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Our new maps
put antennas at
the forefront of

local channel
. reception.

While others battle on Capitol Hill over retransinission rights, U.S. Satellite Broadcasting’, together with our
partners, has focused ou: efforts from the start on providing consuniers with the best solution for receiving local
charels when they buy an 18-inch digital satellite system. With that goal in mind, we're proud to be part of a
powerhouse coalition with the Consumer Electronics Manufacturers Association (CEMA), the Satellite
Broadcasting and Comrinications Association (SBCA) and Antenna Manufacturers to encourage consumers
to use off-air antennas to receive their local channels.

This year, our antenna coalition will develop signal-strength maps of all 211 TV markets nationwide. We'll
provide these maps and training to retailers so they can reconmmend the best type of antenna to a custormer
depending on their location. Not only will this allow constmers to receive their local channels for free, they’ll
also get theor with full cesolution and enjoy the clarity of digital picture and sound. And they’li get it all with
the touch of a button oir their remote.

U.S. Satellite Broadcasting supports the television broadeast industry by helping to provide consumers with
the best local channel reception solution.
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U.S. Satellite Broadcasting
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TOP OF THE WEEK / B

Network axes fall Higher programming costs. and slower advertising revenue growth are

prompting corporate-wide cuts at the major networks. / 6

Gore backs minority ownership Vice President Al Gore joins FCC Chairman William

Kennard in the fight to increase minority ownership in broadcasting. / 7

Coming attractions The already crowded syndication landscape got even more so late last

week with Big Ticket Television/Worldvision. Eyemark Entertainment, Rvsher Entertainment and

Pearson Television all working on new shows. / 10

Climate good for last-minute DBS law Wwith more than one million satellite TV

viewers in danger of losing network TV feeds a few weeks before Election Day. members of the

House and Senate are rushing toward a new law. / 11

Spectrum of opinion Awmid diverse conclusions on many issucs, panclists a1 BROADCAST-

ING & CABLE’s annual Interface “Superpanel” say they believe broadeasters, particularly the major

networks. have forgotien their (o /14 i o hoat  talk show for Big
For more late-breaking news, see “In Brief” on pages 104-105 Ticket/Worldvision. / 10

@  BROADCASTING /71 |
GOVER STORY '
B d ' NBC continues Emmy streak Vicories at the 50ih

| Annual Emmy awards were a four-hour exclamation point for
D 1‘ and, d

NBC’s continuing prime time strength,
and continaed critical success. / 71

Noncompete clauses in

TV news conlracts are

Syndicators gear up for NATPE
under attack in court and

With four months 1o go until the annual
NATPE conterence opens its doors in

in state legislation. led by the

American Federation of Tel-

New Orteans, the action in the syndica-
[ von world 1s starting (o heatup. / 72

evision and Radio Artists. / 36

Cover art by Karen Stolper

Twentieth Television believes that '‘Buffy the
Vampire Slayer’ (right} will prove a good off-

Special to RTNDA As the

Radio-Television News Direc-

net companion for ‘The X-Files.’/ 75 <
tors Association convention gets

CABLE / 78
Former Studios USA head will judge Court
under way this week in San An-
tonio, BROADCASTING & CABLE’s

TV future Henry Schleiff will become president and
special report focuses on news,

o

o Sk o 4
Alexandra Wentworth will

chier executive of Court TV, charged with crafting a tum-
views and hardware affecting

around plan. / 78

Liberty buys piece of ACTV Aficr sniffing around
broadcast journalists. / 36
Cutting edge at ABC

ACTYV for several vears, Liberty Media Corp. Inc. last
week paid $5 milhion for a 10% stake in the firm with war-
News ABC News Presi-
dent David Westin is looking

at costs that can be con-
trolled—including news-
gathering expenses. / 44

| the US. / 85
|

rants 1o double its stake for another $3 million. / 80

' TECHNOLOGY / 85

‘ Rebo Group closes shop Pioncering HDTV pro-
duction firmt REBO Group is suspending operations this
‘ tall. just as the long-awaited HDTV movement begins in

| Intel lends streaming technology to RealNets
104 | Ivacdeal suggesting the musical-chair nature ot Silicon Val-

Changing Hands .....89  Editorials ... 106 In Brief

Classilied ... 91 Fates & Fortunes ...102  Nielsen Ratings..76. 80 | ley’s shifting—and seemingly contradictory—alliances.
Closed Circuit........... 18 Fifth Estater ... 101 Station Breik ... 74 | Intel Corp. is providing its streaming video software to
Datebook ........ e 100 Hooked Up ..o 84 Washington Warch... 34 | RewINetworks. / 88
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It Starts
Out Talk,

It Ends
UpTime
Period

Imprvzements'

He bested his time period

in New York. Made major

improvements in L.A. And

he sure didn’t come up shy
in Chi. In fact, he’s up all

across the country, includ-
ing the markets below.

Now that’s talk.
That’s Howie.

% INCREASE

MARKET STATION TIME WMN 18-49
BOSTON WBZ 4:00PM

ATLANTA WXIA 10:00AM ?
SACRAMENTO KXTV 11:0CAM

CHARLOTTE wCcB 11:0CAM

CINCINNATI WXIX 12:00NN 11
KANSAS CITY WDAF 9:00AM 30
HARRISBURG WGAL 10:00AM 14
PROVIDENCE WLNE 1C:00AM 20
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Worldvision plans Wentworth talker

Pearson plans new game, tulker; Evemark
eves radio personality, but it’s not Dr. Laura

By Joe Schlosser

he syndication landscape. which
Tis already crowded (see story.

page 72). got even more so late
last week with Big Ticket Televi-
sion/Worldvision Entertainment, Eye-
mark Entertainment. Rysher Entertain-
ment and Pearson Television all work-
ing on new shows. sources say.

Big Ticket/Worldvision has signed
tormer /n Living Color star Alexandra
Wentworth to host a daily talk show
aimed at Ricki Lake’s 18-34 demo. Big
Ticket and Worldvision executives,
who are coming off the recent success
of Judye Judy and last week's launch of
Judee Joe Brown, call the Wentworth
show ““provocative and contemporary.™

“We are not going to do men who
slept with their teenage daughter’s
friends.” says Larry Lyttle. president of
Big Ticket. "We are going to do talk
shows that range from serious subjects
such as health to breast cancer to Mon-
ica Lewinsky to just everyday topics.”

Lyttle says Wentworth will do a lot of

“man-on-the-street”-type interviews
from various remote locations around
Los Angeles. He also says Wentworth
will be “running up and down the
aisles™ to keep everyone in the audi-
ence involved.

Lyttle says the talker likely will be
slated for daytime and early fringe. A
demo tape also will likely be shot in
October. “"Were not taking this show out
unless we think she is good,” Lytile says.

In addition to already announced pro-
jects, Pearson Television, which earlier
this year merged with All American
Television, is developing an American
version of the game show 100 Percent,
which it currently produces in France
and England. In the game, three contes-
tants vie in a Jeopardy!-like format for
up to $100.000 in cash. It is hosted by a
“guiz master” who is heard. but not
seen. Sources say Pearson executives
are close to signing a host for the show
tor a January 1999 start. The program
will be taped in Los Angeles. Pearson
executives had no comment.

Pearson also is developing a talk
show for ftall 1999, sources say. The
show will originate from a yet-to-be-
determined busy outdoor location in

New York. Christopher
Lowell. who hosts Dis-
covery Channel’s popu-
lar Iterior Motives, and
Toronto talk show host
Camilla Scott are host-
ing the show. sources
say. The program will
showcase a variety of
segments  featuring
members of the audi-
ence and people off the
street doing everything
from movie reviews to
surveys. The show is likely to be sold
for 9 a.m.-noon time periods and
stripped Monday-Friday.

Eyemark Entertainment executives
also are bringing out a talk show for
1999, but not with Dr. Laura Sch-
lessinger. They have instead signed fel-
low radio personality Dr. Joy Brown,
whose show originates from WOR(AM)
New York.

Eyemark had been working with Sch-
lessinger, who is known for her conser-
vative syndicated radio show, until the
CBS syndication unit announced its
new Howard Stern wechly late-night
show. Schlessinger denounced Stern’s
show and said she would not work with
Eyemark. Eyemark executives have
wrned to Brown, a clinical psychologist

takes on Ricki.

" e
Alexandra Wentworth

who also gives motiva-
tional speeches 1o corpo-
rations and various orga-
nizations. Eyemark is
looking to bring out a
daily talker with Brown
for next fall. Eyemark
excculives would not
comment,

And there's more:

® Rysher Entertain-
ment has signed actress
Tia Carrere 1o be the lead
J ol in a weekly action hour
L ¢ tor next fall. Carrere has
starred in a number of
major films, including
“Wayne's World™ and “True Lies.” The
show is being produced and written by
Hollywood veterans Gil Grant (The
Caupe) and Ed Neumeyer, Rysher execu-
tives are said 1o be developing a demo
tape and are stitl working on the direc-
tion of the show. Rysher executives
would not comment.

® Columbia TriStar Television Distri-
bution is said to be developing a new
version of the game show $25.000
Pyramid and a talk show with former
Yo! MTV Raps! host Ed Lover. CTTD
executives would not comment.

B Atlantis and Alliance Communica-
tions are said to be developing a week-
ly action hour based on the film “The
Lawnmower Man.™ Atlantis executives
had no comment, [

DBS deal in works

Climate looks good for last-minute local-into-local law

By Paige Albiniak

ongress is rushing to pass legisla-

tion this year that would permit

satellite TV companies to deliver
local broadeast signals.

The legislation would not require the
companies o immediately carry all the
signals in a market. The must-carry
obligation would kick in at a later date.

The immediate beneficiary of such
legislation would be EchoStar Com-
munications Corp. The Englewood,
Colo.-based company is already beam-
ing the signals of the Big Four affiliates
in 13 markets. However, under current
copyright law, those signals are

10 BROADCASTING & CABLE / SEPTEMBER 21,1998
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restricted 1o subscribers who cannot
receive the signals over the air.

EchoStar has been the lcading pro-
ponent tor a phased-in carriage ap-
proach to local-into-tocal service,
claiming it doesn’t yet have enough
channels 1o distribute all the local sig-
nals in all the markets it needs to make
the service viable.

The impetus for the legistation
comes from a Miami tederal district
court injunction. It orders satellite TV
companies to stop delivering distant
CBS and Fox aftiliate signals to more
than one million subscribers by Oct. 8.
three weeks before the November elec-
tions. The court found that the sub-
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scribers may be violating fedazral law
that limits such signals to subscribers
beyond the reach of local stations.

Concerned that the cut-off sub-
scribers might blame Congress for the
loss of service, key congressmen led by
Senate Majority Leader Trent Lott (R-
Miss.) began pushing for legislation
that would resolve several pending
satellite TV matters.

Congressional leaders believe allow-
ing satellite broadcasters to otfer local
signals will lessen the demand for the
controversial imported signals.

Under a bill introduced last week by
Senate Commerce Committee Chairman
John McCain (R-Ariz.). DBS providers
would not have to carry all of a market’s
broadcast signals until Jan. 1, 2002.

[t also requires the FCC 1o decide
who may legally receive the signals of
distant affiliates by February 1999.
Meanwhile, the National Association
of Broadcasters and the Satellite
Broadcasting and Communications
Association agreed to ask the court to
postpone the cut-off date ot the mil-
lion-plus distant-signal subscribers
until Feb. 28. That agreemeat should
allay Congress’s concerns about a sub-
scriber backlash.

A companion bill offered by Senate
Judiciary Committee Chairman Orrin
Hatch (R-Utah) and ranking, member
Patrick Leahy (D-Vt.) would lower the
royalties DBS companies pay to import
distant broadcast signals. Those fees,
which were increased to 27 cents per
subscriber per month last January,
would decrease 1o approximately 19
cents for superstations and 15 cents for
affiliates. Hatch’s bill would also extend
the DBS compulsory license for tive
years with no fee increases. McCain has
scheduled a hearing for Thursday with a
markup expected soon after.

In the House. Telecomm nications
Subcommittee Chairman Billy Tauzin
(R-La.) plans this weck 1o introduce a
bill that would allow satellite TV com-
panies to offer local signals without
full carriage for a set period. Tauzin
spokesman Ken Johnson said his boss
hopes to advance the bill to the floor
this year. “As they say, we're going 1o
put the pedal to the metal.”™

Sources say the last-minute push
could prove successtul because the
three key factions—broadcasters, the
satellite TV industry and cable—will
not oppose the legislation.

Broadcasters are split over whether
the local-into-local provision should in-
clude immediate must carry. The broad-

cast networks and most affiliates think it
is unnecessuary, assuming that they will
be included in the initial satellite pack-
ages. But others believe it is critical.
Among them is Jim Hedlund—who
heads ALTV.a TV trade group that rep-
resents independent TV stations as well

TOP OF TRE WEEN

as WB. UPN and Pax TV affiliates.
What if the satellite companies are still
not prepared to carry all the stations in
2002. Hedlund said. “We will end up in
a situation where you have to take some-
thing away from someone, which Con-
gress hus never liked to do.” he says. =

FCC requires more captioning

All nonexempt programming must be captioned by 2006

By Bill McConnell

roadcasters must comply with
B tougher closed-captioning re-

quirements for video program-
ming. including Spanish-language and
live news broadcasts. thanks to an FCC
decision last week.

“Itis simply inexcusable in this day
and age for video programming not to
be available to our nation’s 27 miliion
Americans with hearing disabilities.”
said Chairman William Kennard.

Under the new rules, which NAB
opposed, broadcasters will be required
to provide closed captioning for ali
new programming by 2006, though
some specific types of programs will
continue to be exempt. Rules approved
in August 1997 required captioning for
only 95% of non-exempt programs.
The NAB declined to comment on the
rutes last week.

The FCC also required that all new
Spanish-language programming be
closed captioned within 12 years. Span-
ish programs produced before Jan. 1,
1998, must be captioned within 14 years.

The four major networks. broadcast-
ers in the top 25 markets and nonbroad-

cast networks serving 50% or more of
households subscribing to multichannel
services also will be required to caption
all live newsroom reports. The commis-
sion is still reviewing whether to require
captioning for emergency broadcasts
and remote teeds for late-breaking news.

Finally, the commission ruled that
by 2003, all channels must caption
30% of programming created before
Jan. 1. 1998. Previous rules required all
programming created before that date
to be captioned by 2008.

The changes were prompted by com-
plaints from the National Association of
the Deaf and other advocates for the
handicapped that last year’s rules were
too lenient. "We're thrilled with the new
rules.” said Karen Strauss, NAD legal
counsel. Strauss, complained, however,
that the FCC did not require captioning
for advertising of five minutes or fewer.

The FCC eased the cable industry’s
captioning requirements somewhat by
granting new cable networks a four-year
exemption. The change relieves net-
works that are less than four-years-old of
captioning requirements until 2002,
when they must caption 50% of pro-
gramming produced after Jan. 1, 1998.m

Rogers heads Cahners group

Slenn Rogers, exacutive vice president of Advanstar Communications, will
‘0in BRoaDcasTING & CaeLE parent Cahners Publishing next month as exec-
Jtive vice president of the Entertainment, Communications & Media Group.
The group comprises 26 publications, including the BrRoapcasTive & CABLE
magazine family. Rogers has 20 years of experienca in consumer and trade
publishing in entertainment, telecommunications and technclogy. “His broad
and deep background will be invaluable to us as we expand our role as a
leading information provider,” said Cahners President and CEO B-uce Bar-
net. Rogers replaces Mark Lieberman, who leaves that post Oct. 1 20 pursue
several venture opportunities in the entertainment, technology and media
markets. During his tenure at Cahners, Lieberman championed t1e devel-
opment of such Websites as BROADCASTING & CaBLE Online and Variety.com
and he launched Variety Gotham and Digital Television. “| expect Cahners'
relationship with Mark will continue to be a close one,” Barnet said. “His con-
siderable talents and experience make him an exceptionally valuable

resource. Mark will be missed.”

—Richard Tedesco

SEPTEMBER 21,1998 / BROADCASTING & CABLE

www.americanradiohistorv.com

11


www.americanradiohistory.com

A PREMIERE WE (A

“Coming on Topical, Comical and Relevant...

..smart and winning, a mix of sharp topical conversation,
occasional comedy sketches and social work without
sentimentality.”

“...she may have found her best and truest role yet.”

“It promises to be as shrewdly conceived as the many earlier
stages of her career, and a lot more intriguing.”

~ The New York Times

“The Roseanne Show demonstrated a cant-cutting
sensibility that sets it apart from the talk-show horde.”

~ The Chicago Tribune

“Candid, high-energy and high-decibel...the premiere
had a confident feel and a distinctive style. There’s
nothing else like it on the air.”

— Associated Press

“The Roseanne Show has several elements
setting it apart from other talk shows...
the show was fresh and sassy...”

— The Hollywood Reporter
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“...she put on a show that was dynamic
and different and fascinating. ..

— USA Today

»

“The Roseanne Show brought a confident,
brash and singularly unique voice
to daytime chat.”

— The Indianapolis Star
“Roseanne’s persona—appears 1o click in

the daytime arena...I prefer irreverence
to irrelevance...”

. The Bositon Globe

“.like a talk-show moment from the old

Jack Paar days: actual opinions about actual issues.”
— The New York Daily News

www.americanradiohistorv.com
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Media multlples

Industry leaders provide many answers to tough questions

By Steve McClellan

ho will win the battle between
cable and broadcasting? Wil
high-definition TV or multi-
channel broadcasting prevail in the
diéildl world? Did broadcasters receive

1 gift” when the FCC allocated digital
spu"um’ Ash nine top exccutives of
the industry, and you'll get nine differ-
ent answers.

That™s what happened at BRoaDb-
CASTING & CABLE’s “Superpanel.”™ part
of the magazine’s annual Interface sem-
inar held last Thursday in New York.
Nothing was settled. und some answers
were self-serving. but the discussion
provided food tor thought.

Several panelists said they believe
broadcasters. particularly the major net-
works, have, as producer Marcy Carsey
put it. “forgotten who they are and what
their mission is. They've given away
whole segments of their audience.” she
said, citing Kids as an example. “If they
don’t have the kids now, what is going 10
happen when [those viewers| grow up?™

On the flip side. Carsey said, “the cable
guys are comfortuble with who they are
and what theyre about. My kids watch
Discovery instead of my shows. It’s
embarrassing.”

Sony Corp. of America President
Howard Stringer agreed. “All of the net-
works are focused on a narrower demo-
graphic [adults 18-49],” he suid. It they
persist in chasing the same audience as
cable and the Internet, you'll leave the rest
of the audience to Bud Paxson.”

Scott Sassi. president of NBC Televi-
sion Stations, responded that broadeasters
chase the younger demo because advertis-
ers pay a premium to reach those viewers,
Sassa also repeated the argument that has
become the mantra of NBC executives
over the past year: Ratings and shares are
irrelevant: it’s total viewership that
counts: the Today show has more viewers
than at anytime in its history.

Stringer suggested that digital levi-
sion may be broadeasters” salvation, “The
digital universe will give Scott |Sassa) a
chance to come back if he’s not afraid 1
spend money in the right places. Sassa
replied: “So the solution is equipment,
and you sell equipment. | got it.”

Barry Thurston. president. Columbia

TriStar Television Distribution, said cable
tends to program the way that independent
stations used to counter-program. “The
top-rated cable shows tend to be wrestling,
kids shows, movies and sponts,” he said.
“On the networks. it's ER, Seinfeld and
other original programming, 1’s two dif-
ferent businesses.” Broadcasters, he said,

Hendricks

are basically out of
the kids and movie-
puckage business;
they have ceded
that business to
cable.

New  Yorker
media reporter Ken
Auletta chastised
broadcasters for
“erying™ to the FCC that they must com-
pete with cable on an unlevel playing
field: “They sound like the phone compa-
nies trying to protect their monopolies,”

Auletta contended that the digital spec-
trum that has been awarded to broadcast-
ers amounts 1o an “enormous gift of free
space” out of which they will carve lucra-
tive multichannel services,

Former FCC Chuirman Richard Wiley,
who has spent the last decade helping
design the digital blueprint, took excep-
tien 1o Auletta’s view. The spectrum is
not a gift, he argued. 1t's a big and expen-
sive “step into the unknown,”

Wiley said he believes that digital will
be driven by high-definition program-
ming. “That will drive set sules.” he said.
Multichannel opportunities, he suggested,
would be icing on the cake. It would be “a
good thing if |broadcasters] can compete
in multichannel with cable.”

Paxson Communications Chairman Bud
Paxson argued for substantial deregulation
of the television industry. All ownership
restrictions should go, he said. including
crossownership rules and bans on single-
market duopolies. Network owners should

Stringer

14 BROADCASTING & CABLE / SEPTEMBER 21, 1998
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Thurston

be allowed to own more than one, he said.
“They 've already allowed it with HSNI and
HSNII,™ he said. “Why shouldn’t NBC be
allowed to own The WB?”

While some broadcasters complain that
they don't have a dual revenue stream,
Discovery Networks founder John Hen-
dricks noted that all of the major broad-
cast networks have a play in cable net-
working. “The dual stream is alive and
well in broadcasting,”

Hendricks also says the 500-channel
universe may happen, but that it is
“decades away.” In cable today. he said,
60% of the digital-tier shelf-space is
reserved for pay-per-view channels, with
another batch reserved for multiplexed
versions of pay services. That leaves
another “'six or seven channels for the rest
of us to fight over.”

Nickelodeon President Herb Scannell
urged the industry to think more broadly
when it comes to defining available talent,
“The creator of Doug was a set designer
in New York,” he said. “Not all talemt
lives in Hollywood. Dr, Karz is in Boston,
People have a set idea about talent, That's
why program costs goup somuch,” =

Interface photos by Tom Sobolik / Black Star
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Cable up, ‘broadcast down

Analvsts see technolozyv-driven prosperity for cable

By Donna Petrozzello

cdia investment analys predicl
M more growth for cable networks

and operators over the next live
years, sparked by sales of high-speed
cable modems. digital video and a
boom in telephony technology

In a panel discussion at BROADCAST-
ING & CasLE’s annual Interface Xil
conterence in New York on Sept. 17,
analysts anticipated cable’s cempound-
ed annual growth rate at abeut 12% to
14% over a five-year period. Among
broadcast TV networks, how:ver. ana-
lysts predicted revenue will continue
spiraling downward over the next sev-
eral vears. CNNin correspordent Lou
Dobbs moderated the panel.

‘Ten or 15 years ago, anyone and
evervone 1 the broadeast industry was
prospering.” says Peter Ezersky, man-
aging director al Lazard Freres. *The
likelihood of that continuing is dimin-
ishing.™

Media investment analyst Dennis

Financial panel: modergtor Lou Dobbs and pame'isls
Peter Ezersky, D2nnis Leibowitz, David Londoner of
Schroder & Co», Paul Sweerey and Tom Wolzien

tion economically” to increase cash
flow and spawn new businesses. in part
because they can deliver significant
audiences 10 advertisers.

Tom Wolzien of Sanford, Bernstein &
Co. amticipates that cable revenue will
grow from gains in at least three areas,
namely rate hikes and new subscribers o
basic and especially premiuny channels,
revenuc from pay-per-view events and
sales of emerging services in phone and
data links provided by cuble operators.

Dual and ahernate streams of rev-

a second revende stream. revenue will
continue to fall, the analvsis agreed.
Wolzien said that broadcast networks
mav benetit trom working in tandem
with cable networks and productien siu-
dios by creating a program cycle where
product could premiere on cable, move
10 broadcast and then return for subse-
quent cable windows. “That horizontal
process provides the rationate tor the siu-
die-network relationship,” said Wolzien,
Meanwhile, Paul
Salomaon Smith Bamey suggested that

Sweeney of

cable network operators-
and ABC/ESPN-

Leibowitz of Denaldson. LutXin & Jen-
retie suggested that some of the largest
Turner, Fox
are in the best posi-

enue ate critical to cable’s
they ure exactly what broadeast TV
networks are lacking, say analysts.
Unless broadeast TV networks develop

growth and
TV networks Because
have not come out and said how they

Panel urges DTV patience v,

Broadcasters end consuri2rs need to be patient with DTV.

That was the message Fom a technology pznel at Inter-
face Xl tast week. The fanelists said they are pleased
with -he progress that DTV has made so far and added
that DTV naycayers sim»y have unrealstic expectations
of how fast our nation’s OV conversion 2an occur.

“I don't adnzre to the tasic premise that digital televi-
sionis being held back,” said Jim Carnes, prasident and
CEC of Sarnoff Corp. "Taroughout the standard-setting

process, I'v2 always taen worried that e<pectations

would cutpacz realities.”

Must-carry and an interface between casle set-tops
and DTV sets were idexified by all the panzlists as top
priorities for DTV's sucgessful rollout. “Cae’s ubiquity
is part of any regulgstory answer,” said Steven
Weiswasser, former prasident and C=0 ci Americast
and now a lawxyer with Zovington & Burlington

Consumer Electronice Manufacturers Assceiation Pres-
idert Gary Shapirc saic '99% of the issues” in delivering
over-the-air DTV to consumers have been dealt with, and
that his graLp has been aorking hard wizh the cable indus-

Panelists Jim Carres, Steve G.ggewheimer, Cha-l2s
Jablonski, Gary Shapiro and Staphen Weiswasser.
!
try on interface issues to allow consumars to watch Jriad-
casters’ DTV signals fhrough the 1 cable systems.

Wtile Shapiro poivted to eatly sakes of large-screen
HDTYV displays by Panasonic az a spgn that corsumers
want a bigger and bettar piciure. Microsoft's Steve
Guggenheimer, group product mendjer for DTV strate-
gy, said he thinks low-cost, set4o2s, not big HDTV sets,
will drive consumer acceotance o OTV. Notably absent
from the panel discussion was anv debate over DTV for-
mats. which was the dom nent theme at NAB 'S8. “Six
months ago, these paneis ware &ll eébout, ‘Why did you
choose 1080l, 720P or 480P7'." =aid Charles Jablonski,
NBC vice president of broadcast and network engineer-
ing. *“That’s not an i¢sue anymore.” —Glenn Dickson
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investors are skittish about breadceast
“hroadcasters

will pursue digiial. ]
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12,003 THINGS TO
THINK ABOUT WHEN
LOOKING FOR A

VIDEO SERVER.

The firs: 12,000 are the number
of Tektror x” Profile server channels
already nstalled - fo_r times the
installtions of any cther server,
Number 12,001 is the Prafile's
ability t= function as  wo"khorse
Server across a wice -ange of
applications. Number 92,002 is our
protessicnal-quatity PD3300 MPEG2
4:2:2 fe=mat. And numter 12,003
is the eadership and exp3rience
Tektmnix brings in delivering
turn=ey systems that move
broadaasting technolagy “prward.

For evan more to t=ink about,
call 1-200-TEK-VIDEO: dert. 713 or
visit www.tek.com/Prorilef12,003

[T

Tektronix:
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TOP OF THE WEEK

Paxson pushes
DTV partnership

By Harry A. Jessell

o ensure the success of digital tele-
Tvisinn. broadcasters must partner

with cable, satellite and computer
industries. Pax TV chief Bud Paxson
said in his Interface XII keynoter.

None of the media can go it alone,
Paxson said. “The digital revolution can
become an overnight
sensation when our
industries sit down
and negotiate equi-
table strategic finan-
cial relationships.™

Paxson told re-
porters he has had
some preliminary
discussions  with
cable operators ubout
their carrying his DTV stations. He
would like the government to require
operalors to carry the digital stations as it
now does conventional analog stations,
he said. but he is not counting on it. I
have to make private carriage deals with
cable anyway. There are 15 million cable
homes where [ don’t have a station.”

Paxson also called for the ctimination
of federal ownership restrictions,
including the ban on ownership of a TV
station and cable systems in a marhet,
the prohibition against owning more
than one TV station in a market or more
than one national network and the cap
that limits station groups o coverage of
35% of the nation’s TV homes.

Paxson said he was not looking for
opportunitics to sell. but for more freedom
1o deal. He criticized the FCC for provid-
ing more “lip service™ than help in get-
ting DTV services off the ground. “They
are frozen in time. They drift on the digi-
tal sea and tack a compass to point the
way to the land of digital opportunity.”™

Paxson later said the criticism was
aimed particularly at FCC Chairman
Bill Kennard, who told a New York
audience carlier in the week he did not
intend to become more deeply involved
in promoting DTV introduction (see
story, page 22). ]

CLOSED CIRCUIT

BEHIND THE SCENES, BEFORE THE FACT

NEWYORK =

Infidelity frenzy kills

Fidelity on ABCNews.com
Avid readers of Ken Starr’s rib-

ald report on President Clin-
ton’s “inappropriate relationship™
proved a double-edged sword tor
ABCNews.com last week. Antici-
pating heavy traffic to ABC's
online news site on Monday {Sept.
14). Fidelity Investments bought a
banner ad. But ABCNews.com
enjoyed such a banner day—ulti-
mately recording six million page
views—that it was forced to strip
content from the site 1o ensure
smooth traffic flow—including that
ad bought by Fidelity.

WASHINGTON
Royal green

hile satellite TV companies

were collectively paying
more in copyright fees in the first
half of 1998 than at any time in
their history, cable operators were
paying less than at any time since
the first half of 1985. Together,
however, the 1two have created the
largest royalty pot since the U.S.
Copyright Office began collecting
such fees. According to the Copy-
right Office, satellite TV provid-
ers have ponied up $55.727 mil-
lion in the first hall’ of 1998 for
the right to transmit superstations
and distant network signals, while
cable operators so far have paid
$51.226 million, Copyright Otfice
officials say the more-than-
12,000 cable operators have not
finished paying their collective
bill. Satellite’s fees increased
because an arbitration panel
raised them last fall. while cable’s
decreased when wTas exited the
pool and became a cable network
instead of a superstation.

DENVER =

PrimeStar tea leaveé

Published reports continue 10
circulate about how the buyout
of Primestar’s cable partners is

shaping up—the latest being the
report in last Friday's USA Todav
that French media firm Canal+
had come in for a minority stake.
Canal+ subsequently denied thai
report. The current scenario calls
for ASkyB (the News Corp./MCI
joint venture), Liberty Media
Corp. and United Video Satellite
Group to buy out Primestar’s
cable partners Time Warner. Cox
and MediaOne for $6 per share.
which translates into about a $780
miltion price tag for the cable
operators’ 61% stake in Primes-
tar. The companies directly
involved—News Corp., United
Video Satellite Group, Liberty
Media Corp. and Primestar
itself—have been particularly cir-
cumspect over the last couple of
weeks. That may be a sign that
Primestar is close to getting a
final go/no go sign from the U.S.
Justice Department on the deal
structure. Primestar continues to
have discussions with the DOJ
and hopes for a clear signal by the
end of the month.

