with 59 TVs, 37
FMs and 23 AMs

Seller: Western New York Broadcast-
ing Assaciation, Buffalo, N.Y. (Rich-
ard Daly, senior vice president); also
owns WNED-Tv and WNED-aAM-FM, all
Buffalo, and wnua{FM) Jamestown,
N.Y.

Facilities: Ch. 23, 955 kw, ant. 1,030 ft
Affiliation: PBS

Broker: Blackburn & Co.

KVIQ(TV) Eureka, Calif.

Price: $5.5 million

Buyer: Ackerley Group, Seattle
{William Ackerley, president/COOQ),
owns/is buying eight TVs

Seller: Miller Broadcasting Inc., Eure-
ka, Calif. (Pattison Christensen, gen-
eral manager)

Facilities: Ch. 6, 100 kw, ant. 1,740 ft.
Affiliation: CBS

Broker: Sterling Associates

KLEI{TV] Kailau-Kona, Hawaii

Price: $100,000

Buyer: Newport Broadcasting Co.,
Washington (Paul A. Tennyson,
owner); no other broadcast interests
Seller: Aina'e Co. Ltd., Kailua,
Hawaii, no other broadcast interests
Facilities: Ch. 6, 52.5 kw, ant. 2,910 ft.
Affiliation: TBN

COMBOS

KLAD-AM-FM and KAQX(FM) Klamath
Falls, Ore. and KBBO{AM)-KRSE(FM)
and KARY-FM Yakima, Wash.

Price: $7.9 million

Buyer: New Northwest Broadcasters,
Seattle (Michael O'Shea, CEQ); no
other broadcast interests

Seller: B&B Broadcasting Inc. and
Northwest Broadcast Representa-
tives Inc., both Twin Falls, Idaho
(Bob Barren and George Broadin,
co-principals of both}; no other
broadcast interests

Facilities: kLaD(aM)}: 960 khz, 5 kw;
KLAD(FM): 82.5 mhz, 63 kw, ant. 2188
ft.; kaax(Fm}: 102.9 mhz, .46 kw, ant.
642 fi.; kBBO(AM}: 1390 khz, 5 kw
day, 500 w night; kRSE(FM}: 105.7
mhz, 100 kw, ant. 584 ft.; KARY-FM:
100.9 mhz, 6 kw, ant. -91 fi.
Formats: KLAD(AM}: country; KLAD(FM}):
country, kaax{Fm): dark; KBBO{AM):
religious; kRSE(FM): light AC; KARY-FM:

PROPOSED STATION TRADES

By dollar volume and number of sales;
does not include mergers or aequisitions
Invalving substanttal non-station assets

THIS WEEK

- TVs0$38,600,000 13
Combos 11$11,195,000 — 4
FMs $10,424,800 (110
AMs 082,159,402 — 11
Total 1 $62,379,202 28

S0 FAR IN 1998

Vs $6,614,513,000 1 57
Combos ) $4,947,973,060 - 195
FMs —$748,232,716 1 244
AMs 1 $401,847,060 - 150
Tctal2$12,712,565,836 11646

SAME PERIOD IN 1997
Vs $5,865,086,684 1 81
Combos :56,654,880,551 1 220
FMsC$1,705,864,244 288
AMs15284,621,781 11155
~ Tctal 5 $14,510,453,260 - 744
Source; Baoapcastie & Ca:

country
Broker: Media Ventures Partners

WSAI(AM} and WCKY(AM) Cincinnati,
and WAQZ(FM) Milfard, all Ohio

Price: $1,860,000 for stock

Buyer: Jacor Comrrunications Inc.,
Cincinnati (Samuel Zell, chairman;
Randy Michaels, CEO; Zell/Chilmark
Fund LP, 30% owner; David .
Crowl, president, Radio Division):
owns/is buying one TV, 132 FMs
and 71 ANMs

Seller: Middle Marxet Broadcasting
Company, Cincinnati (Charles E.
Reynolas, owner)

Facilities: wsai(am): 1530 khz, 50 kw;
weky(am): 1360 khz, 5 kw; waQz(Fum):
107.1 mhz, 3 kw, ant. 299 ft.
Formats: wsai(am): religious;
wCky(am): news, talk; waoz{Fm):
modern rock

WCAT(AM) Orange, and WCAT-FM
Athol, Mass.

Price: $£5C,000

Buyer: CAT Communications Corp.,
Claremont, N.H. (Jeffery D.
Shapiro, president); no other broad-

Big City

Radio, Inc.

Michael Kakoyiannis — President

has acquired

WRNJ-FM

Hackettstown, NJ
f0"$5, 350, 000 from

Radio New Jersey

Lawrence Tighe and Norman Worth, co-owners
closed — August 14, 1998

We were privileged to serve as
the exclusive broker in this transaction

Frank Boyle & Co.,L.L.C.

2001 West Main Street, Suite 280
Stamford, CT

203-969-2020

wwWw americanradiohistorv com

Fax 263-316-0800
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CHANGING HANDS

cast interests

Seller: P&S Broadcasting Inc.,
Orange, Mass. {(Jean and Richard
Partridge, co-owners)

Facilities: AM: 700 khz, 2.5 kw; FM:
99 9 mhz, 1.85 kw, ant. 407 fi.
Formats: AM: news, talk; FM: hot AC

WITS(AM)-WYMR(FM) Sebring, Fla.
Price: $585,000

Buyer: Cohen Radio Group, Baliston
Lake, N.Y. (Pete Handy, 80% own-
er); is buying three AMs and two FMs
Seller: Jacor Communications Inc.,
Cincinnati (Samuel Zell, chairman;
Randy Michaels, CEC; Zell/Chilmark
Fund LP, 30% owner; David H.
Crowl, president, Radio Division);
owns/is buying one TV, 132 FMs
and 71 AMs

Facilities: AM: 1340 khz, 1 kw; FM:
105.7 mhz, 3 kw, ant. 178 ft.
Formats: AM: big band; FM: AC

KSPN-FM Aspen, KNFO(FM) Basalt,
KTUN(FM) Eagle, KFMU-FM Oak
Creek, and the permittee of an unbuilt
station, Hayden, all Colo.

Price: $5 million

Buyer: Salisbury Broadcasting Col-
orado LLC, Baltimore (Charles H.
Salisbury Jr., managing membery;
Charles Salisbury also owns 50% of
six FMs and two AMs

Seller: L&B Broadcasting LLC,
Aspen, Colo. (Charles B. Moss, prin-
cipal); also owns/is buying four FMs
Facilities: KspN-Fm: 97.7 mhz, 3 kw,
ant. 54 fi.; knFO: 106.1 mhz, 2 kw,
ant. 364 ft.; kTun: 101.5 mhz, 36 kw,
ant. 2,210 ft.; kFmu-Fm: 104.1 mhz,
1.4 kw, ant. 1,073 {t.

Formats: KSPN-FM: AAA; KNFO: news,
talk; KTUN: classic rock; KFMU-FM:
adult progressive

WSSP(FM) Goose Creek, S.C.

Price: $1.5 million

Buyer: Southwind Broadcasting Inc.,
Mt. Pleasant, S.C. (William G. Dudley
lll and Randall T. Odeneal, co-own-
ers); Dudley also owns/is buying three
FMs and one AM, and Odeneal also
owns/is buying six FMs and one AM
Seller: Regent Communications Inc.,
Covington, Ky. (Terry S. Jacobs,
chairman/80% owner; William L.
Stakelin, president/COO); owns/is
buying 22 FMs and 11 AMs
Facilities: 94.3 mhz, 6 kw, ant. 479 ft.
Format: Nostalgia

KTXX(FM) Devine, Tex.

Price: $1.5 million

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

e

147 FMs, 92 AMs and 11 TVs

Seller: KTXX-FM Inc., Devine, Tex.
{Kahn Hamon, president); no other
broadcast interests

Facilities: 92.5 mhz, 3 kw, ant. 299 .
Format: Country

Broker: Norman Fischer & Associates

KLMB(FM) Bastrop, La.

Price: $700,000

Buyer: Holladay Broadcasting of
Louisiana, Meridian, La. (Clay E.
Holladay, owner); Clay Holladay also
owns 12 FMs and one AM

Seller: A.T. Moore, Shreveport,
La.; owns/is buying three AMs
and four FMs

Facilities: 97.3 mhz, 3 kw, ant. 328 ft.
Format: Dark

WIXC(FM) Essexville, Mich.

Price: $512,000

Buyer: The MacDonald Broadcasting
Company, Saginaw, Mich. (Carolyn
Ann Macdonald, chairman); owns/is
buying five FMs and five AMs

Seller: WIXC LP, Bay City, Mich.
(Thomas Walker, principal)
Facilities: 97.3 mhz, 3 kw, ant. 328 fi.
Format: Country

WWND(FM) Raleigh, N.C.

Service

_ Commercial AM 4,724
Commercial FM 5591 @

| Educational FM 1,961

¥ Total Radio 12,276
VHF LPTV B 559
UHF LPTV 1,515

H Total LPTV 2,074
FM translators & boosters 2,928

] ﬁ translators 2,248

|| UHF translators 2,752

| Total Translators 7.928 |
Commercial VHF TV 558

{| Commercial UHF TV 651

!l Educational VHF TV 125

|| Educational UHF TV 242

11,600 |

Total systems
|| Basic subscribers 64,800,000
Homes passed 93,790,000

Basic penetration”
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Price: $495,000 for stock

Buyer: WXXX LLC, Raleigh, N.C.
(Donald W. Curtis, manager/80%
owner); Curtis also owns/is buying
four AMs and seven FMs

Seller: Bernard Dawson, Raleigh, N.C.
Facilities: 102.9 mhz, 1.7 kw, ant.
189 ft.

Format: Jazz

KCES(FM) Eufaula, Okla.

Price: $400,000

Buyer: K95.5 Inc., Tulsa, Okla.
(William H. Payne, president/owner);
also owns/is buying krQz-FM Wag-
aner, KITX(Fm) Hugo, KTOW(AM)-
KTFX(FM) Sand Springs, all Okla.
Seller: Harmon Davis, Eufaula, Okla.;
no other broadcast interests
Facilities: 102.3 mhz, 3 kw, ant. 150 ft.
Format: Country

WBYA(FM) Searsport, Me.

Price: $265,000

Buyer: Moon Song Communications,
Bangor, Maine (Jerry Evans and
Leslie Evans, principals); also own
wvom{FM) Howland, Me.

Seller: Searsport Broadcasting Part-
nership, Cockeysville, Md. (Dan
Spears, principal); no other broad-
cast interests

Facilities: 101.7 mhz, 6 kw, ant. 236 fi.
Format: Classical

KAJI(FM) Point Comfort, Tex.

Price: $42,800

Buyer: BK Radio, Austin, Texas
(Bryan King and James Bumpous,
co-owners); no other broadcast
interests

Sellers BMW Broadcasting of Texas,
Corpus Christi (Ben Benavides,
president)

Facilities: 94.1, 25 kw, ant. 100 ft.
Format: Dark

FM construction permit, Norlina, N.C.
Price: $10,000

Buyer: CSN International, Santa Ana,
Calif. (Charles Smith, president};
also owns/is buying four FMs and
one AM; Smith also owns KWVE(FMm)
San Clemente, Calif., and KEFx(Fm)
Twin Falls, Idaho

Seller: Alvin Woodlief Jr., Oxford, N.C.
Facilities: 94.3 mhz, 6 kw, ant. 100 ft.
Format: Dark

KNEA{AM) Jonesboro, Ark.

Price: $450,000

Buyer: John J. Shields, Jonesboro,
Ark.; no other broadcast interests
Seller: John J. Shields inc., Jones-
boro, Ark. (Paul R. Boden, principal};
Mindy Worlow, daughter of Shields,
also owns Kocy{FmM) Hoxie, Ark.
Facilities: 970 khz, 1 kw day, 41w
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night
Format: Gospel, religion

WOON(AM) Woonsocket, R.I.

Price: $380,000

Buyer: Willow Farm Inc., Hamilton,
Mass. (Keating Willcox, president);
also owns wnsH(amM) Beverly, and
wPEP(AM) Taunton, both Mass. and
wmvu(am), Nashua, N.H.

Seller: Woonsocket Broadcasters,
Woonsocket, R.I. (David Richards,
general maneger), no other broad-
cast interests

Facilities: 1240 khz, 1 kw

Format: Sports, oldies

WMTI(AM) Meorovis, P.R.

Price: $315,000

Buyer: International Broadcasting
Corp., San Juan, P.R. (Pedro
Roman Collazo, president); also
owns three TVYs, one FM, three AMs
Seller: Wanda Rolon Miranda, Toa
Alta, P.R.; no other broadcast inter-
est

Facilities: 1580 khz, 5 kw day, 2.5
kw night

Format: Popular Latin and American
music

WHKIQ(AM) Eustis, Fla.

Price: $210,0C0

Buyer: Mckenzie Broadcast Associ-
ates, Mckenzie, Tenn. (Bruce L.
Cox, president); also owns
wHDM({AM) Mckenzie

Seller: Christianson Broadcasting
Inc., Eustis, Fla. (Carl Christianson
and family, owners}; no other broad-
cast interests

Facilities: 1240 khz, 1 kw

Format: Music, talk, news

Broker: Mayo Communications Inc.

KRNN(AM) North Little Rock, Ark.
Price: $200,000

Buyer: Equity Broadcasting Corp.,
Little Rock, Ark. {Larry Morton,
president); owns/operates 13 TVs,
five FMs and three AMs

Seller: Citadel Broadcasting Co.,
Tempe, Ariz. (Lawrence R. Wilson,
president); owns/operates 65 FMs,
30 AMs

Facilities: 138C khz, 5 kw day, 2.5
kw night

Format: Sports

Broker: MGMT Services Inc.

KGFF{AM} Shawnee, Okla.

Price: $155,00

Buyer: Citizen 3and Potawatomi
Tribe of Oklahoma Inc., Shawnee,
Okla. (John A. Barrett Jdr., chair-
many}; no other broadcast interests
Seller; Sanders-Cantrell Partnership,
Shawnee {David G. Sanders and
Steven Cantrell, principals}; no

other broadcast interests
Facilities: 1450 khz, 1 kw
Format: '70s classic

WICM{AM) Sebring, Fla.

Price: $150,000

Buyer: Cohen Radio Group, Ballston
Lake, N.Y. (Pete Handy, 80% own-
er); is buying three AMs and two
FMs

Seller: Jacor Communications Inc.,
Cincinnati (Samuel Zell, chairman;
Randy Michaels, CEQ;
Zell/Chilmark Fund LP, 30% owner;
David H. Crowl, president, Radio
Division); owns/is buying one TV,
132 FMs and 71 AMs

Facilities: 360 khz, 5 kw day, 1 kw
night

Format: Soit hits

WPTB(AM) Statesboro, Ga.

Price: $150,000

Buyer: Skyiine Communications Inc.,
Statesboro, Ga. (Gary A. Bacon,
president); no other broadcast inter-
ests

Seller: Statesboro Media Inc., Seat-
tle, Wash. (James A. Penney, vice
president)

Facilities: 850 khz, 1 kw

Format: News, talk

WIZK(AM] Bay Spring, Miss.

Price: $54,402.42

Buyer: Willis Broadcasting Corp.,
Norfolk, Va. {Levi E. Willis, presi-
dent)

Seller: Mitchell Jerome Hughey, Bay
Springs, Miss.