Masters going online
I ndustry sources say it’s likely
that E! Entertainment Televi-
sion President Lee Masters, who
announced his resignation from
the network last week (see story,
page 78). will land at America
Online or high-speed internet
access services RoadRunner or
@Home. Masters would not
comment except to say that the
deal “is in final negotiations™
and was expected to close as
early as today (Sept. 21). One
source said Masters” move to a
Web-based service is "logical™
because he could bring program-
ming knowledge to the table and
“Web services are looking for
content.” Masters boasts a nine-
year tenure at E! and once worked
with Bob Pittman, now president
and chief operating officer at
America Online Networks, when
Pittiman held key roles with MTV
and VHI.
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A CMT EXCLUSIVE
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Mellencamp =nd their special guests for €ignt full hours of live ccverage — all for
a good cause. After ail the droughts this year, America‘s famiy fermers neez your
help more than eve~. Watch FARM AID, just one of the ive conczerts, woerld
p-emiers and exclusive vidzos on CNT.

i you Fave CMT. watch it. If you don t, call your local cat-le operator.
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Sometimes the only thing that can turn a crisis into a creative oppcttunity is the company you keep.
At Sony., your performance is our priority. Whether you're on-air or on-line, Sony has the features
myou want and the critical support you need to beat the clock. The Sony DVS-7000 saries of
digital vided switche s can help you handle anything from a large st dio producticr to a small mobile
application. Choose tom four models with 18 panel styles or custom canfigurs your switcher with drop-in
panels. We'll do wnhctever it takes to get you through the night. Extensive iraining, cn-going
SUPPORTNE=T.. service:. SOFTWARErws' upgrades, and on-call technical support 24 nours-a-day, every

day, just for starters. To arrange a demonstration, contact your Sonv Account mManager, call

1-800-63E5-5SONY, ext. DVS, or visit our wabsite at www .sony.com/professional. S ONY
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TOP OF THE WEEK

Broadcast stocks are at risk, says Gabelli

Recent plunges in the stock market have led broadcast stocks “to start to act as though
there’s a recession,” media investment analyst Mario Gabelli told attendees at Broad-
casting & Cable's Interface Xl conference in New York last week. Gabelli expiained
that broadcast stocks in particular are at risk because national and local advertisers are

most likely to cut back their spending if consumers fear a recession. Gabelli, chief
investment officer, Gabelli Asset Management Co., added that investors are becoming
skittish about investing in broadcast stocks because the industry is built around “a sin-
gle revenue stream.” Gabelli contends that "broadcasters, cable networks and adver-
tisers all have a great future, but not all will succeed. Cable delivers what audiences
want, when they want it and at a price they can afford.” —Donna Petrozzello

DTV or bust, says Kennard

FCC Chairman says commission will not supply DTV
business plans; asks theni to show must-carry worthiness

By Harry A. Jessell

hen it comes to
digital TV, you're
on your own, FCC

Chairman Bill Kennard
told TV executives in New
York last week.

Speaking at the annual
International Radio and
Television Society lun-
cheon, kennard said he was
not interested in getling
more deeply invelved in
DTV te ensure its smooth
introduction and acceptance
by consumers. [ resist that;
I reject that.... The role of government is
not 1o supply business plans...or put arti-
ficial limits on the business plans you
conte up with,” he said.

The FCC is tur trom abandoning
DTV, however. he said. It will enforce
an “aggressive” build-out schedule tor
DTV stations and will decide within “the
next few months” whether cable systems
should have to carry all DTV signals.

Kennard wants broadcasters
to show why they deserve
cable carriage.

Whether must carry
should extend 1o DTV is
a “serious (uestion,”
Kennard said. ““As cable
operators create local
programming. particu-
larly news and public
aftairs shows, and with

Americans actually pay-
ing to receive those
channels. what remains
that makes broadcasters
unique? And is this
uniqueness significantly
tangible. demonstrable
and assured to justity
requiring cable carnage?”

The FCC is also pressing the TV set
manutacturers and cable operators to fig-
ure out a way to pass DTV broadcast sig-
nals through cable systems and cable set-
tops into DTV sets. He said he expects
that work to be completed by Nov. 1.

Whalt’s more, the commission is pro-
viding consumer information on DTV,
working to head oft interference with

almost three quarters of

Mexican and Canadian stations and help-
ing broadeasters deal with local authori-
ties in constructing new DTV stations.

“Beyond this limited role for gov-
ernment we must trust in the market-
place,” he said. Ot course, trusting in
the marketplace means giving busi
nesses the opportunity 1o tail, 100.”

Kennard acknowledged that the roll-
out of DTV *is going to be complicai-
cd.” 1t will require a “lot of coopera-
tion” by five difterenmt industries—
broadcasting, cable, computer, enter-
tainment and consumer electronics. Bul
the transition 1o DTV is “inevitable.”

Kennard's sanguine view contrasts
sharply with that of Commissioner
Michael Powell. “We're facing a
potential train wreck.” he said in
Washington two weeks ago. The FCC
build-out schedule is “far too aggres-
sive” and may cause consumers to
reject the service, he said.

Kennard made clear he does not
favor relaxing the schedule, which
calls for atfiliates in the top 10 markets
10 begin service by 1999 and for all sta-
tions to be up and running by 2005.

The government gave each TV sta-
tion a second channel tor digital service.
“We have an obligation to ensure the
spectrum is put to use tor the American
public,” he said. “It’s appropriate 10 set
an aggressive build-out schedule.” =

BUEE YiilvisSLAYER

SOLD
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GROWING NETWORK OF THE 1990’s wm+ 60 MILLION HOUSEHOLDS.
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TOP OF THE WEEK

Court denies recruitment rehearing

Ruling stands that FCC outreach to minorities is unconstitutional; appeal likely

By Bill McConnell and
Paige Albiniak

n another defea of one of FCC

Chairman Bill Kennard's top pol-

icy objectives, the U.S. Court of
Appeils for the D.C. Circuit last
week rejected the FCC's request tor
a new hearing on the agency’s
minority recruitment rules.

In April, the appeals court said
that the equal employment opportu-
nity rules requiring broadcasters 1o
actively recruit minorities and
women were unconstitutional.

“I am extremely disappointed that
the D.C. Circuit denied our request
for rehearing.” Kennard said. “The
commission’s rule has plaved a major
role in ensuring that minorities and
women can fully participate in broad-
casting.”

Kennard said that the convission is
considering whether to appeal 10 the

Gloria Tristani: “l am
deeply disappointed
by the decision”

Susan Ness: “[Our
rules] do not require
hiring or quotas.”

Supreme Court; observers predict such
an appeal is likety, Kennard also said
that he will propose changes in
employvment rules 10 address the
court’s objections.

Commissioners Susan Ness and
Gloria Tristani also voiced disap-
pointment with the court’s tinding.
“Our rules were designed 10 increase

&= Creaty

w

LIVE satellite
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outreach 10 minorities and women.
Thev do nol require hiring or quo-
tas.” Ness said.

“l am deeply disappointed by the
court’s decision. which | believe
wus based on a mistaken under-
standing of our EEO rules and poli-
cies.” Tristani said. [ look forward
10 reviewing proposals 1o revise the
outreach rule 1o address the court’s
concerns.”

Republican Commissioner Harold
Furchigott-Roth did not take a posi-
tion on the validity of the rules. “i
think our view would be that the
commission must comply with the
law,” said Helgi Walker. legal adviser
for Furchigou-Reth. “Whatever action
we tuke must be consistent with the
D.C. Circuit’s decision.”

Civil rights advocates have been
lumbusting the court’s decision since it
struck down the rules in April. They
wre concerned that even though broad-
casters have pledged 1o stick 10 the
rules. they will slide in enforcing them
without regulation.

“hIt is wrong. wrong, wrong.” civil
rights lawyer David Honig said.
“This is the most benign equal oppor-
tunity hiring program imaginable.
For 29 vears. the commission has
required stations to recruit so that
minorities would learn when a job is
open instead of relying on word-of-
mourh contacts between an all-white
staff to their triends. Broadeasters are
not allowed 10 discriminate in any
direction when making hiring deci-
sions.”

Despite the coun’s decision, broad-
casters and the cable industry have
reaftirmed their commitment 10 nminor-
ity hiring practices.

“Broadcasters are committed 1o
diversity in the worktorce and we are
proud of our industry’s record,” NAB
President Eddie Friuts said. “Despite
the court’s decision, we encourage the
industry 1o continue vigorousty pursu-
g this goal.”

“Cuble’s commitment to diversity
remains tirm, as evidenced by [last|
week’'s industrywide conference in
New York 1o celebrate Diversity
Week " said Scott Broyles, spokesman
for the National Cable Television
Association. |
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THE BOX Music Network helps you make your mark, indelibly and indisputably in the hearts and
minds of your 12-34-year-old customers. Here's something to sink your teeth into: BOX viewers are
incredibly loyal, calling to raquest videos day in and day out. Top-of-the-hour IDs have your name on them.
You're branded on lacal radio. You're bringing home the local music skinny on BOX Calendar.

No one brands your system on your turf like THE BOX Music Networic. And thés is yowr tef.

G 1998 The Box Worldwide, InC. Al fghts resserved.

music network

visit our website @ www . thebox.com
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Set top box

n by MEDIAHIGHWAY SYSTEM ™

Thisis
a phone,
a supermarket,
a computer,
a movie theater,
a bank,
a game station,
a radio,
a video club,
a mail box

and also
a TV-set.
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The technological revolution that
provides interactive television
to 2 million households in Europe.

The invention of digital TV is radically changing the way people view television Wit digital TV, you re not
just a viewer anymore. you're part of the action. Digital TV means clearer images anc crisper sound.
More programs to choose from. And genuine inte ra Ct |V|ty It's not a dream, #'salr2ady a tned and
true reality. In Europe for instance, nearly 3 million European households have zlreacy cone for digital.
70% of which use MEDIA HIGHWAY SYSTEM ™ technologies. With interactiviy. viewers tenefit f-om all
the new services provided by television operators. You can customize programm ng via TV guides
access pey-per-view. home shopping. and even download software or surf the Intermet And to protec:
subscribers, Mediah ghway System™ can be totally S@CU rEd via an access system such as
Mediaguard™ of SECA. Philips. Sony. Pioneer. Pace. Dassault. Nokia, Kenwood. Anam. taltel, Sams.ng
are already manufacturing Mediahighway System™ terminals. Designed o EVOIVG. Mediahighway
System™ will be intrcducing a new generation of digital terminals. based or the MIP specifications to
be released by the D¥B. Designed to provide Open adCCess to a full range of Hgital services.
subscribers will be able to hook-up their terminals to TV sets, VCRs, camaorders. sterec equ pment.
computers and portasle phones. Internet access will not even require a PC anymore: vou'll be able tc

surf the Web directly from your TV set. That's why the way vou view televisian will never be the sam=.

DEDICATED TO SMARTER TV
CANAL+ TECHNOLOGIES
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T[IP OF THE WEEK

Cable opposes new Internet regs

Savs unbundling and resale obligations would discourage investiment

By Bill McConnell

on’t slap new rules on Internet ser-
vices. cable industry officials
urged federal regulators Tust week.
Subjecting the cuble systems” Internel
operations 1o telephone-style regulation
would discourage the industry from
:l entering the business. the National Cable

Television Association told the FCC.
“lmposing unbundling and resale
ohligations on cable operators for the
benefit of entities that chose not to con-
struct their own networks would ... sup-
press cable’s incentives to invest in new
broadband capubility.” the NCTA said.

The FCC. as part of a requirement of

the 1996 Telecommunications Acl, n

The CTAM Quarterly Journal.

Looking to recharge your brain and juice up
your bottom line? Plug into CTAM's most
illuminating benefit. It's your most powerful
source for innovative marketing ideas.

TO JOIN 703.549.4200 or www.ctam.com

A
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August asked for industry comment about
how to ensure that "ml\'unced telecommus-
nications services” are (Ieployul ona

“reasonible and llmcly basis.” As part of
its inquiry, the commission asked whether
Internet services offered by cable systems
and other providers should be subject to
the constraints of local telephone regula-
tion, such as price controls, universal-ser-
vice obligations and leased-access
requirements,

I a related proposal, the FCC also 1s
considering whether to let telephone
companies establish Internet sub-
sidiaries tree of rate restrictions. In
return, the subsidiaries would be
required to lease access to their net-
works 1o cable companies and other
providers of high-speed data services.

Noting that cabte-provided high
speed data services now pass 19 mil-
hon homes, the NCTA nsisted that
cable companies are well on their way
1o deploying Internet services. and no
new rules are necessary. “This rapid
growth is attributable to the stable and
predictable regulatory environment
under which cable has recently been
operating, as well as the commission’s
‘hands off” approach 10 regulation of
the Internet,” the group said.

It, however, the FCC decides that
somie rute changes are needed. Comeast
Corp. urged the agency to lift reguluto-
ry burdens on local telephone compa-
nies rather than saddle cable firms with
more regulations.

American Online. on the other hand,
said that cable companies should tace
some new requirements. For instance,
cable operators that own or are attiliat-
ed with Internel service providers
should be required to let subscribers
access the Web through unattiliated
providers as well.

“The commission must be prepared
o intervene 1o ensure nondiscriminato-
ry access to the ‘last mile’ fucilities
upon which the Internet rests and
depends.” America Online said.

Telephone companies argued that
they should not be required to lease
access to their networks to other high-
speed data providers. Unbundling
requirements would prevent phone
companies from receiving an adequate
return on their investment, wrote
Ameritech Corp. s
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Your company’s profits can improve simply
with a customer’s well-placed check.

It's reassuring to know that there are convenient ways to
make your business upcnlc more ctficiently, Stgning up
your customers to use Viza® for the automatic payment of
their bills is one important step towards minimizing
inconveniences for you and your customers. Bounced
checks and late payments will be dramati-
cally reduced. € ostl\ and untimely service
interruptions will be avoided. And most

o
VISA

iportantly, your profits will grow as customer satistaction
and retention improve, In fact, a national survey
indicates that one-third of US, consumers want the
option of using their pwment card to pay for recurring
bills” So you'll be pm\ldmg exactly what your customers
want—a fast, flexible and worry-free way (o
pay. So call [-800-847-2577 Ext, 10 for more

e ation on how Visa can help your business.

It’s everywhere you want to be.’

* 1996 study conducted by Market Facts on behalf of Visa,
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o
utes before news fades,
at the corners.

Right now a story is kreaking somewhe-e. And we're right on its heels. Getting you the live B
pictures you've come to count on. Never holcing anything back. With fresh video and continuous w

updates as the stcry unfolcs. The kind of coverage that's only made possibl2 by r=sources that mm
run 36 bureaus deep and over 500 affiliates vside. Because news doesn’t wait. So reither can we. Serious asou® naws?

Far infarrmation call (404) 827-2540. 1998 Turnier Broadcasling System., Inc. Al Ryl 118 Resesved o Ol NEWSOURCE SALES A Time Warrer Sos 1%
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TOP OF THE WEEK

Cable: Writing

fiction?

he Association for

Maximum Service
Television last week said
cable industry officials
are changing the facts by
blaming digital compati-
bility problems on televi-
sion set manufacturers,
“Only the most fantastic
rewriting of history could
support such a state-
ment.” officials from the
MSTYV wrote in a letier to
FCC Chairman William
Kennard. The group
argued that cable industry
ofticials have chosen to
rely on digital standards
different from those used
by set makers and have
even failed to agree on a
common transmission
standard for the cable
providers. “The cable
industry has only itself to
blame for the incompati-
bility problems that now
beset the introduction ot
digital sets,” MSTV said.

Broadcasters stick
to kids TV rules

fter six months

of surprise
visits from
FCC regula- R\
tors. broad- O
casters O
passed with
flying col-
Ors a ran-
dom audit
that found
only one out of
40 broadcasters out of
compliance with FCC
rules limiting commer-
cials during children’s
TV programs, according
to Susan Fox. senior legal
adviser to FCC Chairman
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By Paige Albiniak aad Chris McConnell

William Kennard. Those
rules require no more
than 10.5 minutes of
commercials per hour on
weekends and 12 minutes
per hour on weekdays
during such programs.
The FCC conducted its
audits after members of
Congress, especially
Children’s Television Act
author Rep. Ed Markey
(D-Mass. ). expressed
concern that broadcasters
were not adhering to the
FCC’s rules.

CPB commits
funds to DTV

he Corporation for
Public Broadcasting
last week allocated $2
million out of its budget
for digital TV program-
ming. The initiative,
called DTV 2003, is
intended to “stimulate
development of new con-
tent specifically designed
to gain maximum benefit
from the transition to dig-
ital broadcasting,”
according to CPB. CPB
also intends 1o raise
money from foundations.
bringing its total
efforts toward the
i program to $50
million over
the next five
years. CPB
also re-elected
Diane Blair
and Frank Cruz
as chair and vice
chair of its board of
directors. The Senate
reappointed Blair to
CPB’s bourd this sum-
mer. CPB’s board also
approved its fiscal year
1999 operating budget of
$261.9 million.
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Children’s TV takes

NAB prizes

he NAB presented its

annual Service to Chil-
dren’s Television Awards
last week, with 11 broad-
casters taking home hon-
ors. The NAB also gave
its Children’s Television
Award to Claster Televi-
sion’s Romper Room for

significant contributions
to children’s television.
FCC Chairman William
Kennard and commission-
ers Michael Powell and
Susan Ness joined the
NAB to hand out prizes.
wrrs{Tv) Tampa, Fla.,
won the NAB's Best of
the Best award for general
programming with its
series David D. TV. The
program’s host, David D.,
and his puppet friend.
Smedley. teach children
lessons about ethics.
KPDX(TV) Portland, Ore.,
snagged the award for best
public service announce-
ments with a campaign
against smoking, drinking
and drugs that gives Kids
snappy comebacks to use
when they are offered
illicit substances they
don’t want. And KMAX-Tv
Sacramento, Calif.. scored
the top public service
campaign with My Story,

wwWwW americanradiohistorv com

in which elementary
school children enter their
creative writings in a con-
test sponsored by the TV
station. Chosen entries are
illustrated by high school
artists and shown on the
air.

Cohen named MPAA

counsel
Tod Cohen has been
named VP and coun-
sel for new technology by
the Motion Picture Asso-
ciation of America.
Cohen has worked in the
Washington and London
bureaus of law firm Cov-
ington and Burling since
1992. Before that, he
worked on Capitol Hill
for Rep. Wayne Owens
(D-Utah) and Rep. Jim
Moody (D-Wisc.). Cohen
reports to Fritz Attaway,
senior vice president of
governient relations.

More PSAs for kids
he NAB and the Ad
Council are partnering

to distribute public service

announcements about
child safety and mentor-
ing. The PSAs include

“Give Kids a Hand.”

*Coalition for America’s

Children,™ “Domestic

Violence Prevention,™

“Drunk Driving Preven-

tion,” “Fire Safety,”

“Safety Belt Education™

and “Talking with Kids

About Tough Issues.” The

ads debuted last week at

the annual NAB Service to

Children’s Television

Symposium. The Ad

Council also will mail

compilation tapes of PSAs

to 1.400 TV stations
nationwide.

K

sy Lo

For tweaking nws during the
business day, go online 1o
wiww Imoadcastingcable. com
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A six week journey.
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A Documentary Drama.

Five nights a week.

Tune in: Weeknights at 10pm on Eye on Peaple.
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BreadcasfingsCable

As the Radio-Television News Directors Association
convention gets under way this week in San Anto-
nio, BroADCASTING & CABLE'S special report focuses
on news, views and hardware affecting broadcast
journalists.

A union representing TV talent is targeting contract
clauses that it says require reporters and anchors to
move on to move up. See below.

Labor issues also are in the news as the Big Three
networks slash budgets. We talk to ABC News Pres-

COVER STORY

ident David Westin about the cuts, and check in with
CBS and NBC. Page 44.

Local TV news is getting a little more respect, says
an exclusive survey of viewers conducted by Frank
N. Magid for BrRoaocasTinG & CABLE. Page 50.

RTNDA President Barbara Cochran talks about
how ethical issues have shaped this year's conven-
tion agenda. Page 56.

Finally, a look at the technofogy that will help
broadcasters do more for less begins on page 58.

=

" Noncompetitive
World of TV News

The clause that represses (say agents) is under attack

By Dan Trigoboff

fler nine years at WTEN(TV)

Albuny. N.Y.. Sue Nigra found

her personal and professional

goals in conflict. She'd worked

her way up from newsroom

secretary to full-time reporter
and weekend anchor. But as she neared
the end of o two-year contract in May,
1t was clear that her ambition exceeded
her station’s plans for her career. She
wanted to boost her prominence and
her salary—bevond the $31.500 she
camed last vear at wien. and bevond
the $34,000 and $36,000 she would
carn for the next two years if she re-
upped with WTEN.

At this point, most young TV jour-
nalists and their agents simply update
their tapes and pack their bags. But
Nigra wanted 1o stay in Albany. She'd

36 BROADCASTING & CABLE / SEPTEMBER 21,

grown up there, and her family and her
husband’s family lived there. More-
over, informal talks with at least one
other station—wRGB(TV }—convinced
her that she could both stay home and
find carcer advancement. According to
court papers, Nigra was offered, condi-
tionatly, a WRGHE contract in the
$60.000-%70,000 range.

But uny deal with wras depended on
Nigra's ability to say ves. Like many—
perhaps most—broadeast journalists,
her last contract with wTEN and Young
Broadeasting included a covenant not 1o
compete. Under its terms, Nigra could
not take another TV job in the
Albany/Schenectady/Troy DMA for a
year after the end of her tenure at WTEN,

“IUs like the old reserve clause in
baseball,”™ says Richard Kohn, the
lawyer who represented Nigra when
she sued wreN to have the noncompete

1998
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covenant declared illegal. Nigra won a
court order and went to work for WRGB
carlier this month.

Noncompete clauses—which gener-
ally restrict TV talent from immediately
moving 1o another station in the same
market, even when they are fired—are
under attack. Across the state line from
New York's capital ¢ity and down the
Massachusetts Turnpike to that state’s
capital, the state legislature has passed
and Governor Paul Cellucei has signed a
bill that specifically bans noncompete
clauses within the Bay State’s broadcast
industry—the first such law in the coun-
try, according to the American Federa-
tion of Television and Radio Artists,
which lobbicd vigorously for the law.

AFTRA is declaring war on non-
competes, The victory in Massachu-
setts has emboldened the union toward
similar efforts around the country in

lilustration by Karen Stolper
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COVER STORY

the scores of local markets where non-
competes are slandard—and. say the
wion and talent agents. keep salaries
arbitrarily low. Such clauses are not
commonly employed in some markets,
including New York City and Los
Angeles. where noncompetes are disfa-
vored generallv by local case law or by
statuie. But agenis say they see non-
competes as boilerplaie even in juris-
dictions where the law does not tavor
the clauses. since neither the talent nor
the competing station—which may
itself require noncompetes——is willing
to take legal action.

Ashley Adams. broadcast director
for AFTRA’s Boston office. has senl
other AFTRA locals a blueprint for
legislation based on its own successtul
effort. He reports receiving more than a
dozen calls from interested union
stafters. Adams also had planned a pre-
sertatien about the legislative cltorts
for a national meeting of AFTRA offi-
cials in New York City last weekend.
Several talent agents, who live on a
percentage of the contracts they negoti:
ate, have heen enthusiastic about
AFTRA's victory and sec salaries ris-
ing as a result of local bidding.

Station management savs that the
clauses are necessary 1o protect their
investments—to heep the talent they
nurture and promote into & market
force trom being turned against them
immediately by a competing station,
“We think noncompete clauses are i
valuable asset for both the station and
the talent,” says Deb McDermotl
executive vice president with Young
Broadcusting. owner of WTEN. "We use
them in most of our stations. When we
invest in an anchor or a reporter, we're
invesling in promotion, training time,
looking inlo on-air possibilities. We
don’t do that unless we know they're
not going 1o go across the sireel and
compete.”

The Massachuselits law “1s a recogni-
tion that these clauses are essentially
unfair.” says Greg Hessinger,
AFTRA’s New York City—bused ussis-
tant national executive director for
news/broadcast. “It’s a restraint ol
irade. There's this premise under which
employers operale that anyone associ
ated with their brand gives them some
Kind of vested proprictary interesi.

Noncompeie clauses resirict freedom of

movement |of broadcast talent] and
depress markel salaries withoul further-
ing any legitimate busingss purpose.
AFTRA will continue its fight through-
out the country to prevent the enlorce-

SEPTEMBER 21, 1998 / BROADCASTING & CABLE
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ment of these onerous provisions.”

“Hopefully we can accomplish the
same thing in linois,” says Eileen
Willenborg. executive director of
AFTRA’s Chicago local. “We try to
negotiate out the clauses, but there’s a
lot of resistance. Noncompetes are out
on the table. Our members see them as
a fact of life, but then they come up
when they're trying to move. We're
actively trying to negotiate about them,
but we see a lot of resistance.”

Adams believes that in this one
instance, the consolidation boom in
broadcasting worked against the sta-
tion owners. “They’re all from out of
state. They don't have the local ties to
mount an effective grass-roots cam-
paign. The management side—CBS.
Hearst, Sunbeam—doesn’t have the
roots or the contacts in the community
our members have.”

The initial reaction from a disap-
pointed Massachusetts Broadcasters
Assaciation: The new law “sucks.” The
association also complains that big-time
TV reporters exploited their celebrity
before a bunch of relatively gutless
politicians, using a veiled threat to keep
publicity-hungry candidates off the air.

But association executive director
Al Sprague commented later that I
have to respect what my opponent did.
We were outorganized and outmaneu-
vered. We thought this [issue| was
buried; promises had been made. Then
we hear that the reporters and ancheors
were busy making calls. Political lead-
ers do not have the strongest of spines.
Massachusetts has historically been a
fairly pro-union state. It's a local issue
now, but if AFTRA has its way, it will
go national.” Brouadcasters are consid-
ering challenging the new law in court,
Sprague says. and he’s contacting other
broadcaster associations about the
Massachusetts law.

Ed Goldman, general manager of
Boston CBS O&O wiz-1v, suys: “We
opposed the legislation in principle. We
would oppose any type of legislation that
causes us a reduction in benefits we cur-
rently enjoy. We had something taken
away from us. We thought we were los-
ing something we already owned.”

Radio executives agree. Steve Gal-
lagher, general manager and program-
ming director at wxLO(FM) Worcesler,
worked hard against the Massachusetts
bill. “If personalities get to leave you
after you spend all that time and money
... doesn’t that affect |stations and
their| property? These guys are not
exactly the worst-compensated people.

SPECIAL TORTNDA s

Sue Nigra (right) had to fight in court to get the chance to co-anchor at WRGB. Here
she is shown with her new co-anchor, Brad Holbrook.

A $15-an-hour camera operator is not
feeling really bad for them.” Of course,
he acknowledges in defeat, “labor
peace is not an exact science.”

“It could cost us a lot of money,”
Goldman says. “But not having that pro-
tection [of a noncompete clause| might
be a negotiating tool. If we're going to
make investments in people, and we
don’t have that protection, that might
factor into the negotiations.” The bottom
line could be that if the station has to pay
more for established talent, Goldman
suggests, there might be less to spend on
bringing new talent into the market.

On the other hand, he notes, “in the
past, when we were negotiating with
someone who had a noncompele, the
reality was that we’d have to pay them
1o sit out and put their popularity at
risk.” No one would touch talent still
obligated to another station, he says. 1
didn’t want 1o set a precedent thal
could come back and bite me,"” he says.
“Now 1 won't have to.”

AFTRA officials call noncompete
clauses “the broadcasting equivalent of
baseball’s reserve clause,” referring to
the notorious clause that existed for
decades in Major League Baseball con-
tracts, keeping a player bound to the
will of a particular team. *'| hope we
can do what free agency did for base-
ball,” Adams says. Baseball salaries
have risen dramatically since the
advent of free agency in the 1970s.

The continuing references to base-
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ball's reserve clause and free agency
are more than mere analogy. Boston
AFTRA’s Ashley Adams says he want-
ed an issue that could advance his union
the way free agency advanced the
Major League Players Association.
And for inspiration he turned to the man
credited with that victory and with fun-
damentally changing the relationship of
baseball talent and management, for-
mer longtime Players Association
leader Marvin Miller (see sidebar).

“He really inspired me.” Adams
remembers. 1 was relatively new to
this industry. I'd been a union organiz-
er representing very low-paid hospital
and nursing home workers.” But his
current membership’s compensation is
generally “over scale,” he says. and
members are “looking (o the union for
more than just minimums. How do we
address that? What can we do for our
upscale membership?”

He’d read Miller’s book. “A Wheole
Ditferent Ball Game,” and decided to
pick Miller’s brain some more.
Through union contacts, he found
Miller’s number and *1 called him out
of the blue. And from that we decided
to focus on the broadcasting equivalent
of the reserve clause. We had a bill we
filed routinely for many years, but we
never really campaigned for it.”

“I've always had those clauses in my
contracts,” says Chet Curtis, wCvB-Tv
anchor and a Boston news fixture since
the 1960s, who lobbied for the new
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WRZ-TV
Siys.

law. [ have one right now, But I'm 59,
and this is not really an issue for me.
I's more about the younger people in
the business. What 1 don’t like [about
noncompete clauses] is that they don’t
apply in any other profession. A doctor
could be prominent as a surgeon at
Mass. General [a large Boston hospi-
tal] and can go to Brigham and
Women's Hospital. It doesn™t apply to
fawyers changing firms. Why should it
apply to TV

Even for his over-scale membership,
Aduams says. the issue helps them o
focus on the power disparities between
tabor and management. “Even in a
market like Boston, the power of rela-
tively well-paid talent with a good
agent is overwhelmed by the power of
a Disney or a CBS.” Adams says. “The
emplayee has no choice but to sign a
contract with a noncompelte clause.”

“When you're young and you want (o
getin frontof a cameri. you'll sign any-
thing,” says Boston newsman Sean
Mooney. Young TV journalists. the
moming anchor and co-host
“are not well-versed in legalitics.

AFTRA's Ashley Adams drew inspiration

Even when you move up into a bigger
market. when you first get there you
think you're going to be there forever.
But a five-year contract only means
you'll stay for five years if they want
you. They [stations| have options. They
can drop you after six months, and if
your contract has a noncompete clause,
you can’t go. When you have a family
you're not as willing to pick up and go
to another city.”

TV news has long used an up-and-
out model for rising talent. Moves to
bigger markets not only advance
careers but negate the effect of a non-
compete. But agents report that family
tics. marriage or simply a professional
comfort level tead some reporters or
anchors to want to stay put. "Our
clients are usually looking 10 move
up.” says Los Angeles—based agent and
former news director Mendes Napoh,
“and they don’t face these conflicts.
But people don’t always want to move
the way they used to. And here the
cards are stacked: there’s a bias on

from baseball free agency, particularly from
its union leader, and author, Marvin Miller.

remove this ctause. They will not devi-

The pitch from labor’s Hall of Famer

Retired in New York, Marvin Milier appears pleased to have
provided inspiration for another labor initiative. But let's not
fool ourselves, he says. “|Baseball's] reserve clause was
worse. There was no time limit. You were owned by the
organization that first drafted you as if they were a govern-
ment. A young kid, just coming out of high school, was told
he now belongs to an organization; he's now a piece of
property.” The problems of broadcast journalists and per-
sonalities, he says, “are not in the same ballpark.”

The veteran union strategist suggests that as
AFTRA locals attempt to take this fight national, they
may be hindered by the highly individualized nature of
TV talent.

“tn a traditional industry, there are no individual con-
tracts. Terms and conditions are negotiated by the union.
[AFTRA Boston’s Ashiey Adams] told me that members of
his union, for instance, were extremely reluctant to reveal
salaries. From that | got a feeling that if your membership
is still so uneducated that they don't want their union to
know what their salary is, the impact is that the union has
no bargaining power. They're still in the dark ages.

“I asked it there was any knowledge about whether
these [noncompete] provisions are illegal. They were
reasonably certain they were not violative of any law.
He didn’t seem to feel his union had the backing of a
membership to do this through collective bargaining or
a strike. | said to them [that] if the union doesn’t have
the strength to change an outrageous position in bar-
gaining, you ought to lobby for a change.” And in iobby-
ing, even the adversaries of the new Massachusetts

40 BROADCASTING & CABLE / SEPTEMBER 21, 1998

law acknowledge, the union had strength.

After Major League Baseball won at the U.S.
Supreme Court in 1972 against outfielder Curt Flood’s
challenge to the St. Louis Cardinals’ effort to trade him
to the Philadelphia Phillies, it remained for the Major
League Players Association to get rid of basebali’'s
reserve clause through a combination of collective bar-
gaining, arbitration and court affirmation. But, he says,
he had the strength of his membership and its willing-
ness to take action behind him. “We had to ask our-
selves, ‘Do we reatly have a union?’

“The owners’ worst fear was that the union would
insist on bargaining salaries,” Miller says. “But the play-
ers didn’t want that either. They have stars in their eyes.
The players and owners were in agreement. We
finessed it in baseball. We said we thought there were
ways we [could] improve on something as basic as
salaries. And we proceeded to map it out: First we won
the contractual right to have an agent. Then we moved
on minimums [salaries]. After that, salary arbitration.
Then came free agency. And the owners knew every-
thing we were doing.

“Whether or not this is going to be a watermark for
AFTRA will be determined by whether they can build on
this Massachusetts law—or sit back. The next stepis to
work for similar laws in other states and in Congress. In
the final analysis, as a trade unionist, you better have a
membership that will support you—that will fight for it
and take some losses. If you don’t have that, very soon
that will get relayed to management.” —>Dan Trigoboff

wwWwW americanradiohistorv com

behalf of the employer. They will not
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ate from the standard contract.”™

The clauses prevent TV talent “from
taking full market advantage of a rela-
tionship you've developed with view-
ers.” says Los Angeles—based news tal-
ent agent Ken Lindner. *Nobody should
be precluded from working in a markel
for what they can demand in a market.”

“There’s nothing an agent hates
more,” says the general manager of a
network-owned station in a top-10
market, “than a noncompete clause.”

“If you're on the talent side.” says a
ncws anchor in a top-10 market, “you
always have to go up against manage-
ment one-on-one. AFTRA can protect
you for the bure minimums. but it's
hard for talent to gain any ground. It's
been easy for management to keep
things like this because when you walk
into that room [to negotiate] you're
pretty much on your own.”

Some agents, and AFTRA, suggest
that a right of first refusal—the oppor-
tunity to match any outside offer—is
sufficient protection for a station’s
interests. But other agents find the right
of first refusal as onerous as noncom-
petes, arguing that the terms are typi-
cally drawn to favor stations,

Every market that uses noncompete
clauses seems 1o have developed its
own terms. says New York City lawyer
and longtime broadcast agent Conrad
Shadlen. “Sometimes they vary in
length of time.” he says. “Some say
that when you leave here you can't go
10 any station—nolt only in this market
but in any ADI [area of dominant influ-
ence| in which our parent company has
a station. That would be a disaster if it
were enforceuble, but it's not. The net-
works don’t use them because they
know they'd never be upheld.

“There’s a rationale for a noncom-
pete: there’s some merit for them,”
Shadlen acknowledges. “If you have
lalent and he's been with you for x
number of years. and at the end of his
contract he's made a deal across the
street where he finishes on Friday and
Monday moming he's at the other sta-
tion, it creates a confusion in viewers'
eyes. It's legitimate 10 keep someone
[from competing] maybe for as much
as 30t days.” But, like other agents con-
tacted, Shadlen has been frustrated by
stations” insistence on noncompeles,
and he is pleased with AFTRA s Mass-
achusetts success. “They should have
done it years ago.” he says,

“For any company that invests
money in promoting and training
media talent. it’s reasonable 10 expect

SPERIALEM

Agents like Conrad Shadlen will be
happy to negotiate contracts without
noncompete clauses.

[a noncompete clause[,” says Alan
Bell. president of Freedom Communi-
cations, which owns wRrGB. “The issuc
is not whether you can do it, but how
long you can do it. It's not unreason-
able for a television station 1o protect
itself against competition from its own
talent. Ultimately, all contracts are use-
less unless they're fair to both partics.
There are noncompetes that are fair.”
Like Bell. station managers insist that
there are noncompetes that are fair and
part of bargaining. Absent a statute like
the one in Massachusetts, a noncompete
clause can survive. a top-10 market sta-
tion manager says, if some of the overall
compensation is applied to the noncom-
pete and if it is reasonable. In Suc
Nigra's case. the manager says. the
$30.000-$36.000 compensation and the
one-yeur waiting period just didn’t cut it.
“The restrictive covenant.” Sue
Nigra told a New York State Supreme
Court judge. “was designed by [wTEN]|
solely as a coercive device to preclude
employces like myself’ from obtaining
higher-paying positions with competi-
tors and in order to perpetuate the
defendant’s depressed wages for its on-

air employees. WTEN has a policy of

hiring persons cager to work uas broad-
cast journalists at substandard and
depressed wages.”™ The covenant, she
sard, is in the contract for the calculat-
ed purpose of “locking in the employ-
ees 1o depressed wages, unless [they
are ] willing to move.™

Bob Peterson. vice president and

42 BROADCASTING & CABLE / SEPTEMBER 21, 1998

wwWwW americanradiohistorv com

general manager at WIEN, saw the situ-
ation differently. To him, according to
court papers, Sue Nigra came to the sta-
tion as a former unpaid intern and fast-
food employce. She was given opportu-
nities that sometimes exceeded her
“limited journalistic skills™ by a station
willing to give her a chance. Nurtured
and promoted by station management,
coaches and consultants, he told the
New York State Supreme Court judge.
she became a valuable asset whose
immediate defection 10 a competitor
would cause “irreparable harm.

“There is simply no candidate that
possesses the sume knowledge of the
local scene or the unique mix of quali-
tics that Ms. Nigra has.” Peterson said.
“IEWTEN has 1o bring someone in from
outside the market. it will take maonths
and possibly years betore that person
develops the sume knowledge and pub-
lic following that Ms. Nigra has.”

WTEN didn’t get a year off from
Nigra's competition. but the litigation
kept her off the air tor a little more than
three months—more than the two
months she says she offered in settle-
ment talks. Final judgment has not
been entered. and WTEN may yet appeal
{the New York Supreme Court is not
the state’s highest).

“[wTEN]"s desire 1o insulate itself
from competition. while understand-
able, is not a ground for sustaining a
noncompetition agreement.” wrote
New York State Supreme Court Justice
Harold J. Hughes. "It is not unfair to
defendant if television viewers, who
value phlaintiff’s reporting more than
defendant does, switch stations along
with plaintitf. Such injury 10 WTEN can-
not compare to the unfairness of driving
the plaintift out of work or this region.”

*1 really just want to put all this
behind me.” Nigra said as she began
her new job as weeknight anchor for
onetime rival wrGB. "1 never set out to
be a trailblazer. All I really wanted was
a chance to pursue other options.™

“This was a good case to strike down
a noncompete clause™ says a New York
state news dircetor who followed
Nigra's case.

But the limited precedent from
Nigra's challenge to WTEN is best illus-
trated by her new contract with WRGE.
Those terms also include a covenant
not 1o compete. But she and her agent
confirm that the money. the responsi-
bility and the profile have all gone up.
For Nigra—to draw on another base-
ball analogy—the walk from one sta-
tion to another was as good as a hit, =
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Cutting edge at ABC News

David Westin is charged with being out front with his news product
while cutting as much from the budget as he can

By Steve McClellan

avid Westin has taken over the

reins of ABC News at a time

when broadcast networks have

never been more dependent on

their news divisions for program-

ming. At the same time, the news divi-
sions are being torced 1o pare down bud-

gcts and boost profits. Westin, who
became president of ABC News 19
months ago and took control of the divi-
sion i June when Roone Arledge retired.
is taking steps to meet those challenges.
While the times are challenging,
Westin says he has the benefit of run-
ning an organization with some of the
most talented producers and nationally
recognized on-air journalists in the
business today. Peter Jennings, Ted
Koppel, Dianc Sawyer. Sam Donald-

son, among others, are all household
names. ABC News has five profitable
news programs. Westin savs: World
News Tonight, 200120, Primelime Live,
Nightline and Good Moruing America.

Westin doesn’t comment publicly on
the news division’s financials, bul
sources say ABC News currently has
annual pretax profits of $75 million.
By comparison, NBC News is suid 10
carn about $115 million annually. and
CRS earmns slightty more than $10 mil-
lion per year,

But the challenges tucing ABC News
and all the major network news organi-
zations are daunting. The broadceast net-
works are all facing huge price increas-
es for entertainment and sports pro-
gramming. and all of them are taking a
hard look at costs they can control-
including news-gathering expenses.
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Doing more with less

“We're going 1o be trimming money
[trom the budget],” savs Westin,
“WeTve already trimmed a tair amount
of money in various places.”™ He
declines 1o say hew much. but others
Familtar with the situation say ABC
News has cut close 10 $30 million out
of its total budget of approxinately
$500 million over the past year 1 |8
months. “People within the organiza-
tion ash me when it will be over, and
I've told them. never.” he savs. “If |
told you there would he a certain date
when there would be no more budget
cuts, you shouldn’t believe me.”

Westin says that’s the nature of the
business at this time. “Everyone knows
that our business is going through enor-
mous change and will continue 1o do
so. There’s more competition, and

Tom Sobolik Black Star

|
|

|
|
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“We have to be looking at our peaple all d
the time and for better or worse, grading © |
them. We don’t have room for C's.”

viewership is down for
cveryone. The ramifica-
tions are that we need to
look  clsewhere  for
viewers, But 1t also
Means revenue goes
down, which has to
affect the cost strue-
ture.”

As 1o headcount. Westin says he has no internal goals
concerning reductions and that corporate execulives have
not ordered personnel cuts. But there have been departures
and. he adds. T expect there will be further departures. We
have to be looking at our people all the time and for better or
warse. grading them. We don’t have room for C's. We do
have room for A'sC And if they re B's.it's a question of can
we make them into A's or nat.”

[t sounds harsh, and Westin says it's “not a pleasant part
of management. But that's what the organization expecls.
We need (o convey that we know what excellence is. and
we'll reward excellence.™ 11 on the other hand, you're an
ABC News stafter who “is not doing a great job. you ought
to be nervous,™

But Westin stresses
that declining budgets,
in his view, are “more
matter of how we can
manage the business
effectively and creative
ly. We need to focus on
what we do best,” he
says. In the case of ABC
News, that is providing
“expertise, depth and
analyvsis,” Saving
money is important, he
says. so the network can
support its stars and the
editors and producers to
back them up. It some-
thing is not essential to
getting that core job done. then lets figure out the least
cxpensive way we can do it

Waking up ‘Good Morning’

High on Westin's to-do list is fixing Good Morning Amery
cu. The audience for the program has dropped 16% over the
past year. 1o a 3.2 houschold rating/14 share. according 1o
Niclsen. Among aduilts 25-54, viewing is down 11% in the
same period. o a 1.6 rating. Instead of battling to dethrone
first-place Today on NBC. GMA now finds itself battling CBS
This Morning for second place.

Asked what the problem with GMA is. Westin responds: 1
think it’s a series of problems.” Over the past vear. the show
lost both of its longtime hosts—Joan Lunden and Charles

Extra, Extral: Cut out the extra

Forget the traditional portrait of journalists in rolled-up
shirtsleeves and suspenders. The sleeves are still roiled,
but the new style is belts, pulled as tight as they will go.

Budget cuts are a fact of life at the networks these days,
and news divisions are being asked to keep it coming.

Sources say ABC News already has stripped close to
$30 million from its annual budget. ABC News President
David Westin won't provide specific numbers but con-
firms that reductions have been made and more are
expected.

Both CBS News and NBC News are looking at next
year's budgets for arcas to cut back and are considering
other cost-saving measures.

CBS officials would not comment on reports that com-
pany president Mel Karmazin wants $40 million in cuts
from CBS News. But sources inside the company say that
figure is high. Officials also declined to comment on word
from sources that the company may eliminate as many as
300 positions, about half of which woutd come from the
news division. Insiders confirm that they believe person-
nel cuts are coming.

In the news division, an effort will be made to minimize
the number of editorial positions that will be eliminated.
Earlier this year, the CBS news and sports divisions took
control of broadcast operations and engineering staffers
responsible for distributing their programs. Some of those
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positions could be affected.

But perhaps the most effective step CBS could take to
reduce costs at its news division—at least on paper—is an
alliance with CNN. Sources say CBS’s Karmazin is
extremely interested in such an atliance as a way to get
news costs off the network’s balance sheet. Last week.
Karmazin told investors at a conference he was determined
1o make the CBS Television Network “very profitable.”

But accomplishing an alliance with CNN will be diffi-
cult. Karmazin reportedly approached Time Warner and
Turner about a venture nearly a year ago. But the talks fell
apart over the issue of control. Last week. sources con-
firmed Karmazin is still interested but that substantive
talks have not reopened.

The upside for CNN from such an alliance: getting star
power with national recognition—something CNN offi-
cials say they need to take the network to the next level in
terms of viewers.

At NBC, corporate managers have set a cost-reduction
goal that sources estimate at $200 million to help defray
the impact of the loss of Seinfeld and the increase in rights
for ER. Some analysts on Wall Street have predicted that
NBC'’s profits could be cut in half or almost half. to $250
million-$300 million. Sources say the budget cuts are
designed to ensure that doesn't happen.—Steve McCleliun

www.americanradiohistorv.com
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Gibson. They were replaced by Kevin
Newman and Lisa McCree, essentially
unknown to the GMA audience. With
such a switch, “there’s a price to be
paid.” says Westin. “We knew that.”
Making matters worse, he says, was the
lack of replacements within the existing
GMA on-air talent pool.

But Westin also acknowledges that
“we didn’t have a clear enough vision of
where we were going or what we were
doing™ with the show’s content and pro-
duction. “So a far amount of the fault
lies with us,” he says.

Asked if more radical surgery will be
needed 1o turn the program around, Westin
suggests that it will
not. “We have
made major
changes. We need
stability, and a
sense of what it is
we offer our view-
ers that is distinc-
tive and that they
can’'t gel else-
where. We need 10
give them a reason
o come (o us.”

The Sunday
edition of GMA
provides an even
tougher  chal-
lenge. says Weslt-
in. “It's atways
been a  bit
ignored.” But the
show was recon-
figured in May by new exccutive pro-
ducer Katherine O Hearn, who also
oversees the weekend editions of
World News Tonight. While Westin
says he belicves the show is a better
broadcast since O Hearn took over, he
also says the jury is still out on its long-
term future. “As long as we think there
is some chance,” it will stay on the air.
“If we come to the point where we
think it’s just not going 10 work, then
we'll have 1o make a tough decision.™

Expanding, producing
and clicking

Asked where the growth areas are for
ABC News, Westin cites three areas.,
probably in order of importance: the core
broadcast network, specifically the
expansion of 20/20: outside program
preduction for such networks as Discov-
ery, A&E and Lifetime, and the Intemet,
where ABC.com launched a year ago.

Ctearly, a lot is riding on the expan-
sion of 2(/20 1o three nights this season

SPECIAL.TO.RTNDA...

{Wednesday and Friday at 10 p.m.:
Sunday at 9 p.m.). As part of the
cexpansion, the nine-ycar ald Prime-
Tinie Live was merged with 20/20.
which debuted 20 years ago.

I Westin has his way, 2020 will be
the first network program stripped
across seven nights a week in prime
time. I think there is a real argument
for the strength of strip programming.”
he says. “The idea of a news viewing
pattern on ABC at 10 p.m. makes a
greal deal of sense.”™ Why? "As we go
forward, networks have to have some
form of distinctive personality or set of
traits. The first network that lays ¢laim
to seven nights at 10 p.m. will

“We're going to be
trimming money [from
the budget]. “We’ve
already trimmed a fair
amount of money in
various places. People
within the organization '
ask me when it will be
over, and I've told
them, never.”

gain an advantage.”

(t"s probably nol a philoso-
phy warmly embraced by such 10 p.m.
drama producers as Stephen Bocheo
and Dick Wolf. "I'm sure they hate it,”
says Westin.

But the advantage of successful prime
time news magazines is their longevity.
60) Minutes is 30 years old and has con-
tributed hundreds of millions 10 CBS's
bottom line over the years. It's a similar
story for 20720 and ABC. Dateline, just
six years old. is a significant profit center
tor NBC News and is about to expand to
five nights. “Dramas have a natural life
span,” says Westin. “Six years is alot for
them to be on the air.

“News programs become an impor-
tunt part of the embodiment of how a
network is perceived by viewers, and
these programs come into the home for
1) or 20 years, untike @ hit sitcom
which comes and goes. So [ think there
are powerful reasons for programming
that way in prime time.”

There’s been no decision yet by the
network on when the fourth weekly
edition of 20/20 will air. But Westin
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expects it will debut Monday after the
foothall season and be hosted by
Charles Gibson and Connie Chung.

The network ook many by surprise

when it paired two of its biggest stars-
Barbara Walters and Diane Sawyer—for
the Sunday edition of 20/20. “There was a
lot of discussion internally about that,” he
says, “Sunday at 9 pam. is a very impor-
tant time period,” because it has the high-
est viewing level of the week. But even
with two of its biggest sturs fronting it,
20720 Sunday’s success is by no means
guaranteed. “HCs a big challenge, and it
will take us a long time™ to establish the
program. he says.
As to other growth arcas, Westin
says oulside program
production. already gen-
crating “tens of mil-
lons™ in revenue. could
grow to account for as
much as 15%-20% of
news division revenue.
And ABC.com is one
more way to find "more
roots to our viewers,”
says Westin. “For ARC
News to be all that it is
1o be. we need to distrib-
ute product through a
variety of ways., not sim-
ply a division of the net-
work. NBC is ahead of
us in that regard.

But still. he doesn’t
regret not getting into the 24-hour cable
news business. “There are advantages
but also substantial disadvantages that
come with a 24-hour cable operation.
The problem for us is that there is a cer-
tain audience for that and doubling or
tripling the number of outlets doesn’t
double or triple the audience. All you
do is split the same audience.”

Meanwhile. Westin says he’s con-
vinced Waorld News Tonieht is back on
track after having “lost its way a bit™ a
couple of vears ago, "[World News
executive producer| Paul Friedman and
[ have worked hard to refocus it.”
through such new segments as A Clos-
er Look, he says. Westin notes the
broadcast is just two-tenths of & point
behind the NBC Nightly News lead
among adults 25-54., the key news
demo. Given the overall performance
o NBC versus ABC over the past year,
he says, “it's remarkable were a strong
number two.” But CBS Evening News
isn’t that far behind, either: just six-
tenths of a ratings point separates first
from third in both houscholds and
adults 25-54. n !
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‘Grades improve for local news

B&C/Magid survey sliows network news scores lower than Clinton on issue of trust

By Steve McClellan

ocal TV news
appears  to be
regaining viewer

respect and credibility:
It gets higher marks in
those arcas than does
network news, which
ranks lower on an insti-
tutional trust index than
the scandal-ridden pres-
ident of the United
States,

Local police and aw
enforcement officala

U S Supreme Court

Federal Bureau of
Investigation (FBI)

Local televiaion stations

Bureau of Alcohol,
Tobacce, and Firearms

The Presicant

Newspapers

Trust Index — “A Great Deal”

Trust Index — “A Great Deal,” cont.

The Democrate Party
Cabie television

The Repubkcan Party

Natonal Rifle
Aasoclation (NRA)

Televmion networks
U 8 Congress

Local political leaders
State poitical lpaders

For the past few
years. viewers have complained that
TV news over-hypes stories, that its
reporting is biased and that it is less
worthy of viewer trust than in the past.

It appears that local TV news man-
agers have been listening and making
adjustments. According to a survey
conducted for BROADCASTING & CABLE
by Frank N. Magid Associates. a
national sample of 500 local TV news
viewers polled in late August says the
medivm is making significant
improvements.

Makce no mistake. A significant per-
centage of those polled say that in
many areas. neither local nor network
news measures up and that both lack
credibility. But compared with a simi-

ABC and NBC, neck and neck

| The BROADCASTING & CasLE/Frank N.
er survey reflects the tight race among the Big Three net-
works' evening newscasts. Nearly half (48%) of those sur-
veyed said they tune into ABC World News Tonight and NBC
Nightly News at least once a week. CBS Evening News was

one point behind.

| shows received 3.92 hits per week.

Among cable homes, which accounted for 70% of the sam-
ple, CNN/Headline News was the top draw, attracting 73% of
the respondents at least once a week, with an average of
2.58 visits weekly. Fox News placed second (55%/1.89),
CNBC third (43%/1.54) and MSNBC fourth (36%/1.29).

|
|
|

However, CBS had the highest average number of weekly
tune-ins (1.47), followed by NBC (1.37} and ABC (1.286).

Eighty-eight percent of the respondents said they tune into a
local newscast at least once a week. On average, the local

lar sample a year ago. significantly
fewer viewers [eel that way about local
news.

For example. when the Magid sur-
vey asked viewers in 1997 whether
local TV news is sensationalized, 37%
strongly agrecd. This year, 14% fewer
respondents (32% of the total survey
sample). strongly agree.

Asked the same question about net-
work news in the current survey, 46%
strongly agree that network news is

network news.

Significantly fewer viewers this year
say they strongly agree that local TV
often overdramatizes the news—234%
compared with 42% ua yeur ago. For
national news. a startling 51% this ycar
say they agree that networks often over-
dramatize the news.

Respondents also say that local news is
doing a better job—although not a great
Job—scrving its audience. Thirty-five
percent of this year's respondents agree

sensationalized. Year-to-
year comparisons tor net-
work news aren’t avail-
able because previous

Magid surveys didn't s = 'mﬂ,::n
probe attitudes toward | e s ' 292
ABC Worid News Tong : = ’ 126

CBS Evering Maws . ’ 147

NBC Nightty News = ’ 137

Magid Associates view-
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strongly  that
local news sta-
tions look out for
ordinary people.
But almost two-
thirds of the sam-
ple don’t feel that
way, suggesting
there’s a lot of
room ftor im-
provement in the
way local news
serves its audi-
ence. But the

Attitudes Toward Local Television News
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trend is heading
in the right direction—only 28% of the
1997 survey subjects strongly agreed that
the medium looks out for ordinary peo-
ple.

The networks received dramatically
lower marks in that area. Only 18% of
the sample strongly agreed that network
news looks out for ordinary people.

As to faimess, accuracy and balance,
local news received better marks than
network news in the survey. Some 29%
agree strongly that local news stations
always have their facts straight. com-
pared with 27% who felt that way a year
ago. Only 26% felt the same way about
network news in this year's survey.

Twenty-eight percent of the respon-
dents agree strongly that they aren’t as
certain now as they were five years ago
that local news is fair, which is
unchanged from a year ago. For net-
work news. 31% strongly agree with
the statement.

But the survey did show that local
news is perceived to be making a greater
etfort 1o tell all sides of stories. A year

Attitudes Toward Local
Television News, cont.

Oh 20% MM 6% 8%
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strongly that the medium is
politically biased.

Any news organization
doing its job may find it hard
to score high on a respect-
for-privacy rating. After all,
it’s their job to pry and
probe. The survey supports
this. Only 18% said they
agree that local stations
respect privacy, up from
15% a year ago. Only 12%
said they feel network news
respects privacy.

100%

ago, 30% said they agreed strongly that
they weren’t as certain as they had been
five years earlier that local news tried to
present all sides. This year, only 24%
feel that way. For network news, 34% of
respondents feel that way.

Local news received improved
marks this year regarding bias, with
27% agreeing strongly that the medium
is politically biased, versus 33% a year
ago. For network news, 37% agree

There oughta be a law

Sixty-nine percent of
TV viewers favor laws
that would require TV
stations to be fair,
according to the
BROADCASTING & CABLE/ E
Frank N, Magid Asso-

ciates survey. That's
up four points from last

o3 8888

Describes Attitude — Tracking

Laws that requme

Statement Which Best

u19%7 @ 1908

Liws thit recpaire

year, when Magid 5 Da Tt et 1 e o P
asked the same ques- opoomrG PO oppaang pavr of
tion of a comparable Taacom of apeach
sample. oo X ok
much power

Commensurate with

the increase came a

four-point drop in the percentage of people who believe laws mandating fair-
ness and presentation of opposing views are a threat to freedom of speech.

The percentage fell from 30 in 1997 to 26 this year.

—Harry A, Jessell
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For the past four years
Magid has tried 1o measure trust that
viewers have in TV news relative to the
trust they have in other major institu-
tions.

For example, in 1998, 29% said they
have a great deal of trust in local TV
stations. up from 23% in 1997, but
down from a high of 32% in 1995. By
comparison, 46% said they have a
great deal of trust in local police and
law enforcement, up from 42% lasi
year and a high of 49% in 1995.

Of the 19 institutions rated for trust-
worthiness, CNN was the top media
institution, placing fourth behind local
law enforcement, the U.S. Supreme
Court and the FBI. Local TV stations
ranked fifth. The Alcohol, Tobacco and
Firearms bureau of the U.S. Treasury
Department was sixth, followed by the
president, newspapers, CBS and NBC,
ABC, the Democratic Party, cable TV,
the Republican Party, the National Rifle
Association, TV networks, U.S. Con-
gress, local political leaders and, finally,
state political leaders.

The major news networks fare better
when separated than when lumped togeth-
er. Either way, all the broadcast networks
scored worse than local news, although
CNN ranked higher.

Fourteen percent of the survey’s
respondents said they have a great deal
of trust in the concept of television net-
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e have the best ratings.

Broadcasters k:}.ow which ratings count.

That’s why tha Broadcast Cable Financial Management Assaciation endorses the
Chubb Greup of ',nsujmce Companies as the preferred provider of ir surance for its members.

Our compreherl.-iive insurance program is fine-tuned to most of the risks faced by
broadcasters and cabl¢ operators at competitive premiums,

Which means _'.-ﬁroadcasters and cable companies can get virtually.all their insurance in
— -ﬁ ' one place without switching between insurance companies. Chubb
% = g ! offers protection for towers, equipment and signal interruptior., as
well as liability and prnperty coverage, disaster recovery planning and loss prevention services,

The BCFM endorsement isn’t Chubb’s only top rating. A.M. Best, the rating company
for insurance cnmpa:t'tes, gives Chubb an A++ for our financial picrure. And Standard and
Poor's and Moody's akso give us their highest ratings for our ability to pay claims.

For more mfolmation, call your independent agent or broker or visit our web site at

http:/fwww.chubb.coga

INSURE
WITH CHUBEB

cCHUBB

For promotional pugeses, < hubb geers ro member insurers of the Chubb Group of Tnsurance Companies undenerting coverage. The precise coverge sfionded
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works. the
sime  per-
centage  as
last  ycar.
down from «
high of 17%
in 1995, But
224G indical-
ed a great
deal of trust

in the CBS

Attitudes Toward Network Television News
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Reporters wil do
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Nat 38 Certiin news
Ghvars all sides of siories

Personal biases some-
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Not as certain
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and 20% in

ABC. white 31% indicated
a similar feeling toward
CNN.

The Magid trust index
shows the president down
to 23G from fast year's
26% . but that may not be
meaningful. A drop of three
percentage points is at or
near the margin of error for
a national sample of this
size. The poll was conduct-
ed the week of Aug. 21-28,

ton’s Aug. 17 speech

Attitudes Toward Network
Television News, cont.
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30% flee in face
of coverage

While news
organiza-
tions tlarge
and smalil
have chased
the White
House sex
scandal

admitting adultery. but before the details
emerged in the Starr report to Congress.
Why the positive turnaround in view-

| er pereeptions ol local news? Magid

|
1 shurtly after President Ctin-

exccutives suggest one possibility may
be that the networks have taken the brunt
of criticism for what is scen by many as
the sordid coverage of the White House

obsessively

since Janu- Lo cox scandaf feft
ary, close 0  some cold.
three of 10

And network perks are hetter

Ancther indication that

viewers have higher

i regard for local news

| than they do for nation-

| al news is their impres-

sion of how much
newspeople are paid.

While about 19%

felt that local talent

makes too much

maoney, according to a

l survey conducted for

BROADCASTING & CABLE

by Frank N. Magid

Associates, 42%

Fairmmesgs Of Compensation Of
Highest Paid Personalities
E Make oo

@Mexeioo @EAbouttne mOK/NA

much money  litie money  nght amount

Station

thought network employees do.
And 58% said they thought local newspeople receive “about the right
amount” in their paychecks; only 42% feit the local broadcasters’ network

counterparts do.

Only a handful—6% (local) and 2% (network)—felt that any news per-

| sonality anywhere is underpaid.
Do the viewers’ impressions about salaries atfect credibility? Not much,
according to the survey. Of those who said news personalities make too

they trust them.

much money, close to 90% said that makes no difference in how much

—Harry A. Jessell
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viewers polled by Frank N.
Magid Associates for BROAD-
CASTING & CaBLE said they have
avoided coverage of the story.
Only 22% said they sought out
coverage of the scandal, while
almost half said they neither
avoided or sought out coverage.
Thirty percent said that their
opinion of network news has
been lower since they started
following the story, while 12%
said that their opinion of local
news has been lower since fol-
lowing the story. Nine percent
said that their opinion of network
news is higher since the scandal
began, and the same percent-
age of viewers have a higher
opinion of local news over the
same time period.

Among those avoiding cover-
age, the top reason (offered by
52%) for doing so was that it had
gone on oo long or been blown
out of proportion—or respon-
dents were just piain tired of hear-
ing about it.  —Steve McClellan
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sex scandal, making local news ook bet-
ter by comparison.

One question in the survey appears
to support that suggestion. Asked for
their opinion of network news follow-
ing the sex scandal, 30% of respon-
dents said it is lower. while only 12%
had a lower opinion of local news since
following the story.

The executives stress it’s hard to state
with certainty the reasons behind the
results. But John Quarderer, vice presi-
dent, North American Television, for
Magid, notes the criticism the networks
received when they descended on presi-
dential assistant Betty Currie when she
testified before the special prosecutor’s
grand jury, not to mention graphic on-air
descriptions of Monica Lewinsky’s
stained dress. “The local people didn't
do that,” says Quanderer. “They didn’t
have to. The networks were doing the
dirty work tor them.”

Adds Laura Behrens, research ana-
lyst at Magid: “Local stations may
have learned an interesting lesson
from the O.J. coverage and other big-
story coverage then and now. And
that is, if it’s a national story that they
can't add to or win on, in terms of
good will from viewers, let the net-
works cover it.” |

SPECIAL T0 RTADA s
Most maintain faith in CNN

Tail what?
i That pretty much
VALLEY H f sums up the impact
8 that CNN's botched
: Operation Tailwind
' story, “Valley of
Death,” has had on
the national con-
sciousness. The
story, which alleged
the use of poison
gas by U.S. troops
during the Vietnam
War, was reported
June 7 on the pre-
miere broadcast of NewsStand: CNN & Time and was retracted July 2.
According to Frank N. Magid Associates’ survey, only 9% of those polled
were very familiar with the story, while another 21% said they were some-
what familiar.

Tailwind didn't seem to hurt CNN’s rating on Magid’s institutional trust
index: The network was the top-rated media organization surveyed and
ranked fourth overall, behind local law enforcement, the U.S. Supreme
Court and the FBI. Of those who offered an opinion of CNN following the
Tailwind events, 25% said it was lower, 14% said it was higher and 57%
said it was about the same.

Typical of the responses from those reporting no change in their opin-
ion: “The fact that they owned up to the fact that the story was based on
error was good.” —Steve McClellan

Controversy expected to 5ot i s
heat up RTNDA convention oo

year ago, Barbara Cochran was
Apreparing for her first annual

conference as president of the
Radio-Television News Directors
Association at the same time the press
was facing heated criticism over
“stalkarazzi” who allegedly con-
tributed to the death of Princess Diana.

Although those reports have been
discredited, the press has been under
fire for most of the year since—most
notably over CNN's botched Operation
Tailwind story and the continuing
media frenzy in the President Clin-
ton/Monica Lewinsky scandal.

As a result, Cochran says, much of
this year’s conference, set for Wednes-
day through Saturday in San Antonio,
Tex., will focus on the ethics and stan-
dards of TV journalism. Subjects
include conflicts between profits and
news values, the influence of tabloids
on news programming, investigative

58 BROADCASTING & CABLE / BEPTEMBER 21,

reporting and legal issues.

Cochran says. “We want to go over
what we've learned from all these con-

four networks: CBS News President
Andrew Heyward, CNN News Group
Chairman/President Tom Johnson,
ABC News President David Westin
and Fox News Chairman Roger Ailes.
The panel will be moderated by Har-
vard professor Charles Ogletree.