Facilities: 1570 khz, 5 kw

Format: Country

KRRP(AM] Choushatta, La.

Price: $50,000

Buyer: Francis V. Hobbs, Shel-
byville, Tenn.; no other broadcast
interests

Seller: Bethard Broadcasting Corp.,
Coushatta, La. (James G. Bethard,
owner); also 50% owner of KSBH{FM)
Choushatta

Facilities: 950 khz, 500 w day, 209 w
night

Format: Gospel

WRMG(AM) Red Bay, Ala.

Price: $35,000

Buyer: Redmont Broadcasting
Comp., Tuscumbia, Ala. (Hillard
Sparks and Jimmy Pyle, principals};
no other broadcast interests

Seller: Redmont Broadcasting Corp.,
Red Bay, Ala. (Maurice Fikes, presi-
dent); no other broadcast interests
Facilities: 1430 khz, 1 kw

Format: Dark

—Compiled by Alisa Holmes
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' TOP 25
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(Bonus Distribution at 1BC)
Issue Date: September 7
Ad Close: August 28
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FANTASY/SCI-FI
PROGRAMMING
(Bonus Distribution at
INTERFACE XII)
Issue Date: September 14
Ad Close: September 4

RTNDA

(Bonus Distribution at show)
Issue Date: September 21
Ad Close: September 11
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TALK SHOWS

Issue Date: September 28
Ad Close: September 18

CALL TO ADVERTISE:
New York
212-337-6941

Western Technology/Cable
317-815-0882

Los Angeles
323-549-4115
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HELP WANTED TECHNICAL

W The ABC Radio Network has M
the following

opportunities
available for u)ul:orloumd
Engineears to joln our
Engineering Dapartment
in New York City.

IPROJECT
[ENGINEER

You will research, develop and
implement capital projects and ensure
the successftul integration of new
prajiects and technologies into the
operation. The position involves directing
the work of staff, consultants and
vendors as necessary.

Interested candidates must have
extensive experience with broadcast-
related systems, including studio and
transmission equipment, and familiarity
with radio and television network
operations. Strong broadcast
engineenng, construction, profect
management and budgeting skills are
also required. Candidates must be detail-
oriented and possess a “hands-on”
aftitude.

‘CECHNICAL
(OQPERATIONS
IENGINEER

We're seeking an individual lo operate
backhaul, distribution, automation, and
related equipment in our New York
Technical Qperations Center. You will be
responsible for coordinating the set-up
and trouble shooting of audio feeds with
network, outside client and affiliate
station personnel.

Position requires a solid background with
ISDN-based broadcast equipment, as
well as digital and analog audio
production, and storage and distribution
systems. Strong interpersonal and
customer service skills are essential.

For confidential consideration, piease
forward resume (indicating position of
intarest) to:

Employee Relations
ABC, Inc.
Dapl. MW
77 West 66th Street
Haw York, NY 10023

Juni Bl Dppartundy Emplwe: METHY

You can simply fax

Hwﬂri e

at (21 2YH06-8327.
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HELP WANTED MANAGEMENT

LEASED PROGRAMMING

General Manager. Small market turnaround sta-
tion located in a politically progressive Rocky
Mountain community seeks an all around general
manager to develop the station. Successful can-
didate will have demonstrated insight and ac-
complishments in consumer marketing (listeners)
and business to business marketing (advertis-
ing), editorial content for a progressive audience,
and the leadership and management of a small
team of employees. Candidate should be de-
dicated to local programming and community in-
volvement. Women and minorities are en-
couraged to apply. A radio background is almost
but not quite a requirement, as someone with an
outstanding background in a parailel business
will be considered. Interested parties should sub-
mit resumes and salary requirements. Please re-
ply in confidence to: Working Assets, Attn: Job
#103, 701 Montgomery Street, San Francisco,
CA 94111, Fax: 415-788-7572. Email:
pboliwin@wals.com. Working Assets is an Equal
Opportunity Employer.

HELP WANTED SALES

Regional Sales Agent: Broadcasting's oldest pro-
motion company, Community Club Awards,
seeks aggressive sales agent for presentations
to radio, television, cable executives. Six figures
potential. Independent contractor. No relocation
required. Resume and picture to: Office Man-
ager, CCA, PO Box 151, Westpor, CT 06881,
USA.

HELP WANTED NEWS

News Editor. Award winning AM-FM station in
fast-growing community. Send resume and tape
to: Robert McKay, ill, PO Box 1377, Columbia,
TN 38402.

HELP WANTED ANNOUNCER

Announcer interested in working in small
market. Congenial working conditions, must have
news wriling experience. Send resume and tape
to WTTF, 185 South Washington Street, Tiffin,
OH 44883. ECE.

HELP WANTED PROGRAMMING

Program Director opening at America's #1 Jazz
Station. Minimum 3-5 years experience. Famil-
iarity with public radio rules and regulations, au-
dience building strategies, and supervisory skills.
Send resume to: KOLN Search Committee, 1288
Bellflower Bivd., Long Beach, CA 90815. No
calls. ECE.

SITUATIONS WANTED MANAGEMENT

Recently completed successful turnaround in
competitive market as a “stand-alone™ against
duopolys and triopolys. 30+ years experience in-
cluding: Group Management. National Sales
Management, Combo General Manager, Sales
Manager, Group Programming, and Promotional
Director. Highly creative. Will design promotion 1o
increase your revenues, ratings and visibility. Ex-
cellent sales person with proven sales systems
and training ability. Check my references and
most recent Miller-Kaplan. Prefer medium market
station/stations in quality environment. Reply to
Box 01408.

www.americanradiohistorv.com

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

TELEVISION
HELP WANTED MANAGEMENT

FOX

LOCAL SALES MGR

WHNS-TV FOX 21 seeks
local sales manager with
a successful track
record in broadcasting
sales. Qualified candi-
date will have minimum
three years tocal sales
experience with budget/
forecasting skills and
some management ex-
perience preferred.
Send resume in confi-
dence to:

WHNS-TV
Attention; General Manager, LSM
21 Interstate Court
Greenville, SC 29615
EOEM/F/H

eredith

Broapcasting Group

BroaicastingaCabl

We Need Your Passion for
Sales and Talent for Success!

Broadcasting & Cable has an exciting
opportunity for a dynamic, energetic
individual. Seeking a sea sales
professional to drive cable industry ad sales
Knowledge of TV, cable and refated
industries preferred, 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 Information

245 W. 17th Street

New York, NY 10011

or fax to 212-727-2425. EOE M/FID/V.
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Senior Vice President. Oregon Public Broad-
casling. a successful public broadcasting network
and one of the top stations producing pro-
gramming for PBS: also enjoying relationships
with national/international networks; seeks Senior
Vice President for Administration and Operations.
Report ta President; membter of senior manage-
ment team; liaison with Board. Primary opera-
tions officer; responsible through aversight of sub-
ordinate staff, for finance, administration, informa-
tion systems, engineering, TV programming. Par-
ticipate in develcpment of strategic and opera-
tional plans; develop operating plans; exert con-
sistent management force toward current and
long-term organizational goals. Requires
Bachelors Degree in accountingffinance, busi-
ness, or related field and at least five to seven
years progressively responsible business experi-
ence {including supervision). Excellent communi-
cation skills; computer skills required. Advanced
degree and prior public broadcasting experience
preferrec. Competlive salary and generous
benefits package. To apply, send cover letter,
salary history. resume, and professional re-
ferences to OPB Personnel, MS-BRD, 7140 SW
Macadam Avenue, Portland, OR 97219. Applica-
tion materials must be received by September
14, 1998.

Account Executive. WSIL-TV ABC affiliate in
Southern lllinois seeks AE candidate with suc-
cessful new business track record and experi-
ence with direct and agency accounts. Degree
preferred  Send resume to: Sales Manager.
WSIL-TV, 1416 Country Aire Drive, Carterville, IL
62918.

WUPL-TV, UPN54, New Orleans' Paramount
0.0 seeks a Traffic Coordinator. Experience
necessary, Bias a plus. Fax resume to Traffic
Manager at 504-828-5455. WUPL is an EOE.

TV Account Executive needed immediately.
Experienced salesperson needed 1o sell WVBT-
TV, the FOX affiliate in the Norfolk market. Appli-
cant should be an aggressive, proven pro-
fessional with at least two years of media sales
experience, excellent written/oral communication
skills. anc a proven track record with new busi-
ness development. f you are seeking a sales
career with plenty of growth opporiunity and
would like to join a top-noich sales team, send
your resume to Ken Suddith. LSM. WVBT-TV,
243 Wythe St.. Portsmouth, VA 23704. No phone
calls. WVBT-TV and WAVY-TV have a Local
Marketing Agreement (LMA) whereby WAVY
Broadcasting provides proegramming and sales
services for WVBT. Equal Cpportunity Employer.

National Sales Manager. Top 50 WB affiliate is
in search of NSM. Minimum 3 years NSM or rep
firm experience. excellent people skills, ability to
develop and deliver new revenue streams. Inde-
pendent experience preferred. We expect ex-
cetlence. If you are up 10 the challenge send your
resume t¢ Box 01417. Deadline: September 11,
1998. ECE.

National Sales Manager. GOCOM Communica-
tions, operator of CBS and FOX affiliates in
Youngstown. Ohio. is locking for a National Sales
Manager. Prefer broadcast sales experience; rep
experience a plus; possess good organizational
and excellent communications and computer
skills. Act as a liaison between the associated
departments of the station., all its agencies,
clients and national sales offices. Responsible for
controlling inventory and sefting rates for all na-
tional commercials. Responsible for training and
updating the rep firm to assist in their creative ef-
forts to sell packages and spots. Send resumes
to GOCOM Television, Attn: Executive Assistant,
3930 Sunset Blvd., Youngstown. Chio 44512.
ECE.

Local Sales Manager. Position available at
Washington, DC's UPN affiliate for person to
manage and motivate 6 account executives at ag-
gressive station. Good opportunity for experi-
enced sales professional to move up. Resume
and cover lefter to General Sales Manager.
UPN20/WDCA, PO Box 9662, Washington, DC
20016. Fax 301-654-5209. Equal Opporunity
Employer.

General Sales Manager. Media General's NBC
station in beautiful Charleston, SC seeks a Gen-
eral Sales Manager to supervise local, regional
and national sales. The duties also entait controli-
ing inventory and traffic and providing timely and
accurate research reports 10 corporate and the
station's manager. The candidate should be
highly motivated. well organized with strong ne-
gotiation and presentation skills. Previous suc-
cessful local sales and/or station rep manage-
ment experience required. Send or fax resume
and references to: WCBD-TV. Afttn: General
Manager, 210 West Coleman Bivd., Mount
Pleasant, SC 29464. No phone calls please. M/F
EOE Final applicants drug screened.

Local Sales Manager. Top 50 FOX affiliate is
seeking a LSM. Successful candidate must
possess a minimum of 3 years management ex-
perience, have excellent people skills and a suc-
cessful track record of developing new revenue
streams. Independent experience preferred.
Send your resume to Box 01418. Deadline: Sep-
tember 18. 1998. EOE.

Local Account Executive. Channel 7/WKBW-
TV. dominant ABC affiliate in this top 40 market,
is looking for an aggressive Account Executive 1o
enhance our strong sales team. Excellent pres-
entation skills. new business development frack
record. and computer literacy are essential. Min-
imum of two years of sales experience is man-
datory. Bachelors degree preferred. Send re-
sume to: Jeff Guilberl, General Sales Manager,
Channel 7WKBW-TV. 7 Broadcast Plaza. Buf-
falo, New York 14202 or Email
guilbert@wkbw.com. No phone calls please.
Channel 7WKBW-TV is an Equal Opporunity
Employer.

CLASSIFIE

General Sales Manager: needed to be responsi-
ble for all traditional and non-tracitional revenues,
stretegic planning, developing and maintaining a
sales budgel. and develop ng sales promotions.
A Bachelors Degree in a related field is preferred.
Must have excellent ccmmunication, pres-
entation, and organizational skills and rate and in-
ventory management experience. A minimum of
3-5 years experience in sales management is re-
quited. Computer skills required. Send a resume
to: Recruiting Dept. Newschannet 5, PO Box
951, Alexandria. LA 71309. Newschannel 5 is a
Media Generat station, and an EEQ Employer. Pre-
-Employment Drug-Testing required.

Account Executive. WSIL-TV ABC affiliate in
Southern llinois seeks AE candidate with suc-
cessful new business track record and experi-
ence with direct and agenCy accounts. Degree
preterred. Send resume fo: Sales Manager,
WSIL-TV, 1416 Country Aire Drive. Carerville, IL
62518.

HELP WANTED MARXETING

TV Station Marketing-Creative Services Man-
ager. Group owned NBC affiliate seeks an expe-
rienced manager who will direct the marketing
strategy for developing a top 5C market station.
Individual must have good team building and
creative idea skills. EOE. Send resume. tape and
other examples of skills and accomplishments.
Reply to Box 01419.

Director Client Marketing Services. NBC af-
filia'e in Richmond, VA is seeking individual with
exceplional presentation skills and marketing de-
gree/background to handle vendor development
efforts. Knowledge of Marshal Marketing or
similar qualitative resources a plus. Send cover
letter and resume to Human Resources. NBC12,
PO Box 12, Richmond, VA 23219 EOE M/F/D.

HELP WANTED TECHNICAL

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
Faxj/Resume (717) 654-5765 n

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

To place your classified ad in Broadcasting & Cable,
call Antoinette Pellegrino (212) 337-7073
or Francesca Mazzucca (212) 3376962
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We don’t stop at
revolutionizing

Broadcasting
&Cable

ONLINE

Place
Your Ad
Today..........

We also put it to good use.

In becoming the world's largest provider of broadcast data and audio satellite systems, we otfer our
top-notch professionals the technical resources they need. Since Microspace Communications’ mis-
sion is 1o provide reliable, high-quality customer service and a praven track record to our customers
globally, we spare no effort when it comes 1o tools, environment and benetits. It 1akes a remarkable
team to deliver on a challenge this big with an impact this enormous. We're building it now. Join us.

Engineering Manager
Job #98-136
Person to make technical-based presentations describing the engineering functionality of the Local
Television on Satellite network and subsystems. As network is deployed, responsibilities will
include product/vendor selections, hardware/software installations and on-going operational
management of over 150 nationally disbursed teleport facilities. Must have an

Engineering degree with over ten years of engineering and broadcasting manage-
ment experience with particular emphasis on satellite technology. Knowledge of

!"lu,‘/ video compression technologies is required. MBA and experience with
oy HOTV is highly preferred, as well as exposure to video set-top boxes
ChO and conditional access systems.
S;Oe Part of our mission is to see that you receive an out-
C‘@ standing compensation/benefits package that
B Co includes professional development. For consid-
/] eration, please send resume including
Job # to: Carporate Human
Resources, Microspace
® Communications, P.0.
Box 12800, Raleigh,
NC 27605; FAX:
(919) 890-
6011,
Division of Capitol Broadcasting Company, inc. EOE
Proud Goid Sponsor of the

1990 Special Olympics World Games

Master Control Operator. KTRK-TV has an im-
mediate opening available for a Master Control
Operator. Station operators handie program
switching, video tape recording, program
playback, camera control and other duties
necessary in the daily operation of the station.
Qualified applicants should have prior operations
experience in television broadcasting or a closely
related field. Formal electronics training, SBE cer-
tification or a FCC license would also be an
asset. KTRK-TV offers a very competitive salary
and excellent henetits package. Interested appli-
cants should send their resume to: James W. Sta-
nley, Director of Engineering, KTRK-TV. 3310
Bissonnet Street, Houston, TX 77005. Email:
james.w.stanley@abc.com. No telephone calls.
please. Equal Opportunity Employer. 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 to: Nichols
Technical Services, Atin: JR/3/98, 2945 Flowers
Road South, Suite 107, Atlanta, GA 30341.