Even as the conference begins, net-
work news executives may be deciding
or may just have decided whether to
broadcast potentially graphic presidential
grand jury testimony. “It’s even more
interesting,” Cochran says, “to have a
convention in the middle of a big story.”

Sessions and exhibits will focus on
the Internet, news technology, news
helicopters, privacy, campaign cover- |
age and consultants. Also addressing
the conference will be former Wash-
ington Posrt reporter Carl Bernstein,
who will compare Watergate with the

RTNDA President Barbara Cochran

says ethics and standards of TV current White House scandal, and FCC
journalism will be a hot topic at this Chairman William Kennard, who will |
year's convention. discuss diversity. |
1898
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SG Cowen

Finding the right solutior
means |ooking beyond ths
obvious. Examining things
more closely. Questioning
appearances.

SG Cow=n enables you

to do all that and more.
we're a proven firm—witha
broadened array of financial
solutions—focused on ths
needs of companies in suzh
select growth industries as
technology; healthcare;
communications; and media
and entertainment. Our
tradition of research
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excellenze means we fully
uaderstand the trends and
dynamics that afFect your
bottom _ine.

By drawing on osir proven
expertise in equity and
debt capital raising, V.&a
sarvices, leveraged, project
and structured f nancz, we'll
provide you with not just a
solutior—but #k2 sclution.

SG Cowan. Our “dcus helps
you clarify appearances
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By Karen Anderson
and Glen Dickson

he 1BC and RTNDA con-
ventions are back to back

this ycar. und in the past few
weehs there have been many new
developments in the world of
newsroom automation. As Win-
dows NT continues to gain domi-
nance, companics are introducing
new products and software
upgrades for increased function-
ality of their newsroom systems.
While many of the smaller
newsroom-automation suppliers are
making news of their own with new
customers and new products, the big
companies are gelting bigger by form-
ing alliances that combine their wech-
nologics.

Avid/Tektronix

Video server and router supplier Tek-
tronix and nonlinear editing firm Avid
are teaming to target the broadeast
news market by oftering new integrat-
ed products and services.

As part of a strategic atliance. Tek-
tronix is becoming the exclusive dis-
tributor of Avid’s broadcast products
in the U.S. and Canada. Avid and Tek-
tronix also are forming a 50/50-owned
joint venture, as yet unnamed. that will
combine their competing newsroom
computer systems, AvidNews and
Tektronix NewStar, into one product.
The joint venture will be based in
Madison, Wis.. the current headyuar-
ters tor Tektronix NewStar.

The two companies. which also have
tormed a technology atliance to inte-
grate Avid’s nonlinear editors with Tek-
tronix’s video servers, showed a DV-
native Avid NewsCutter editor working
with a Tektronix Profile server at the
IBC show in Amsterdam last week.

“We see the need for the editorial
system o be married very closely to
the production systems and to the edit-
ing and playback syslems,” says Avid
marketing manager, broadcast group,
David Schleifer. “People are looking
for work flow products that let them
work more easily.”

The integration of the NewsCutter
DV and the Profile server enables
material to be acquired in the

SPECIAL TO.BTMDA e
'Automating the news future

Technology alliances dominate newsroom market

Tektronix has integrated its PDR 400 with Avid’s
Newscutter DV to consolidate editing to playback.
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Nexus and NewsMaker have merged
technologies to create a system for
newsroom production and automation.

DVCPRO format. then edited and
aired. Transfers from the DVCPRO
VTRs to the Protfile server allow mate-
rial to be available simultancously o a
large number of cdit suites via a fiber
network. In addition. the serial data
transport interface will allow com-
pressed video and audio data to be
transferred via traditional serial digital
video routing swilchers at up to tour
times normal play speed.

“We're throwing down a gauntlet
for interoperable systems and open
standards.” says Tim Thorsteinson,
president of Tektronix's video and net-
working division. *None of us is get-
ting very far [in the digital broadcast
market]. and we won’t get much far-
ther until we look at the interconnec-
tion of products.”™

One of Avid’s biggest newsroom
customers is CNN. which this summer
began upgrading the existing Avid
NetStation system of Headline News to
the next-generation AvidNews. CNN
also is a big Tektronix customer., using
a large complement of Profile servers
to handle its commercial insertion.

H8 BROADCABTING & CABLE / SEPTEMBER 21, 1998
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Gordon Castle. CNN vice pres-
ident of research and develop-
ment for production. says that the
Avid/Tek deal is still too new to
predict just how it will specifical-
ly impact CNN. However, he
says. “more integration is better.
To be able to pull together the
strengths of NewStar with the
strengths of AvidNews appears lo
be a good thing.”

Castle says that whenever two
vendors combine efforts, there is
concern about how the joint ven-
ture will affect their individual
products. While Avid has promised to
fulfitl alt commitments to CNN, Castle
says CNN will watch the Avid/Tek-
tronix product announcements very
closely.

CBS affiliate KOIN(TV) Portland.
Ore.. is an Avid NewsCutter/Tektronix
NewStar user. KOIN Chief Engineer
Lee Wood agrees with CNN's Castle
that the Avid/Tek combination is a
potentially positive move on the part of
both companies.

“We're hopeful that the joint venture
will lead to a much better product than
either company could develop individu-
ally.” he says. “The better the hardware
platforms wrapped around the software,
the better our net result will be.”

Wood also acknowledges. however,
that he is somewhat concerned that some
products may be phased cut. “We'll just
have to wait and see,” he says,

Comprompter

Ralph King. president ot La Crosse.
Wis.—based Comprompter. says the
merger of Tektronix and Avid services
and products will result in “fewer hors-
es in the race.”

“Anytime you limit choices, you
limit functionality,” King says. He
notes that when Comprompter started
in the newsroom automation game in
1982, it was one of three or so compa-
nies. In the late 1980s the number grew
10 aboul a dozen companies, and today
the numbers are declining.

Instead of announcing alliances,
Comprompter will show its newest
product at the RTNDA show in San
Antonio this week. The company plans
to demonstrate Alpha Version—the
upgrade to its Electronic Newsroom
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The debate about digital TV is raging cn, but one thing &5 perfexxl
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only one zompany to turn to for your DTV salution — NDE.
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experience and proven leade=ship in the design, manufecture and
integration of digital television products make us the right choice
to help you win with DTV,

NDS has developed proven DTV solutions; and the procuats,
systems znd solutions we've created for ATSC will be the anes
selected by leading broadcaswers. Just like yourself.

Life may be full of resolutiors, but taere is only one compan: wita
the complete ATSC solution. See it for yourself. Call NDS Todzy.
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NDS Anzrizs Inc.
3504 Jamzoree Read Suite 200, Newport Bead-, ©A 92660
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(ENR)—as it will be used by CBS
affiliates. King says the system, which
CBS has dubbed Newspath 2000,
allows a producer to preview both
script and video of finished packages.

Last year at RTNDA, Comprompter
unveiled a new version of its ENR for
Windows system. King says that as
Windows NT gains prominence in the
broadcast world, it has become a mixed
blessing for manufacturers.

Windows NT has facilitated the inte-
gration of production resources—such
as character generation and editing—
with network functions—such as e-
mail—on a common platform, and its
multitasking capabilities allow the user
to run multiple programs simultane-
ously, King notes. It also has allowed
vendors 1o provide open-platform
architectures for increased compatibili-
ty among broadcast systems.

But, he says, after a year in the Win-
dows NT game, “the disadvantage to
all of us who deliver the NT platform is
that we have to play by the rules of Mr.
Gates.

“The capabilities that any Windows
NT software developer can support
will be, more than ever before, corre-
lated directly to any chosen set of capa-
bilities that Microsoft chooses to sup-
port at any given day,” King says.

That changes the way manufacturers
develop their individual programs.
“We used to develop software, and it
was just a foundation—now the foun-
dation has to become part of the
house,” he says.

NewsMaker/Nexus

Avid and Tektronix are not the only
companies working together 1o grab a
bigger share of the newsroom automa-
tion market. NewsMaker Systems of
Augora Hills, Calif., and German firm
Nexus Informatics GmbH also have
joined forces. introducing a Windows-
based newsroom management and
automation system at IBC.

The new system. designed to be
compatible with a range of video edit-
ing systems and digital video servers,
integrates NewsMaker Systems’
StarDrive open-architecture machine
control capabilities with the Nexus
OpenMedia electronic newsroom. The
combined system includes desktop
browsing and editing, digitizing of
selected clips and a timeline function
for linear viewing of all timing ele-
ments of a news item,

The integrated Nexus/NewsMaker
system maintains StarDrive’s manage-
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ment and control features, allowing
users their choice of servers, tape for-
mats, editors, character generators and
traffic billing systems. It controls rout-
ing switchers to steer signals to various
devices in the system and interfaces
with digital media servers.

Associated Press

The next few years should be a busy
time for newsroom computer vendors,
says Bill Burke, product manager for
AP’s Electronic Newsroom Production
System (ENPS).

“There are a lot of people replacing
their computer systems and a lot of
people out there shopping.” Burke
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AP’s ENPS system combines text, audio
and video in one desktop unit.

says. “People are moving out of the
DOS world in general and moving into
the Windows world. There's also the
year 2000 issue, and people are using
that opportunity to upgrade their com-
puters. The next 16 months should be a
hot time.”

The tast six months {(after it netted
large contracts going into NAB 98 1o
install ENPS at ESPN and CBS) has
been a hot time tor AP. The next-gen-
eration system. originally developed
for the BBC, combines text, audio and
video in one desktop unit and has an
intuitive drag-and-drop interface.
ENPS is up and running at ESPN and is
being installed at CBS. “*We also have
a couple of local station and group
deals that are imminent.” Burke says.

He says that the current focus for
ENPS is integrating it with “all the
other machines people want to run.”
such as tape machines and video
servers. AP is working with hardware
vendors to write hooks into its software
through a published protocol.

“Our ActiveX control allows dif-
ferent vendors to write miniapplica-
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tions that can run within ENPS,”
Burke says. At IBC. Quantel had a
start-to-finish nonlinear editing and
newsroom automation system of
which ENPS was a centerpiece. And
at the same show, Sony relecased a
white paper outlining a detailed plan
ot working with AP.”

One application that a lot of poten-
tial customers want to sce within
ENPS, Burke says, is browsing of
video at the desktop by newsroom per-
sonnel. "Ultimately, we want to be able
to look at [daily feeds| and preview
picces edited for air, and we also may
want to do some editing from the desk-
top,” he says. "Those are things ven-
dors are going to do.”

While ENPS is gaining acceptance
among U.S. news organizations. sales
of AP’s established AP NewsCenter
product continue to be strong. AP
NewsCenter is installed at 187 sites,
Burke says. and AP does aboul two
new installations per week.

"“The pace is pretty intense,” he says.

DCM

Charlotte, N.C.-based DCM ofters a
range of newsroom computer and
automation systems, including the
NewsTrac Windows 95/NT—based
newsroom client/server system; Alert,
for automated weather information;
Closings, for automated school clos-
ings, and Decision, for automated elec-
tion results.

KshB-Tv, the NBC affiliate and
Scripps-Howard station in Kansas
City. Mo., has been using a DCM
newsroom computer system for more
than five years. After RTNDA, the
station will install DCM’s new DCP
software that will permit playout-to-
air control of ASC VR (virtual
recorder) video servers. The VR will
take a cue from the DCM newscast
rundown and play out news packages
on air,

When ksHB-Tv first installed its
DCM newsroom computer system, it
wasn’l interested in automation, says
KsHB-Tv Engineering Manager Paul
Barzizza. Since then, the station has
had a change of heart. and DCM has
upgraded KSHB-TV’s software to facili-
tate automation from desktop editing to
on-air playback.

“As we have evolved, so has DCM,
in order to control the file server sys-
tem,” Barzizza says. “It's been very
nice that we’ve been able to take a stan-
dard newsroom computer system and
make it an automation system.” =
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By Kathy Haley and Rick Churchill,
B&C correspondents

ompetition 1o be first on a story is

spurring many TV stations to up

the ante in the helicopter wars.
Once considered a luxury for all but the
largest broadceast outlets, choppers now
tly electronic newsgathering missions
for stations in markets as small as Jack-
son, Miss. (Nielsen's 90th market).
More than 100 U.S. TV stations now use
helicopters in their newsgathering
elforts. up from 75 two years ago. And
the upgrading 1o bigger aircratt and
more poweriul cameras 1s
increasing at a faster pace
because of new technolo-
gy and competition.

Spurring many of the
upgrades and acquisi-
tions is the availability ot
cost-effective long-runge
cameras. Now priced at
$100.000. down from $1
million just a few years
ago, these new high-
powered gyrostabihized
cameras can magnify =4y
images up 1o 72 rimes. - el
This makes it possible to cover stories
even when the government requires
choppers to stay well above disaster
scenes or police actions. They also
altow TV stations to go live with beau-
tifutly steady pictures instead of the jit-
lery images of the past.

With 13 media helicopters, Los
Angeles is far and away the leader in
airborne ENG. There. the “live inter-
rupt,” in which stations break into reg-
ular programming to carry hive pictures
of police standofis, car chases or hank
robberies in progress. has become a
frequent occurrence.

“Competitive factors have trans-
formed this market from one that pre-
pares a newscast—shot during the day
and aired i the evening—I1o one where
we break in at any time.” says Warren
Cereghino., executive producer for
Chris Craft Television News Service.

In Los Angeles. ENG pilots have
established safety guidelines, including
a pecking order l'or positioning of
copters according to which one arrived
first, second, third and so on. If a ship
goes 1o refuel during an extended story,
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Chopper wars heat up the sky

TV stations finding helicopters are what it takes to stav on top of the news

R

its station will pick up the
video of another station,
crediting the competitor on
the air until its own hehi-
copter returns. In L.A. and
other cities. ENG pilots
stay in constant radio con-
tact with one another, moving out of
onc another’s way so that each statuon
can get key shots or avoiding a ship
that'’s gone live with wreport.

In other big cities—Ilike New York,
with its snarled traffic—helicopters
can mean the difference between gel-
ling pictures of a story as it unfolds and
having a reporter simply do a stand-up
on the scene to describe what's already
happened. In February. New York's
WNBC(TV) unveiled its new Chopper 4,
a Eurocopter EC 135, the first iwin-
engine ship dedicated 10 ENG.

In smaller markets. staying competi-
tive in today’s crowded TV market can
mean covering major stories that break
many miles away. No onc knows tha
betier than Gaylon Reasons. assistant
news director a1 wmc-1v Memphis. Ear-
lier this year two teenagers hilled a
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Stations in smaller markets, such as
wtBT(Tv) Jackson, Miss., now have choppers
such as this one. Anchor Bert Case goes
out on story.

wumc-Tv Memphis says its chopper lifled the
station above the competition when it
covered the killing of a teacher in Jonesboro,
Ark., 80 miles from Memphis.

teacher at their middle school in Jones-
boro. Ark. The school 1s 80 miles from
Memphis. but wwmc-tv, the only air-
horne ENG-equipped TV station in the
areqt. was the {irst station to arrive on the
scene and began transmitting hive pic-
tures and reports long hefore competi-
tors arrived. Once whnic-Tv's ENG truck
arrived, Sky 5 flew 1o the hospital and
began reporting live on events unfold-
ing there, with a reporter on the ground
and pilot/reporter Miles Dunagan
describing the scene from above. Peri-
odically. the helicopter returned to the
school so that wmC-Tv’s crew on the
ground could bounce reports from their
microwave van back 1o the station using
the transmitter/receiver on Sky 5's belly.
“We kiched buit,” Reasons says.

While competition is driving airborne
ENG 10 smaller markets, it’s also gener-
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ating controversy m bigger cites. Early
this year in Portland. Ore.. four stations
using media copters initially were
plamed for the death of a SWAT team
officer in a stando!f with ashooting sus-
pect. Investigators later concluded that
the officer was shot betore TV heh

copters arrived. but live TV coverage of
officers maneuvering around the ¢rime
scene infuriated police. It also caught
the attention of members of Congress.
who asked the Federal Aviation Admin-
istration for regulations to restrict air-
space above emergency situations on
the ground.

Station news directors later worked
with the police 1o set up new lines of
communication so that starions can
avoid accidentally broadceuasting tacti
cal movements during police actions
They also established a series of guide-
lines for covering such events

At the request of Congress. the
Radio-Television News Directors
ASSOCIALION I8 suiveying its members
to determine how stahions in various
markets are dealing with police on
these issues. “We want to sce il other
markets have written agreements, like
the one we have in Portland. and
whether those agreements are mandat.
ed by jurisdictions or are volintary, the
way ours 1s,” explains John Seurs.
news director at KP1V(TV) Portland
Ore., and incoming RTNDA chairman.

Depending on the size and competi-
tiveness of its markel, a TV station can
spend $20.000 10 $75.000 per month
maintaining an airborne ENG operation.

Dircct operating costs for ENG
choppers run $200 to $400 per hour tor
maintenance. Lime component over-
hauls, fuel. insurence and tubricants. In
many of the top 25 markets. ENG
coplers average more than 1080 hours in
the air per month and are on call 24
hours a day. seven days per week.

Pitot salaries range from $35.000 in
medium-sized markets to $90.000 in
major mirkets. I the pilot also is part
of the on-air hroadcasting team. the
salary can be as high as $200.000.

Although the number ol accidents
involving news helicopters has been
extremely low despite the industry’s
rapid growth. Bruce Erion, pilot/reporter
at WXIA-TV Atlanta and president of the
National Broadcast Pilots Association,
reminds his members constantly about
the need to pul safety before the
demands of getting 10 o stery. “We're
abways preaching that i°s betier 1o miss
the story on the 6 p.m. news than 1o be
the story on the 11 pom. news.” = |
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Digital ENG formats gain favor

Broadcasters accept compressed digital acquisition

By Karen Anderson

igital ENG formats have come
Du long way since Panasonic’s

DVCPRO was the only digital
ENG format available and since
Sony and JVC came on the scene
with their own formats to challenge
the DV-based system. When these
manufacturers began developing for-
malts, they had the transition to digi-
tal television in mind. Now with
HDTYV just around the comer, manu-
facturers are upping the ante of these
formats. moving from 25 and 50
Mb/s recording to 100 Mb/s high-
definition recording.

Panasonic

When  Panasonic’s  DV-based
DVCPRO hit the market about three
years ago, the digital tape format was a
new concept with no competition.

Developed in 1993 by a consortium
of protfessional and consumer equip-
ment manufacturers, DV compression
is a frame-based format. The specifica-
tions and capabilitics arbitrarily pre-
serve motion-picture frame boundaries
required to enable recording the bit-
stream on helical-scan VTRs. H allows
interoperability and tape interchange
from acquisition to post-production
because compression can be cascaded
with little generational {oss,

With about 50,000 DVCPRO users
in the industry today. Panasonic prod-
uct marketing manager Rick Albert
says he feels the DV-based format has
a strong presence in the industry.

“We started with a core group of
products that was very cost-effective,
yet it delivered digital component sig-
nals that exceed Betacam., which was
the benchmark,” Albert says.

Today. Panasonic offers two versions
of DVCPRO. DVCPRO2S5 with 25 Mbys
record/playback and 4:1:1 sampling sys-
tem was created for field acquisition,
DVCPROS(. with 50 Mb/s record/play-
back and 4:2:2 sampling system., is more
costly than its predecessor and is used
mainly for post-production. Some net-
works, however, use DVCPROS0 tor
prime time news magazines and high-
cnd documentaries, Albert says.

While DVCPRO2S5 and DVCPROS0
meet today’s production requirements,

SPEGIAL T0 RINDA.

xrFumB-Tv San Diego reporter Kathy Chin and photographer
Tom Warren cover ESPN's summer X Games with Sony's
DNW-7 Betacam SX camcorder.

HDTV production requires data rates
of 100 Mb/s. Panasonic is currently
developing the DVCPROI100 format.
which will allow “perfect evolution to
10801 Albert says. But some chal-
lenges are in store for the 6 mm format
as it makes its way 1o HDTV,

Panasonic has not yet determined
whether its current tape can handle the
OO Mb/s requirements of HDTYV
recording, so the company may change
the tape’s dimensions. Albert says
DVCPROIT00 will be backward-com-
patible with DVCPROS0 but probably
will not work with DVCPRQO25. He
predicts DVCPRO 100 will hit the mar-
ket in about two years,

One of DVCPRO’s most faithful
customers is Pappas Telecasting of
Visalia. Calif. The station group first
took on a large-scale acquisition of
Panasonic DVCPRO gear for its Sacra-
mento-based KPWB-TV in 1995 when
DVCPRO was a new and “promising”
digital format, says Dale Kelly, Pappas
senior vice president and director of
engineering. Then, in August 1998,
Pappas made a $2.7 million “second-
round” purchase of Panasonic’s
DVCPRO equipment to convert three
of its stations to digital ENG.

“After using it for a couple of years
we know that [DVCPRO] is a good
product.” Kelly says. 1t produces
high-quality images: it's simple to
operite: 1i"s very reliable, and it's eco-
nomical relative to other products,”

Kelly says he feels confident about
Panasonic’s product development plan.

“They have a migration plan for that
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product line that is very
inclusive. It’s not just
vaporware,” he says. “lt's
beginning to include all of
the needs the broadcasters
have now and into the
future.™

Sony

Sony developed Betacam
SX as a bridge from the
analog to the digital world.
with a half-inch cassette
offering backward compat-
ibility with its predeces-
sors, Betacam and Beta-
cam SP.

Betacam SX is based
on the MPEG-2 compression scheme
developed in 1992 by a consortium of
professional video equipment manu-
facturers and adopted by Sony in 1993,
Specifically tailored for the breadeast
industry, MPEG-2 ofters flexibility
and “robust™ capabilitics for point-to-
point fixed bit-rate transmission of
video and audio and video transmis-
sion, says Larry Thorpe, Sony vice
president of acquisition systems,

Betacam SX uses a data rate of 18
Mb/s for overall efficiency and a
longer record time. Thorpe says. While
a lower data rate generally means
lower picture quality, Sony is able to
maintain a high signal quality with the
4:2:2 compression algoerithm. Using
the lower data rate allows for high-
speed (2X real-time) transmission from
the ficld back to the studio. Once the
signal reaches the studio. Thorpe says.,
it can be quickly transterred to a server.

Although Sony has developed its own
DV-based acquisition system in
DVCAM. Sony teels that DV belongs at
a consumer and industrial level, Thorpe
says. “That little cassette is still too frag-
ile for the rough-and-tumble world of
mainstrcam broadcast news, where the
half-inch cassette has proven to be
extremely robust in the analog domain,™
he says. "By making [half-inch tape]
digital [with Betacam SX]. we felt we
would bring a new degree of robustness
to the broadcast news world.”

Thorpe says that Sony also was
impressed with the 4:2:2 Profile@Main
Level extension of the MPEG-2 algo-
rithm developed tor production in 1996.



www.americanradiohistory.com

COVER STORY

“We gave a lot of thought to the tact
that this would be aborning as the
whole DTV movement was aboming.
so a great deal of 1he issues rzlating to
standards for DTV factored into our
thinking,” Thorpe says. “We were
about 1o introduce a new generation of |
newsgathering equipment—digital—to
anndustry that was very heav ily utiliz-
ing Betacam and Betacam SP.

CNN is one news organization that
has agreed with Sony s thinking. 10 the
tune ot a $15 million contract to
replace its analog field acquisition gear
for more than 130 news craws with
Sony MPEG-2 acquisition and editing |
gear. CNN'g first installment will
include a large purchase of Betacam |
SX equipment. Scott Teissler. CNN |
senior vice president for new media
strategy/chiel 1cchnology officer, says |
that CNN wants MPEG-2 to be the
“predominant standard for top-end
newsgathering and production.

“We're taking a very long view
and in the long view. someday in some
form high-definition tclevision
becomes important. We won’t be ana-
log torever,” Teissler says. “When you |
look beyond 2006, the game is over.”

Teissler also sees a future in digital
SNG. in which the MPEG-2 compres-
sion scheme will play an important role.
“To get the highest-quality material,
you are going to have to use the com-
pression method that can pu. the most
picture information inside a given chan-
nel, and MPEG-2 does that.” he says.

Since many broadcasters say they
will begin their DTV production in |
SDTV. Sony’s Digital Betacam has
been devetoped for high-end SDTV
production because of its 4:2:2 format.
Thorpe says. '

For HD) in the field. Sony has creat-
ed HDCAM_ It processes 10801 signals
according to the SMPTE 274M stun- |
dard, with 10-bit component signals at |
rates of about 60Hz. Sony also offers |
its HDW-700 high-definition cam
corder with DSP processing that is sup-
ported by the HDW-500 editing VTR.

Ve

When DCT (Discreet Cosine Trans
fer)-based Digital-S made i1s debut in |
1995, it was widely criticized for using
a bulky half-inch tape. Using the hali- |
inch metal-particle tape has made the
Digital-S format backward compatible
with §-VHS archived material. Most of
the established tape formats as well as
emerging formats are halt-inch for
muts, says JVC director of murketing
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and communications. Dave Walton.

*Half-inch is no stranger to broad-
cast.,” Walton says. “We've learned how
to make half-inch very portable. It offers
capacity, and we can make the equip-
ment have a pretty good run time.”

While Panasonic may develop a new
tape for HD. JVC proved that its Digi-
tal-S format. also called D-9 (SMPTE),
will work for HD production. At NAB
‘98, JVC demonstrated 100 Mb/s
recording with Digital-S by doubling
its recording capability. JVC plans to
create a full line of studio VTRs and
camcorders based on the 100 Mb/s data
rate for 10801 or 720P production.

Although there is not a strong busi-
ness case for high-definition news pro-
duction today, Walton believes it will
eventually become standard.

“If your station has high-definition
production equipment, and you are
doing a once-in-a-lifetime interview,
maybe it’s time to twist the arm of pro-
duction people to say. ‘Let’s shoot this
in high-det and we’ll downconvert it
now, but we’ll have the best library
footage for the future,’” he says.

While JVC is working toward
HDTV production, its strongest busi-

SPECIAL Hlﬂlll_

Newly launched knts-tv Shreveport, La.,
is using JVC's Digital-S as its
acquisition tape format.

ness still is in NTSC equipment. “Most
of us will be retired before the NTSC
equipment is retired,” Walton quips.

He admits that Digital-S has “undoubt-
edly scored our biggest successes in the
studios.” For example, the format is used
as the house tape format for both Fox
News Channel and Fox Sports Net. But
he says the format now is gaining accep-
tance in the field: “For acquisition, we’ve
had quite a bit of success in the produc-
tion community, because now you can
begin acquiring this extremely high qual-
ity at a much lower cost.”

KNTS-Tv Shreveport, an independent

Capital ‘)
Ideas... |

= CHARTER FINANCIAL

In the high pressure
world of broadcasting,.
when you need equip-
ment financing, Charter
Financial delivers -
simply. quickly, competi-
tively. Charter has been
a leading financing
resource to the media
and entertainment indus-
trics for over 20 ycars.
Our financial solutions
have helped hundreds of
companies in broadcast.
film and vidco produc-
tion and post-production,
live theatre and motion
picture exhibition. For
more information about
Charter, call us today.

1-800-805-9999.

GG BROADCASTING & CABLE / SEPTEMBER 21, 1988

www americanradiohictorv com

television station in Natchitoches, La.,
that launched in May, chose Digital-S as
its house videotape format for both stu-
dio applications and field acquisition.

“The 4:2:2 processing and mild 3.31
compression was what really cinched
the decision,” says KNTS-TvV General
Manager Richard Gill. “It has terrific
color detail and virtually no artifacts,
yet this superior picture quality comes
at a very affordable price.”

The station uses JVC DY-700 cam-
corders for ENG. Seven JVC BR-D750
VTRs handle commercial production
and special effects as well as recording
of satellite feeds for rebroadcast. KNTS-
Tv also uses two BM-H1300SU high-
resolution monitors and one RM-G820
editor/controller.

The station has not yet started its news
production but has begun using the
equipment for its sports productions.
“We’re real pleased with JVC ... The
quality is there and the 4:2:2 format is
above what Sony and Panasonic are
doing.”

Ikegami

While Lkegami’s main ENG camera
product line is DVCPRO-based, the
company also offers a digital disk cam-
era called EditCam. The DNS EditCam
line features recording on a 2.2-giga-
byte “FieldPak™ hard disk with about
15 to 20 minutes of recording time.

EditCam features cuts-only, nonlin-
ear editing developed by Avid and
Ikegami. The camera has two video
outputs, so the user can transmit live
video and editing segments simultane-
ously. Back at the studio, video can be
streamed directly into the Avid Media-
Cutter with no transfer time.

It also offers time-lapse recording
and RetroLoop as well as Intelligent
Recording that enables shooting imme-
diately without losing recorded video
during disk playback.

According to Jose Rosado. lkegami
product manager, people are hesitant to
adopt the digital disk format “because it
requires a slight mind shift in the way
they’ve been ‘videotaping.’™ Skeptics
also are afraid the recording medium
won't be as rugged as videotape formats.
Rosado calls the disk format “robust”
and “reusable” and says the camera is
sealed to protect it from environmental
factors and can withstand shock equiva-
lent to a five-foot drop onto cement.

Estony predicts the disk format will
infiltrate the broadcast industry slowly,
but it probably won't replace tape any-
time soon. ]



www.americanradiohistory.com

COVER STORY

Pushmg
the limits

~ of ENG

Broadcasters trv to get
maore from less

By Karen Anderson

1 the competitive world of electron-

ic newsgathering, broadc asters are

trving to get more tor less. To keep
up, newscasters have to do more live
shots faster and better. While the
impending transition to DTV has forced
broadcasters to ughten their belts in
ENG. stations still are working tervent-
ly 10 unprove their news operations.

“11’s a neat time in our business,
says Doug McKay. Frontline Commu
nications sales manager.

Newscaslers are saving space in live
trucks with laptop editors like this
Panasonic DVCPRO.

Riclird Wolf, Wolt Couch vice pres-
ident of sales and marketing, agrees.
“IUs a very brisk ENG market.” he says.
“Lots of things are going on with a more
aggressive application of tecnologies.
The competition in the news business is
fierce. If vou can’t acquire striight from
the field, you fall behind. You need to
come from all places at once.”

Although the use of sutellite news-
gathering [SNG| continues 1o grow,
local stations expunding their news
operations stifl turn 1o ENG as therwr
main source of live newsgathering.
McKay says.

TENG vans| are used every day. all
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day long.” he says. “Stations are
depending more and more on the live
truckhs 1o get out there amd cover their
markets in the ratings game.”

NBC recently signed a contract with
Frontline 1o provide its O&O stations
with ENG 350 news vans based on the
Ford E350 Supercargo van through
1998 and (999, Frontline will provide
the NBC stations with 28 wrucks. The
company delivered the first truck to
wvIT(TV) Hartford, Conn_, in late
August and will send vans 10 WNCN(TV)
Goldshoro. N.C. (Raleigh), and Kxas-
v Dallas in the coming months.

In the fast-paced world of ENG,
smaller sometimes 1s better, and sport
utility-based ENG vehicles are becoming
more and more popular. “It’s more of a
grab-and-go kind of news,” Woll says.

He warns that the capabilities ot the
SUV medels are limited. “You can do
mere 1 a van. I’s just a case of how
much you want to do or need to do.”

Wolt Couch has delivered its Woll-
Pac models—based on the Ford Expe-
dition, with a smaller welescoping mast
and hybrid battery—10 wBBM-TY
Chicago and Fox attiliate wNyw(Tv)
New York. Wolt Couch also has sculed

Frontline fortifies international

In a move to strengthen its international business, Front-
line Communications Corp. of Clearwater, Fla., has
added Bob King as international sales manager. King
served for more than 12 years as vice president of saies
and marketing for BAF Communications Corp. King also
will work with Frontline domestic sales manager Doug

McKay to assist domestic customers.