Engineering professional. Major market televi-
sion group broadcaster seeks a “hands-on" Assis-
tant Director of Engineering for the group. You
will be based in Los Angeles but will work with
and travel to all our major market “OC&0's.” The
ideal candidate will have 5-10 years experience
as Chief or Assistant Chief Engineer working in
UHF stations. Superior salary and benefits. Fax
resume to 310-348-3659. EOE.

Engineering Supervisor. Telemundo/KSTS-TV
in San Jose, California, a Telemundo owned and
operated station, is seeking an Engineering
Supervisor for its studio operation. The candidate
should possess an Associates Degree In Elec-
tronics and a mimmum of 5 years experience in
the repair of SP beta machines, cameras, studio
production equipment, video servers, and have a
solid background in computer systems. Strong
analog and digital troubleshooting skilils a must
as is the ability to communicate well with others.
Managerial skills, FCC Radiotelephone Operator
License, SBE Centification and UHF Transmitter
experience desirable. Send resume, salary his-
tory and cover letter to: Robert Amoroso, Director
of Engineering and Operations, Telemundo/
KSTS-TV, 2349 Bering Drive, San Jose, CA
95131 or Fax: 408-432-6218. EOE.

Classified advertisers
in Broadcasting & Cable
can post their ad on our
website. Updated daily,
it's the industry's most
read and most compre-
hensive online listing.
Plus, as the industry's
only categorized online
listing, your ad is
easier to find.

Place your ad today
see it today!

veeneee.See the
Resumes
Tomorrow

For more information,
con:act:

Antoinette Pellegrino
212.337.7073

email:
apellegrino@cahners.com

Francesca Mazzucca
212.337.6962

email:
fmazzucca@cahners.com

ADVERTISE on
www.broadcastingcable.com

Fax your classified ad to Broadcasting & Cable.

(212)206-8327

58 BROADCASTING & CABLE / AUGUST 31,1998

Broadcast:%g
able

www americanradiohistorvy com


www.americanradiohistory.com

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 $pring/
summer 1998. Out-of-town applicants accepted
for the positions will be reimbursed for airfare,
hotel. and per diem expenses. Send resumes 10:
MMS. Suite 345, 847A Second Avenue. New
York. NY 10017, Or Fax 212-338-0380. This
employment would occur in the event of a work
stoppage and would be of a temporary nature 10
replace striking personnel. This is not an ad for
permanent employment. An Equal Opportunity
Employer.

Chief Engineer. Growing broadcast group is
seeking a qualified engineer. Based in
Richmond, VA, the job does involve some travel
to our station in Hampton Roads. Experience in
full and low power preferred. Includes benefils
and opportunities to grow with the company.
EOE. Send resume to: Harrison Pittman,
Lockwood Broadcast Group, 220 Salters Creek
Road, Hampton, VA 23661 or Email:
HHP3@aol.com

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 to 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.

HELP WANTED NEWS

Weather Anchor. Terrific opportunity at a great
station. KCCI-TV has an immediate opening for
weekend weather. We have lots of 100ls, and put
a strong emphasis on emergency weather cov-
erage. Meteorologist preferred. Top-rated news
station. Rush tapes and resumes to Dave Busiek,
KCCI-TV. 888 9th St., Des Moines. |A 50309.
ECE.

WDSU-TV, the NBC affiliate in New Orleans. is
looking for an experienced News Director to help
lead us 1o the next level in a highly competitive
market. The person we're looking for will have a
college degree and 3-5 years experience in news
management. Will be a proven winner. Will lead,
not push a mofivated staff to the goal of moving
from number two to number one. Will know how
1o manage a budget to maximize all the
newsroom’s resources. lf you have that “fire-in-
the-belly” and hate to lose, love team building,
and know how to manage (up and down). send
your resume to Carolyn Simmons. Personnel
Coordinator, WDSU-TV. 846 Howard Avenue,
New Crleans, LA 70113.

WTVR-TV in Richmond, Virginia, a Raycom
Media station. has an immediate opening for a
News Promotion Producer. Candidate must have
a strong news promotion background. Must be
able to write hard, audience driving news topicals
and image promotion. AVID editing desired. We
are an EOE and qualitied minorities and females
are encouraged to apply. Pre-employment drug
screening required. Please submit resume and
non-returnable VHS tape to {no phone calls):
Jeanne Pennington, Marketing Director, WTVR-
TV, 3301 West Broad Street. Richmond, VA
23230.

Video Tape Archivist: WABC-TV is seeking a
Video Tape Archivist to maintain the news de-
partment'’s media archival and tracking system.
Position requires updating the database in a time-
ly fashion to allow for storing and refrieving in-
formation contained on video tapes. Re-
sponsibilities will also include logging. bar-coding,
archiving. and tracking the news file tape system
for the organization of the video tape storage
system. Please send resumes to: Ken Jobe,
WABC-TV, 7 Lincoln Square, New York, NY
10023. No telephone calls or faxes please. We
are an Equal Opportunity Employer.

Vice President, News. Provide overall man-
agement. editorial, production and news gather-
ing leadership. In conjunction with PresidentV/GM,
determine and articulate the vision for Newschan-
nel 4. Successiully manage budget, perform as
strategist. tactician and business person. 5 years
significant, Sr. television news management exp.,
preferably in a large. metered market(s). Exp. as
News Director preferred. High energy, de-
monstrate leadership skills and history with a de-
monstrated track record of promoting newsroom
diversity. Excellent recruitment skilis and an
appreciation and aptitude for process analysis.
Creative approach to complex problem solving.
Genuine history as a television producer, must
have in-depth knowledge of production, control
room procedures, editing and videography.
Knowledge of industry trends and direction plus a
track record of verifiable and successtul risk-
faking. Send resume to: Wiliam Kaitsafanas.
Pres./GM, WCMH., PO Box 4, Columbus. Ohio
43216. Drug screening. EOE.

TV News Director. ABC affiliate in beautiful New
England is re-launching entire news operation
and is looking for an experienced News Direclor.
This fantastic opportunity will allow candidate to
mold a new department with multiple broadcasts
from ground up. Candidate for this position
should have 5 years of television news experi-
ence, be creative and have a degree in Journal-
ism. Please send resume to Box 01420 EOE.

WTVR-TV in Richmond, Virginia, a Raycom
Media station, has an immediate opening for a
Morning/Noon Weather Anchor. We are an EOE
and qualified minorities and females are en-
couraged to apply. Pre-employment drug screen-
ing required. Submit resume and tape to (no
phone calls): Rob Cizek. News Director, WTVR-
TV, 3301 West Broad Street. Richmond. VA
23230.

TV Assistant News Director/Assignment Man-
ager. Need seasoned, newsroom leader with
strong writing and management skills to guide
young reponters 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.

CLASSIFIEDS

Unique TV News Job. Statewide public TV
network in the #1 and #4 markets, doing a tradi-
tional format newscast with bureaus, live trucks,
and a committed, sophisticaled staff, now seeks
applicants for,,,News Assignments Manager to
over see headquaners Assignment Desk and two
bureaus. This is a critical, proactive position that
builds each news day based on meaningful, ex-
planatory journalism and leaves the fires and car
wrecks to the dozen-or-so commercial news
shops. Based in New Jersey Network's broadcast
center in the state capital of Trenton. Interested
parties shouid apply by mail, including a concise
statement of how and why you would prepare or
plan coverage for a substantive, compelling. and
engaging newscast that reflects each day in this
most densely populated state in the country.
Send applications to Bill Jobes, Director of News
& Public Affairs, NEW JERSEY NETWORK
NEWS, P.C. Box 777. Trenton. NJ 08625-0777.
No tapes or phone calls please.

Sports Reporter. Responsible for creating vari-
ous types of sports story packages for on-air
presentation; developing and maintaining contact
with sports sources. Covers a wide range of
stories including development in such areas as
local, regional, national and international sports.
Primarily works under deadline pressure.
Bachelor's degree in journalism or related fieid.
Minimum of three years in broadcast journalism
or outstanding record of accomplishment in re-
lated field. Must have good judgement and a
track record of achievement. Must be able to
work all hours and shifts. For consideration,
forward resume and letter to: KTVI/FOX 2, Hu-
man Resources Director, 5915 Berthold Avenue,
St. Louis, MO 63110.

Reporter/Photographer: We are looking for a
one-person band 1o work in our Texarkana
newsroom. This person must display the ability to
craft a creative story. Good writing and shooting
a must. Minorities and women are urged to apply.
Candidates should send a non-returnable tape
and resume to: RP1-BC. Box 44227, Shrevepon,
LA 71134-4227. EOE.

Reporter- Northern Michigan's number one news
station is looking for an excellent journalist to join
our award winning reporting staff. If you have the
skills to tell compelling stories, alongside an
N.P.P.A. Photojournalist, please send resume
and vhs tape immediately to WWTV, Director of
News and Operations. Jon-Michial Carter. Box
627, Cadillac, Michigan 49601. All applicants
must have a minimum of one year experience at
a commercial television station. All callers
eliminated from consideration.

41 assignment Editor. Young, ialented and ag-
gressive staff of ABC affiliate in southern tier of
37th market needs creative and relentless news
hound. Here's your chance 10 take charge and
help mold a small but growing news organization.
Send your resume and references to: Ken
Schreiner, News Director, WOTV ABC 41, PO
Box 1616, Battle Creek, Ml 49016. No phone
calls, please. WOTV 41 is an Equal Opportunity
Employer.

AUGUST 81,1898 / BROADCASTING & CABLE
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CLASSIFIEDRS

Producer. Reporter. 81st market ABC affiliate
seeks journalists with creative broadcast produc-
tion skills and conversafional writing style and
strong news judgement. College degree required,
minimum one 10 two years on the job or college-
related experience. No beginners, no phone calls
please. Non-returnable tape and resume to De-
bra Harris, News Director, WAND-TV, 904
Southside Drive, Decatur, lllinois 62521, ECE.

Photographer/Editor. WHAS11, market leader,
is looking for a photographer/editor for “Louisvilie
Tonight Live" a weeknight Emmy award winning in-
fotainment show. Candidate must have a mini-
mum of three years experience at lighting, shoot-
ing and editing daily packages. Must be proficient
in the use of “live" trucks. This is more than “point
the camera” shooting. The person we're looking
for needs 1o be able to visually teli a story in an in-
teresting, information and timely manner. Must
be capable of working as a team. College degree
preferred. Send cover letter, tape, and resume to:
Cynthia Vaughan, Human Resources Director,
Human Resources #833, WHAS11, 520 West
Chestnut Street, Louisville, KY 40202. ECE.

Photographer. WHAS11, market leader, ABC af-
filiateis looking for afull-time personwith experience
in editing and shooting for newscasts. Experi-
ence with remote micorwave ENG trucks a plus,
excellent organizational skills are necessary. Col-
lege degree preferred. Interested candidates
forward resume and cover letter to: Cindy
Vaughan, Human Resources Director, HR #832,
WHAS11, 520 West Chestnut Street, Louisville,
KY 40202. Belo Kentucky, Inc. is an Equal Op-
portunity Employer.

On-Air Director. 5 and 10PM News. KTMD-TV
Channel48, Telemundo of Galveston, Houston
has an opening for a full time on air director for
the 5 pm and 10 pm newscasts. A qualified can-
didate will need to have experience direcling a
live news format style program. The position is
available immediately. Requirements are: Must be
able to direct the various on air aspects of a live
news program. One year minimum experience.
Must be fluent in Spanish. Must have production
skills, including: Editing on Beta format, use of a
mulliple input video switcher, directing of camera
shots, creation of news elements. Please send re-
sume to: Eric Smith, Production Director, KTMD-
TV, Channel 48, 3903 Stoney Brook Drive, Hous-
ton, TX 77063. KTMD-TV Channel 48 is an Equal
Opportunity Employer. Women and minorities are
encouraged to apply.

News Director. KDAF WB33 is seeking a
dynamic leader, with a proven track record, to
head our News Department. This individual will
be responsible for, but not limited to, building and
planning a news team from the ground up.
manage the day-to-day operations of the news
depanment, personnel management, financial
management and budgeting. The ideal candidate
must have 5+ years newsS senior management
experience in broadcast journalism and newscast
production as well as a keen eye for local news.
Submit resume and non-returnable VHS tape of
your news product to: Human Resources. Job
Code: ND-001, 8001 John Carpenter Fwy.,
Dallas, TX 25247. Resume must be post marked
no later then 09/05/98. EOE and Drug Free
Workplace. No phone calls please.

Director. KEVN-TV. Rapid City, SD. One year
directing live newscasts required. Send resume/
tape to David Downs, KEVN TV, PO Box 677,
Rapid City, SD 57709. ECE.
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Morning Producer. KARE 11 Television is look-
ing for a dynamic and creative producer for a one-
hour early morning show. Candidates should
have some medium to major market producing
experience. They should also possess strong
news judgement, good decision making skills and
have innovative ideas that would appeal to a
morning audience. If you're interested in joining a
winning team and have the right ideas to make
mornings shine, please send a resume and non-
returnable tape to: Stacey Nogy, Executive Pro-
ducer, KARE 11 TV, 8811 Olson Memorial
Highway, Minneapolis, MN 55427. EOE/AA.

KTXL FOX 40 a Tribune Broadcasting Station, in
gorgeous Northern California, is seeking an ex-
perienced News Director. Do you have the abiiity
1o take our shop to the next level? If you are a
seasoned journalist with the ability to think out-
side of the box...we are l0oking for you. The ideal
candidate will have 3+ years news management
experience in television journalism and newscast
production. If you have the vision that will take
this #2 news to #1 sendfax your resume to:
KTXL FOX 40, Human Resources Department,
4655 Fruitridge Road, Sacramento, CA 95820.
EQE.

Executive Producer - WQAD-Quad Cities
ABC. Voted Best Newscast 2 years running
seeks a news junkie with strong leadership skills.
You'll guide our reporters and producers in ag-
gressive daily coverage. DO you know how to
spot a greal story? If you can own the lead story
Everyday, keep us #1 in severe weather cov-
erage and keep your sense of humor, we'll give
you the tools and opportunity to Win! Send news
philosophy, resume and recent aircheck to: Grift
Potter - News Director, 3003 Park 16 Sireet,
Moline, IL 61265-6061. EEO.

Executive Producer. Responsible for day to day
news coverage and production of morning news
programs. Supervise all personnel responsible
for these newscasts. Oversee station and syn-
dicated franchises. Excellent people and com-
munications skills. Problem solver. Bacheiors de-
gree and 5 years newscast producing preferred.
Ability to work all hours, weekends, holidays. For
consideration, forward resume and letter to:
KTVI/FOX 2, Human Resources Director, 5915
Berthold Avenue, St. Louis, MO 63110,

Chief Meteorologist. Top 25-market station
seeks the person who will lead our weather de-
partment into the next century. Successful candi-
date will have a dynamic presentation coupled
with a background in meteorology. Minimum of
two years broadcast experience, AMS seal, and
computer graphics ability required. Non-
returnable tapes and resumes to Box 01416
ECE.