“Frontline has made a major commitment to develop
the international marketplace in Asia and Latin America,”

trucks for international consumption.

Bob King
King says. “Frontline has been providing other vendors with rack-ready

Those trucks have been very suc-

cessful, and since they have been so established in the domestic market,
they feel it's time to send these fine vehicles to the rest of the waorld.”
Frontline plans to open a West Coast office and facility in the near future

for easier access to the Asian market.

a deal with Tribune 1o provide s
Chicago. New Orleans and Boston sta-
tions with the new Benchmark 3
model, which has improved air condi-
tioning and generator placement.
Woll warns that as vehicles gel
smaller, ergonomics becomes more
importaim. “People aren’t getling any
smaller,” he quips. According 1o Wolt,
the Wolt" Couch trucks are built “from
the operator out.” Woll Couch replaces

VISIT US AT BOOTH 230-232

NOW BUILDING RATINGS
IN OVER 90 MARKETS

For more information call:

1-800-729-7495
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—~Karen Anderson

the roofs of all Ford van models tor
seven more inches ot headroom.

According 10 McKay. ENG and SNG
vans, which traditionally have been used
for gathering news and transmitting
feeds 1o the station. are now heing used
as small news burcaus. As a resuli, these
vehicles are being transtormed into
ntini-production trucks for live editing
as well as newsgathering.

Jack Vines Jr. Television Engineer-
ing Corp. sales manager, also notices
newscasters trying to cram more into
sntaller vehicles. Vines says customers
cdn save precious space with the new
Panasonic DVCPRO and Sony Beta-
cum SX laptop editing systems. Woll
Coach has begun installing the Sony
Betacam SX laptop editor and the Sony
DNW-A220 half-notebook with the SP
machine in its vans.

Woll says he 1s concerned that news-
casters are trying to overload combo
vans. He suggests the Ford E450-based
van for those who need more space.

“When you try 1o do too much in a
small van, you start compromising
capability” he says.

Shook Electronies President Ron
Crockett says, "We see a trend in more
and more production trying to be done
in smaller and smaller vehicles, and
quite frankly that’s not easy to do....
1t"s hard to build the ultimate product
that’s a be-all and end-all for both the
DSNG applications and production
applications.™

This “dollar-driven™ trend is hap-
penting on a large scale as a result of
broadcasters’ costly conversion to
DTV, he explains. “So they re nighten-
ing their belts and saying “let’s make
whatever we buy do double and triple
duty.” " Crockell says.

Creating an all-in-one ENG/SNG/

-
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production vehicle is not always the best
solution, he says. Newscasters will run
into problems when they have one or
more news events breaking at onee and
only one truck on the road.

Shook s solution is a scparate
“tagalong” satellite DSNG trailer that
15 towed to a location and serves as i
home base tor muhtiple locations via
microwave or fiber-optic links. 1t is
fess expensive than buitding two
trucks, Crockett says. but more
expensive than building on2 truck
with everything on board: “The dif-
ference is that it can be utilized with
more than one vehicle.

“lts purpose in life is 1o solve the
problems ol folks who don’t know
what they want to do at this pont.”
Crochkett explains. It can be utilized
with o production truck, with a news
truck or as a stand-alone upliak.”

While all major truck manufacturers
today offer their own version of the pop-
ular combo truck. BAF Communica-
tions Corp. President Charles Angelakis
is proud to have offered ENG/SNG
combo trucks four years ago,

Now that all companies have jumped

SPECIAL TO RTNDA

on the combo truck bandwagon. Vines
says, the novelty has worn oft. Broad-
casters are looking for better design and
more teatures, “lt's not going to be
good anymore to say “we've gt one.’ 11

Frontkne charges roughly $3,000 to make a
standard ENG van DSNG-ready.

has to be better,” Vines says.

Just last year. TEC was scouting
customers for its TEC-19 MicroSat
vehicte that combines satellite uplink
capability with the TEC standard ENG
live truck. Today it is the company’s
hest setler, says Vines. Based on the
Ford Super Cargo Van, the MicroSat

COVER $TO

offers single or multipath uplinks and a
1.2 or 1.5 meter antenna with built-in
digital exciter and digital encoder.

The major criticism of the MicroSa
is that it is too cramped. TEC now ofters
the maodel on a 14-foot “hox." a modular
chassis that offers more work space and
rack space and seats seven adults.

Truck manutacturers have taken the
concepl of combo trucks a step further
with digital-ready vehicles. DSNG still
is an expensive proposition, Frontline's
McKay says, and while many broad-
casters are looking into it, most stations
cannot afford to make the transition.

“Stations are looking 10 maximize
their investiments by purchasing analog-
equipped trucks they can use today and
upgrade when they are ready to make
the transition to DSNG.” McKay savs.

Frontline’s DSNG 350 digital-ready
van has a fourth equipment rack with
extra spitce to house additional equip-
ment. [t has mere circuitl breakers and
additional power distribution. The
company also installs a satellite-dish
mounting plate.

Frontline charges about $3,000 1o
make a standard ENG van DSNG

RY
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ready. McKay says. He estimates that it
will eventually cost an additional
$120.000 1o $150.000 1o add the equip-
ment nceded for DSNG. including the
transmitter, exciter. satellite dish and
test equipment.

McKay says the problem with buy-
ing a van is that it wears out. Front-
line’s modular DSNG model can be
remounted onto a new chassis. This
saves having to buy an entire new
truck. The modular DSNG is built with
additional payload capacity and full
standing headroom,

BAF also is generating business with
digital-ready trucks. It recently signed a
deal with an Arizona broadcaster for a
new digital-ready ENG truck based on
the Ford F550 microwave truck. It is
equipped with some production capi-
bility. and BAF will reinforce the
undercarriage of the roof 1o carry the
weight of a satellite antenna. The cost
of adding this option depends on the
antenna and the structural require-
ments. according to Angelakis.

“These stations still have budget con-
straints. and it makes it tough on them.”
Angelakis says. “In the meantime,

SPECIAL TO RTNDA s

TEC has developed a kit to retrofit its
ENG trucks for digital SNG capability.

they're buying the ENG van, and we're
preparing it so that in the future. when
they do get the capital budgets extended.
they can turn around and add on the other
cquipment they need to make it happen.”

TEC has developed a “kit” as an
optien to retrofit its ENG trucks for
digital SNG capability.

Shook Electronics offers its A-11
ENG. based on the Ford E-350 plat-
form, retrofittable tor DSNG.

“We see that as a significant advan-
tage—because if you're not ready for
DSNG today., the time will come in the
next two or three years when their
resources are available to them. then

they are going to want to make this
transition,” says Shook s Crockett.

Several networks and station groups
have been promoting the development
of DSNG by offering to share the cost
of the DSNG vans with affiliates and
0&O0s. Frontline’s McKay says. Oth-
ers are working with truck manufac-
turers to get blanket deals for groups of
stations.

“A lot of the customers are going
digital-ready because they know there
are plans in the works with their net-
works.” McKay says. “And as time
goes on and more units get sold. we're
expecting the prices to come down.”

Choosing a newsgathering vehicle
can be a confusing task. TEC’s Vines
advises: “Consider what your live
truck is going to be doing, realistically,
most of the time, because the station
will ... want the truck to do all these
different things.” Vines says. “Realis-
tically. when [the trucks] get 10 the sta-
tion, they wind up doing just live
news, or they end up in a specific
niche. I’s not good for a station to
plan all these things for a truck and
never use them.” ]

A good idea can become more than just a good idea.

Many of us in journalism talk about the book we
intend to write, the television pilot we’d like to
create, the project we’ve been brainstorming in
rare quiet moments. Good ideas held captive by
the daily demands of our working lives in journal-

environment.

ism. Good ideas that remain just good ideas.

Fellowships can be awarded for an academic year
or for shorter periods. Fellows receive a generous
stipend and staft support, including research
assistants, and work in a collegial, challenging

We're inviting proposals for our 1999-2000

The Media Studies Center fellows program was
designed to bring good ideas to life; to provide
the time, the environment and the resources for
the productive development of ideas.

Since 1985, residential fellowships at the Media
Studies Center have enabled news media profes-
sionals and scholars to transform research and
ideas into books and projects that enrich the
knowledge of practitioners and the understanding
of the public. Media Studies Center fellows have
produced more than 90 books, launched broad-
casting ventures and created innovative computer
software.
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fellowships. The deadline is Jan. 15, 1999. For
an application and more information, contact:

Residential Fellows Program
Media Studies Center
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NBC contmues Emmy strek.

Takes maost siatues; ‘Frasier

By Michael Stroud

FNBC was looking for validation of
I s decision o move Frasier to

Thursday and 10 boost its commit-
ment lo anniseries from Robent
Halmi™s shop. the S0th Annual Emimy
awards were a four-howr exclamation
point. The top-ranked network coltect
ed four awards apicee for Frasier and
Halmi™s Merlin on its way to o total ol
IR, the most of anyone for he fourth
year ina row. And it thar were not
enough, its proadeast of the ceremonies
helped it to o weekly win in the ratings,

The Emmy wins underline NBC's
continuing prime time strengih, and the
continued critical success of Frasier is
good news for the network as it moves
the comedy 1o Seanfeld’s slot. "NBC s
going 1o be tougn to dethrone.”™ savs
media buyer Paul Schulman.

Not surprisingby. observers say the
network will exploit Frasier’s four
Emmys and o record filth-straight vear
as best comedy to the promo ional hilt.

winy record fifth

Freed of Tuesday
night competition
(ke ABC's Home
linprovement ), the
show will liKkels
average a 27-phus
share on Thursday
night. when com-
petition s weaker,
Schulman savs.
With Lisa Ku
drow winning an
award for best
supporting actress
on Friends, NBC
has even more
promotional fire-
power o promote
ity “Must See”
Thursday hineap.
l,\pul NBC al-
S0 1o heavily promote Uulm s four
Emmys in upcoming programs hy
Verlin director Robert Hadmi, who will
produce Noalt's Ark and other minis-
eres for NBC this year, But NBC isn’t

“Frasier’ won four Emmys, in
cluding and (tor the fifth consecu-
tive year) Best Comedy, as well as
Best Actor (K 2isey Grammer,
above left) ard Best Suppart'ng
Actor (David Hyde Pierce) ‘n a
Comedy Series; Andre Braugher
won Best Actor in a Dramz Series
for Homicide- Life on the Street.

expected to get as nuch mileage out of

Helen Hunt's Emmy-—-the first time
anybody has worcan Emmy and an
Oxcar in the same year-—Hor her robe in
Mad Abowt Yoo, Some critics thirk e

Backstage at the Emmys

“

i\

A i

® Director John Frankenheimer
(left), who won an Emmy for his
TNT miniseries, George Wallace
{on th2 same night tt at the death of
the real George WMNatlace was
annownced), said that he is talking
to Turner about directing more pro-
jects in a “long relationship.”

=m Asked why he decided to do a

guest appearance on NBiC's Mad About You, for which
he won &n Emmy, comedian Mei Broiks joked that
“They paid wor derful money.” He added :hat he plans to
do one appearance a yeer for the show. The upcoming
seascn is probably the series’ last.

episode wrapped up all the sentiment,’

= Garry Shandling (left), who co-
won an Emmy for writing on the
Larry Sanders Show (his first win
in 19 Jjominations), suggested that
he would consider -uture projects
for HBO. "HBO allowed us to write
what we want.” he said. The
comedian said that he has no
regrets about choosing to end the
show this season. “That last
he said.

m Billy Crystal, #ho wor an Emmy for his emceein) ger-
formance at last year's Oscar awards, said h2 would
consider doinc the ceremony next y=ar for an eigith
time. * sure lik2 doing the show, and | m sure ttis halps
in negotiations " he said.

m Actress Camryn Marheim
(left) won an Emmy for bast
supporting astress for her rale
in The Practce, defying -dly-
wood's sterzotype tha' only
the svelte win, “I've aiways
felt like such a misfit,” the fuli-
figured actress said.

m With the 50th anniversary
Emmys a wedding of TV past
anc present it was apgroori-

ate that '603/'70s icon Mary
Tyler Moore represented bath
at the awerds ceremony.
Moore said her plannac ccm-
edy on ABC with former Marv
Tyler Mocre Show star
Valzarie Harper awaits onl; a
“Vle want to make the new series as right

good writer.
for the 1990s &s the old show was [fo- its time].”
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show is running out of
gas in its last year.

in other good news
for NBC, Andre Braug-
her picked up an Emmy
for his poertraval ol
Frank Pembicton on the
network’s Homietde:
Life on the Street.

ABC's 16 Emmys
this vear, up trom 10
last year, could reflect
the beginnings of a
comeback after a 1997-
9% scason that saw the
network ship 1o third
place—bcehind Foa-
among 18-49-year-olds, ABC
Entertainment President Jamice
Tarses says. “There have been a
couple of vears that were a strug-
gle.” she says. “Creatively, we've
begun 1o accrue more and more
shows that are performing.”

One of the night’s key surprises:
the three Emmy awards garered by
ABC’s struggling drama The Prac-
tice. including best drama and best
supporting actress (for Camryn Man
heim). The David Keltey drama
debuted midseason 1997, It was
runhed 82nd in 1997-98. roughly tied
with the canceled Michael Haves.

“The Practice needed a push
badly, and s should give the show
a lot more visibility.” says analvst
Mare Berman of Seltel. ABC’s
hroadcast earlier this year of the

Tom Hanks (1) takes honors for his HBO epic 'From the Earth to the Moon’;
Gary Sinise wins for his portrayal of the title character in TNT's 'Wallace.

Emmy’s 50th anniversary show paid tribute to TV
fegends Milton Berle, Bob Hope and Sid Caesar.

70t Annual Acaden
Awards ceremony also
picked up five Emmys.

Cable channel 11BO
won [4 Emmys. inctud-
ing four for the Tom
Hanks epic From the
Earth to the Moon.

Among other broad
casters, CBS won six
Emmys: Fox, tour. and
The WB, two.

NBC's Sunday Em-
my Awards telecast
scored a 13.6 rating/22
share in households and
an 8.3 rating among 8-
49-veuar-olds, inching ahead of last
veiar's pertormance by CBS
(13.5/20 share), according to
Nielsen Media Rescarch. Overall,
the record four-hour presentation
attracted 50 million viewers, the
most since 1986. 1is average viewer-
ship of 1.7 milhion people was the
weeh s second-highest 1otal
behind ABC's broadeast of the New
England/Denver NFL maeh that led
oft the week ol Monday. Sept. 7.

NBC's Emmy scores helped it to
win the second-to-last week of
1997-98. with a 4.6 rating/13 share
and o 4.8 rating among adults 18-
49. ABC was second in houscholds,
while Fox—boosted by coverage of
Mark McGwire's record-setting
home run—was second among
adulis 18-49. =

Syndicators gear up for NATPE

Projects get readv 1o roll to New Orleans, including
‘Exorcist” update and "National Enqguirer’—backed strip

By Joe Schlosser

ith tour months until the

annual NATPE Confer-

ence opens its doors in
New Orleans, the action in the
syndication world is starting to
heat up.

Talk shows, game shows, reali-
tv series and action hours are
already in the works from a num-
ber of 1op Hollvwood studios. The
stars will be out again this year in
syndication, with Martin Short,
Joan Lunden, Queen Latitah and

many others making the trek 1o the Big
Euasy. The wend of bringing back old
titles and reviving former franchises.

Warner Bros.' Telepictures Productions is develop-
ing talk shows for Queen Latifah and Joan Lunden.

especildly on the game show front, will
continue for the 1999 TV season.
® Warner Bros.” syndication unti,
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Telepictures Productions, was one of
the first groups 1o outline its plans.
announcing earlier in the year that it

was developing talk shows for
both Lunden (the tormer Good
Marning America anchory and
actress/rap star Latilah. Both pro-
grams uare being produced in New
York City. Telepictures execu-
tives have not talked much about
the two talk shows other than to
siy they are planned for fall 1999,
Pilots have been shot for both Lat-
itah’s and Lunden’s projects. and
sources say Telepictures execu
tives are feaming toward single-
issue formats. A number of other
projects are siud 1o be in develop-

ment on Warner Bros.” Burbank lot.
® Buena Vista Television will have
several new projects in its booth come
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NATPE. The Disney studio is rolling
out a remike of the Monty Hall-hosted
game show Ler's Make a Deal. Former
syndicated talk show host Gordon
Elliott is the "90s version’s host. Buena
Vista executives alrcady have shot a
pilot and have crected a new set.
Sources say the new prizes vill be bet-
ter than the old. Two weeks
ago. Buena Vista announced it
was developing a talk show
with former Living Single and
In Living Color co-star Kim
Coles. The Coles talker is slated
for cither daytime or carly-
fringe time periods. Alsc in
development at Buena Vistais a
"90s version of The Monkees.
Three months ago the studio
shot some tape with an Orange
County, Calif.. band called The
Aquabats (B&C, July 6). The
project is spearheaded by co ne-
dian and FX star Bobcat Gold-
thwait and will be produced by
Goldthwait if Buena Vista g ves
the green light. Sources say another
talk show— type project is in the works.

m Studios USA—formerly Universal
Television—is developing a show in
the America’s Funniest Honre Videos
vein, sources say. The studis is prepar-
ing a pilot for a series tenta ively titled
Free Speech, with documentary video
company Broadeast News Networks.
Swdios USA has been plugging the
show during commerical brzaks of two
of its alk shows, The Jerry Springer
Show and Sally Jessy Raphael. 1t is
unclear what format the show will take
and whether it will be a hal/™-hour or an
hour. Studios USA exccutives would
not comment on projects in develop-
ment. A spokesman for the company
says they are “aggressively™ develop-
ing a number of projects for time peri-
ods in which they don’t already have
shows. Studios USA is heavy in talk
and weekly action hours,

m Twenticth Television is getlling
into the retro TV business The studio
is currently developing a remake of
508 game show Queen For a Day.
Twenticth exccutives suy they are
going to do a "$0s version of the game
that ran on NBC trom 1956 to 1960 and
then on ABC from 1960} to 1964, Les
Alexander and Don Enright will be the
show’s execulive producers, along
with Chuck Braverman (Melrose
Placer. No host has been named.
Twentieth is also developing a possible
syndicated show that incerporates the
[sracli defense service's lie detector

I B e

technology, Trustor. The show is still
in the “very carly” stages ol develop-
ment, Twenticth executives say, but
will likely involve people figuring out
when others are lying. Other projects
are in development and probably will
be announced soon, sources say,

m PolyGram Television is scheduled

to bring out a weekly action hour
based on the hit film and sci-fi short
story “Total Recall.™ The series is set
to debut on cable’s Showtime Network
this year and then start in syndication
in the fall of 1999, Michael Easton
stars as a cop in the 21st century and
his wife is played by Cynthia Preston.
Next week PolyGram is expected to
announce one more show (o bring to
NATPE.

m Tribune Entertainment Company
and Morgan Creek Productions are
bringing out a rcal head-turner of a
weekly action hour, based on the 1973
film, "The Exorcist.” Morgan Creek,
which is producing the series, is mak-
ing its {irst attempt in the syndication
industry. Maorgan Creek has distributed
a number ol top feature films recently,
including “Ace Ventura: Pet Detec-
tive” and “Robin Hood: Prince of
Thieves.” The Exorcist series will be
based on the William Peter Blatty best-
selling novel but will be set in the "90s,
Tribune exccutives say. The “suspense
thriller”™ will follow a central charac-
ter's investigation of mysterious con-
tTicts between good and evil.

m MGM Television is expected to
bring out a strip with tabloid newspa-
per The Narional Enguirer. The two
entities have produced a number of
syndicated specials together and are
reportedly working on the daily series
or access time periods. MGM execu-
tives would not comment.

m King World executives signed
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Me rtin Short (above) iikely will be
King World’s next talk entry, whit
Buena Vista hopes lo create mus-
icel mayhem with The Aquabats.

co nedian/actor Martin Short 1c a
talk show development deal e
lier this year. Short is expected 10
roll out his own daily talk show with
King World next fall. King World
exccutives say they are currently
putting the production team together
and looking for a production site. =
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‘Seinfeld’s’ got plenty of nothing

TBS sale is latest addition as CTTD rides high on first and second cvceles of hit show

By Joe Schlosser

erry Seinfeld and Columbia TriStar

Television Distribution executives

have hit the syndication jackpot.
The comedian’s former NBC sitcom
has finished selling in the oftf-network
market—tor now at least—and the loot
from the first two oftf-network cycles is
likely to top the $2 billion mark. Some
Columbiu TriStar exccutives alrcady
are making noise about sales for a third
cycle. which will start during the next
three to four years,

Last week, CTTD executives put the
final picce of the Seinfeld second-cycle
syndication puzzle together, selling the
sitcom to TBS Superstation for a

record $1 million cash per episode.
Sources say CTTD executives also
will reccive 60 seconds of barter ad
time in each of the 180 episodes sold 1o
the Turner-owned cable network. The
Seinfeld deal is slightly less than the

$1.2 million-%1.3 million per episode
that Turner paid for the oft-network
rights to ER, but ER is a one-hour show.

The TBS Superstation deal for Sein-

feld, which is a four-year pact that

begins in tall 2002, will likely be worth
more than $250 million to CTTD.

Earlier this year. Columbia exccu-
tives wrapped up record sales for the
sitcom’s second tour of duty on broad-
cast stations. The per-episode final take
from those sales is said 1o be in the $6
million—$%8 million range when barter
and cash sales are totaled. The series.
which already is seen on local broad-
cast stations. starts its sccond cycle in
syndication in the fall of 2001,

“The most important thing is this

Another showdown
at the Alamo

Only days before
a gathering of the
nation’s news
directors in San
Antonio. a local
college professor
warmed up the
tocat crowd with
an attack on TV
news, “"Each
night it’s the
same old stuff on
local TV news-
casts all over America,”
sald former radio and TV
reporter and executive
Harry Haines. “Murder
and mayhem delivered in
20-second bursts. Auto
accidents seem to be the
only events that occur in
some cities. The murders
and accidents seem to blur
into an endless flow of
violence that has no con-
text. The mayhem crowds
out other stories that good
reporters never get to

Professor Harry
Haines chal-
lenges news
directors.

'. By Dan Trigoboft

covet. stories that we
never get to see.”

Addressing
Trinity Universi-
ty's Food for
Thought Series.
Haines called his
talk “The Decline
of Local Televi-
sion News.” He
ended by inviling
for representa-
tives from all the
local TV stations
to a public forum
on local news.
*“My speech was planned
months ago.” Haines said
last week. and he was
unaware when the speech
was planned that RTNDA
was coming  his town
this weck. Will there be
any lingering effect from
his speech for the visiting
news directors? 1 certain-
ly hope s0."” he said.

Victory in the desert
A federal appeals court
has sided with Phoenix
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station KPNX(TV) in its
effort to gain access to
closed-door proceedings
related to the fraud trial of
former Arizona governor
Fife Symington. The
Ninth Circuit U.S. Court
of Appeals said the trial
court’s decision to with-
hold the transcripts from
the station and co-plaintiff
Phoenix newspaper The
Arizona Republic unnec-
essarily eroded public
confidence. Although the
transcripts, without jurors’
names, were eventually
released when opposing
lawyers dropped their
objections, the court said
it wanted to provide guid-
ance for the future.

Symington is free while
appealing convictions for
fraud in real estate deals.
The transcripts tell of
bribes and threats to jurors
in the criminal case.

Coverage and

re-coverage

A technical breakdown in
an electrical circuit nearly
ruined a wmaQ-Tv 10 p.m.
newscast last week. But
weatherman Brant Miller
directed his colleagues.
anchors Warner Saunders,

www americanradiohictorv com

Allison Rosati and Tom
Shaer, to the Chicago sta-
tion’s only remaining
working camera at the
weather center and they
resumed the broadcast, ad
libbing all the way.

“It’s part of the busi-
ness.” Saunders said later.
“Machines break down
once in a while. It was
fun. It’s good for news
teams (o bond—although
not necessarily this way. |
understand how a bungee
jumper feels: Is this thing
ever going 1o stop. and are
we going to hit the
ground? We all had a big
laugh afterward.”

Apparently, so did rival
wGN-TY. which parodied
the incident—f{irst report-
ed by Sun-Times colum-
nist Robert Feder—shortly
after by crowding its own
news staff around its
weather desk. It was all
in fun,” says Saunders.
“But we’ll have a little
fun. too, when it happens
1o them.”

All news is local. Con-
tact Dan Trigoboff at
(202)463-3710. fax (202)
429-0651. or e-muail to
d.rig@cahners.com,
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thing is not sold until the end of the
next century,” one CTTD (xecutive
says. “His going to have a third, a
fourth cycle. And that has been the
whole plan all along.™

For TBS Superstation, Seinfeld is
another jewel in the network s cotfer of
top off-network s-tcoms. TBS already
is armed with reruns of Drew Cuarey,
Home Improvenient and Friends.

“Our goal has been to get the off-
network shows we can, and the |broad-
cast| networks are not producing a lot
of mega-hits anymore.” says TBS
Superstaion President Bill Burke. "We
think Seinfeld was ong of the last ones
the networks will generate. and we are
really pleased we gotit.”

Seamfeld is produced by Castle Rock
Entertainment, a subsidiary of Time

BROADCASTING

Warner, the mega-entertainment co n-
pany that also owns TBS Superstation,
Burke says that relationship “had noth
ing to do”™ with the sitcom™ arrival at
TBS because of the number of profit
participants counting on the top dollar
possible from Seinfeld syndication
sales, Sources say the biddirg for Sein-

feld was “intense”™ among Nickelo-

deon. USA and Turner, ]

Twentieth rolls out the hours

‘Buffv, ‘X-Files™ just the first of several off-net offerings

By Joe Schlosser

ow available from Twentieth

Television: The X-Files, NYPD

Blue and Buffy the Vampire Slay-
er. Not o mention Ally McBeal, The
Pracrice and other top network shows
coming 1o a station near you,

Last week Twentieth Television
exccutives renewed the op olf-network
weekend series. The X-Files, lor a sec-
ond cyele and arranged a first cycle of
cult lit Buffy the Vampire Sloyer on the
22 Fox owned-and-operated stations,
The X-Files 1s now wrapped up on the
Fox stations. which represent 40% of
the U.S.. through the year 2001, Buffy
the Vampire Slaver, in its third scason
on The WB. will join the weckend line-
up on the Fox O&Os in fall 2001,

Twentieth executives are now open-
ing sales for both series to stations oul-
side the Fox family. The X-Files and
Buffy the Vampire Slaver are available
on a SO/50 barter split for two seasons,
with The X-Files getting some cash-
plus deals. Both shows will also air on
Fox entertainment cable outlet FX.

The X-Files started on FX last sca-
son. and Beffy will join the FX lincup
in 2001, FX paid more thar $600.000
an episade for Buffv in February.

NYPD Blue alsois being renewed in
syndication by Twenticth executives
for another two scasons. The 14 CBS
owned-and-operated stations renewed
the series earhier in the year. and Twen-
ticth executives are currently selling it
Like Buffv. NYPE Bliee is available on
a 50-50 barter split for wo years |
(through the 2001 season).

Twenticth executives are trying to
decide when o bring out Afly McBedal,
The Practice, Millewitium. The Pre- |
tender and ABC s halt-hour sopho-
more show, Diarma aid Gree, |

“We've got a great flow of off-net-
work product. and it keeps on coming |

‘The X-Files' should find a good companion in 'Buffy,’ says Rick Jacobson.

in.” Twenticth Television President
Rick Jucobson says. "We've got tons
of product. and the question now s,
when do we bring it out?”

Ally McBeal. the sophomore Fox
series, becomes available in syndica-
tion starting in tall 2001, as does Dhar
ma and Greg. The Pretender, The
Practice and Millenniunt all could be
available by fatl 2006 but Jacobson
says that Twentieth exccutives could
bring all of those shows (Allv and
Dharme included) out in 2001 or even
2002, Twentieth executives also are
preparing for another renewal effort for
The Simpsons.

3iep

4 TEMPS,INC” »

Some great sarvice

Hafionwide temporary & permanent placements exclusively in mada

Jacobson calls Baffy the Yampire
Slaver a good companion show for sta-
tions carrying The X-Files and says that
most of America has yet o watch the
show,

“Buffy is a unigue show: it helped
launch The WB and was certainly that
network’s signature show.” he says.
“And besides attracting all the right
demos, 1 think stations will get excited
because it was on The WE and hasn’t
had the kind of exposure that some
other weekend shows have. We'l be
able to reach an audience i broadcast
that has missed the first tew seasons

based just on The WR’s distribution.” s J

|
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SEPTEMBER 7-13

Brosdcast network grime-lime
ralings sccording o Mielsen '\

|
Ri

o oo

MIONDAY

o oo oo

[r=3
b4

TUESDAY

LN
14.4/24
8.NFL M'day Blast 9.4/17

47 Cosby 5.9/10

1.NFL Monday Night
Football—New
England Patriots vs.
Denver Broncos
14.8/24

6.6/11
30. Home Imprvmnt 7.2/12

13. NBC Monday Night

52. Melrose Place  5.7/9

Sporting a new 8 p.m. starting time, the season premiere of ‘Monday
Night Football’ scored for ABC, winning the night with a 14.6/24.