Assignment Manager- Northern Michigan's
number one news station is looking for a well or-
ganized, solid communicator to run our assign-
ment desk. The right person for this job un-
derstands the impornance of working with re-
porters, photojournalists and producers to craft
daily newscasts. Must be a news junky. Must be
first to arrive to work and last to leave. Must
sleep. eat and breathe with a pager and cell
phone. We prefer all applicants have producing
or reporting experience. Send resume and re-
ferences to WWTV, Director of News and Opera-
tions, Jon-Michial Carter, Box 627. Cadillac,
Michigan 49601.
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Award winning Newscast Producer. Are your
ready to take over the highes! rated newscast in
the state of Florida? Can you make the newscasl
voted best in the state by the Associated Press
even better? Can you handle an 11:00 pm
newscast that reguiarly out performs its NBC
prime time lead in? If you believe you have what
it takes 1o meet and exceed these expectations,
then you are the person we are looking for!
WFLA-TV, NBC/Tampa. is looking for the perfect
11:00 pm producer. Story stackers and back
timers need not apply. We want a producer who
is aggressive, creative and has a clear vision on
what makes a newscast relevant to the communi-
ty. You must be a great writer with a flair for high
production values. This is a great newsroom that
puts a high value on people who can think,
create and contribute to our overall success. You
must have a college degree, at least five years
on-line producing experience and gocd computer
skills. Send last night's newscast, a resume and
references to: WFLA-TV, Personnel Dept., 805
E. Jackson Street, Tampa. FL 33602. No phone
calls will be accepted! WFLA-TV is an Equal Op-
portunity Employer. M/F and a drug-free
workplace with pre-employment drug screening.

Assignment Editor (WQAD). WQAD-Quad
Cities seeks a newsroom leader who loves break-
ing news and seeing a great plan come together.
We are a newsroom on the move and need
Ideas, Ideas. ideas! Greal benefits from a great
company for the right person. Contact: Gritf Pot-
ter - News Director, 3003 Park 16 Street, Moline,
IL 61265-6061. EEO.

Anchor/Reporter. NBC12 is looking for an expe-
rienced Anchor/Reporter. Successful candidate
will be dynamic, eager and possess excellent
performance skills. Live reporting experience a
must. College degree or equivalent job experi-
ence required. Send cover letter, resume and

non-returable VHS demo tape to: Nancy Kent,
News Director, NBC12, PO Box 12, Richmond,
VA 23218. No phone calls please. EOE M/F/D.

Anchor. WQAD-TV, ABC in the Quad Cities
needs a strong lead anchor who can report and
has a commitment tc news as strong as ours. We
are looking for a person with polished on-air de-
livery who wants to be pan of a close knit news
team which is on the move. Great place to live,
great company to work for and a great strategic
plan awaits you. Send recent aircheck, resume
and your news philosophy to Griff Potler - News
Director, WQAD-TV, 3003 Park 16 Street,
Moaline, IL 61265-6061. EEO.

6 and 10 Anchor. The number one station in
Northeast Kansas is looking for a 6 and 10 Co-
Anchor to compliment our main female anchor.
You will need a very strong on-air presence, ex-
cellent writing skills and experience in field
anchoring. You will also be responsible for our
high-profile “Crimestoppers” franchise. We need
a high-energy team player who has natural talent
for talking with viewers, not at them. This is an ex-
cellent opportunity for the right person to help
lead a number one news team into the next
miflennium! Excellent compensation package for
the right person. At least five years anchoring
experience preferred. Journalism degree re-
quired. Send resume and tape by September 18,
1998 to: 6 and 10 Anchor, ¢/0 Personnel
Director, PO Box 119, Topeka, KS 66601. EOE.
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GUASSIFIEDS

HELP WANTED PROMOTION

Promotions Director: NBC/NewsChannel 15/
WICD-TV is seeking a self molivaled individual
for Promotions Director. Computer, writing, orga-
nizational and video editing a must. AVID editing
skills a plus. No calis! Send resume and a sam-
ple of your work to WICD Promotions, 250 S.
Country Fair Drive, Champaign. IL 61821. EQE.

Promotion Writer/Producer. WXIA-TV, Atlanta's
NBC affiliate, is looking for a crealive wriler/
preducer to join ils marketing team. Re-
sponsibilities include writing and producing on-air
promos and public service announcements for
news, programming and other slation projects as
necessary. Individual should possess excellent
writing skills, and have experience in on-air news
promotion. Individual should be team oriented
and work well under pressure. If you love news
promotion and produce templing topicals, send
resume and tape to: Promotion Manager, WXIA-
TV, 1611 West Peachtree Street, NE, Atlanta,

Promotion Writer/Producer: Midwest NBC af-
filiate has an immediate opening for a creative.
molivated writer/producer who can generate com-
pelling copy and new ideas to bring viewers to
the station. If you can work independently, as a
leam player and have a strong news promotion
background. WICS wants you. Editing and shoot-
ing skills are essential. Send resume and tape fo:
Creative Service Direclor, WICS-TV, 2680 East
Cook Street, Springfield, IL 62703. An Equal Op-
portunity Employer. Women and minorities are en-
couraged to apply.

Kelly Broadcasting is seeking a “take charge”
Promotion Producer who can crank out nightly
topicals for late night newscast and can also pro-
duce high-concepl news image and non-news
spots. Resume and non-returnable video tape to:
Kelly Broadcasting Co., Attn: Gene Robinson, Pro-
molions Director, 3 Television Circle, Sacra-
mento, CA 95814. No calls please. EOQE/M/F/

Promotion Producer. KPHO-TV. the CBS al-
filiale in the Valley of the sun. has an immediate
opening for a Promotion Producer. We're looking
for an experienced. self-motivated, highly
crealive person who can produce compelling
news lopicals, series and image promotion.
Strong wriling skills a musl. Nen-linear editing
expenence preferred. Join a growing station in
the beautiful Southwest. Rush your tape and re-
sume to Human Resources. KPHO-TV, 4016 N.
Black Canyon. Phoenix, AZ 85017 No phone
calls please. EQOE.

s e i
FOR DAILY
C_ASSIFIED UPDATES...

GA 30309. EOE M/F. ADA.

HELP WANTED MISCELLANEOUS

i
SINCLAIR await you at Sinclair:

Asheville- WLOS/WFBC.TV.ABC/IND

Art Director

Seeking a hot art director who is looking for a cooler climate and better quality of
life. Come live and work in the beautiful Blue Ridge Mountains and enjoy the creative
freedom you deserve. 3 years broadcast designer experience and a college degree
required. Experience with After Effects, Infini-D, AVID editing and white water rafting
a definite plus. Sendt resume and non-returnable tape. BC#164

Baltimore-WBFF/WNUV.TV.FOX/WB

Promotion Writer/Producer

2-3 years on-air promotion writing/producing experience required. You will produce
station image, programming, sports, event/contest promos and some news image.
Also responsible tor post-production of pre-produced network and syndicated
promos. Send resuine. BC#165

Charleston, WV-WCHS-TV/ABC

- Newscast Producer

Seeking a newscast producer who will bring judgement. intelligence, energy and
leadership. If you can achieve these qualities, along with production and writing
skills. send a resume and non-returnable recent VHS newscast tape. BC#166

- National Sales Manager

Seeking an experienced leader and manager to become part of our dynamic sales
managemen! team. Must be able to establish strong re?atlonships and have the
ability to grow national shares. Minimum of 3 years television sales experience.
Columbire and Tapscan. Previous management desirable. Send resume. #167

Columbus-WSYX-TV/ABC

Weekend Anchor/Reporter

Responsibilities include anchoring weekend 6pm and 11pm newscasts, plus general
assignment reporting three days per week. Applicants should have minimum two years
newsroom and anchoring experience. Send resume, cover letter and VHS tape. BC#168

Indianapolis WTTV/WB

- Promotion Director

Aggressive. creative individual to plan and implement the station's marketing strategies. Experience
intedevision promotion and production a mast. Send resume and cover letter. BC#169

- Research Director

Talented, energetic individual to gather and analyze research to aid in sales effort
and strategic planning. Working knowledge of TvScan, Micronode 386, Qualitap.
Micrasoft Word and Power Point. Send resume and cover letter. BC#170

- Producer/Director

Motivated. creative individual to write, shoot and edit short and long-form
production. A minimum of three years experience in all aspects of production. Send
resume and cover letter. BC#171

As one of the fastest growing, most progressive broadcast groups in the nation, SINCLAIR COMMUNICATIONS, INC. owns and/or provides programming services or has
agreements to acquire 57 stations in 37 separate markets, and owns, provides sales and programming services 1o, or has agreements or options to acquire 50 radio siaticns in 11
 separate markets. Sinclait’s television group will include ABC, CBS, FOX, NBC, WB and UPN affiliates. As our phenomenal growih continues, we seek the oneelement which

S gives us the edge on the competition and the power 10 stay on top-the best people in the business. If you are a motivated team player with a successful track record. ar opportunity may

Madison-WMSN-TV/FOX

Local Account Managers

Immediate openings for experienced, creative and detail-oriented sales people.
Bachelor’s Degree in Business or related field helpful. Computer proficiency, new
business development. great customer relations and project management skills a
must. Send resume. BC#172

Nashville/Oklahoma City

Business Managers
Successiul candidates will possess 4 year accounting degree, strong <ommunication
skills and previous financial media experience. Send resume. BC#173

Nashville-WZTV/WUXP-TV/FOX/UPN

- Local Sales Manager

Strong Local Sales Manager needed to take charge of an experienced sales staff.
Candidate must be able to motivate and manage while creating new husiness. Skills
and experience necessary include TvScan, computer skills, hiring and training.
proven negotiation track record. proven new business leader. communication and
goal setting abilities. 3-5 years television and management expeiience required.
Selling experience in a metered market preferred. Send resume. BC#174

- Writer/Producer/Shooter/Editor

This job calls for someone who can do it all. Can you take a promo or feature story
from ldea to air? Do you have experience on hoth linear and non-linear systems? If
your answer is yes. please send resume and VHS tape. BC#175

- Graphics Producer/Editor

Can you direct a live show on a Grass Valley 2007 If so. and you have experience
editing promos and feature stonies on both linear and non-linear systems, can
produce graphics and are able to work alone and as part of a production crew, we'd
like to hear from you. Send resume and VHS tape. BC#176

Tri-Cities WEMT-TV/FOX

Account Manager

Immediate opening for an account manager for the Tri-Cities/Virginia area.
Applicant must be computer literate, possess 3-5 years sales experience preferably
in a media environment and be a team player. Send resume. BC#177

Mail your resume in confidence immediately to:
Broadcasting & Cable. 245 W. 17th Street. NY, NY 10011, Attn: Job #

SBGE

SINCLAIR BROADCASTGROUP

Sinclair is proud to be an
EQUAL OPPORTUNITY EMPLOYER
and a DRUG-FREE WORKPLACE
WOMEN AND MINORITIES ARE ENCOURAGED TO APPLY

AUGUST 31,1988 / BROADCASTING & CABLE
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HELP WANTED CREATIVE SERVICES

DIRECTOR OF
CREATIVE SERVICES

WTVD is the ABC owned television station in
tha Raleigh-Durham-Fayetteville, North
Curolina market. This fast-growing, 29th
market station seeks an outstanding manager
who will consistently deliver break-through on-
air, radio, and print promotion, while leading
and motivating a team of writer/producers
and graphic artists. A minimum of 3 years
experience at a TV station required. Please
send your resume, reel, and references to

BEY=

/&

Bruce Gordon
WTVD-TV

411 Liberty Street
Durham, NC 27701

No phane colls pleose. Equal Opportunity Employer/M/F/D/V

Multi-Media News Designer. WKBD-TV UPNS0,
one of the largest Paramount owned sta
tions is seeking a highly creative. self-motivated
news hroadcast designer who loves the excite-
ment and challenge of designing graphics for our
daily Ten O'clock News show. If you are a
talented designer who stays current with the
latest design trends. has knowledge of edit suite
capability. has strong organizational skills, the
ability to work in a fast paced environment with
tight deadlines. and can interact effectively with
our news producers and production crew. then
this job is for you! Knowledge ot the Power Mac
computer system using Photoshop. [lllustrator,
Quark Xpress. Premiere, After-Effects. and
Silicon Graphics platform using Liberty Scttware

Additional job experience using Softimage 3-d
and Flint software. Chyron Infinit is a plus. BFA
degree major in Graphic Design along with pre-
vious news design experience required. Please
mail your resume with reel or fax your resume for
review to: Attn: Personnel/B.C.M./M.M.N.D./8-98,
WKBD UPNSO0, 26905 West Eleven Mile Road..
Southfield. M| 48034. Fax# (248)355-2692.
WKBD is an Equal Opportunity Employer

Creative Services Producer. KSDK-Tv, St
Louis #1 NBC affihate is l00oking for a Top writer,
producer. It you're self-motivated. have strong
writing and conceptual skills and have been in
the business for at least five years, show us what
you've got. Send tape and resume t0: KSDK-TV,
Human Resources Administrator. 1000 Market
Street. St. Louis. MO 63101, No calls please.
EOE.

~ HELP WANTED PRODUCTION

Video Editor. Creative “superstar” video editor
needed in advanced facility in Norfolk, Virginia.
Sci-Tex Stratasphere or equivalent high end non-
linear experience required. Super design ability.
positive attitude. and great client skills a must.
Great working environment in national production
company. Send tape and resume to John Willcox,
Metro Video Productions. 626 West Cliney Road.
Norfolk. VA 23507. Email:jwillcox@maetrovideo.com

Traffic/Deliverables Coordinater. Independent
production and distribution company seeks a
full-time employee to oversee and coordinate
production deliverables. Candidate should have
some technical experience with television stan-
dards. formats and duplication. Good communi-
cation skills, attention to detail. and the ability to
handle multiple tasks are essential. This position
requires working with many corporate depart-
ments and outside vendors and producers. Send
resume to: Unapix Entertainment, Chris Valentini,
200 Madison Avenue 24th Floor. New York, NY
10016 or fax {212)252-7630

The Extraordinary One's is looking for an ex-
traordinary director and producer for a new info-
tainment television program. We're not going to
list a bunch of qualifications. if you know your
craft, you know what we're looking for. Send re-
sume and non-returnable VHS demo reel to: P.O.
Box 34306, Detroit, MI 48234, Attention Brian
Cole. Tip: A flair for comedy is a plus.

Talk Show Segment Producer. KOMO TV's
“Northwest Afternoon” seeks experienced talk
producer. Candidate will be excellent in finding
and producing compelling personal stories. have
proven production capabilities (including editing
and field production). and strong people skills
with ability to work in team. Please send resume
to KOMO TV. HR Dept.. 100 4th Ave. North. Seat-
tle, WA 98109. EOE.

Supervising Talk Show Producer. ABC in Seat-
tle seeks proven leader to supporl/inspire staff
and provide tone and direction for the country's
longest-running afternoon talk show. Previous
talk, management. and budgeting experience
preferred. Candidates will be viewer-driven and
have clear ideas how 10 grow this top-rated
franchise. Please send resume to KOMO TV, HR
Dept.. 100 4th Ave. North. Seattle, WA 98109,
EOE.

Production Person. WHAS11, market leader.
ABC affiliate is 100king for a production person
with 3-5 years of experience who can run audio.
operate robotic cameras, infinite. and is able to
run switcher. The candidate should pe a

TV SALES TRAINING

LEARN TO SELL TV TIME
Prepare for a career
in TV time sales

Call for FREE Info Packet

ANTONELLI MEDIA
TRAINING CENTER
(212) 206-8063

PROGRAMMING SERVICES _

% CYBERNEWS UPDATE®
:60 sec. Cool Internet insert
daily via satellite.

Cash or barter.
1-800-353-9177

* ENIGMA THEATER *
Telley Award winning hosted
classic horror film each week.

Barter or cash.
Via satellite.
1-800-353-9177
www.enigmatheater.com

% FILMS FOR SALE %
Public domain film library.
35mm to Beta.
$275.00 each
Hundreds to choose
from...westerns drama, horror.
1-800-353-9177
www.enigmavision.com

% NWN STUDIOS %
1-800-353-9177
www.edward@nwnstudios.com |

good working knowledge of all facets of produc-
tion and be capable of providing production sup-
port for promos, commaercials and news produc-
tion. A background in technical directing is de-
sired. College degree preterred. Long hours and
odd schedules may be necessary to complete
the job. Send cover letter, and resume to:
Cynthia Vaughan. Human Resources Director.
Human Resources #834, WHAS11, 520 West
Chestnut Street, Louisville. KY 40202. EOE.

Educational teleconferencing network seeks
experienced television producer. Live directing.
excellent computer skills and higher education
background a must. For application contact: H.R.
Office, DCCCD. 701 EIm, Dallas, TX 75202,

TV RESUME TAPES

Career Videos prepares your personalized
demo. Unique format. excellent rates. coaching.
job search assistance. tape critiques. Great track
record. 847-272-2917

__ TVPROGRAMFORSALE

Own ATTIC GOLD, a TV series of 22 half hours
shown on the 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.

WANT TO RESPOND TO A BROADCASTING & CABLE BLIND BOX ?

Send resume/tape to:

Box

245 West 17th 5., New York, Mew York 10011

wwWwW americanradiohistorv com
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TV STOCK FOOTAGE

WHEN NEWS HAPPENS,
INSIDE EDITION IS THERE
TO CATCH IT

For over ten years Inside Edition has
captured memorable moments,
obtained exclusive interviews,
and documented whimsical tales.

FOR THE FIRST TIME,

this footage is available for
your Documentary and
News purposes.

Contact our KINGWORLD ARCHIVE  janGW
at 212-817-5601 d.ﬂ

CABLE

HELP WANTED PROMOTION

—\

It’s time we had
a bigger family.

Fax Family channel is looking to {ill the following positions:

Director, On-Air Promotion, Children’s Programming. In
addition to a reel of great work that includes promos for kids, our 1deal
candidatz has at least four (4) years of national or major-market on-air
promotion cxperience that includes leadership responsibilities.

On-Air Promotion Writer/Producers. We've seen a lot of solid
reels. But we're looking for something extra. Call it quirky. Call it
thinking-outside-the-box-while-keeping-the-message-clear. Call it
brilliance. Is this you? Do you have at least two (2) years of national or
major market on-air promotion producing cxperience? Consider
joining us as we develop America’s premiere TV destination for
families and kids.

Send your reel and résumé with salary history in confidence to:

Promo Staffing

Fox Family Channel

10960 Wilshire Boulevard

Los Angeles, California 90024

No phone calls, please. Fox Family _
Worldwide is an equal opportunity employer. o

- 7

CLASSIFIEDS

HELP WANTED SALES

BroadcastiioeCable

We Need Your Passion for
Sales and Talent for Success!

Broadcasting & Cable has an exciling
opportunity for a dynamic, energetic
individval. Seeking a seasoned sales
professiconal 10 drive cable industry ad sales.
Knowledge of TV, cable and related
industries preferred. ldeal candidate should
have 5+ years 1n 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 Information

295 W. 17th Street

New York, NY 10011

or fax to 212-727-2425. EOE M/F/D/V.

HELP WANTED TECHNICAL

Digital Audio Expert
The National Digital Television Center is
leoking for an expert in audio production to
operate a new, all dagital, state of the an
facility. This is not a job for beginners. The
successful candidate will have an associates
degree in audio production or equivalent
expenence. He or she will have five years of
solid expenience in live audio production and
post preduction, including computer based
programs such as Pro Tools. Experience in
MIDI is also necessary. A knowledge of live
recording with microphones, telephones
tzlephone interfaces such as ISDN and other
pickup devices is essential. Background and
understanding of time code and television
post production is also desired.

Please send resume to:
Tom Edwards
NDTC
4100 E. Dry Creek Road
Littleton, CO 80122
Selected applicant must pass a drug
screening and criminal background check.
The National Digital Tefevision Center is an
Equal Opportunity Employer.

Maintenance Engineer. The Weather Channel,
Atlenta, GA is locking for a motivated and refia
ble individual to join our team. This is an ex
cellent opportunity for someone who wants to ex
pand their knowledge. The selected candidate
for maintenance Engineer, must have at |east
three years experience repairing and maintaining
Broadcast related equipment. You will be part of
the Engineering team dedicated to maintaining a
prand new, State-of-the-art digital facility. Com
puter proficiency preferred. Please fax resumes
to The Weather Channel. Cirector of Engineering
{770) 226-2943 or send them: 300 Interstale
North Parkway, Atlanta. GA 30339. EOE/M/F

AUGUST 31,1998 / BROADCASTING & CABLE
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HELP WANTED ALL POSITIONS _

TEXAS CABLE NEWS

AH. Belo Corporation, one of the nation’s largest media companies, is proud to announce an
exciting new venture in Dallas, Texas. Texas Cable News (TXCN) will launch a 24-hour regional
news channel in January. We are currently recruiting for an entire staff of news, sales, creative
services and engineering personnel including:

COLLECTION AGENCY

News: News Anchors, Weathercasters, Producers, Assignment Editors, Writers,
Videjoumalists, Editors, Tape Operators, Technical Directors, Audio
Sales: Acoount Executives, Research Director, Traffic Manager
Creative Services: Promotions Producer/Writer/Editor
Commercial Producer/Camera/Editor
Graphic Artist
Engineering: Master Control Operators

EEQ.

To apply for one of the positions above, please send your resume, cover letter and tape (if applicable) to
TXCN, 714 Jackson, Ste. 800, Dallas, TX 75202 or fax to 214/977-4501 or e-mail to jobs@txcn.com.

| HELP WANTED NEWS

Producer. NEWSCHANNEL 8, Washington
DC's only 24-hour regional cable news channel
is in search of a news producer. Candidate must
have a minimum 2 years line producing tv news
experience and be a solid writer and team leader.
Beginners need not bother! But if metro DC is
where you want to be, and news is your passion.

| we want your resume. aircheck with scripts and
critique. and salary requirements. Send resume
and cover letter to NEWSCHANNEL 8, Director.
Human Resources. 7600 D Boston Blvd.. Spr-
ingfield, VA 22153 or fax to 703-912-5436. No
telephone calls, please. EOE.

' ALLIED FIELDS
‘ EMPLOYMENT SERVICES

PROFESSIONAL JOBS

| WITH ENTERTAINMENT COMPANIES

BROADCAST & CABLE TELEVISION, DISTRIBUTORS,

* MOTION PICTURE, POST PRODUCTION & MORE

J Entry to senior level jobs nationwide in ALL fields
(news. sales. production. management, elc.).

l Published biweekly. For subscription information;

1

(800) 335-4335

Entertainment Employment Journal™

| email: info@eej.com

Just For Starters: Entry-level jobs and “hands-
on” internships in TV and radio news. National
listings. For a sample lead sheet call: 800-680-
7513,

WANTED TO BUY EQUIPMENT

Used videotape: Cash for 3/4" SP, M2-90's.
Betacam SP's. Call Carpel Video 301-694-3500.

__ FOR SALE EQUIPMENT

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.
|
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SMART
TAPES.

For video duplication, demos,
audition reels, work tapes, our
racycled tapes are technically
up to any task and downright
bamgans. Al formats, fully guar.

h.'l e
anteed. To order call:
(800)238-300 CARPEL

B

e

Lowest prices on videotape! Since 1979 we
have been beating the high cost of videotape.
Call Carpel for a catalog. 800-238-4300.

MEDIA COLLECTION
DREAM TEAM

CCR

Artorney (former broadcast/cable ad sales
manager NBC-TV, Katz, Petry, Lifetime)
and staff handle the USA’s top media
firm's collection accounts offering:

1. Unequalled knowledge of media business

2. Ten years of unequalled/documentable
recovery rates.

3. Customized reporting.

4. Competitive contingent fee schedule

5. References available.

Call/Write:
CCR ¢ George Stella
1025 Old Country Road * Suite 3035
Westhury, NY 11590
Tel: 516-997-2000 « 212-766-0851 » Fax: 516-397-201
E-Mail: CCRCollect@AOL com

FOR SALE SATELLITE TRUCK

Ku-Band Satellite Uplink Truck Ford 28 fi.. 2.4
meter. 2-300w MCL transmitters, DBS dish. 913-
438-1004 www.precominc.com.

_SITUATIONS WANTED PRODUCTION

Progressive Directions- Voice Imaging, Image
Production and Creative Services. Give us your
concepts or ideas and we'll provide the audio
soundtrack that moves your station. Jeff Alan
Koski (512)854-1994.

" FOR SALE STATIONS

FOR SALE
SOUTH TEXAS FM SMALL/MED. MARKET $800,000
EAST TEXAS FM $395,000

NF & A

Norman Fischer & Associates, Inc.
Media Brokerage ¢ Appraisals ¢ Management Consultants
2201 N. Lamar, Ste. 204 ¢ Austin, TX 78705 ¢ (512) 476-9457
www.nfainc.com

For Sale Orlando low power station- Channel
21, state of the art equipment in the 22nd largest
television market. $550,000 all cash. Contact:
Rumbaut & Company (305)868-0000 or e-mail:
jrumbaut@aol.com

www americanradiohistorv com

3 Florida LPTV's, great signals in highly desira-
ble coastal markets. Miami-Fort Lauderdale $2.5
Million. Fort Myers $395k. Port St. Lucie-Stuart
$335k. Financially qualified parties only please.
954-340-3110.

FOR DAILY CLASSIFIED UPDATES...
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BROADCASTING & CABLE’S CLASSIFIED RATES

All orders to place classified ads & all correspon-
dence peraining to this section should be sent to
BROADCASTING & CABLE, Classified Department.
245 West 17th Street. New York, NY 10011, For infor-
mation call Antoinette Pellegrino at (212) 337-7073
or Francesca Mazzucca at (212)337-6962 .

Payable in advance. Check, money order or credit
card {Visa. Mastercard or American Express). Full
and correct payment must be in writing by either let-
ter or Fax (212) 206-8327. If payment is made by
credit card. indicate card number, expiration date
and daytime phone number.

Deadline is Monday at 5:00pm Eastern Time for the
following Monday's issue. Earlier deadlines apply for
issues published during a week containing a legal
holiday. A special notice announcing the earlier dead-
line will be published. Orders. changes. and/or can-
cellations mus? be submitted in writing. NO TELE-
PHONE ORDERS. CHANGES. AND/OR CANCELLA-
TIONS WILL BE ACCEPTEQ.

When placing an ad. indicate the EXACT category
desired: Television, Radio. Cable or Allied Fields: Help
Wanted or Situations Wanted; Management, Sales,
News, etc. If this information is omitted. we will
determine the appropriate category according to the
copy. NO make goods will run if all information is not
included. No personal ads.

The publisher is not responsible for errors in print-
ing due to illegible copy—all copy must be clearly
typed or printed. Any and all errors must be reported
to the Classified Advertising Department within 7
days of publication date. No credits or make goods
will be made on errors which do not materially affect
the advertisement. Publisher reserves the right to
alter classified copy to conform with the provisions
of Title VII of the Civil Rights Act of 1964, as amend-
ed. Publisher reserves the right to abbreviate, aiter or
reject any copy.

Rates: Classified listings (non-display). Per issue:
Help Wanted: $2.30 per word. $46 weekly minimum.
Situations Wanted: 1.25¢ per word. $25 weekly mini-
mum. Optional formats: Bold Type: $2.65 per word,
Screened Background: $2.80, Expanded Type: $3.45
Bold. Screened. Expanded Type: $3.90 per word. All
other classifications: $2.30 per word, $46 weekly
minimum.

Word count: Count each abbreviation, initial, single
figure or group of figures or letters as one word each.
Symbols such as 35mm, COD. PO etc.. count as one
word each. A phone number with area code and the
zip code count as one word each.

Rates: Classified display (minimum 1 inch. upward
in half inch increments). Per issue; Help Wanted:
$202 per inch. Situations Wanted: $101 per inch.
Public Notice & Business Opportunities advertising
require display space. Agency commission only on
display space (when camera-ready arl is provided).
Frequency rates available.

Non-Display: Heip wanted: $2.3%/word. Situations
Wanted: $1.25. Bold Type $2.65. Screened Back-
ground $2.80. Expanded Type $3.45. Bold. Screened,
Expanded Type $3 90.

Color Classified Rates

Non-Oisplay: Highlighted Position Title: §75. Qis-
play: Logo 4/C: $250. All 4/C: $500

Blind Box Service: {In addition to basic advertising
costs) Situations Wanted: No charge. All other classi-
fications: $35 per 1ssue. The charge for the blind box
service applies to advertisers running listings and
display ads. Each advertisement must have a separate
box number. BROADCASTING & CABLE will now for-
ward tapes. but will not forward transcripts. portfo-
lios. writing samples. or other oversized materials:
such are returned to sender. Do not use folders.
binders or the like. Replies to ads with Blind Box
numbers should be addressed to: Box {number). c/o
Broadcasting & Cable. 245 W. 17th Street, New York,
NY 10011

Conhidential Service. To protect your identity seal
your reply in an envelope addressed to the box num-
ber. In a separate note list the companies and sub-
sidiaries you do not want your reply to reach. Then,
enclose both in a second envelope addressed to CON-
FIDENTIAL SERVICE. Broadcasting & Cable Maga-
Zine, at the address above.

e 3
o W )
B i e g A S

Order Blank (Fax or Mail)

CLASSIFIED RATES

Display rate: Display ads are $202 per column inch. Greater frequency
rates are available in units of 1 inch or larger.

Non-Display rates: Non-Display classified rates (straights) are $2.30 per
word with a minimum charge of $46 per advertisement. Situations Wanted
rates are $1.25 per word with a minimum charge of $25 per advertisement.
Blind Boxes: Add $35.00 per advertisement

Deadlines: Copy must be in typewritten form by the Monday prior to pub-
lishing date.

Category: Line ad 1 Display 7

Ad Copy:

Date(s) of insertion: _

Amount enclosed:
Name:
Company:
Address:
City.