103. In the House 1.372

86. 7th Heaven

2.3/4

52 Maximum Bob 5.7/10

348G 6B 41, Frasier 6.411

32. Soul Man 711 44, Mad About You 6.110

38, Spin City 6510 17. Frasier 8112

27 Dharma & Greg 7.3/11| 10.CBS Tuesday Movie— | 19.Just Shoot Me  7.8/12
Under Siege 9.2115

15. Dateline NBC ~ 8.5/14

12.9/21

3.MLB on Fox Special—
Chicago Cubs vs. St.
Louis Cardinals 12.9/21

48.Cosby 589 . . 97. Malcolm & Eddie 1.7 3
41 EvLoves Rayma 6.4/10]  Hovie—Race Against 9. In the H 183
v X H
: Fear 8614] 54 ally McBeat 569 guse 29} 88.Bufty the Vampire
45. Ev Loves Raymd  6.0/9 97 Malcolm & Eddie 1.7/3 Slayer 223
59. 48 Hours 55/8| 7.Dateline NBC  8.9/17

93 Moesha 193

76. Dawson's Creek  3.9/6

97 Clueless 1773
87 Moesha 17/3

17 1.9/
102. Clueless 1.5/2 93.17 Faces

> ;
« B00] 21.Dharma & Greg 7.7/14 3. 4 ‘ ; - . 92, The Wayans Bros 2.0/4
AG 6.7/12| 21, Dateline NBC 7/14 i 1.Th .
O g3 38 Two Guys, a Girl 6.5/11 o ! 27. Fox Summer Movie 1T ] A 90. Jamie Foxx 2144
B : _ - Special—Sister Act Il
> 9.00{ 18. Drew Carey  7.9/13| 34 Public Eye with Bryant 23 Law& Order  76/12 7.3/12| 86.Star Trek: Voyager 90 The Wayans Bros 2.1/4
8 j)| 24 Whose Line Is It 7.5/12 Gumbel 6.8/11 e 2.3/4] 88 Steve Harvey  2.2/4
2 - : \' 4.PrimeTime Live 11.0/20| 72.Chicago Hope  4.1/7| 16.Law & Order  8.4/15
[} [] .4 ) ] .
> 800| 54. Best Commercials 2. JAG 7112 27. Seinfeld Clipshow 48 World's Wildest Police
g 83 You've Nvr Seen 56/10| ' Special 7.313 Videos 5.810
U') K -
- o T R bz M””’e; 51| 12 Seinteld 86/14| 71 Fox Files 427
0 angerous World: The el
E‘ Kennedy Years 58/10
g 25. 48 Hours 74/13] 12.ER 8916
o _: / - K - — : —— KEY: RANKING/SHOW [PROGRAM RATING/SHARE|
8 . Sabrina/Witch 6. 45, JAG 6.012 81.Liv'g in Captivity* 3.477] . rop 1N SHOWS OF THE WEEK ARE NUMBERED IN RED
: 830| 73 Disney Sat Morn 4.0/8 ‘ ’ . _ | 77 Gefting Personal 3.8/7} « TELEVISION UNIVERSE ESTIMATED AT 98.0 MILLION
8 900 62 Boy Meels Wrid 5.210 25 Dateline NBC ~ 7.4/14 HOUSEHOLDS: ONE RATINGS POINT IS EQUAL TO 980.000 TV
= - 64. 48 Hours 5.1/9 30. Millennium 3.5/6| HOMES « YELLOW TINT IS WINNER OF TIME SLOT o
E 59 Teen Angel  5.5/10 (NR)=NOT RANKED; RATING/SHARE ESTIMATED FOR PERI-
) ] ] r 67 Homicide: Life on the 0D SHOWN + *PREMIERE * SOURCES: NIELSEN MEDIA
| 8.20/20 9.4/18| 54 Nash Bridges ~ 5.6/11 RESEARCH, CBS RESEARCH + GRAPHIC BY KENNETH RAY
10:30 Streets 474
8 69. ]
i 64. JAG 5.1/10] 70 The Pretender 439} 0P (M
as 54. Cops 5.6/11
' 73. ABC College Football 3 ==
) Special—Notre Dame | 62 Early Edition 5210 VDR el e o e
b vs. Michigan 408 48 Dateline NBC Special Back 6.6/12
7} 30. Walker, Texas Ranger Edition 3.8M
1 72114
. (nr) NFL Game/Post 10.4/20 93 7th Heaven Beginnings
6.60 Minutes 10.3/19
o 61 Wonderful World of 77. Holding the Baby 387 1973
S Disney—Angels in the - -
a8 Outlield 5.4/ 54 The Simpsons 569 84. Sister, Sister 254
% 8:30 2.50th Annual Emniy 67.That '70s Show 477 3 The SmartGuy 2774
2 00| 66 ABC News Special: | 10.CBS Sunday Movie— Awards ec - 82. Unhap Ever After 325
) Starr’s Report  4.8/7 Goodfellas 92115 ’ 85. The Army Show* 2.4/4
1:\‘ 78. The Practice 407
WEEK AVG 7.2/12 7.0/12 8.6/15 6.8/12 1.7/3 2.4/4
STOAG 7.5/13 8.7/15 9.3/16 6.4/11 25/4 2.8/5
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'Modern rock dominates
‘young listener demos

Successful format leads to spin-off genres

By John Merli,
Ba&C correspondent

ne of the fastest
growing formats of
this decade, modern

rock continues 10 caplinre
large segments of the high
Iv desirable 18-34 demo.
However. other program-
mers are getling a picce of
the action.

A new analysis by radio
marketer Interep Research
savs that the Tormat's
enormous suceess has re-
sulted inats “splintering
inte various genres, with the main-
stream popularizatiion of many “alter-
native” hands.”

While that splintering of & successtul
format tends 1o iragment modern rock
audiences, stations that continue the
mamstream modkern rock approach are
still “key players m many major mar-
kets” and often draw top ratings in the
18-34 demo. In contrast 1o the situation
even a couple of vears ago. allernative
artists now are routinely on rhe playlists
of CHR, modern AC. top 40 and hot AC
stations. Yet record labels and listeners
alike “still rely primanly on modern
rock stations 1o break nevw music hy
alternative greups,” says Interep’s
Michele Skettino.

While modern rock (aka “alierna-
tive”) only began showing up in some
major and large markets about eight
vears ago. acconding 10 M Street Corpo-
ration there now are more than 230 such
formats, with at least one siation in 21 of
the top 25 metro areas. Arhitron’s spring
199% ratings rank modern rock among
the top five AQH (average quarter-
hour) stations in the 18-34 cemo in two-
thirds of the major markets with the for-
mat. modern rock stations rank tops in
| 8-34 in Boston and Denver.

The Interep analysis snggests that
not even vouth-oriented TV programs
can match modern rock ‘s 1argeted con
centration of 18-34 consumers who
can’t seem to get enough of Goo Goo
Dolls. Foo Fighters. Beastie Boys.

Modern-roc

A

k stations are moving once-alternative

groups such as the Beastie Boys into the mainstream
and reaping increases in listenership.

Hole. and Smashing Pumpkins. Based
on Simmons spring 199X data. modern
rock indeaes ar 223, (The norm for all
wiults 18-plus is 100.) By comparison.
Melrose Place rates at 196 the Simp-
sons al 1912 MTV at 186, and VHI a
177. And one of television™s higgest
hits last vear in the 18-34 demo—aA/lly
McBeal. on vouth-oriented Fox
indexes at 169,

The wanalysis says that the modern
rock formar skews towurd muales

‘Today’s Women’
renewed beyond

summer

Today’s Women, a weekly summer oftering
from United Stations Radio Networks, has
been continued past its planned Labor Day
run in a slightly revised format. USRN says
the weekly two-hour program, hosted by Ali
Castellini of wxxm(Fm) Philadelphia, has
become a weekly hour show. Its summer
run attracted 70 affiliates. The program pro-
files the “current wave of female hitmakers
in popular music,” according to USRN. .
USRN Pregramming Vice President Andy N
Denemark says that the response from affil- ]
iates, advertisers and listeners prompted

BROADCASTING

Big Apple radio

revenue up 10%

Recording double-digit jumps
for the third straight month, radio
advertising revenue in the num-
ber-one market increased by
10.1% in August, compared with
the same month a year ago.
Last month’s total reached
$47.7 million, with local sales up
7.2% (to $32.2 million) and
national ad sales escalating a
whopping 28.4% (to $8.5 mil-
lion}, according to the New York
market revenue report prepared
by the CPA tirm of Miller,
Kaplan, Arase & Co.

August's jump follows an even
larger 13% upswing in July. For
the first seven months of this
year, the New York metro market
was up 9.2% over 1997, with total
advertising revenue of $362 mil-
lion. In the same year-to-date
period, local sales rose 8.1%
($300.3 millicn), and national
sales climbed 15.1% ($61.7 mil-
lion). —John Merii

(60%) over tenales (40%), and newly
70% ol hsteners tall ino the 18-34
hracket (82% 11t in the 18-49 demo).
Also. 60% of listeners are single;
ahout one-third have cotlege degrces,
and more than halt (55%) live
$50.000-plus households. ]

Jewel,
W from a VH1
¥ performanee

the show’s continued run. Targeted formats include hot AC, modern AC
and CHR. Today’s Women is available to stations on CD on a market-
exclusive barter basis. Featured performers in the summer run included
Jewel, Melissa Etheridge, Alanis Morissette, Paula Cole and Sheryl Crow.
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Schleiff to judge future of Court TV

Former Studios USA, Viacom executive to lend new order

By John M. Higgins

he partners in Court TV Last week
T shied away from the most radical

options for the ailing cable net-
work—including scrapping it—and
named TV entertainment veteran Henry
Schleitt to craft a twrnaround plan.

Having studicd the network for
three months after NBC exited the
venture, Time Warner Ine. and Liber-
ty Media Corp. say they will stick
with the network’s core mission of
providing coverage of live trials and
the courts. But Schleiff will have to
develop programming that will draw
ratings in prime time, Court TV's tra-
ditional weakness.,

Schleiff will become president and
chief executive of Court TV on Oct. I,
He replaces Time Warner veteran
Thayer Bigelow, who has run the oper-
ation since last year’s ouster of net-
work founder Steve Brill,

Masters plans to work
through the end of his
contract.

Schleill most recent-
ly was executive vice
president for Studios
USA (formerly Univer-
sil Television Group),
where he was in charge
of production of day-
time talk shows, includ-
ing The Maury Povieh
Show. Before 1996, he
was an independent
producer developing
primarily one-shot pro-
grams and movies for
USA Network, Show
time and the Family
Channcl. From 1987 1o
1992, Schleiff served as
chairman of Viacom
Inc.”s TV station and
syndication unit.

Schleiff says he’s satisfied with the
strength of Time Warner and Liberty's
financial commitment to the network.

Masters exits E!

After almost nine years at the helm of E! Enter-
tainment Television, Lee Masters said last week
that when his contract expires Dec. 31 he will
resign as network president, taking a $20 mil-
lion payout.

Masters also said last week that he’s in “final
negotiations” on a new job that he expects to
announce by the beginning of this week. Masters
would not comment on the $20 million parachute.

Masters, who joined E! in January 1990 after
stints with VH1 and MTV, says he has “made a
decision not to do another basic cable network.”
Instead, Masters says he’s “intrigued by the
convergence of the set-top box and the Web

and television. | want something that will get me to jump into the deep end
of the creative and intellectual pool again.”

Masters says that when he came on board the network's market value
was about $35 million. That value has ballooned to nearly $1 billion,
according to Masters. According to Nielsen Media Research data for the
week of September 7-13, E! averaged a .4 rating/.7 share in prime time

and a .3 rating/.8 share in total day.

Masters says he “put off conversations with a number of interested peo-
ple this year, but in the last four months of my contract, | decided it was

time to pursue them,”

Masters plans to work through the end of his contract. He says he'll en-
courage Brian Roberts, president of Comcast (which holds a controlling inter-
estin E!}, to search for a replacement in-house. Roberts says he wanted to

re-sign Masters.

—Donna Petrozzeilo
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New Court TV President
says network has “a great
voice" that needs to be
better exploited.

“Somebody  with
greal wisdom was sit-
ting back and said
there’s 34 million
households  here,”
Schleiff says. "You
don’t get that in an ana-
log universe.” He adds
that he believes Court
TV hus a great voice”
that needs to be further
exploited.

He hasn’t solidified
programming plans.
Since launching in
1991, the network has
blended coverage of
sometimes tabloid-type
murder and celebrity
trials with more serious
talk shows on loftier
fcgal topics. Schleift sees developing
more magazine and documentary
series and specials. not unlike the
crime-oriented series on A&E.

But he also believes that the network
can focus on stories that are more posi-
tive, finding inspiring stories among
the trials, victims and lawyers.

“IUs all about finding moments in it
that can inspire.” Schleiff says. As an
example, he points to last month’s mur-
der conviction of a former Ku Klux Kian
teader for the 1966 fire bombing of the
home of a Mississippi man who regis-
tered fellow blacks to vote. “There's an
amazing story in there,” Schleiff says.

Schleiff’s goal scems to be to let
viewers feel a little more of the emo-
tional side of the justice system. get
into the soul of what makes the justice
systems good and bad. ” one Court TV
execulive says.

Other options that had been consid-
ered for Court TV included loading
prime time with crime-themed enter-
tainment programming—largely
movies and off-network cop and
lawyer shows. The most dramatic
option would have been shuttering the
34-million subscriber network so Time
Warner and Liberty parent Tele-Com-
munications Inc.—which provide
about two-thirds of its cable distribu-
tion—could use the channel slot for
some other network. m
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Offer your customers the most
extensive book programming on TV.

Saturdays at 8 am to
Mondays at 8 am ET

For detzils, call Affiliate Relations
202.737.3220

C-SPAN2Y

Created by Cable. Offered as a Public Serv?ce.
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nonfiction

author interviews
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Liberty buys piece of ACTV

Pays 35 million for 10% of interactive TV company

By Price Colman

CTV Inc.. a [0-year survivor of
A the “interactive television™ jinx,
finally has the Kind ol well-
heeled investor in Liberty Media Corp.
that can open doors for the company.
Liberty. after sniffing around ACTV
for several years, last week paid 83
mitlion for a 10% stake in the firm.
Liberty also acquired warrants 1o dou-
ble its stake for another S5 million.
“This relationship with Liberty
Media is the culmination of three
years of work.” says David Reese,
president of ACTV subsidary ACTV
Entertainment. I can’t think of a bet-
ter partner for ACTV to be working
with. | have no doubt the retationship
is going to significantly increase our

ability 1o realize our
business plan.”™

That business plan is
tied to the rotlout of
digital cable. a move-
ment in which Liberty
figures to play an inte-
aral role. What ACTV
calls Individualized
Television currently
focuses on inserting
interactive clements
into sports program-

on demand. scoring swmmaries and a
Star Cam (focusing on a featured play-
er} al marguee sporting events.,

ACTV technology also enables
viewers to select targeted commercials.
such ax a sport-utitity
vehicle ad for an out-
doorsy type or a mini-
van ad for yuppic sub-
urbanites. The prerequi-
sites are digital cable
service, a digital set-top
box and a remote con-
trol. ACTV i aiming its
technology at news,
came shows and edu-
cational programming
in addition to sports.

Unlike competitors

ming and commercials. Wink. WorldGate.
Using the digital equiv-  ACTV Entertainment WebTV o and Source
alent of one 6-mega- President David Reese Media's  Interactive

hertz analog channel, ACTV Entertain-
ment adds such teatures as player pro-
files. in-depth statistics. instant replay

f CABLE'S TOP 25

‘“311'1’—-*

PEOPLE'S CHOICE

ESPN scored big lasf week when its coverage
of Major League Baseball’s Chicago Cubs vs.
St. Louis Cardinals (Sosa vs. McGwire) on

Sept. 7 earned a 9.5 rating/20.9 share with 7.1
million homes in prime time.

Followmg are the top 25 basic cable programs for the week of Sept 7-13, ranked by rating. Cabie rat-
ing is coverage area rating within each basic cable network’s universe; U.S. rating is of 98 milfion TV

households. Sources: Nielsen Media Research, Turner Entertainment.

Rank Program Netwark
1 MLB: Chicago vs. St. Louis ESPN
2 NFL: Indianapolis vs, New England ESPN
2 1998 Music Video Awards MTV
4 WCW Monday Nitro TNT
5 WCW Monday Nitro TNT
6 WCW Monday Nitro TNT
6 MLB: Chicago vs. St. Louis WGN
8 NFL Primetime ESPN
8 10th Inning Show WGN

10 SportsCenter Early ESPN
11 South Park COM
12 Rugrats NICK
12 1998 VMA Post Show MTV
14 WCW Thunder 8BS
15 Wild Thornberrys NICK
15 MLB: Chicago vs. St. Louis WGN
17 Rugrats NICK
18 Rugrats NICK

19 NASCAR: Exide Select Baiteries 400 ESPN
19 NFL SportsCenter ESPN
19 Rugrats NICK

19 Movie: “Her Final Fury” LIFE
23 SportsCenter Late ESPN
23 WWF Sunday Night Heat usa
23 Rugrats NICK
23 Cousin Skeeter NICK
23 Hey Arnold NICK
23 Rugrats NICK
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Rating HHs Cabie
Day  Time Duration Cable U.S. (000) Share
Mon 2:00P 200 95 7.2 7.104 209
Sun 8:15P 173 82 62 6,117 128
Thu 8:00P 193 82 59 5784 132
Mon10:00P 65 59 44 4357 94
Mon 9:00P 60 56 42 4137 8.0
Mon 800P 60 50 38 389 7.7
Tue 8:00P 196 5.0 23 2280 7.8
Sun 7:30P 45 47 36 3506 8.2
Tue 11:16P 52 47 22 2122 498
Mon 5:20P 70 46 36 3481 95
Wed10:00P 30 44 24 2352 72
Tue 7:30P 30 38 28 2765 64
Thu 11:13P 17 38 27 2673 8.0
Thu 9:06P 67 37 29 2825 6.0
Tue 8:00P 30 36 30 2691 59
Mon 2:.00P 197 36 1.7 1646 80
Mon 7:30P 3 34 25 2482 59
Thu 7:30P 30 33 25 2466 6.0
Sat 7:30P 211 32 25 2418 62
Sun 11:08P N 32 24 2373 74
Wed 7:30P 30 32 24 2341 57
Sun 6:00P 120 32 23 2301 57
Tue 12:06A 8§ 31 24 2326 78
Sun 7:00P 60 31 24 2324 53
Sun 10:00A 30 31 24 2307 96
Tue 8:30P 30 31 24 2303 48
Wed 800P 30 31 23 2294 53
Sat 800P 30 31 23 2291 6.1
1898
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Channel, there’s no Web access, at
least for now. That's just fine as far as
Liberty Media Vice President David
Jensen is concerned.

“We think this is a possible winning
entry in the sweepstakes for customer-
friendly digital programming.” he says.
“It's not the kind of bewildering inter-
activity our industry has fumbled with
in the past.”

ACTV has been striving for al least a
decade to come up with a winning for-
mula lor interactive television, An
carly investment by Canadian MSO Le
Groupe Videotron and resulting trials
failed to vield hoped-for results, and
Videotron pulled out. But in early
1996, ACTV began a test on Tele-
Communications Inc.’s Ventura Coun-
ty. Calif.. svstem. That led to the
launch of the service carlier this vear in
a TCl system in Dallas.

On the programming side. ACTV
has an agreement with FOX Sports Net
that’s the foundation for ACTV s busi-
ness plant aunching ACTV Individu-
alized Television regionally, Under the
deal with FOX Sports Net. ACTV has
the rights to license FOX Sports Net
programming from each of FOX
Sports Net's regional affiliates and to
offer enhanced FOX Sports Net pro-
gramming to any distributor that car-
ries the corresponding regional FOX
Sports Net channel.

ACTV's rollout plan calls for
launching the service for free as a mar-
ket test. then moving to a monthly
charge. Reese declined to discuss what
the fee would be. but sources familiar
with the company say it's likely to be in
the $10 range. with revenues likely to
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Jver

calls a minute

Over 12,000 calls in two hours.® mais wha
hapgens when you give women the chance lo ask for whal they want: fo
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be split 50-50 between ACTV and the
cable operator. Potential revenue from
advertisers is particularly attractive.
“One possible gold mine is the func-
tionality it gives to advertisers.” says

Jensen. “Instead of the nightimare of

hundreds of viewing options and turbo-
charged channel surfing, for advertisers
this could be a godsend in terms of hold-
ing on to an audience.”

As part of Liberty's equity stake in
ACTV, the two companics have

B

formed a joint venture 1o explore other
possible uses of ACTV s technology.
They re saying little about the direc-
tion the joint venture will take. although
Jensen does say. “Were thinking about
it in music and other arcas.” [

Motorola bets Blackbird will fly

Set-top box is wnveiled at IBA convention in Amsterdam

By Price Colman

otorola Inc.’s Blackbird

may be a late entry in

the set-top box sweep-
stakes, but the Schaumburg.
HL=based firm still contends
that it has a lead on
other players,

Motorola, confirm-
ing wecks of rumors
and leaks. last Monday
officially unveiled
Blackbird at the Inter-
national Broadcasters
Convention in Amster-
dam.

“Idon’t think you're going to sce a
product like this from Microsoft, Gen-
eral Instrument or Scientific-Atlanta
until probably this time next year.”
says Ray Burgess. vice president and
assistant general manager of the con-
sumer systems group. part of Motoro-
la’s semiconductor product sector.

Predictably. the folks at Gl and S-A
have a different take on the Blackbird
announcement.

“F'm confused and a litte bit skepti-
cal too.” says Bob Van Orden. vice
president of product marketing for dig-
ttal subscriber networks at Scientific-
Atlanta. “We're shipping a product
now that does most of the things
they 're describing.™

Gl considered using the Blackbird
chipset—Motorola’s PowerPC proces-
sorand VM Labs™ ProjectX multimedia
and graphics processors—in its DCT-
5000 boxes but decided against it.

“It didn’t mahke it 10 the final round
from the price/performance basis.”
says David Robinson. GI's senior vice
president and general manager for dig-
ital network systems, “He was not able
1o be ready for our production in a time
frame that met our needs.™

Motorola expects 1o charge $300-
$500 tor a Blackbird box. with the
more fully featured box costing more,
That’s considerably more at the high

g R B

._' : e

The Blackbird

chipset (I) and
set-top box
end than the

$250-%350 that
Gl and §-A will
be charging for
their advanced digital set-tops,

But, says Burgess, *“Whatever price
point a conventional set-top can reach.
we can reach the same point.” Burgess
says that Blackbird complics with
OpcenCable specifications, which
means—at least theoretically—that it
could cventually be sold at retail amd
hooked up to any appropriately
cquipped cable system. However,
OpenCable standards are still a work in
progress. Early versions of Blackbird
will not be HDTV-ready. Burgess says.

Blackbird is a successor to an carlier
network-computer project. code-
named HellCat. that Motorola was
developing for Bell Atlantic in 1994-
95. That box. based on Motorola's
PowerPC chip. was to have been used
in the now-defunct Tele TV project in
which Bell Atlantic was a partner with
Nynex and Pacific Telesis, About the
time that the regional Bell companies
scuttled TeleTV—a venture to deliver
interactive TV programming via a
wireless network—Motorola and VM
Labs were cozying up on interactive
gaming technology. code-named Pro-
JeetX, being developed by VM Labs.

“Htdidn 't take us long to figure that if

we took the networking front end [Hell-
Cat| and coupted that with ProjectX. we
would have a tremendous project that
would not only be a set-top box and net-
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work computer but also a gaming
miachine and telephone device.™
Burgess says.

Blackbird is a combination of
router. network computer, gam-
ing console and home theater
pliutform. Motorola’s target mar-
ket for the box is broadband net-
works—f{rom cable operators
and satellite compinies 1o telcos.

Motorola expects to an-
nounce customers for Blackbird in the
coming weeks, but it will be a surprise
il cable operators are among them.

“The biggest road barrier to any-
one’s invasion of the |cable] market is
S-A and GI control of conditional
access and encryption.” says Dana Ser-
man. research associate with Schroder
& Co. "A sct-top is not just a con-
sumer-electronics deviee. A critical
factor to the box is that it is really a net-
work device. It turns the TV into a net-
work monitor.”

Another barrier to entering the cable
market is that cable’s installed base of
analog and increasingly digital set-
tops is almost exclusively Gl and S-A
products.

“To install & new set-top. a cable
operator is gaing to have o go through
[a massive and costly] upgrade of its
headend.”™ says SermanThey'll have
toinstall a Motorola network.™

Motorola’s Burgess says there are
essentially four customer groups the
company is targeting with Blackbird:
consumer electronics ¢quipment ven-
dors: system supplicrs and integrators,
such as GEand §-A: network operators,
such as cable companies and Internet
service providers, and entities that own
their communications infrastructure,
particularly telephone companies.

While telcos., particularly internation-
allty. may hold more potential for Black-
bird siles than domestic cable operators,
Schroder & Co.’s Serman remains skep-
tical, “The key here is to be as loud as
you can possibly be . make a lot of
noise, freeze the market. then start
delivering on product,” he says. "But
it's going to be a tough fight.” |



www.americanradiohistory.com

L o S

f EchoStar tops analysts’ lists

i

Price. funding and subscriber base cited by SkyForum participants

By Donna Petrozzello

choStar Communications Corp.

was the pick of media investment

analysts at lost week's SkyForum
conference in New York.

Analysts praised EchoStar’s funding,
its $325-%350 cost-of-entry consumer
price tag and its 1.6 million—subscriber
base in cheosing the direct broadeast
satellite provider as their top ivestment
pick in the DBS category. I'rimestar,
Pepgasus, U.S. Sazellite Browdeasting,
Hughes Electronics and Dirce TV also
got some positive nads from a panel of
six analysts. Four of them. however,
made EchoStar their top choice.

Hosted by the Satellite Broadeasting
Communtcations Association, the one-
day conference featured panels on
DBS issues. ranging from the indus-
ry’s financial out’ ook to its consumer
marketing efforts,

SkyForum moderator Bruce Leicht-
man of The Yankee Group also con-
ducted one-on-one intervicws with
EchoStar Comnumications Corp. CEQ
Charlie Ergen, DirecTV President Eddy
Hartenstein, U.S. Satellite Broadceasting
President Stan Hubbard and rimestar
tne. Chairman Carl Vogel.

Ergen told the analysts that one off
Mis main concerns is winning approval
o feed local stations via satcllite into
local markets. DBS providers consider
such local-into-local service crucial 1o
hicir ability to compete with cable.
EchoStar is investing some $500 mijl-
lion to build satellite capacity o launch
local station feeds. “To be a true alter-
native to cable, DBS has 1o provide
local stations.” said Ergen.

Although analysis prefer EchoStar's
financial outlook. at least one is con-
cerned about the DBS conpany’s
local-into-local plans.

"I hope EchoStar abandons its local-
into-local scheme,” said Bear Steamns”
Vijay Jayant. "1 think the market would
perceive [that move| favorably.™

Ergen later reiterated that EchoStar is
going tull steam ahead with its plan to
offer local signals. “From a pu-ely eco-
nomic point of view, [the analysts| are
tight,” Ergen said. "But we believe we
are right, and we are going to fi zht it out
until someone gives us an answer.”

Vogel said that Primestar plans to

Skyforum moderator Bruce Leichtman
(r) with EchoStar’s Charlie Ergen.

shint from medium- o high-power ser-
vice within “three to four years,” pend-
ing approval from the Justice Depart-
meint to acquire News Corp. s DBS slot
at 110 degrees. Primestar has almost
2.2 million medium-power subscribers
that the company hopes o convert to
high-power consumers served by an
1&8-inch dish rather than a 27-inch dish.

Vogel also said that Primestar’s deal
to acquire some 2 million additional C-
band suberibers rests somewhat on
whether Primestar can close the News
Corp. deal. "If we get to high power.
we'l close on the deal. if we don't, we
wor'L” Vogel said.

Primestar’s fate largely rests on its
ability to forge a deal that earns Justice
Department approval. but Primestar
faces significant financial obstacles. Tt
1s trying to raise capital in a rocky mar-
ket—and at $700 apiece its subscriber-
acquisition costs are the highest of the
four DBS providers.

Hubburd discussed USSB's plans 1o
launch HDTYV feeds trom HBO carly
next year at the same locations from
which USSB sister DirecTV plans 1o
ofter its HDYI'V channels. USSR spun
off" its basic cable channel service to
DirecTV earlier this year to free capac-
ity to launch a full slate of premium
movie channels and their plex feeds.

Hubbard also reported that USSB's

gross margins are up more than 40%
sinee last vear and that he expects churn
“tosettle inata 30% range on an annual-
ized basis.” Compared with other movie
providers in cable. “our churn rate is
very impressive.” said Hubbard. without
citing any cable networks by name,

Hartenstein said that Diree TV has left
vacant nearly FOO channel positions that
the company intends to integrate with
local TV stations when that option
becomes available w0 DBS providers,
He gave Direc’T'V's total channel capac-
ity as 200, including 35-40 channels of
satellite-delivered audio. He also said
that Direc TV expects to ¢lose inon the 4
million—subscriber mark later this
month,

Hartenstein also indicated Direc TV s
desire to vertically integrate its services
in conjunction with equipment manufac-
tured by Thomson Consumer Electron-
ics, and perhaps with other munutuctur-
ers later on. "Eventually, every TV sel
will have a Direc TV laver init.” Harten-
stein pegged DirecTV's subscriber-
acquisition cost in the range of $4HK).
$425 per subscriber. which he “doesn’t
see increasing by the end of this year.” s

EchoStar files
claims on
beleaguered birds

EchoStar Communications
Corp. has filed an insurance
claim for $219 million for what it
calls the total constructive loss
of its EchoStar 1V satellite,
launched May 8.

The satellite is in operation at
148 degrees west longitude and
delivering local television signais
and niche programming to the
Denver, Sait Lake City, Phoenix
and San Francisco markets.

EchoStar originally had
planned to place it in orbit at its
119 degree west longitude full-
Conus siot, but the Lockheed
Martin—built bird failed to fully
deploy its solar panels. In addi-
tion, four primary transponders
and two backup transponders on
the 32-transponder sateilite
have failed. —~Price Colman

SEPTEMBER 21, 1998 / BRDADCASTING & CABLE

www americanradiohistorv com

83


www.americanradiohistory.com

CABLE

Cable divided over
phone prospects

D espite some initial laun-
ches with bullish re-
sults, cable operators con-
tinue to disagree over
whether trafticking resi-
dential telephone calls over
cable systems is a viable
business. During u confer-
ence last week in New
York. MediaOne Group
Inc. Executive Vice Presi-
dent and Chiet Marketing
Officer Julie Berg ex-
pressed strong enthusiasm
over customer response in
tive cities where the former
telco subsidiary has started
or tested service. With ini-
tial penetration reaching as
high as 10% of homes mar-
keted. Berg predicted that
25% of customers on Me-
diaOne systems offering
telephone service could be
taking the service within
five years. Century Com-
munications Chairman
Leonard Tow was even
more bullish, dismissing
one projection that tele-
phone and high-speed data
combined would account
for 25% of cable operators’
revenue in 10 years as
“much, much too low.”
Tow, who also controls a
separate local phone utility,
insisted that operators
would find teiephone com-
panies casy targets. But
Comcast Corp. Vice Chair-
man Julian Brodsky and
Charter Communications
Inc. President Jerald Kent
were more skeptical. Kent
said that itis not at all clear
that the results from limited
rollouts by MediaOne and
Cox Communications Inc.
will translate into financial
results that will let opera-
lors cam a decent retum on

the cost of a "9 1-level”
plant upgrade, particularly
adding backup power that
will keep calls flowing reli-
ably in the event of a
power failure. “We are not
a big believer.” Kent said.
That could change if Inter-
net telephony becomes
real, letting operators traf-
tic phone calls and high-
speed Internet through the
same gear in subscribers’
homes.

Country comeback
c ountry Music Televi-
sion rebounds this
wecek when it launches on

Tele-Communications

Cml

Inc.’s Seattlef/Tacoma sys-
tems. CMT waus switched
out last spring by a hand-
tul of MSOs that opted for
Jones Intercable’s Great
American Country music
channel. CMT says the
TCI agreement will add
nearly 1 million sub-
scribers over a three-year
roll out to CMT’s 42 mil-
lion sub base. CMT cailed
the carriage agreement
one of the largest single-
market launches in the
channel’s 15-year history.

BA plans DBS

rollout in D.C.
B ¢!l Atlantic this week
plans to announce that
it is rolling out DBS ser-
vice in Washington and
one other major mid-At-
Jantic market. spokesman
Larry Plum says. For an
installation fee of about
$200 and equipment leas-
ing fees of roughly $6 per
month, Bell Atlantic will
install a satellite dish and
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oft-air antenna, provide
programming from
DirecTV and USSB and
charge all services on a sin-
gle bill. Monthly program-
ming costs from DirecTV
and USSB will be the same
as if customers ordered
programming directly from
the companies. Plum says
the arrangement helps
satellite TV overcome sev-
eral sales obstacles because
customers will be able 10
get local signals via oft-air
antennas, won't have o
pay high upfront costs to
purchase equipment and
will receive installation and
24-hour customer service,

Industry plugs
DTH numbers

irect-lo-home satelite

will have 10.6 million
subscribers at the beginning
of next year, up from the
current 9.6 million, accord-
ing 1o the Satellite Broad-
casting and Communica-
tions Association. Approxi-
mately 2 million of those
are C-band subscribers, but
C-band numbers are
increasing more slowly,
SBCA President Chuck
Hewitt said last Monday
during the group’s SkyFo-
rum conference in New
York City. While EchoStar
remains the smallest DBS
provider with a 16% market
share, that number is up 6%
from last year. Wall Street
analysts call EchoStar their
top investment pick
because itis fully tunded
and should be cash-flow
positive by next year (see
story, page 83). The
DirecTV/USSB partnership
remains the nation’s largest
DBS provider, with more
than 3.9 million sub-
scribers. And analysts are
bullish on
Direc TV/USSB's market-
ing agreement with tele-
phone company Bell At-
lantic, which will provide
subscribers with one bill
and easy instaliment and

WWW.americanradiohistorv.com

customer service. Mean-
while, Primestar’s customer
base has slipped slightly. to
22% of total DTH sub-
scribers. Primestar faces
obstacles to further growth,
including a difficult market
in which 1o raise capital,
acquisition costs that at
$700 per subscriber are
twice that of EchoStar’s
and high expenses to con-
vert 1o high power if the
Justice Department
approves Primestar’s pur-
chase of News Corp.’s
high-power DBS slot at 110
degrees.