Authorized Signature:_

Payment:

Check 1 Visa 1 MasterCard 1

Credit Card #:

Name on Card:

Exp. Date:. Phone: _

Clip and Fax or Mail this form to:
B&C
245 W. 17 Street & NYC 10011 - Attention: Antoinette Pellegrino or Francesca Mazzucca
FAX NUMBER: 212-206-8327

RUGUDET 31,1998 / BROADCASTING & CABLE
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PROFESSIONAL CARDS

—

du Treil, Lundin & Rackley, Inc.
Lo

1
kAR

==CARLT.JONES=

240N Washington Blvd «Suite 700
Sarasota. Fl. 34236

PHONE {941)366-2611
FAX:(941)366-5533

Member AFCCE

CORPORATION
CONSULTING ENGINEERS

7901 YARNWOOD COURT
SPRINGFIELD, VIRGINIA 22153
{703 ) 569-T704
MEMMAR APCCE

LOHNES AND CULVER
CONSULTING RADIO ENGINEERS
8309 Cherry Lane
Lauiel, MD 20707 4830
- (301) 76 4488
(3 e

Vv vl Member AFCCE

John F.X. Browne

& Associates
A Professional Corporation
Member AFCCE
BROADCAST / TELECOMMUNICATIONS
Bioomfieta Hills, ML washington, DC
248 642 6226 202 293 2020
248 642 6027 202 293 2021

(TEL}
(FAX}
wwwy Jfxb com

1
|
i
|

HAMMETT & EDISON, INC.
CONSUL TING ENGINEERS
Box 280068
San brancisco Cabilornia 94128

HE 707/996-5200

202/396-5200

e mail engrach oot

CARL E. SMITH
CONSULTING ENGINEERS
AM FM TV Engineenng Consultants
Complete Tower and Rigging Services

Nervan fte Prowadoust andustes o
YR LRYTYTAN

Box 807 Bath. Ohio 44210
{330) 659-4440

COHEN, DIPPELL AND EVENIST, PC
CONSULTING ENGNEB\!
Dx and K i b

Since 1'37
1300 LT GTREET. N W, BUNTE 1100
WABHINGTON, DC 20006
PHONE: {202) B88-0111 rax. (202) 850 0885
£ wail: cdepc@worddnet ent nat

Member AFCCE

Denny & Associates.pc
Consulting Engineers

ew 202 452 5630
sx 202 452 5620
v intow denny com

Member A+ CCE

E. Harold Munn, Jr.,
& Associates, Inc.
Broadcast Eangineenng Consultants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339

Mullaney Engineering, Inc.
Consulting Telecommumcations Engineers

9049 Shady Grove Court
Gaithersburg. MD 20877
301-921-0115

Member AFCCE

HATFIELD & DAWSON

Cosst s I scisirgrs

N
SEAT e WIS GOSN U8

M TN RS

HAO G R ENS 00D Ay

Foacsisery 12060 s os g

AMEPAMBI K sl

F.W HANNEL & ASSOCIATES
Registered Professonal Sngnieers
Y11 Fdward Strect
Henry Ninans 61547
[RITRE RIS BRI R
Fax (3049) 3644775

s
f f\ OMMUNICATIONS TECHNOLOGIFS INC.
BROADUAST ENGINFRRING CONSLL TANTS
Clarence M Beverage
Laura M Mutrahi

FO Box #1130, Marlwon. N) 08053
(605) 985-0077 + FAX: (609) 985-8124

Technical Broadcast
Consultants, Inc.
Transmission Specialists

TV (NTSC & DTVY STL Miccowave / FM
P£.0. Box 97262 - Raleigh, NC 27624

Tel/ Fax (919) 846-2976

e-mail: tbc @vnel.net

101 West Ohio St. i

20th Floor
SRR T Indionupolisz,(;N [
‘ v 26704
Dennis Wallac (317) 6846754 |

wallocedv@gol com |
SPECIALIZING

IN DIGITAL TELEVISION

Cavell, Mertz & Perryman, Inc,
Engmeenng, Tedhaolog
& Management Solutions

1000 Eaton Places St 200
Faartax VA 220010

(TN -0 10 202y 3320110
FAX (700 59140115

RATES
13 weeks — $105/week
26 weeks — $90/week
52 weeks — $75/week

AND SERVICES

Shoellieesd Fpzineers. Ine,

S tur sl Consedn s

Towers and Antenng Sroctures
Robert A Shoolbred. 1P E.

1040 Morrison Drive
Charleston, 5.C. 20403 « (80)) 577-4681

Brokers

Get your company out in
front of the industry
by advertising in the
Service Directory.

Use acard ad to do
your talking..

Broadcast Towers

Anailog/Digital

Transmitters @ M

LaBLANC Broadcast Inc.

Tel 972) 664-1817
972) 664-7476

Bob Groothand
Presdent

NATIONWIDE TOWER COMPANY

PRECTIONS = DISSTANTEES © SSTESSA - RED avie
ULTRASOUSI e STREC TUR AL ANALY SIS = TAINT
INSPEL TIONS < RIGLUY S ENGISTTRING

1O. BOX 1829 1IENDERSON, KY 1291491824
PHONE (502) B549-8000 FAX (502) 8698300
24 HOUR EMERGENCY SERVICE AVAILABLE

e et —
(202) 659-2340

. -
% Phene 914-3031177
. S
asammA Frr 1681181
=Y 12

Y {J ANTENYAS RF SYSTEMS

‘Antennas UMF VHF F\ “Ripid ine
‘Combimers FAM & UHF “Waveguide
COMPLETE SYSTEM SOLUTIONS
c-mail jampro@ns net hitp www jampro ¢

Shively Labs

= Fdl & TV dnisnnas
v Pafern Sludiae 4 BEL Eaps

= FiHern & Combinsr
» Multistatlon Sohitlons

East Coast Video Systems
CONsSuUllants - engineers « sysiems mlegralo's
3 Mars Court
Boonton. NJ 07005
201 402 0104
Fax 20t 402 0208
WwW ecvs com

on line [OETLTIN

NEW!
6 Week Rate
$115.00/week

NEW!!
6 Week Rate
$115.00/week

www americanradiohistorv com
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DATEBOOK

Information, {(212) 337-7158.

tle. Contact: (800) 342-2460

]
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Sept. 17—Bnroaocasting & Caste interface Xl conference. 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—Naticnal 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. 27-28—Society 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—BroapcasTing & 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 Califernia 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, 18%8—48th annual National Cable Television
Association convention and exposition. McCormick Place,
Chicago. Contact: Bobbie Boyd, (202) 775-3669.

Aug. 31-Sept. 4-—"Harris/PBS DTV Express,”
DTV dual seminar series fealuring technical and
business operations seminars presented by Harris
Corp. and PBS. Louisville, Ky. Contact: (888) 733-
3883.

Sept. 2-4—Texas Association of Broadcasters
and Society of Broadcast Engineers 45th annual
convention and trade show. Hotel InterContinen-
tal, Dallas. Contact: (512) 322-9944.

Sept. 3-4—World Summit on Financing for
Satellite Communications and Broadcasting. pre-
sented by Euroconsult and Donaldson, Lufkin &
Jenrette. Le Grand Hétel Inter-Continental. Paris.
Contact; {212) 892-3000.

SEPTEMBER

Sept. 7-11—"Harns/PBS DTV Express,” DTV dual
seminar series featuring technical and business
operalions seminars presented by Harris Corp. and
PBS. Washington. Contact; (888) 733-3883.

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} 506-3290.
Sept. 10— Television Bureau of Adverlising
broadcasting industry forecasting conference.
McGraw-Hill Conference Center, New York City.
Contact: David Friedman, {212) 486-1111.

Sept. 11—1998 MIBTP-8roadcasting 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,”
workshop sponsored by the Radio-Television
News Directors Foundation. Sheraton Austin
Hotel, Austin. Tex. Contact: Kathleen Graham,
(202) 467-5216.

Sept. 11-15—1998 International Broadcasting
Convention, Amsterdam, Holland. Contact: 011 44
171 240 3839.

Sept. 12-14—National Association of Broadcast-
ers Hundred Plus Exchange. Wigwam Resor,
Phoenix. Contact: Carolyn Wilkins, (202} 429-5366.
Sept. 12.-15NIMA 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 Reson. 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
Satellite Broadcasting and Communications

Association. Marriott Marquis Hotel. New York
City. Contact: Carrie Cole, (703} 549-6990.

Sept. 15— International Radio & Television Soci-
ety Foundation newsmaker luncheon featuring FCC
Chairman Willam Kennard. Waldort-Astoria, New
York City. Contact: Marilyn Ellis, (212) 867-6650.
Sept. 15—16th annual Everett C. Parker Ethics in
Telecommunications lecture and luncheon, present-
ed by the United Church of Christ Office of Commu-
nication and the National Councit of Churches Com-
munication 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. 15-1822nd 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 Broadcasiers
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 Sociely 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 trade show. Navy Pier, Chicago.
Contact: 317-845-8100.

Sept. 23—Efiective New Business Presenta-
tions.” lunch seminar presented by the Broadcast
Advertising Club of Chicago. Loyola University Busi-
ness School, Chicago. Contact: {312) 440-0540.
Sept. 23-25 SCEC '98. 29th annual satellite
communications expo and conference, presented
by Intertec Trade Shows & Conferences. Washing-
ton Convention Center, Washingon. Contact:
(303) 741-8719.

Sept. 24 Cabletelevision Advertising Bureau
Traffic & Billing/Sales Automation Business-Infor-
mation Group regional workshop. Newark Airport
Marriott. Newark, N.J. Contact: Lynne Nordone,
{212) 508-1218.

Sept. 24-25—48th annual /EEE Broadcast Tech-
nology Society broadcast symposium. Capital
Hilton Hotel, Washington. Contact: (703} 739-5172.
Sept. 24.27—Call for Action 35th anniversary
conference. Royal Sonesta Hotel. Boston. Contact
{301) 657-8260.

Sept. 25—26th annuat regional convention of the
Central New York chapter of the Society of Broad-
cast Engineers. Four Points Hotel. Liverpool, N.Y.
Contact: Tom McNichall, (315) 768-1023.

Sept. 26-28—Radio-Television News Directors

Foundation news management training seminar
for women and minorities. Hilton Palacio Del Rio.
San Antonio, Tex. Contact: Michelle Thibodeau.
(202) 467-5206.

Sept. 27-29—National Religious Broadcasters
eastern regional convention. Sandy Cove Confer-
ence Center, North East, Md. Contact: Ward
Childerston. {301) 582-0285.

Sept. 28— Convergence: The Five Burning
Questions.” conference presented by The Carme/
Group. Westin Los Angeles Airport Hotel. Los
Angeles. Contact: (408) 626-6222.

Sept. 29—Regional convention of the Pittsburgh
chapter of the Society of Broadcast Engineers.
Sheraton Inn, North Pittsburgh, Pa, Contact: Mary
Pamr Sprague. (412) 381-9131.

Sept. 30-Oct. 1—lowa DTV Symposium. host-
ed by lowa Public Television. Four Points Hotel,
Des Moines, lowa. Contact: Marcia Wych, (515)
242-4139.

Oct. 1.4—Nationai Lesbian and Gay Journalists
Association annual convention. Alexis Park
Resort, Las Vegas. Contact: (202) 588-9888.
Oct. 1-4—Second annual international Telepro-
duction Sociely financial institute. Westin Mission
Hills Resont Rancho Mirage, Palm Springs. Calif.
Contact: (703) 319-0800.
Oct. 4-6—Southern Cable Telecommunications
Association Eastern Shcw. Orange County Con-
vention Center, Orlando. Contact: Patti Hall, (404)
252-2454.
Qct. 5—Pennsylvania Association of Broadcast-
ers crealive advertising seminar. Sheraton at Sta-
tion Square. Pittsburgh. Contact: (717) 534-2504.
Oct. 5-8—National Association of Broadcasters
tenth satellite-uplink operators’ training seminar.
NAB Headquarters, Washington. Contact: (202)
429-5346.
Oct. 5-8—MIPCOM ‘98, international film and
program market tor TV, video. cable and satellite.
presented by the Reed Midem Organisation.
Cannes. France. Contact: (203) 840-5384.
Qct. 6—Pennsylvania Association of Broadcast-
ers creative advertising seminar. United Artists
Movie Theater. Manayunk (Philadelphia). Pa.
Contact: (717) 534-2504.
Oct. 7—"Building Value in the Tower Business:
The 3inh of a New Cash-Flow Business.” seminar
presented by Kagan Seminars Inc. The Park Lane
Hotel. New York City. Contact: Tim Akin. (408)
624-1536.
Oct. 7—Pennsylvania Association of Broadcast-
ers creative advertising seminar. Hershey Lodge
and Convention Center, Hershey, Pa. Contact:
(717) 534-2504.
Oct. B-12—Association of National Advertisers
89th annual meeting and business conference.
Naples, Fla. Contact: Gail Roberts, (212) 697-5950.
Major Meeting dates in red

—Compiled by Kenneth Ray

(ken.ray@cahners.com)
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FIFTH ESTATER

Dan Davids makes History

wo significant dates marked on a
THislory Channel addict’s calendar:
Dec. 7. 1941, Pearl Harbor Day. and

Dec. 7. 1950, the birth date of Dan
Davids. executive vice president and gen-
eral manager of The History Channel.

Although he wasn’t a history buff in
school, Davids says he rallied around the
idea of launching a full-time cable net-
work devoted to history: “There are some
who think of history as having to memo-
rize facts and dates and carry around a 30-
pound textbook. We've been able to turn a
lot of those people around.™

Davids was working as senior vice
president of marketing for Arts & Enter-
tainment Network when, more than three
years ago. A&E top brass passed atong the
idea of extending A&E’s popular histori-
cal documentaries into a 24-hour format.

“Our rescarch at A&E determined that
the American public was having a grow-
ing love affair with history as we came to
the end of the century.” Davids says.

Earlier this year. History passed the 5()
million-subscriber milestone. It reached
this mark in slightly more than three years.
faster than any other niche channel.
according to Nielsen and History Channel.

There's evidence that History Channel
has won over millions of cable viewers by
tackling subjects ranging from a historical
look at nomadic gypsies to an investigative
look (decades later) at the Watergate scan-
dal. History earned its highest prime time
average rating to date. a (1.8, in late August.
according to Nielsen data and the channel.
A recent Equitrends survey from Total
Research Corp. on consumer brands
ranked The History Channel as the fifth
maost recognized media brand for overall
quality in the print and TV category.

Davids contends that the channel’s suc-
cess has much to do with building a reso-
nant. bold brand that is enticing to its target
audience. The History Channel’s success
demonstrates Davids™ adeptness at brand-
ing and marketing. A student of business
administration and marketing at Pace Uni-
versity, Davids toiled in marketing and
sales at Smith-Corona and Hertz before
jumping into cable television.

Davids remembers reneging in 1974 on
a job he'd accepted in the corporate adver-
tising department of Merrill Lynch. The
reason: He was taking a marketing post
with Teleprompter. an upstart cable MSO
that later became Group W Cable. He's
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“People familiar
with the network
come away with an
emotional connec-
tion io the past.”

Daniel Edward
Davids

Executive VP/general manages,
The Histery Channel, New York;
b. Dec. 7, 1950, New York City;
BA, busimess administration/
marketing, Pace University,
Pleasantville, N.Y., 1972; MBZ,
Pace University, 1974; sales
representative, Smith-Corona
Merchant Corp. Copier
Products, New York, 1973-74;
manager of marketing
programs, Hertz Rent-A-Car,
New York, 1974-78; director of
marketing, Group W Cable, New
York, 1978-84; Arts &
Entertainment Networks, New
York: director of affiliate
marketing, 1984-85; director of
affiliate sales amd marketing,
1985-88; VP of afffliate sales,
1988-90; senior VP of
marketing, 199C-94; senior
VP/GM, The History Channel,
and senicr VP of marketing, AKE
Networks, 1994-97; current
position since 1997; m. Marie
Giardina, March 16, 1974;
child: Neil, 18
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never regretted his decision: "I called the
guy back at Merrill Lynch. told him ¥'d
changed my mind and that 1 was going
into cable TV with Teleprompter. He said
to me that I'd made the right choice. *This
cable TV is going to be big." he told me.™

Davids stayed with Group W Cable for
six years. until the company’s decentral-
ization plans dictated an unwanted move
out of New York. He decided to look for
work with A&E. When he met Nick
Davatzes. A&E’s president. he realized
that Davatzes also had started his career in
copier sales. also had worked for a cable
operator “and he was losing his hair too,
just like me.”" A friendship—and a profes-
sional alliance—was born.

During his 1t-year tenure in marketing
and sales at A&E. Davids landed three
awards from CTAM for excellence in
marketing, two Radio Mercury Awards
for excellence in radio ads and recognition
from the American Marketing Associa-
tion. With Davids at its helm. History has
won two Peabody Awards. along with
numerous accolades from historic and
civic preservation organizations.

Perhaps the best recognition of all came
last month from President Clinton. when
the president commended History for its
Save the History campaign and its etforts to
help the Smithsonian Institution preserve
the original star-spangled banner.

Davids also is adamant about extending
History Channel’s brand into the educa-
tional arena. He's a member of Cable in
the Classroom’s executive committee and
each year History provides videos and les-
son plans to 50,000 teachers.

Davids has given the green light 1o
some of History's most ambitious pro-
fects. In July. History debuted The 20t
Centry with Mike Wallace, a retrospec-
live series about key events in recenl his-
tory and their aftermath. In September,
History adds Emmy Award-winning jour-
nalist Arthur Kent as host of an investiga-
tive series. History Undercover. History
also has launched Timel.ab 2000, a collec-
tion of interstitial briefs that documents
little-known historical facts and is slated
to run for two years.

“We've tuken historical education and
historic preservation to a whole new level,”
Davids says. “People who are familiar with
the network have come away with an emo-
tional connection to the past and a betler
understanding of it.”  —Donna Penrozzello



www.americanradiohistory.com

BreatcasiioeCabl

BROADCAST TV

Bill Lough, assistant chief engineer,
News Channel 33, Youngstown, Ohio,
named chief engineer.

Pam Guinn, general sales manager/direc-
tor, sales and marketing, Northwest
Cable News, joins KING-TV Seattle as
local sales manager.

Robert Turner, manager, engineering.
broadcast division, A.H. Belo Corp..
Dallas. named VP.

Nancy Andera, on-air marketing manag-
er, WTMI-TV Milwaukee, named mar-
keting director.

Jose Pretlow, executive producer, Geral-
do, joins Paramount Domestic Televi-
sion’s Leeza, Hollywood, in same
capacity.

Donald Robert, director, research and
marketing, Katz American Television.
New York, named VP/director, market-
ing.

Christopher Blanding, help desk special-
ist, Journal Broadcast Group Milwau-
kee operations, named network admin-
istrator.

Betsy Siciliano, senior director. affiliate
relations, King World, New York,
named VP, creative services, East
Coast.

John Shea, VP/GM, wrou(am)/
wKDD(FN) Akron, Ohio, named presi-
dent.

PROGRAMMING

Appointments at Fox Broadcasting Co.,
Los Angeles: Cheryl Bloch, senior VP,
drama programming, Studios USA,

Bloch

Johnson

joins as VP, drama series development;
Peter Johnson, development executive.
drama series development, named
director.

Andy Lassner, supervising producer, The
Rosie O’ Donnell Show. joins King

E.G. Marshall, 1914-1998

E.G. Marshall, a character actor and sought-after
narrator, died Aug. 24 at his home in Bedford, N.Y.
Marshall earned prominence during the 1960s
while starring in two popular weekly television
series, The Defencers, which ran from 1961 to
1965, and The New Doctors, from 1969 to 1973.
He won Emmy awards for his role as father and
senior partner of the law firm Preston & Preston in
The Defenders.

Marshall's career began in radio during the 1930s.
His earnest, resonant and authoritative voice made
him one of the most sought-after narrators on both
television and radio and in commercials. During the
last 20 years he had regularly been narrating Fourth of July znd Memorial
Day concerts broadcast nationwide from the Capitol in Washington.

Also well known for his roles in films, Marshall often played characters
involved in the legal profession. Film credits include “12 Angry Men”;
“Compusion”; “Town Without Pity,” “Intericrs” and “Superman I.” One of
his last film appearances was in the 1997 movie “Absolute Power.”

Marshall was an acting mainstay during what is often referred to as the
Golden Age of television drama. During an nterview in the 1970s. he mod-
estly referred to himself as a “utility” actor, one that “fit in easily.”

Marshall is survived by his wife, Judith: five children; three grandchil-

A
Marshall in 1984

dren and one great grandchild.

World Productions Inc.. Los Angeles,
as senior VP, production.

Adam Rosen, director, legal and business
affairs. Wamer Bros. International
Television Production. Burbank.
named VP.

producer; Wendy Scarbrough, producer/
director. wTOG(TV) Tampa/St. Peters-
burg, Fla., joins in same capacity: Bryan
Keith O’Neill, senior systems engineer,
TIROS Satellite. joins as manager.
technical services.

JOURNALISM

RADIO

Appointments at KTLA(TV) Los Ange-
les: Wil Surratt, news writer. named pro-
ducer, New's ar Ten;, Kim Rouggie, writer.
News ar Ten, adds producer, News at
Ten: Weekend Edition, 1o her responsi-
bilities.

Jennifer Moss, weekend anchor, KGO-TV
San Francisco. joins wwMT(TV) Kala-
mazoo. Mich., as anchor.
Appointments at KYTV(TV) Springfield.
Mo.: Hizabeth Manressa, producer/
reporter. wpaF-Tv Kansas City. joins as
consumer reporter; Elie Merrit joins as
reporter/weekend anchor: Laurie Patton,
reporter. KTvO(TV) Kirksville, Mo.,
joins in same capacity.

Mike Mclntee, executive producer. All
News Channel, Conus Communica-
tions, Minneapolis, named senior man-
ager, programming and syndication.
Appointments at wTv(TV) Miami: Mark
Macias, investigative producer, Ameri-
can Journal, joins as special projects

Kraig Kitchin, Pre-
miere Radio Net-
works Inc., Los

Angeles, named
president/COO.
Lisa Madison, on-air
personality.
wvMx(FM) Cincin-
nati. joins
wNND(FM) Chica-
go as midday per-
sonality.

Kitchin

Jack Alix, director. Columbia School of
Broadcasting, Washington, joins
WGRQ(FM) Fredericksburg, Va., as gen-
eral sales manager.

Appointments at KSTP(aM) St. Paul: Sue
Kephart, local sales manager. wWCCO(AM)
Minneapolis. joins in same capacity;
Johm Soucheray, general sales manager,
named director. sales, KSTP Radio: John
Fierce, senior account executive, Min-
nesota Vikings, joins as local sales
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manager.

Jim Donnelly, national sales manager.
wLTW{i'M) New York, joins wCBS(AM)
New York as local sales manager.

Julie Roberts-Hynes, marketing director.
wMAQ(AM) Chicago. joins One On One
Sports Inc.. Chicago as director, mar-
keting.

Bob Kaake, dircctor, programming. San-
dusky Radio’s Seattle cluster. joins
Chanceller Media Corp."s WNUA{FM)
Chicago as program director,

Tucker Flood, VP, national siles Eastern
division. Chancellor Media. joins
Christal Radio. New York. as VP/gen-
eral sales manager.

'CABLE

Heather Somaini, production manager,
on-air promotions, Fox Kids Network,
named director, talent relations, on-air
promotions, Fox Family Worldwide.
L.os Angeles.

Kevin Kay, VP/executive producer,
development, Nickelodeon, New York,

Paramount
appointments

Akens

Appointments at
Paramount Tele-
vision Group,
Hollywood: Hal
Harrison, VP,
post-production,
network televi-
Huﬂac-k sion divisio_n,

named senior
VP; Susan Akens, special counsel,
entertainment, media and intellectu-
al property, O’'Melveny & Myers,
Los Angeles, joins as senior VP,
business affairs, international televi-
sion division; James Hurlock, VP,
sales planning and business devel-
opment, Asia/Pacific region and
managing director, Sydney, Aus-
tralia office, MGM/UA, joins as VP,
Asia/Pacific, international television
division, Sydney.

named senior VP, production.

Georgi Rosenberg, munager. aftiliae rela-
tions, Northeast region, Viewer's
Choice. joins Qutdoeor Life Network.
Stamtford, Conn., as regional manager.,
aftiliate sales. Northeast. Speedvision
and Outdoor Lite Network.

Bonnie Hammer, VP. original production
and current programming. USA Net-
works. New York. named senior VP,
The Sci-Fi Channel programming and
USA Networks original production.

Gordon Beck,
VP/executive pro-
ducer, USA Net-
works, and execu-
tive producer.
USA Sports, New
York. named
senior VP, produc-
tion and sports.

Cindy Bell, head of
development and
international co-
productions. UFA Film and Television,
Berlin, Germany. joins Showtime Net-
works Inc.. Los Angeles. as VP, come-
dy programming.

Beck

Appointments at Group W Network
Services, Stamford. Conn.: John Wagner,
manager. technical support. numed
director, client and technical support;
Peter Zackowski, cngincering supervisor,
named engineering manager: Jonathan
Perkes, engincering manager. named
director, engineering.

Appoiniments at
Home & Garden
Television,
Knoxville, Tenn.:
Doug Hurst, senior
director, marketing
and sales promo-
tions, named VP:
Willard Stanback,

- lawyer. joins as
director, business
and legal affairs.
Steve Rabbitt, regional VP, New Jersey.
Cablevision Systems Corp.. named
senior VP, consumer telecommunica-
tions services, New York, New Jersey
and Connecticut areas.

Stanback

David Craig, director, long-form pro-
gramming, Lifetime Television, named
director, drama development, A&E
Network, New York.

Danny Jobe, GM. InterMedia Partners.
Gainesville, Ga.. joins NESBE Cable,
Lynchburg. Va.. in same capacity.
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Michelle Caruso-Cabrera, reporter.
wTse(Tv) Tampiy/St. Petersburg, Fla.,
joins CNBC. Fort Lee. NJ.. in same
capacity.

ADVERTISING/MARKETING/
PUBLIC RELATIONS

David Levy, cxccu-
tive VP, interna-
tional advertising
sules, Turner
Broadcasting Sys-
tem International.
Atlanta, named
president.

Jessica Rappaport,
creative services
director. WTKR(1'V)
Norfolk, Va,, joins
Frank N. Magid Associates, Marion,
lowa. as marketing and advertising
consultant: Ronald Mulder, scnior con-
sultant, Gallup Organization, joins
Minnesota Opinion Research Inc..
Bloomington, Minn.. as executive VP.

Levy

Appointments at Horizon Media, New
York: Aaron Cohen, ¢xccutive VP/direc-
tor. broadcast and programming. The
Media Edge. joins as executive
VP/director, national broadeast; Brad
Adgate joins us senior VP/director, cor-
porate research.

__ ALLIED FIELDS

William England, VP, corporate services,
Argosy Gaming Co.. joins Koplar
Communications International, St.
Louis. as director, creative services.
Ponnie Liu, VP. Pan China arca. Disney
Consumer Products, named senior
VP/GM. The Walt Disney Co. Asia
Pacific Ltd., Hong Kong.

Doug Drew, scnior news consultant.
McHugh & Hoffman/Market Strate-
gies. Southfield, Mich.. named execu-
tive VP.

Bud Wendling, dircctorial manager.,
Turner Production’s film & video unit,
Atlanta, named manager.

" TECHNOLOGY |

Lawrence Lien, president/CEO. interna-
tional Shopping Network, San Diego.,
Joins Parental Guide Co.. Omaha, as
CEO.

Appointments at ASEEntertainment’s
ASIE Nationwide Technology Group.,
Los Angeles: Paul Lenburg named exec-
utive VP, rescarch and analysis: Guy
Duff, dircctor. information lechnology.
named chief technology officer.
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Roger Monaco, CF(). Access Television,
Joins Universal Electronics Ine.. Cypress.
Calif.. as CFO/senior VI*: Camille Jayne
named CEQ.

INTERNET

Scott Allison,
owner/principal.
Re:Source Con-
sulting LLC. joins
Comcast Cable as
GM. Comcast
Online Communi-
cations. Baltimore.

John Farina, presi-
dent/CEQ,. Quintar . .
Co.. joins iXL

Inc.. Los Angeles,

as president. Los Angeles office. Farina
replaces Trip Davis, who has been named
president. iIXL West.

Allison

Tom Zato, dirccior. small-signal engi-
necring. Zenith Electronics Corp., joins
TeleCruz Technology Inc.. San Jose,
Calif.. ax VP, engineering.

John Polumbe, president ACEQ. Pacific
Bell Mobile Scrvices. joins Excite Inc..
Redwood City. Calif.. as president/COQ).
Appointments at MTV Networks, New
York: Alex Maghen, V. production.
Nickelodeon Online. joins as VP, inter-
active lechnology: Sara Posner, manag-
er. Online Development Network.
named director: Meg Lowe, manager.
market development. nimed director.

Tom Ermolovich joins American Internet.
Bedford. Mass.. as VP, engineering.

~ DEATHS

Jerry Clower, 71. &t Grand Ole Opry
comedian. died Aug. 24 in Jackson.
Miss.. after surgery for a heart ail-
ment. Clower performed regularly at
the Grand Ole Opry beginning in
1973, He was also co-host of Country
Crossrouds. a cable show, and co-host
of a syndicated television program,
Nashville i the Road.

Phil Leeds, 82. comedian. died Aug. 16
at Cedars-Sinai Medical Center in Los
Angeles. Leeds” comic range extended
from stand-up comedy to sitcoms-
The Larry Sunders Show, among oth-
ers. Most recently, Leeds appeared on
the siume evening in the scason finales
of Elten, Murphy Brown, Allv McBeal
and Evervhody Loves Ravmond.

—Compiled by Denise Smith
e-mail: dsmith@cahners.com
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Wrestling with the facts

Epitor: Joe Schlosser’s Aug. 14 arti-
cle, “Wrestling For Success,” said
“Fans started tuming 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.” The truth is
the World Wrestling Federation
(WWEF) is the sole bearer to Madison
Square Garden for wrestling promo-
tions. Vince McMahon Sr., former
owner of World Wide Wrestling Fed-
eration (WWWF), had the legal right
to the Eastern Region of North Ameri-
ca to promote wrestling events from
the 1950s and 1960s. The World
Wrestling Federation (WWF) contin-
ues to claim this territory from the
1970s to the present.

Although your article meant well, it
did not mention wrestler Chris Benoit,
a World Championship Wrestling
(WCW) superstar ... of 12 years [who
15 a] superstar ... in North America
[and] in Canada and Japan as well.
Mr. Benoit's success is uncommon
among most athletes. performers or
entertainers in the professional
wrestling industry —/o/n Ramos,
New York {via Broadcasting & Cable
Online: www.broadcastingeable com)

Get a grip

Enrror: Congratulations on the great
article on the competition between the
big two in the wrestling industry.
Great read! [I'm] looking forward to
future stories on this subject—Doug-
las St. Martin (via Broadcasting &
Cable Online: www broadcastingca-
ble.com)

Landsberg lauded

Eprtor: Before Lawrence Welk’s
“musical style made its mark on the
nation's musical memory™ [“New
Names for B&C’s Hall of Fame.”
Aug. 17] via ABC-TV, he and his
music makers had become the cham-
pagne toast of Los Angeles over
KTLA(TV), ch. 5.