Regional Rainbow
he Rainbow Advertis-
ing Sales Com.

(RASCO) will launch a

unit dedicated o selling

spots on regional cable
news networks across the

United States in the first

quarter of 1999, The new

sales division, Regional

News Representation, will

be managed by RASCO's

national spot advertising
rep division, Cable Net-

works Inc. RASCO is a

unit of Rainbow Media

Holdings. whose parent

company is Cablevision

Systems Corp. Including

Cablevision’s five New

York City-arca regional

News 12 networks, two

dozen regional news out-

lets have been identified as
potential sales targets.

Cable Networks already

serves 14 ot those net-

warks, which include New

England Cable News,

Chicagoland News, News

Channel 8 in Washington,

Bay News 9 in Tampa,

Fla., and Florida’s News 13

serving Orlando.

In other news from
Rainbow, the compuny
named Hank Ratner chief
operating officer. An |-
year veteran of Rainbow
andt Cablevision, Ratner
most recently was execu-
tive vice president of Rain-
bow.
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Rebo Group closes

Pioneering HD™V product on firm
REBO Group is suspending
operations this fall, just as the
long-awaited HDTV movement
begins in the U S.

REBO, whic was founded in
1986 and has remained an HDTV
stalwart trroughout the long U.S.
digital-standard process, was
expected to cash in now that U.S.
broadcasters ar2 going digtal. But
co-founder Bary Rebo says the
U.S. HDTV market is devzaloping
more slowly than he had hoped,
and his fully staffed prcduction firm is to expensive to

l maintain.

“I'm not interested in having a big facilities company,”
says Rebo, who started the company with partner Tomio
Taki. Rebo adds that with the growing availability of HDTV
production equipment, his company’'s prototype HDTV

TBS's ‘African
Garden of Eden’ was
produ~ed by Rebo.

shop

equipment and intimate knowl-
edge of the format isn't as mar-
ketable. “Everybody today can be
an HDTV producer,” he says. “You
used to have to have an expertise
in the technology, but those days
are gone.”

REBO Group President Kathy
Scott will supervise operations as
the company winds down through
the end of the year, and she will
oversee the completion of ail cur-
rent production work, including
REBO's final episode of WildILife
Adventures for TBS. Rebo will
continue to shop his existing library
of HDTV programming to both

domestic and international broadcast-
ers and plans to start “other entities that are
much more flexible than REBO Group.”

—Glen Dickson

|
“Sony unveils DTV set strategy

Will sell direct-view HDTV set

By Glen Dicksor

hile most consumer electronics
manutactarers are mlling out
huge HDTV projection sys-

tems for their first digital selevision
sets. Sony is introducing a 34-inch
direct-view HDTVY set as its first DTV
product offering.

Sony executives say they went with
a midsized direct-view maodel over a
large-screen rear-prajection set
because they bel:eve their pic-
ture-tube technology offers the
best picture quality for HDTV,
and because they think there’s
a bigger market tor a 34-inch set than
for a 55-inch or 70-inch model.

“We also tike to do what our com-
petitors don’t.” admits Jim Palumbo.
Sony vice president of consumer tele-
vision products.

Sony’s KW-HDUE, a widescreen. tht-
screen set that uses Sony’s proprictary
FD Trinitron pictare tubes. will go on
sale n late November for $2 999, The
HIB0I-native set witl be sold is part of a
system that includes an outboard DTV
tuner box. which is necessary to receive

and decode DTV signals. and a large
cabinet. Palumbo suys Sony originally
intended to build DTV tuning capability
into the set. but decided to separate the
DTV wner from the display to get the
product to market on time—not for
strategic reasons.

"We're not thinking about upgrad-
ing the box.” he says. Palumbo adds
that Sony expects to sell fewer than
10,000 units of the KW-HDI in the

NY

first year after its introduction.

In addition to displaying 720P or
10R01 HDTV signals tn 10801, the KW-
HDI1 will display 480P SDTV signals in
4801 and upconvert 4801 SDTV signals
and analog NTSC signals to 960-line
interface. The set also has picture-in-pic-
ture capability at 480P resclution.

I'he KW-HDI won't have a
Firewire. or IEEE 1394, digital inter-
fuce that is the likely candidate 1o link
HDTV sets and cuble set-top boxes.
But it will have an HD component

input that will allow consumers to
walch HDTV pictures delivered over
cable. provided their cable set-top has
an HD component output: t.e.. the
cable set-top would need to decode and
demodulate the HDTV signal itself and
pass it on to the set tor display.

Sony Vice President of Business
Devetopment Jim Bonan points out
that CubleLabs. the cable tndustry
consortium. has recommended HD
component as an interim solu-
tion to allow DTV sets and dig-
itul cable set-tops to talk to each
other until the Firewire standard
is agreed upon. He adds that
cable set-top manulacturers and
MSOx have assured Sony that they
will build some set-tops with HD
component outputs to allow carly
DTV set buyers to receive HDTV
stgnals over cable.

As tor a cross-industry agreement on
Firewire, Bonan thinks making FCC
Chairman William Kennard's Nov. ]
dewdline will be “pretty tough.”™ But he
predicts an agreement will be reached
shortly thereafter. He says the last two
Firewire issues that need to be resolved
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are copyright protection and a way for
cable operators to generate graphics in
the set-top and display them on the DTV
set. "With a little bit of luck, we'll see
Firewire products at the end of 1999,
Bonan says.

R

In December, Sony also will roll out
a DTV receiver/decoder, the DTR-
HD1, that can be used either to down-
convert DTV pictures for viewing on
analog sets or to supply an HDTV oul-
put 10 high-end projection systems.

The DTR-HDI set-top will sell tor
$1,599. Palumbo says the DTR-HDI
could be an attractive addition to the
75.000-100,000 multiscan projectors
already in the marketplace, with "many
of them in rich people’s homes.” ]

IAudio brings radio distribution to Internet

By Karen Anderson

G Systems, a provider of digital
D distribution services to broad-

casters, and Digidesign, a suppli-
er of digital audio production software
and systems, are working together (o
streamline radio spots and programs
via the Internet with iAudio.

Radio stations and production compa-
nies can send audio via DG Systems’
iAudio Internet network using
Digidesign’s Pro Tools workstations and
QDesign MPEG PRO AudioSuite plug-
in. Access to DG’s network gives

Digidesign a way to address its cus-
tomers' needs for wide area network con-
nectivity with access to more than 6,000
U.S. radio stations, says Brian Hager-
man, Digidesign manager of worldwide
clectronic marketing,.

According to Greg Schott, DG Sys-
tems vice president of marketing, iAu-
dio makes it cusy for station groups to
share talent and content and 10 estab-
lish a common method of distribution.
“Groups have been faced with the
daunting task of piecing together a
dizzying array of technologies and
processes resulting from the acquisi-

tions of radio stations over the past sev-
eral years,” he says. "DG Systems’
Network and iAudio provide a com-
mon standard tor the transport, presen-
tation and playback of audio content.™

Schott says iAudio also simplifies
advertising spot distribution and elimi-
nates the need for staff to hand-deliver
tapes: “Currently. radio station salespeo-
ple often must pick up locally produced
tapes and hand-carry them back 1o their
stations. 1Audio will let station salespeo-
ple do what they do best—sales.™

DG Systems is preparing service and
pricing packages for broadcasters. =

. _

Novocom bmducé§
tags for NBC News

os Angeles broadcast

branding firm Novocom
has produced end tags for
eight NBC News programs,
including NBC Nightly
News with Tom Brokaw,
Today, Nightside and the
network’s five Dareline
NBC programs. The tags,
which are customized ver-
sions of one master anima-
tion, were created using
Alias/Wavefront software
running on an SGI worksta-

NBC NEWS

Armerics's Mowas Leador

Novocom has created
customized end tags for
NBC News.

'CUTTING EDGE

. By Glen Dickson

tion, with the 3-D
effects implemented
with Photoshop via
Macintosh and com-
positing completed on
a Quantel Henry.

AMS Neve bows

new console
MS Neve will
introduce a 48-
fader version of its
Libra digital mixing con-
sole at the Audio Engi-
neering Society conven-
tion in San Francisco later
this month. The console
has an additional control
sublayer that allows up to
144 fully teatured audio
inputs to be accommodat-
ed in a compact 48-fader
frame. The latest version
2.0 software for Libra also
offers several upgrades,
including a new defaults
manager that allows users
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AMS Neve’s Libra digital mixing
console is now available in a 48-
fader version.

to define their preferred
start-up value for each
control, and control
screens that can be
accessed via dedicated hot
keys, eliminating the need
10 use a mouse.

Pappas taps Harris

for transmitters
H arris has signed a mas-
ter purchase agree-
ment with Pappas Tele-
casting, Visalia, Calif., to
supply Pappas stations
with both digital and ana-
log transmission systems.
In the first transaction
under the deal, Pappas
has ordered four NTSC
transmitters from Harris.
wBFX(Tv) Greensboro,

www.americanradiohistorv.com

N.C.; kKPwB-Tv Des
Moines, lowa, and
KPTH(TV), Sioux City,
lowa, have purchased 240
kw Sigma 10T transmit-
ters. while KTvG(TV)
Kearney, Neb., bought a
60 kw UHF Sigma IOT
unit.

Scientific-Atlanta
introduces

PowerVu Plus
SCienlific-Atlanla has
introduced PowerVu
Plus, the fourth-generation
platform of its satellite
television distribution sys-
tem. The new PowerVu
Plus digital products ali
support MPEG-2, DVB,
ATSC, AC-3 audio and
standard DVB/ASI inter-
faces. The new products
include the PowerVu Plus
Advanced Encoder, Pro-
fessional Receiver,
Advanced Multiplexer and
Network Centre. The
PowerVu Plus system is
designed to be backward-
compatible with current
PowerVu integrated
receiver/decoders.
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Release of Starr report is big hit on the 'Net

By Richard Tedesco

majority of Americans didn’t
Arush to judgment on Bill Clin-

ton’s presidency last week, but
they were still rushing to Websites that
offered up all the seamy details from
special prosecutor Kenneth Starr’s
report to Congress.

CNN.com, ABCNews.com, Fox
News and MSNBC all set single-day
usage records, eclipsing numbers from
Aug. 17, when they streamed video of
the president’s TV mca culpa.

CNN’s traffic soared to a single-day
record of just over 34 million page
views on Friday, Sept. 11, when the
report was released online. CNN’s traf-
fic already had peaked at more than
340,000 hits per minute on CNN.com
betore the report hit the site at 2:45 that
afternoon.

“I tend to think, this was he kind of
story that, unless you saw this on the
Web for yourself, you really didn’t feel
like you got the story,” says Scott
Woelfel, senior vice president and edi-
tor in chief of CNN Interactive. “If you
only heard about it on TV or read about
it in the paper, | think you telt left out.”

Apart from affording fast access,
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of sreni ereverery

Thee eoutanl of the Goliouing restwinh av volbels
= formapded by e Bor of dhe budypavian
gl The- o WM b
pogfintimn dnd Remyel. The aigind Tolde of
Comtunsy & wot providel.

Talde of Conteats
Cprcoslegy

d Sammes
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CNN’s traffic soared to a single-day
record of just over 34 million page
views on Friday, Sept. 11, when the
report was released online.

Woelfel feels that virtually instant pub-
lization of the Starr report online
pushed some prominent newspapers
into printing the entire report in Satur-
day editions. “We would have seen a
lot more in the way of excerpts rather
than full text™ if news sites hadn’t post-
ed it, Woelfel says.

Traffic on ABCNews.com peaked at
more than 12 million page views on

Friday. but the site drew another 6 mil-
lion page views last Monday. So did
easy Web access encourage PC users’
prurient interests? “That’s about more
than prurience. That’s about the fate of
the nation,” says Jeft Gralnick, ABC
executive vice president, who oversees
ABCNews.com. “The only way 1o
make [the Starr report] available to the
public is to make it available in its
enlirety.”

Fox News recorded 7.5 million
page views on Friday and planned 1o
stream President Clinton’s grand jury
deposition in its entirety if it's
released by the House Judiciary Com-
mittee, according to Scott Ehrlich,
executive vice president of News
Corp. New Media. “This kind of dis-
tribution meets the test of what the
"Net does best,”” he says.

CNN and ABC News also planned
to stream Clinton’s deposition tape in
part or uncdited online as soon as it
was available.

MSNBC, which declines to calcu-
late page views, reported 1.9 million
difterent PC users logging in on Fri-
day. eclipsing its previous high of 1.1
mitlion users on Clinton’s confession
day. [

AOL pumps up Laybourne’s Oxygen Media

By Richard Tedesco

merica Online last
week took a stake in
Oxygen Media,

Geraldine Laybourne’s
New York—based start-
up, and gave it a jump
start with three women’s
online sites.

Oxygen gains control
of the Electra, Thrive and
Moms Online sites from
AOL and the respective
owners of the sites. The
sites form the basis for
Oxygen’s ambitious mis-
sion to establish a hybrid
women's network com-

Geraidine Laybourne will
take control of three
women’s sites.

bining online and on-air
programming, according
to Laybourne. While she
“hasn’t settled on a TV
strategy,” it could include
a cable or broadcast com-
penent—or both, Lay-
bourne says.

“The first thing was 1o
get a presence on the Web
and get going,” says Lay-
bourne, whose other sup-
port thus far comes from
her former employer, the
Walt Disney Co. Lay-
bourne was president of
Disney/ABC Cable Net-
works until June, when
she left to develop Web-

sites for women and children.

The three sites Oxygen will maintain
as part of AOL’s women’s section
cover a range of content, including
careers, relationships, recipes and
online shopping.

Oxygen is secking deals with other
strategic media partners, according to
Laybourne, who declined to disclose
the cost or size of the minority stakes
that Oxygen has sold to AOL and
Disney.

AOL President Bob Pittman, Lay-
bourne’s boss when she was at Via-
com’s Nickelodeon cable channel, says
the deal “underscores the importance
of women to AOL's growth.” Women
currently constitute half of its 13 mil-
lion members, AOL says. ]
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Intel lends RealNets its site or THE week
streaming technology

n a deal suggesting the musical-

chairs nature of Silicon Valley's

shifting—and seemingly contradic-
torv—alliances. Intel Corp. is provid-
ing its streaming video software to
RealNetworks.

The immediate objective of the new
alliance between the Microsott allies is
to boost the quality of RealVideo G2,
the Tatest iteration of RealNetworks'
popular streaming technology. The ulti-
mate impact of the deal may be to dis-
tance the companies further tram
Microsoft, which has been at odds with
both partners on a range of issues over
the past few yeurs,

The apparent source ol that acrimony
has been Microsoft's megalomaniacal
tendencies as the world’s preeminent
software supplier. according 10 a recent
filing that is part of the Justice Depart-
ment’s ongoing antitrust action against
Microsoft. Microsoft exccutives
allegedty tried 10 bully RealNetworks
out of the streaming media platform
business and railed against Intel’s inter-
est in video software development.

With any co-development opportu-
nity on streaming sotftware a mool
puoint, Intel established a tink with the
feading supplier in the space in Real-
Networks,

“Intel needed 1o do something with
its [streaming| technology.”™ says
Scema Williams, an analyst with For-
rester Rescarch. She sees an advantage
to RealNetworks repairing its apparent
rift with Microsoft through the el
deal. "1t's a way for RealNetworks to
stay tied 1o the "Wintel™ (Windows and
Intel) duopoly.” she says.

Intel Viee President Craig Kinnie,
director of Intel Architecture Labs,
charactenizes the relations between Intel
and Microsoft as “business as usual.”
With reference to the RealNetworks
deal, Kinnie says, "We do this [kind of]
marketing diffusion through different
players all the time.™ He doesn’t rule out
eventually licensing the same technolo-
gy to Gates and company .

Intel Labs is simply intent on its “mis-
sion” o improve the online multimedia
experience for end users, sayvs Kinnic. m

Sony’s Station makes
multiplayer move

Counts on “Jeopardy!” and *Wheel’ 1o help drive traffic

By Richard Tedesco

ony Online hopes 1o start cashing

in on multiplayer ontine versions

of popular co-owned TV game
shows Jeopardy! and Wheel of Fortine
carly next vear as part of its diverse
pay-for-play game strategy on its
revamped Station site.

Sony’s site (www.station.com) has
been conducting a beta test of those
multiplayer games among 65,000
Netheads, That's just to make sure the
site can handle anticipated wraffic for
Jeopardy! and Wheel. according 1o
Lisa Simpson. president of Sony
Online, who says that The Station
simply “dido’t scale appropriately™

SEPTEMBER 21,

before a new software layer was
added recently 1o enable the multi-
player formats. Sony has figured o
price point for commercial tourna-
ments it will start running afiler its
three- to five-month test.

Daily cight-second spots plugging
Jeopardy! online will start running at
the end of the King World—syndicated
game show in November, according to
Stmpson.

Jeopardy! and Wheel currently draw
80% of the traffic 1o the site. Sony is
also selling banners—animated and
traditional—to a growing bist of adver-
tisers: Citibank, IBM, and AT&T
recently started sponsoring college
Jeopardy! tourneys ontine, n
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1 BIFS LIVE!
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KDGE(FM)
Dallas 945 |
Alternative Rock

Site features: 24-hour streaming |
of alternative rock artisis, inciud

ing “he Wallflowers, Barenaked
Ladias, Tori Amos, Cherry-Pop- |
pin Daddies, Semiscnic. Our |
Lady Feace, Pearl Jam and Rage |
Against the Machine; playlist,
includ ng links for purchase of |
L= naws section tracking group
developments; events section
highlighting upcoming cancerts
ard or-air‘online interviaws; chat
section; links to and from Broad-
casi.com

Site ‘aunched: Aprif 1, 1358 ‘
Site director: Mike Irby, koGe MIS
direciar

Number of employees: 2 ‘
Design: in-house; basic lemplate
suppiied oy Electric Village

Streaming technology: FealAudio ‘

Traffic generated: 2,000 hits
dily

Advertising: Local bannars, Elec- J
fric Village ads

Rewvenue: Based on combination
of a0s and revenue shared with
Electric Village from C[ sales
Highlights: koGe provides a com-
prehenzve, localized environmeni
lor noerih Texas alternative rock
fans who ve been flocking to the
siia reqularly since its inception;
and yes, even KOGE offars a ready
Iink for downloading of Ken Starr's
ubiguitous report on the Lewingky
scanda

[ emiic
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The week's tahulation of station sales

‘ I T —

I{GBT-TV Harlingen, Tex.

Price: $42 million

Buyer: Cosmos Broadcasting Corp.,
Greenville, S.C. (W. Hayne Hipp.
chairman); also cwns nine TVs
Seller; KGBT-TV LP, Salisbury, Md.
‘Thomas H. Draper, president); also
owns weoc-Tv Salisbury, Md.
Facilities: ch. 4, 100 kw, ant. 1,299 ft.
Affiliation: CBS

WIIB(TV) Bloomington, Ind.

Price: $35 million

Buyer: RDP Communications Inc.,
Palm Beach, Fla. (Roslyck Paxson,
oresident); also owns seven TVs and
one FM

Seller: Channel 63 Inc., Baltimore (J.
Duncan Smith, principal}

Facilities: ch. 63, 2,000 kw, art. 1,053 ft.
Affiliation: Pax TV

WPGX(TV) Panama City, Fla.

Price: $7.1 million

Buyer: Waitt Broadcasting Inc.
Omaha, Neb. (Norm Waitt .Ir., princi-
pal); also owns kMEG(TV) Sinux City,
lowa, and koTD(AM)-FM Omaha, Neb.
Seller: Wicks Broadcast Grcup LP
Wichita Falls, Kansas (Pete D'Acos-
ta, TV division president); also owns
four TVs

Facilities: ch. 28, 1,260 kw, ant. 748 ft.
Affiliation: Fox

Broker: Khalil & Company Inc.

Construction permit for new TV in
Sheridan, Wyo.

Price: $10.00

Buyer: SJL of Montana Associates
LP, Buffalo, N.Y. (George D. Lilly,
owner)

Seller: KTVQ Communications Inc.
Charleston. S.C. (Peter Manigault,
chairman of the board); alsa owns
nine TVs

Facilities: ch. 9

WEGQ(FM) Lawrence, and WWTM{AM)-
WAAF{FM} Worcester, both Mass.
Price: $58 million

Buyer: Entercom Communications
Corp., Bala Cynwyd, Pa. (Joseph M.
Field, president); also owns 10 AMs
and 22 FMs

Seller: Westinghouse Electric Co./
CBS Corp., New York (Mel Karmazin,
CEO, CBS Station Group): owns/is
buying 14 TVs, 41 FMs anc 27 AMs
Facilities: wega: 93.7 mhz, 50 kw, ant.
430 ft.; wwTm: 1440 khz, 5 kw; waaF:
107.3 mhz, 18.6 kw, ant. 820 ft.
Formats: weGa: hits of the 70s and

BmdcaslhEEalle

PROPOSED STATION TRADES

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

TVs(1$84,100,010 1 4
Combos | 1$72,135,000° 5
FMs 1$84,685,000 15
AMs11:$84,300,000 ;2
Totalr $325,220,010 ;16

S0 FAR IN 1998

TVs11$7,012,263,010 - 64
Combos 11 $5,036,733,060 — 207
FMs (1$860,620,716 [ 257
AMs 1$556,092,240 1 163
Total = $13,411,706,026 (1691

SAME PERIOD IN 1997
TVs1$6,047,336,684 1 87
Combos :$6,782,912,551: 238
FMs2$1,763,556,599 (1313
AMs 1$299,196,781 _ 167
Total 1 $14,882,992,615 . 1805
Source: Baaancastie 8 Cams

80s; wwTM: sports; waar: AOR

KPUG({AM)-KAFE(FM) Bellingham,
Wash.

Price: $5,825,000

Buyer: Saga Communications Inc.,
Grosse Point Farms, Mich. (Edward
K. Christian, president); also owns
one TV, 12 AMs, 24 FMs

Selter: San Juan Radio Inc., Belling-
ham, Wash. (Michael Pollock, presi-
dent}; no other broadcast interests
Facilities: AM: 1170 khz. 10 kw day, 5

kw night; FM: 104.3 mhz, 60 kw, ant.

2,310 ft.
Formats: AM: news; FM: AC

KFYR{AM)-KYYY{FM) Bismarck, N.D.
Price: $4.8 million

Buyer: Jacor Communications Inc.,
Cincinnati {Samuel Zell, chairman;
Randy Michaels, CEO; Zell/Chilmark

Fund LP, 30% owner; David H. Crowl,

president. Radio Division); owns/is
buying one TV, 135 FMs and 74 AMs.
Seller: Meyer Broadcasting Comp.,
Bismarck, N.D. (Judith Ekberg John-
scn, CEQ)

Facilities: AM: 550 khz, 5 kw; FM:

C L

S E D

PAXSON COMMUNICATIONS CORPORATION

AN \\

Lowcell *Bud™ Paxson. Chairman and CEQO
bas aareed to acquire
Scranton, Pennsvlvania

fuor

$6,000,000

frem

EHRHARDT BROADCASTING

Ted H. Ehrharde, Jr., I

resident

Patrick Commucations was prond to serve
ay the broler fu this transaction.

—/////4

PATRICK

COMMUNICATIONS

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

92.9 mhz, 100 kw, ant. 1,180 ft.
Formats: AM: AC: FM: hot AC
Broker: Media Venture Partners

WIMW(AM)-WHLM(FM) Bloomsburg, Pa.
Price: $2.51 million

Buyer: Radio Friendz Inc., Selins-
grove, Pa. (David & Susan A. Bern-
stein, 63% joint owners}; also owns
two AMs and four FMs

Seller: Magee Industrial Enterprises
Inc., Bloomsburg, Pa. (Harry M. Kater-
man, principal); no other broadcast
interests

Facilities: AM: 550 khz, 1 kw; FM:
106.5 mhz, 36.5 kw, ant. 570 ft.
Formats: AM: nostalgia; FM: CHR

WCBL(AM)-FM Benton, Kentucky
Price: $1 mitlion

Buyer: Jim W. Freeland, Benton, Ky.;
no other broadcast interests

Seller: The Purchase Broadcasting
Company of Kentucky, Los Angeles
{Julie Sweet, principal)

Facilities: AM: 1290 khz, 5 kw; FM:
99.1 mhz, 3 kw, ant. 298 ft.

Formats: AM: country; FM: oldies

WYUU(FM) and WLLD{FM), beth
Tampa, Fla.
Price: $75 million

-
B

Buyer: Westinghouse Electric Co./
CBS Corp., New York {Mel Karma-
zin, CEQ, CBS Station Group);
owns/is buying 14 TVs, 41 FMs and
27 AMs

Seller: Entercom Communications
Corp., Bala Cynwyd, Pa. (Joseph M.
Field, president); also owns 10 AMs
and 22 FMs

Facilities: wyuu: 92.5 mhz, 50 kw,
ant. 489 fi.; wLLD: 98.7 mhz, 3 kw,
ant. 1000 m.

Formats: wyuu: oldies; wLLD: rhythmic
CHR

WTCF(FM) Carroliton, Mich.

Price: $3,585,000

Buyer: Ligget Broadcast Inc., Lan-
sing, Mich. {Rabert G. Liggett Jr.,
chairman); also owns two AMs and
five FMs

Seller: Mid-America Broadcasting
Inc., Saginaw, Mich. (Richard J.
Doud, vice-president)

Facilities: 100.5 mhz, 3 kw, ant. 328 ft.
Format: CHR

WHXJ{FM) South Pittsburg, Tenn.
Price: $3 million

Buyer: Cumulus Media LLC., Milwau-
kee (Richard Weening, chairman and
Lew Dickey, vice chairman); owns/is
buying 120 FMs and 55 AMs

CENTENNIAL BROADCASTING

has acquired

KKLZ-FM

Las Vegas, Nevada
from

THE APOGEE COMPANIES
$21,000,000

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

A
Kalil & Co., Inc.

3444 North Country Club Tucson, Arizona 85716 (520) 795-1050
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Seller: Marson Broadcasting Inc.,
Scottsboro, Ala. (Robert Gay, principal)
Facilities: 97.3 mhz, 16 kw, ant. 856 ft.
Format: Rhythmic CHR

Broker: Don Sailor

KGRC(FM) Hannibal, and KZZK(FM)
New London, both Missouri

Price: $2.1 million

Buyer: STARadio Corp., Kankakee,
lIl. (Jack W. Whitley, president); also
owns three AMs and five FMs

Seller: Taylor Broadcasting Company,
Quincy, lll. {Michelle Taylor, principal);
no other broadcast interests

Facilities: KGRC: 92.9 mhz, 100 kw,
ant. 490 ft.; kzzk: 105.9 mhz, 10 kw,
ant, 515 ft.

Formats: kGRC: AC; kzzk: adult alter-
native

WCSD(FM) Livingston, Tenn.

Price: $1 million

Buyer: JWC Broadcasting LLC,
Cookeville, Tenn. (Joe B. Wilmaoth,
chief manager}; Wilmoth also has
interests in waTx{am) Algood, and
WKxD(FM) Monterey, both Ten-
nessee

Seller: Sunny Broadcasting LLC, Liv-
ingston, Tenn. (Millard V. Oakley,
president)

Facilities: 95.5 mhz, 2.85 kw, ant, 472 ft.
Format: Country

WEEI(AM) and WRKO(AM) both
Boston

Price: $82 million

Buyer: Entercom Communications
Corp., Bala Cynwyd, Pa. (Joseph M.
Field, president); alsc owns 10 AMs
and 22 FMs

Seller: Westinghouse Electric Co./CBS
Corp., New York (Mel Karmazin,
CEO, CBS Station Group); owns/is
buying 14 TVs, 41 FMs and 27 AMs
Facilities: weei: 850 khz, 50 kw;
WRKO: 680 khz, 50 kw

Formats: weel: sports, talk; wrko: talk;

KCKC(AM) San Bernadino, Calif.
Price: $2.3 million

Buyer: 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,
134 FMs and 73 AMs

Seller: All Pro Broadcasting, Ingle-
wood, Calif. (Willie Davis, president)
Facilities: 1350 khz, 5 kw day, 500 w
night

Format: Classic country

Broker: McCoy Broadcast Brokerage

—Compiled by Alisa Butier
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HELP WANTED MANAGEMENT

General Manager, Baltimore's new business and
financial news station WBIS, affiliated with BNN,
Bloomberg and CNBC, seeks enerjetic. highly-
motivated. self-starting sales prefessional to
manage station and market brokered-time pro-
grams anc¢ commercials to financial industry busi-
nesses. Previous successful local szles and new
business developmenrt experience and strong
verbal/presentation skills required. Send letter
and resume in confidence to: General Manager,
Crimmins Lane. Falls Church, VA 22043. M/F
EOE.

General Manager - Midwest. We'r2 a privately
owned Midwest group operator with very little
debt. We own numbsgr one multi-opoly opera-
tions. Our employees work in statz of the art
facilities and are rewarded with excellent com-
pensation and benefit packages. For nearly three
decades we've enjoyed an excellent reputation in
the radio industry. You're correct to assume that
our expectations are high! We have a need for an
outstanding General Manager to lezd a multiple
station operation. This perscn shoulkd have prior
experience managing multiple stations simulta-
neously in mid-size markets. We're only in-
terested in an individual who can demonstrate a
history of building number one stations and who
understands equally the nuances of pro-
gramming, promotion and sales. The selected in-
dividual will have a stable employment
history.. drifters need not apply. We encourage
women and minorities to apply tor “his position.
Please send resume and references. Reply to
Box 01423 EOE.

HELP WANTED TECHNICAL

Broadcast Engineer. Associated Press Broad-
cast Services in Washington, DC has an im-
mediate opening for a broadcast egineer. Pri-
mary responsibilities are in audio and computer
automation systems. Expertise in video and
satellite systems is a plus. This is a hands-on
technology position in a full-time news operation.
Minimum three years experience in roadcast or
on-line services required. Please send resume
to: Phil Avner, The Associated Press, 1825 k
Street NW, Washington, DC 2000¢. or e-mail,
pavner@ap.org. The Associated Press is an
equal opportunity/ affirmative action employer. M
F/DNV

_HELP WANTEO ANNOUNCER

Radio Announcer: Announces radio pro-
grams for communication in beth English and
Chinese (both Mandarin and Cantenase Dialects)
of spiritual, religious and evangelical teaching
broadcast to the People’s Republhic of China. De
termines content, length and topics of orograms in-
cluding the writing and editing of scripts. Insures
compliance with FCC regulations. Requires
Bachelor's degree in Communications. Must
speak Mandarin and Cantonese Dialect of
Chinese Language. Hours: 9:00 a.r.- 5:00 p.m.
40 hours per week at $20,000 per year salary.
Must have proot of legal authority to sork perma-
nently in the U.S. Please send two copies of re-
sume and cover letter to: lllinois Department of
Employment Secunty. 401 S. State Street- 7
North, Chicago, L 60605, Attention: Len Boksa,
Reference #V-IL 19436-B, An Emploser Paid Ad.
No Caills.

BroadcastinusCatle

CLASSIFIEDS

_ HELP WANTEO PROOUCTION

Voice of America seeks experienced, knowl-
edgeable personality to write, host and indepen-
dently produce two 54-minute jazz shows weekly
for international broadcast. Deadline: November
6, 1998. 202-619-2933.

_SITUATIONS WANTED MANAGEMENT

Recently completed successful turnarcund in
competitive market as a “stand-alone™ against
daopolys and triopolys. 30+ years experience in-
cluding: Group Management, Naticnal Sales
Management, Combo General Manager, Sales
Manager. Group Programming. and Promoticnal
Director. Highly creative. Will design promotion to
increase your révenues, ratings and visibility. Ex-
cellent sales perscn with proven sales systems
and training ability. Check my references and
most recent Miller-Kaplan. Preter medium market
station/staticns in quality environment. Reply to
Box 01408.