It was that great pioneer indepen-
dent station’s ingenious general man-
ager/chief engineer/program director,
Klaus Landsberg, who became tele-
vision's Welk-coming commiittee,
taking his mobile unit out to the
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Aragen Ballroom on Lick Pier in
Ocean Park, where Welk and his
band performed. and persuading the
Dodege Dealers of Southern Califor-
nia tc sponsor a weekly telecast.

When the Dodge Division back in
Detrait noticed how sales were
accelzrating out here, they knew they
had t> put that Lawrence Welk
magi: to work for Dodge dealers
everywhere. The rest is network and,
ultimately, syndication history.

For discovering Welk and putting
him together with a sponsor that
would eventually take him border to
border and coast to coast, Landsberg
deserves a place in your Hall of
Fame too. But that is only one of his
manv qualifying accomplishments.

KEius Landsberg brought the Neva-
da aromic bomb tests to television
when the networks said it couldn’t be
done, then graciously made his picture
available to them and every station in
the country. He designed the “XTLA
Telecopter” years betore advanced
technology made it easy for any sta-
tion "0 have live helicopter video. His
live. local programs continued to sur-
pass network ofterings until the
microwave relay system brought them
out here live and “hot™ kinescope and
videtape recording improved their
picture quality. And Landsberg was
the Pied Piper of Mount Wilson,
putting KTLA’s [tower] there when it
first went commercial. leading 14
other television stations to go there
and four more, incompatible with the
site. 1o locate 20 miles east on Mount
Baluy, as close as they could get.

There's never been as versatile
anc ingenious a figure in the history
of television as KTLA's Klaus Lands-
berg—Thomas D. Bratter. Los
Angeles

DTV prophecy

EpiToR: Just to let you know, the
Bib e is very up to date conceming
digital TV and the problems with
indoor antennas, to wit:

*“The burden of the valley of
vision. What aileth thee now, that
thou art wholly gone up to the house-
tops?” (Isaiah 22:1, King James ver-
sion}—Larry Dean (vig Broadecast-
ing & Cable Online: www.broad-
castingeable.com)
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Revenue from local TV
ad spots increased 9.7%
in the first half of 1998,
while national advertis-
ing jumped 8.3% over the
same period last year, ac-
cording to Television Bu-
reau of Advertising esti-
mates. Ad revenue in syndi-
cated TV programming
gained 10.8%, network TV
posted a 10.5% increase.
Total broadcast ad revenue
improved 9.7% over the first
six months of 1997. Home
electronics and video stores
were the largest local ad-
vertisers, accounting for
24% of local spots. Follow-
ing were discount depart-
ment stores, such as Wal-
Man, at 18%; food stores
and supermarkets at 15%;
furniture stores at 14%, and
medical and dental stores
at 13%. Automotive ads
remained the biggest buy-
ing category in national
advertising; auto adventis-
ers bought 11% more
time—%$1.6 billion total. Nis-
san Motor Co. doubled its
advertising efforts, posting

BraadcasthasCaie

IN BRIEF

a 102% increase. Nissan
was followed by Chrysler
Dealer Association (61%),
Ford {29%), Ford Dealer
Association (24%) and Toy-
ota (21%). Tobacco compa-
ny Phillip Marris, the largest
non-automotive advertiser,
increased its ad spending
by 21% in 1998's first half.

Lowell W. “Bud” Pax-
son’s fledging network,
Pax TV, has made an
agreement with Nielsen
about rating the newest
network that includes
demonstrating that Pax TV
meets the 70% coverage
benchmark for being rated
as a network. Nielsen ex-
pects to begin rating the
network’s prime time sched-
ule beginning Sept. 9 (PAX
TV launches today, Aug.
31). Because Pax TV is sell-
ing much of its program-
ming to advertisers as Mon-
day-Friday strips, Paxson
has asked for Monday-Fri-
day averages for the net-
work {as are provided for
The Tonight Show and the
networks' evening news-

casts, for example) rather
than individual show ratings,
although Nielsen says that
individual day numbers will
be available and is confident
Pax TV will release them.

Paxson Communica-
tions last week asked
the FCC for a waiver of
the commission’s net-
work representation
rule, which bars networks
from representing affiliates
they do not own in selfing
non-network broadcast
time. The waiver would
allow Paxson to act as the
national and regional spot
sales representative for
independently owned Pax
TV affiliates. Comments on
the waiver request are due
at the FCC by Sept. 16.

Pax TV has sighed an
agreement with Time
Warner Cable for car-
riage in San Diego and
Cincinnati, giving Pax TV
a presence in 74 of the
nation's top 75 markets.
That includes every one of
the top 50. Pax TV already

Exit Q2, enter Style

has carriage agreements
with MSOs Tele-Communi-
cations Inc., Charter, Adel-
phia, TCA, intermedia and
Comcast Corp. Adding the
Time Warner cperators
could give Pax TV 7 million
cable television households
by the time it launches
today (Aug 31). Pax TV
also picked up seven
new UHF affiliates: k1sB
Santa Barbara, Calif.; kski
Twin Falls, Idaho; KkRA
Rapid City, lowa; weGR
Bangor, Me.; waxn Char-
lotte, N.C.; wrLw Lima,
Ohio, and wabpa Char-
lottesville, Va.

Nielsen Media Research
inc. shareholders
approved a 1for-3
reverse stock split
aimed at increasing the
nominal price of the
company’s shares.
Nielsen said that its 168
million shares outstanding
will shrink to about 56 mil-
lion. That will presumably
triple the trading price with-
out actually increasing the
value of existing investors’

QVC is shuttering its spin-off shopping channel Q2, and
E! Entertainment Television is preparing to faunch its
new channel Style from Q2's former transponder slot.

QVC spokeswoman Eillen Rubin says that Q2
“became extraneous” and “wasn’'t making enough in
sales volume to be a truly profitable business for us. It
became less than useful.” QVC did not release sales
figures for Q2.

Q2 launched under QVC founder Barry Diller in 1993
as a companion channel to QVC that featured taped
segments about best-selling products from QVC. QVC
management hoped that the shorter-form, best-of-QVC
channel would appeal to an audience that had less time
to shop at home than the average QVC viewer.

in five years, Q2 gained some 8 million subscribers, 2
million of which were subscribers to Comcast Corp. sys-
terns. (Comcast owns 57% of QVC; Tele-Communica-
tions Inc. owns 43%.) By contrast, QVC claims more
than 60 million subs.

When Comcast decided to shut down Q2, it contact-
ed E!, which had previously announced plans to launch
Style in September as an analog service. E! describes
Style as a full-time channel with a mix of original and
acquired programming about fashion, home decorating,
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apparel and style trends.

Debra Green, E!'s senior vice president of affiliate
relations, says the network “would have launched Style
with or without this announcement from QVC, but the
timing of everything is fortuitous.”

E! has purchased the transponder space from QVC
and will launch Styte in that slot starting Oct. 1. Lee
Masters, E! president, earlier this year estimated that E!
could launch Style for “less than $70,000,” excluding
carriage agreements. Even with incentives attached,
Masters says he thinks Style can take off for “something
south of $100,000.”

E! is offering a range of incentives to MSOs, from
launch fees of $5-$7 per sub to free carriage deals and
discounted license fees, Green says. Tom Hurley,
Comcast Cable Communications senior vice president
of programming, says the MSO has committed to
switching out Q2 in favor of Style on a companywide
basis starting Oct. 1.

E! hopes to convince 6 million former Q2 sub-
scribers not to drop Style in favor of another analog
service. E!'s business plans call for Style to sign 30
million—35 million subscribers over its first seven
years, Green says. —Donna Petrozzello
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haldings. Stock splits
almost always are cosmet-
ic, generally used by com-
panies whose price has run
up beyond its traditional
trading range. A split aims
to make the stock seem
cheaper. A reverse split
aims for the opposite,
employed most often by
penny-stock or troubled
companies. In this case,
Nielsen—formerly called
Cognizant—was accus-
tomed to trading around
$30-$40 per share. But
once the company spun oft
pharmaceutical market
research operation IMS
International Inc., it was
repriced to $5 and has
since sunk to $3.50.

A Sacramento TV sta-
tion has been ordered
by a state appeals court
to turn over a video-
taped interview with a
murder defendant,
despite California’s
shield law. KOVR(Tv)
News Director Ellen Miller
faces jail on contempt
charges from her refusal to
surrender a 1996 tape of a
jailhouse interview with
Anthony Lee DeSoto, in
which he discusses with
reporter Tom Layson his
torture-murder of cellmate
Timoteo Carona Silva in
1996, contradicting some
statements he'd made to
sheriff's investigators.
Courts have recognized an
exception to California’s
shield law—added to the
state constitution by voters
in 1980—for defendants in
need of vital evidence, but
this is the first time that
courts have recognized
similar rights for prosecu-
tors. KOVR(TV) attorney
Charity Kenyon says that
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Service honored

The MNational Academy of Televi-
sion Arts and Sciences present-
ed its annual community service
and public service Emmys last
week al ceremonies in New York.
The winners: wiec(Tv) New York
for "How To Survive A Fire™ (com-
rmunity sarvica); was(tv} Boston
for “It's An Honor™ (local PSA),
and the Mational Institute On

Aging for “Looking For the Fountain of Youth?" (natianal PSA). On hand fcr the pre-
sentations wera (|-r]: Dianne Drummey, whac; Clawde Pelanne, wasy; Jane Shure,
National Institute On Aging, and John Cannon, NATAS president.

the decision threatens
press freedom. Miller is now
deciding whether to appeal
the decision to the Califor-
nia Supreme Court,

LifeStyles condoms
launched its new ad
campaign with 30-second
spots on CBS-owned weas-
TV New York and kcBs-Tv
Los Angeles during the
debut of the syndicated
Howard Stern Radio Show
on Aug. 22. The agency for
the condom company,
SSD&W of Montville, N.J.,
says the spot is the first
condom ad to use sexual
themes (flirting, kissing),
rather than simply being
funny or coy about the
product’s use or emphasiz-
ing health and responsibili-
ty. “You can use sex to sell
everything from jeans to
cars, but condom ads don't
have sexuality,” says Jean-
nine Addams, of Tarkenton
& Addams, the public rela-
tions firm for LifeStyles. “It's
ironic that TV programs
contain pretty sexual
behavior, but stations say
[condom ads featuring sex-
uality] don't meet standards
and practices.” Some CBS
stations appear to be an

¥ Cahners.

exception. The ad is target-
ed for October airings on
CBS-owned weem-Tv Chi-
cago and wez-Tv Boston.
Conservative Christian
group American Family
Association put a bulletin on
its Website last week op-
posing the ads and asking
people to contact stations
airing the Stern show.
Planned Parenthood,
meanwhile, issued its own
statement, saying that if the
ads encourage sexually
active people to use con-
doms, “that is paositive for
American public health.”

The ads are scheduled to
run through May 1999.

Howard Stern has lost
two of his three ven-
ues in Canada. CHUM
Ltd.’s Citytv TV station in
Toronto will not air Stern’s
controversial new syndi-
cated show and is pulling
his radioc show irom CHOM-
FM Montreal, according to
various news reports. A
CHUM spokesperson
could not be reached for
comment. ciLa-Fm Toronto
still carries Stern’s radio
show, which lasted in
Montreal for nearly a year.
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

- Grand Alliance |l

| Let's admit it: digital television is in danger of being declared
| dead on arrival. Only a sacrificial band of broadcasters is
delivering on its promise. Cable is nowhere to be found. Only
a handful of sets. little more than prototypes. will make it to
the marketplace. Programming will be as scarce as the audi-
ence. Two months away from what was to have been a tri-
umphant advent. the new medium is on the ropes.

We don’t presume to know all the reasons, but we know
enough to suggest doing something about it. The Grand
Alliance was a triumph in the first place because all the
players worked together. Sometime after digital television
emerged from the FCC, everyone reverted to old habits of
working against each other. The set manufacturers went
one way, broadcasters another. Cable hasn’t even been on
the playing field, except in a negative way. It former FCC
chairman Reed Hundt wanted a marketplace solution. he
got one. He also brought us AM Stereo 11

And yet, everyone hits the same long-term investment in
this new technology. The future is going to be digital whether
we like itor not. [t is going to be wondertul. however we
resist it. But there is a choice in how we get there, We can let
things grind to a halt and try to pick up the pieces—and the
momentum—iwo or three years from now. or we can call a
time-out and try to get everyone back on the same page.

Were the option ours, we would reconstitute the Advis-
ory Committee on Advanced Television Service with the
specitic. and short-term. mandate ot identifying the
wrenches in the gears and arriving at a new agreement
about how to cxtract them. There is no one more equal to
that task than Richard E. Wiley, who brought digital TV
out of chaos the first time around. who knows the players
and the politics and who is most likely to succeed in effect-
ing a new digital consensus, In a stroke, with such an
appointment. FCC Chairman Bill Kennard could begin to

| Washington 1705 DeSales Street. N.W. Washington, DC 20036
Phone; 202-659-2340 Editorial Fax; 202-429-0651

Harry A. Jessell, editor

undo a snar! that threatens both the television and the con-
sumer electronics industries—und eventually his own
administration—with gridlock.

The present situation serves only those who don’t want
digital at all, or who want it only on their terms. The genius
of the first Wiley task force was its inclusiveness—all par-
ties and interests had an equal opportunity to participate—
and its independence from the direct hand of government.
And. we would add, its reliance on peer review: all the
expert elements satisfying each other. It was a textbook
example of the private sector taking charge of its own des-
tiny. and it worked.

No good deced goes unpunished. Dick Wiley. We need
you to do it again.

Public parts

Has anyone besides us noticed the irony of suggesting that
Howard Stern is for mature audiences only? (His new syn-
dicated TV show will now carry the scarlet letter of a TV-
MA rating.) Howard Stern is about maturity the way Moni-
ca Lewinsky's internship was about making trips to the
copy machine. Stern isn’t even sophomoric: He's fresh-
manic. Not surprisingly. Stern seems to be offending
almost everyone with his new show (we ‘re sure he would
have it no other way). Last week. tor example. one of the
founders of late-night TV, Steve Allen. and one of the icons
of family TV, Shirley Jones (the materfamilias of the Par-
tridge clan). were banding together to pressure advertisers
1o pull out of Stern”s show. It was kind of like having the
ghosts of TV past come to haunt Howard. Meanwhile. CBS
may be laughing all the way to the bank (it the show’s ini-
tial ratings were more than sampling fever). If not,
Howard's always got radio. Here's the part where we are
supposed to defend his right to be tasteless and mean and
crude and ... oops. ran out of space again.
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T H E EITI GHTH A NNUUAL

HALL of FAME

Broadcastiing & Cable »=icomes ten media
uminaries into its Hall ¢f Fame in recozni-
icn of their substantizl end lasting contribt-
tiens to th2 med.um.

The Eigl th Annual Hall of Fame induct:ans
will be celzbrated witlk a ack-tie dinner on
Novembz-9, at the Marri=tt Marquis in
New York City. A spec.al soevenir program
w_ll be distributed at the event and will

also te included in the November 9
issue of Broadcasting & Cable, reaching
37000 readers across the country.

Don't miss your opportunity to applaud
these cutstanding television and radio
professionals with a message in this
section. Call today to reserve your ad
space. And, join us at the event. 1t will
be a aight worth remembering!

ISSUE DATE: November 9 < AD CLOSE: October 30

For table reservations contact Steve Labunski 212.337.7158
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