HELP WANTEO MISCELLANEOUS _

Equity

roadcasting
orporation

Equity Broadcasting has the following
job openings:

C.FO.
General Sales Manager, Radio
Assistant Chief Engineer, TV
Assistant Chief Engineer, Radio

Piease send all replies,
in confidence, to:
Neal Ardman, C.0.0.
Equity Broadcasting Corporation
1 Shackleford Drive, Suite 200

Litle Rock, AR 72211

Equity Broadcasdng m en squal opportunity empioyer

B HELP WANTED HOST

WAMC Northeast Public Radio, one of the na-
tion's premier public radio networks, seeks a
dynamic. eclectic morning host. Knowledge of
politics and all types of music @ must. Salary com-
mensurate with experience. Resume and demo
tape to: WAMC., PO Box 66600, Albany. NY
12206. WAMC is an Equal Opportunity
Employer. Women and minorities are en-
couraged to apply.

LEASED PROGRAMMING

Produce, host yeur own radio show, and gen-
erate hundreds of qualified Leads 50,000 watt
NYE radio station. Call Ken Sperber 212-760-
1050.
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PUBLIC NOTICE

% Outstanding | tment Opportunity ¥

ABSOLUTE
AUCTION

REGARDLESS OF PRICE
Rapio Stanon -1570am (weu)

Iy, Beoapcasmng Facoiumy on 102 AckEs

40 Rickerts Road
Doylestown, Bucks Co., PA 18901

— Sale on premises —

THursDAY, OCTOBER 15 AT 1:00PM

Located approx. 10 miles north of Philadelphia, stabon is pos
tioned within 30 mik radius of 4.5¢ millkon population. Over
$340,000 1n revent upgrades inclodimg four new towers, Model
AM-S, 5600 watt mansmuerer, broadeast production and arr sar-
dw offices, computer systems & supporting equipment. Station
power: 5,000 warts daynme: 900 wates nighrame.

[_ Broker Participation Invited I
Terms of Sale: $50,000 deposit in cemified funds at time of sale,
For Complete Terms of Sale, including a decailed
descniption of faciliey & inspection info., contact

Aucaianeer.
Willuont Z. Fox, Auctsmeer, PA Auction Lic. #RAUGZ L

= MICHAEL FOX

—""lNTERNATlONAL

B00-722-3334 « 410-653.4000 * FAX 410-653.5069
e-mail info@michaelfox com ¢ www.michaelfox.com

Workdwiade A

TELEVISION
_HELP WANTED MANAGEMENT

Vice President for Television. WXXI Public
Broadcasting Council. a joint community licensee
in Western New York with an excellent record of
local and national production, seeks an experi-
enced professional to lead its television station.
We are searching for a dynamic and creative
leader to develop innovative local and national
programs consistent with the station’s mission
and to evaluate their effectiveness. Oversee pro-
gramming as well as formation and implementa-
tion of station policy, standards. practices, local
anc national productions. The successful candi-
date will have the minimum of a bachelor's de-
gre2 in a related field. a minimum of ten years
exgerience in a management position. ad-
ministrative. and program development, back-
ground in broadcasting. strong negotiating, writ-
ing. on-air, and communication skills. Understand-
ing of new technology and a strong commitment
to the educational mission of public television is
required. Send letter. resume. relerences and
salary requirement to WXXI, Human Resources
Dept.. PO Box 21, Rochester. New York. WXXI is
an Equal Opportunity and Affirmative Action
Employer commitied to excellence through diversi-
ty.

You can simply fax
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CLASSIFIEDS

Operations Director. Hearst-Argyle Television
Station has opportunity for a key management
position. The Operations Director oversees the
on-air operation from news directing and
switching to studio operations. Create and main-
tain depariment budgel. Also direct Commercial
Production and coordinate locally produced
special programs. Must have experience in all
areas of operations, be a trainer, good com-
municator and team player. Knowledge of AVID
non-linear editing a plus. Send resume to: Bob
Rice, President/General Managar, Atin: Ad
BROADCASTING & CABLE, KSBW, PO Box
81651, Salinas, CA 93912. EOE.

_ HELP WANTED SALES

SALES PROMOTION

ACCOUNT EXECUTIVE

ABC7 Los Angeles is seeking an Account
Executive to coordinate retail sales and
promotions. This position will assist in all
phases of sales and promotion from
creation to implementation. The ideal
candidate will be organized, creative, and
have excellent writing, presentation and
sales skills. PowerPoint. desktop graphics
and Internet abilities are required. Prior
TV or radio sales and production (AVID)
experience is preferred

Please send resume to:
ABC7 Los Angeles

| Attn: Kimberly Castillo
Human Resources, Dept. AE/BC
4151 Prospect Avenue
Los Angeles, CA 90027

KABC LOS ANGELES
Equal Opporwunity Employer

BroadcastingeCable

We Need Your Passion for
Sales and Talent for Success!

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

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

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

Human Resources Department - BC
Cahners Business Information

245W. 17th Street

New York, NY 10011

or fax to 212-727-2425. EOE MIFIDIV,

BEACH IN MIAMI

Come display your creative talents at a
cutting edge TV Station. Barry Diller’s
WAMI-TV in Miami Beach, Florida is
looking for a next generation Account
Executive. WAMI is the only hyper local TV
station in the country, broadcasting fram a

lass storefront studio smack dab in the
middle of South Beach. ¥f you want to do
non-traditional work in an environment that
nurtures creativity rather than squashes it,
this is the place to be

ACCOUNT EXECUTIVE

Must have 2-3 years broadcast television
sales experience. Background must also
include working knowledge of NSI,
Tapscan, CMR, and MSWord. Agency and
Direct account experience are mandatory

USA Broadcasting provides an excellent
compensation package, full benefits, and a
no snow climate guarantee. It is Florida
after all and we're 2 blocks from the
Beach. Rush that resume to

WAMI-TV
605 Lincoln Road
2nd Floor
Miami Beach, FL 33139

Fax: 305-604-0406

USA Broadcasting is an Equal Opportunity Employer

ADVERTISING SALES
NEW YORK

The Hollywood Reporter, the leading daily
entertainment trade publication, is seeking an
experienced salesperson to sell film, technology,
finance and publishing accounts on the East
Coast. The ideal candidate will have a minimum
of 5 years adverlising sales and publishing
experience, selling to at least two of the above
categories, technology a plus! Must be able to
work well under pressure and handle daily
deadlines. Great career opportunity. Competitive
compensalion package. EOE.
Mail resume and salary history to:
EASTERN SALES MANAGER

Tu: RerorTER

General Sales Manager. Powerhouse small-
market NBC affiliate seeks innovative leader to
assume direction of sales, traffic and commercial
production areas. We're looking for a motivated
individual with the proven ability to train and
motivate a talented sales force. Strong in-
terpersonal, customer-focused and non-
traditional revenue skills a must! Television sales
management experience necessary. KPLC is a
Cosmos Broadcasting Corporation station
located in beautiful Lake Charles, Louisiana.
Send letter and resume to Veronica Bilbo, EEO
Officer, KPLC-TV, PO Box 1480, Lake Charles,
LA 70602. EQE.
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WE'RE STORMING THE

GENERAL SALES MANAGER

WHNS TV Fox 21 in the
Greenville-Spartanburg-Asheville
market has an immediate appor-
tunity for a GSM. Candidate must
have 3 years in telavision as an
experienced Sales Manager. Yau
will be responsibie for inventory
control and pricing. The duties
will also entail being well arga-
nized and posses strong negatia-
tion/presentation skills. Candi-
date should be self-starting and
creative with ability to motivate
local and national sales reps.
Proficiency with TV Scan, Scar-
borough, Bias and client promo-
tions a plus. Mail or fax a resume
to:

WHNS-TV
Attention:
General Manager - GSM
21 Interstate Court
Greenville, SC 29615
Fax (B64)234-7653
EOE/M/IFIH

Afuecth

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

Tratfic Manager. Hearst-Argyle Television sta-
tion and #1 affiliate in Monterey/Salinas market is
seeking a Traffic Manager lo direct and ad-
minister all functions of a depariment of three. Ac-
curacy and efficiency is imperative! Columbine
AS400 is in place. Must have strong analytical
skills and be detail oriented with solid communi-
cation skills. Three to five years experience re-
quired. Send resume to: General Sales Manager,
Attn: BROADCASTING & CABLE, KSBW, PO
Box 81651, Salinas, CA 93912. EOE.

WABU-TV 68. New home of the Boston Cellics
and home of the Red Sox has exciling op-
porlunities for experienced Account Executive to
join our sales team. Candidates must have at
least 2 years prior broadcast or sporls related
sales experience. Please forward resume to:
Pauline Pratt, Human Relations Manager,
WABU-TV, 1660 Soldiers Field Road, Boston,
MA 02135. ECE.

KMOH-TV, Western AZ WB, is seeking an Ac-
count Execulive who can sell the sizzle. Strong
closing skills essential. Professional appearance
and reliable transportation required. Contact Stan
Koplowitz 520-526-2232. EQE.
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Tratfic Manager (WCWB). Manage Operations
and Traffic functions. Resp invertory control,
oversee log prep, order entry, continuity and var
duties. Strong comm and organizational skills a
must. Columbine andsor television traffic exp.
necessary. College degree or equiv ~ork exp. No
calls. Send To: Richard Engberg, WPGH Fox-53,
750 Ivory Ave., Pgh, PA 15214. EOE'M/F.

Local Sales Manager. FOX affiliate in Albany,
GA is looking for a manager to Isad a highly
motivated local sales staff. The ideal candidate
will be skilled in training, preparing presentations
as well as developing client contacts, both
agency and direct. A track record of success is re-
quired. Fax or mail resume to Gz2neral Sales
Manager, WFXL, PO Box 4050, Albany, GA
31706. Fax: 912-889-8966. No phone calls
please. EOE.

HELP WANTED NEW'S

Statewide Broadcast
TV News Network

Secking quality-minded professionals to
fill the following positions. Must aave five
years TV news experience:

Reporters — Investigative experience.

Enterprising, enterprising, enterprising.

Photographers - Work with reporter,

but must have work ethic and journalis-

tic approach of a one-man-band

Producers - Strong writing skills and

ability to visualize program.

Directors — Nimble-fingers and ability

to think ahead.

Prometion directors — Creative writing

and non-linear editing skills. Must do

more than point out the obvious

Non-linear editors — Fast, qual ty.
Openings are at various metropolitan loca-
tions across Texas. Competitive pay and
benefits. An equal opportunity em ployer.

Contact:
Peggy Cimics, HR Director
8122 Datapoint Dr., Ste. 395
San Antonio, TX 78229

THE TEXAS NETWORK

Weather Producer: ABC-7, WJLA-TV in Wash-
ington, DC has immediale opening for a top-
notch producer to join our team. Excellent com-
puter skills required, including proficiency on
Kavouras. 5 years of progressively responsible
experience in a television newsroom preferred.
Send resume to: Human Resources, WJLA-TV,
3007 Tilden St., N.W., Washington DC 20008.
EQE

Meteorologist. Top rated news department in
market seeks lead weather anchor. Meteorology
degree and computer graphicS experience re-
quired. AMS seal preferred. Send non-returnable
tape and resume: Jim Morris, 35 Hidreth Street,
Bangor, Maine 04401.

Meteorologist: ABC-7, WJLA-TV in Washington,
DC has immediate opening for a top-notch addi-
tion to its weather team. At least 2 years of TV
weather anchor experience in a major o medium
market and AMS Seal required. Send resume
and non-returnable reel to: Humar Resources,
WJLA-TV. 3007 Tilden St., N.W., Washington,
DC 20008. EOE

- r

WSTM-TV in Syracuse, NY, a Raycom Media
station, has an opening for a Senior Director.
Qualified candidate will have 5 years experience
directing television news. This position requires a
well-organized, energetic communicator and
leader to direct our number one rated newscasts
and instruct team members. We are an EQE and
qualified minorities and females are encouraged
to apply. Please send resume and demo tape to
Donna Moreland, WSTM-TV, 1030 James Street.
Syracuse, NY 13203. Pre-employment drug test
required.

News Manager. WBTV, CBS affiliate in
Charlotte, NC, seeks News Manager. Position re-
quires strong product knowledge, leadership
skills and collaborative communication style.
Ideal candidate will be markeling savvy, sales
friendly and entrepreneurial in pursuit of local
news leadership. Must be adept at sound alloca-
tion of resources. Proven experience. Qualified
women and minorities are encouraged. No phone
calls please. Jefferson-Pilot Communications is
an Equal Opportunity Employer. Reply to: Human
Resources, 1 Julian Price Place, Charlotte, NC
28208.

WHOA-TV, a Media General Station in
Montgomery, Alabama has an immediate open-
ing for a Spors Director. Job includes anchoring
the 5 and 6 pm daily sportscasts, as well as cov-
ering local sporting events. Should be creative,
organized, and an excellent sporis writer. Must
also be able to edit, as well as shoot footage. 2-3
years on air experience required. Send non re-
turnable 1ape to Human Resources, WHOA-TV,
3251 Harrison Road, Montgomery, AL 36109.
EOE, minority applicants encouraged to apply,
pre-employment drug test required. M/F, no
phone calls please.

Reporter. Looking for a creative, motivated,
self-starer to join our news team. Must have a
positive attitude, a desire to tearn and grow and a
deep commitment to quality and the overall news
product. We are looking for a reporter who can
deliver the news in a conversational but credible
style and who can tell compelling stories. Must
have excellent live shot abilities. Must have at
least 3 years prior experience as a news re-
porterfanchor at affiliated broadcast station. Must
have bachelor's degree in news related field,
strong command of English language, working
knowledge of licel laws and generally accepted
journalist ethics. Must have a good driving re-
cord. Send resume/tape 10: Human Resources,
KTBC-TV/Fox, 118 E. 10th Street, Austin, TX
78701. Reference position litle on envelope. No
phone calls, please. EEO employer.

Producer. WESH-TV, Orlando's NBC affiliate, is
locking for a Newscast Producer. Join a station
that's working hard to make news imporant
again. We're a place where content counts, not
the number of stories you can stuff into a
newscasi. College degree preferred, along with 3
years producing experience. Rush resume and
non-returnable tape 1o Ken Ericson, Assistant
News Director, WESH-TV, PO Box 547697, Or-
lando, FL 32854. No phone calis. An Equal Op-
portunity Employer.

Managing Editor. Oversee assignment desk.
Responsible for planning of daily news and future
stories. Work with reporters/photographers on dai-
ly stories. Conduct two editorial mesetings daity.
Must have sound journalistic judgement. Must
have background in local television news. Need
to be able to work under pressure while remain-
ing calm. Requires great ability to work with peo-
ple. Send cover letter and resume to: Human Re-
sources, KTBC-TV/Fox, 119 E. 10th Street, Aus-
tin, TX 78701. Reference position title on
envetope. No phone calls, please. EEO
employer.

CLASSIFIE

News Anchor/Producer. Anchor: KTVL-TV in
beautiful Southern Oregon has an immediate
opening for a 5, 6 and 11pm news anchor to com-
pliment our female co-anchor. We need someone
who knows news, is a greal communicator, ¢an
produce a moving newscast, write great copy,
and isn't afraid to pick-up a camera if needed. At
least 5 years of TV news experience preferred.
No phone calls! Send non-returnable tape and re-
sume to News Director, KTVL-TV, PO Box 10,
Medtord, OR 97501. KTVL is an Equal Opportuni-
ty Employer.

Managing Editor: ABC-7, WJLA-TV in Washing-
ton, DC has immediate opening for a Managing
Editor to oversee daily newsrcom assignment
operations. Minimum 3 years experience in news
management. Knowledge of DC metro area an
asset. Send resume to: Human Resources,
WJLA-TV, 3007 Tilden St, N.W. Washington,
DC 20008. EOE

Producer Canadian Televislon, Washington
News Bureau. Exiensive editorial, logistic and
technical experience required. Mail resumes c/o
Alan Fryer to: CTV News, 2030 M St., Washing-
ton DC 20036. Or e-mail 10 afryer@ctv.ca”

KBMT-TV has an opening for a Meteorologist.
Duties are present on-air weather segments, ac-
curately forecasting local weather. Desire college
degree with emphasis on meteorology. Send re-
sume and non-returnable VHS tape to: EEOC Of-
ficer, KBMT-TV, PO Box 1550, Beaumont, TX
77704. EOE.

Executive Producer. WDAF, a Fox O&O in
Kansas City is seeking an experienced Execulive
Producer for our weekend evening SPM, 9PM
and 10PM newscasts. Exercises authority in de-
termining which stories will be incorporated into
news programs and the manner in which they are
presented. Will also help develop and implement
acceptable standards of performance in writing,
ediling, photography, and use of graphics. Pro-
vides creative leadership. A minimum of 5 years
experience in television news producing of which
2 years is in a television news management posi-
tion. A BA or BS degree is required. For con-
sideration, please send resume and demo tape
to WDAF; Human Resources Dept; 3030 Sum-
mit; Kansas City, MO €4108. EOE M/F/D/V

HELP WANTED RESEARCH

KSTW Television, a division of Paramount Sta-
tions Group, seeks to fill the position of Research
Director. The candidate should be a college
graduate with 2-4 years of research experience
in the broadcast industry. Strong personal com-
puting skitls including Explorer, Word, Excel, Ac-
cess and PowerPoint are essential. Knowledge
of LAN systems is helpful. The ability 1o work with
a local sales staff, national rep firm, and in-house
management team is also critical. This individual
should possess excellent analytical skills, strong
knowledge of new technology, and be a creative
self-starter who can make numbers sing. Send
work history and salary requirements to Human
Resources, Research Director, KSTW/

Paramount Pictures, PO Box 11411, Tacoma,
WA 98411. We are an Equal Opportunity
Employer.
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HELP WANTED TECHNICAL
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resumes @fox.com. EOE.

NETWORK ENGINEER
IT & POST PRODUCTION

Twentieth Century Fox is seeking a Network Engineer to configure,
install, maintain and support computer/network hardware and software
used in Post Production pracess control. This includes assessing requirements
for interfacing computer systems within the Post Production operations
facility; evaluating process-specific hardware and software, procurement
and set-up. Will also program software to enable interprocess communi-
cation, simplification of maintenance and enhanced usability/operation of
systems; design and construct customized hardware/software sub-systems
to achieve specific interoperability goals.

The successful candidate must have a Bachelor’s degree in Computer
Science, Physics or Math; a working knowledge of Intel, Macintosh and
Unix-based servers, disk sub-systems, and computer network components
including configuration, installation and troubleshooting; expenence
programming in NT and Unix scripting languages, C++, NT & Unix
Utilities; background in film post production or related industry; circuit
design, component writing, breadboarding, logic tracing, component-level
troubleshooting experience; the ability to install, troubleshoot, and test
communications circuits, Baseband Hardware (hubs, multiplexers, switches,
terminal servers), Broadband Hardware (CATV, Coaxial) and Fiber Optics;
and a basic understanding of Telephony including POTS, POX, ISDN,
DS1-DS3. Strong written and verbal communication skills, an excellent
customer service focus and the ability to work effectively in time-critical

We offer excellent salaries & benefits. Please send or
e-mail resume w/salary history to: Twentieth Century
Fox, Human Resources Dept., Code: 445-0898,
P.Q. Box 900, Beverly Hills, CA 90213; e-mail:

WRBW.TV is seeking a broadcast main-
tenance engineer. Candidate should have 4 10 6
years of component level troubleshooting skills.
Experience with UHF RF system, microwave and
strong computer skills are necessary. Send re-
sume and salary requirements to WRBW TV-65,
2000 Universal Studios Plaza. #200, Orlando, FL
32819, Attn: Robert Fusco. Chiet Engineer. EEO
Employer.

Senior Television Maintenance Engineer. Fully
skilled in repairing both digital and analog video
and audio broadcast grade equipment. Trou-
bleshooting 10 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. Extensive experience in
broadcast grade teleproduction, network or Tele-
vision station engineering required. Send resume
and salary requirements to: Nichols Technical
Services. Aftn: SR/3/98, 2945 Flowers Road
South, Suite 107, Atlanta, GA 30341.

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, Attn: JR/3/88, 2945 Flowers
Road South. Suite 107, Allanta, GA 30341,

Engineering Superviser. Telemundo/KSTS-TV
in San Jose, California, a Telemundo cwned and
operated station, is Seeking an Engineering
Supervisor for its studio operation. The candidate
should possess an Associates Degree in Elec-
tronics and a minimum 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 skills 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.

Maintenance Engineer. Florida’'s sun and sand
are calling you. WFTX-TV, the FOX affiliate in the
Fort Myers market, is seeking a self-motivated
Maintenance Engineer. Experience with station
systems, component level repair, cameras,
Odetics TCS2000. 3/4", Beta, ENG and News
experience a musl. All new Digital-S news de-
partment. SBE cenrtification and UHF experience
are desirable. Second shift hours. Please send re-
sume and salary requirements to: Ryan Steward,
Chief Enginear, WFTX-TV, 621 SW Pine Island
Road, Cape Coral, FL 33991, We are an Equal
Opportunity Employer.
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Paxson Communications seeks Chief
Engineer for Syracuse TV station. Maintain and
repair all technical equipment/protect the station
license by operatling within FCC's parameters
and procedures. Assist GM in implementing
operating budget and controlling operating ex-
penses. Deliver broadcast signal to identified ca-
ble TV headends. Applicants must have strong
broadcast maintenance exp. and ability to handle
complex system integration. Knowledge of FCC
regulations and applicable electrical. mechanical.
structural and civil engineering methods pre-
ferred. Proven success in broadcast TV, cable.
radio or preferred. Proven success in broadcast
TV, cable. radio or related field preferred. Mail;
fax all resumes to: WAUP-TV 56, 6780 Northern
Blvd., Ste.103, East Syracuse. NY 13057. EOE.

Chief Engineer. UHF CBS affiliate with AM/FM
seeks candidates with extensive experience in
transmitter and microwave systems maintenance,
including at least 5 years of experience in broad-
cast television station engineering management.
AM directional experience a plus. Strong in-
terpersonal skills are needed to manage
engineering staff. This person will prepare and ad-
minister capital and operating budgets. and plan
equipment purchases and installation. Send cov-
er letter and resume to: Kendra Cooper. WMBD.
3131 N, University. Peoria. IL 61604. ECE M/F,

Chietf Engineer. CBS affiliate in Odessa/Midland.
Texas seeking an individual with a degree in
Electronic Engineering or equivalent technical
training. Must have a minimum of 5 years in tele-
vision station experience. Strong knowledge of
transmitter operations. repair and maintenance.
FCC regulations. computers and budgeting a
must. We are a large group of small market sta-
tions with compensation and benefits expected.
Send resume and references to Andy Lee, VP
and GM, KOSA-TV, Box 4186. Odessa. Texas
79763. No phone calls. EEC.

Chief Engineer needed for Florence/Myrlie
Beach, South Carolina, CBS affiliate. WBTW-
Tv13 is owned by Spartan Communications. Inc.,
a leading pioneer broadcast company for over 50
years. Mail or fax letter of application with resume
to: Bone & Associates. Inc. Altention: WBTW
Position. Six Blackstone Valley Place. STE 109.
Lincoln. Rl 02685. Fax 401-334-0261. EOE/M-F.

HELP WANTED CREATIVE SERVICES

Executive Graphics Designer-News and
Creative Services. WFOR-TV, the CBS owned
station in Miami seeks a talented. self-confident
broadcast designer/producer to work on major
projects, not minutia. Position will report to the
Director of Design and will serve and lead de-
signer for news program elements to include
special cpens, bumps. animated keys and transi-
tional elements. Will also work directly with
Creative Services from inception to design and
production of graphic packaging elements and art
direction for on-air promos and adventising in
print and other media. Individual must possess a
strong instinct for station-wide graphic con-
sistency, the ability to cooperate and com-
municate effectively with News, Creative Ser-
vices and top management. as well as producers
and the wherewithal to forward good design. You
will be supported in your efforts. Ideal candidates
will have a bachelor's degree in design: hands-on
experience in MAC, on-air print paint systems
and television production. five-years experience
(some superviscry helpful) in a network-atfiliated
television station graphics depariment with heavy
news and promotion emphasis. Please send re-
sume wi/salary history and non-returnable demo
reel to: Human Resources, WFOR-TV. 8300 NW
18th Terrace, Miami. FL 33172. M/F, EOE.
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HELP WANTED MISCELLANEOUS

Belo owns 17 television stations reaching 1% of the
country including: 4 ABC affiliates, 6 CBS af‘iliates, 5 NBC
affiliates. 2 FOX affiliates. and operates (via LMAs): 3 UPN
affiliates and one unaffiliated.

The following jobs are presently open at the stations fisted
below. When send.ng your resume, please i wlicate (by job
number) in which Fosition you have interest.

Tulsa, OK, KOTV CBS

Technical Director

Two years experience in production at broadcast facility

in technical directing and college degree preferred.
#BC17-01-1

Tucson, AZ, KMSB FOX

Studio Engineer

Responsible for installation and maintenance of on-air

commercial promotional production facilities and sports

microwave transmission facilities. Minimum 3 years

experience and versatiity in all types of stud o equipment.
#BC17-02-1

San Antonio, TX, KENS CBS

Account Executive (Radio)

Applicant should have a verifiable record of success in
sales, with preference given to those who hz ve sold
advertising, preferably radic or television, an3. in particular,
News/Talk Radio. Skills in both writlen and ¢ral. are
important. Dependable transportation is req Jired. Minimum
2 years sales experience. #BC17-03-1

San Antonio, TX, KENS C3S

Account Executive (TV)

Qualified appiications should have a minimun of 2 years
outside sales experience. a working knowlecge of Nielsen
ratings and applications. basic computer skils, and a
familiarity with media and production. Dependable
transportation and professicnal appearance re also
prerequisites. A desire to succeed and self miotivation will
reward you with additional responsibilities ard an above
average income. #BC17-032-1

Spokane, WA, KREM CBS

News Producer

A unique opportunity to join in our news staff of experienced
joumnalists commitied to your success. News is #1 and our
viewers deserve the best producer we can find to bring them
the most watchable local newscast in Sposane. Rush resume
and non-retumable tape. #BC17-04-1

Boise, ID, KTVB NBC

Executive News Director

Responsible for the overall ournalistic stand.ard and
strategic direction of the top media company in the State of
ldaho. 2-3 years years experience as news director and 3-5
years experience in news management. Must possess
excellent oral and written communication skills and have
the ability to represent the television station s a public
spokesperson. #BC17-05-1

Hampton-Norfolk, VA, WVEC ABC

News Producer

Belo's ABC affiliate in the Hamplon Roads area of Virginia,
WVEC-TV. has an immediate opening for ar experienced
{minimum of three years) News Producer wo will
supervise Reporters in their assignments and be
responsible for fiming and controlling the flov of the
newscast during air time. Jaurnalism degree preferred.
Send non-retumable VHS tape with resume.  #BC17-06-1

Hampton-Norfolk, VA, WVEC ABC

Assistant News Director

Neec creative and energeli¢ individual with sirong
journalistic skills and ethics for number two position in
newsroom. Responsible for coordinating news coverage
and special projects, and assisting in long-term planning.
College degree and 5 years of commercial television
newsroom experience required. Prior management
expe‘ience a plus. Please include a short statement of
news philosophy with resume. #BC17-062-1

Sacramento, CA, KXTV ABC

Proreotion Manager

Seeking highly creative and organized individual. Minimum
3-5 years experience in TV promotion and marketing.
College degree preferred. #BC17-07-1

Honelulu, HI, KHNL NBC

Local Sales Manager

Minimum 2-3 years sales management experience. Prefer
experience in selling Sports and LMA creativity. #8C17-08-1

St. Louis, MO, KMOV CBS

Sales Research Analyst

Minimum 2-3 years computer experience and extensive
working knowledge of MS Office software. Minimum 1-2
years sales, advertising and research experience. College
degree required. #BC17-09-1

Houston, TX, KHOU CBS

Morning Show Executive Producer

We are seeking a joumalist first and foremost. Primary
responsibililies will include scheduling, coaching, writing,
and production critiques. Create a sizzle each newscast. 3
years experience in top 30 market preferred.  #BC17-10-1

Houston, TX, KHOU CBS
Grapnic Artist

Must have 3-5 years of broadcast experience. We are
looking for a seascned paint box designer with experience
on Hal and SGI. #BC17-102-1

Charlotte, NC, WCNC NBC

Producer

Looking for 2 years news producing experience in a small
1o mid-size market. #BC17-11-1

Seatfle, WA, KONG
Writer/Producer
Responsible for production of promos for programs, station
projects and PSA's. Prefer promotion experience with an
independent television station. Minimum 3 years
independent promotions experience preferred.

#8C17-12-1

Pertland, OR, KGW NBC

Executive Producer

Executive produce daily newscasts; work with producers,
assignment desk personnel, and other news managers and
staff to coordinate and execute high quality, joumalistically
sound newscasts, requires a proven news manager with at
least 5 years local news producing experience and
leadeship ability. #B8C17-13-1

Portland, OR, KGW NBC

Traffic Operations

Seeking a candidate with 2 years' experience in television
traffic 2 years' experience in BIAS traffic computer system,
and 1 year experience with Windows-based programs;
responsibilities for production of iraffic logs include
inventory maintenance, pre-log check of daily spot
placenents and best use of inventory. #BC17-132-1

Dallas, TX, TXCN
Grapnic Artist
Belo's 24-hour Texas cable news channel seeking a skilled

and dynamic artist to produce promotional and commercial
graphics; two years broadcast experience preferred: please
send resume and non-retumable tape. #BC17-14-1

Dallas, TX, TXCN

Writer/Producer

Belo's 24-hour Texas cable news channel seeking energelic
produers to write, edit and shoot news promodions and
commercials; broadcast experience preferred; please send
resure and non-retumable tape. #BC17-142-1

New Orleans, LA, WWL CBS

Director of Sales and Marketing

Responsible for overall sales and marketing operations of
the station; minimum 5 years sales management
experience. #BC17-151

Seattle-Tacoma, WA KING NBC

Director of Research

Knowiedge of Nielsen ratings, Birch, Scarborough. and

Qualitap/TapScan required; strong interpersonal and

presentation skills; minimum 4 years experience required.
#BC17-16-1

Dallas, TX, WFAA ABC

Local Account Executive

Responsible for generating revenue for the station from the
immediate Dallas/Ft. Worth marketing area: will be
responsible for preparing and executing sales and
marketing presentations for current and potential
adverlisers; minimum 2-5 years television experience
required; college degree in marketing or business
prefer-ed; knowledge of WordPerfect 6.1, TV Scan,
Scarborough, Excel and LAN necessary. #BC17-17-1

Louisville, KY, WHAS ABC

Internet Sales Person

WHAS11, market leader, is looking for a dynamic individual

with 2.3 years of markeling/sales experience in media;

requires excellent communication skills and the ability to

deliver creative, high-impact sales presentations; good

organizational and prospecting skills are essential; must

possess a thorough understanding of the Internet and

related Microscft systems; college degree preferred.
#BC17-18-1

Louisville, KY, WHAS ABC

Producer

WHAS11 seeks news producer with 3 years of news
producing experience; must be a self starter with excellent
writing skills and have innovative approaches to producing
the news; must exercise good news judgement and have
the ability to adapt quickly fo changes during live
broadcasts; college degree preferred. #BC17-182-1

Seattie, WA, NWCN

Director of Sales and Marketing

Responsible for budgeting, forecasting, inventory contral,
market research, and new business development; must
have 3 years sales management experience. #BC17-19-1

Seattle, WA, NWCN

General Sales Manager

We are seeking someone who is aggressive. creative, and
possesses strong management skills; will report directly to
the President, #BC17-192-1

Send resume in confidence to:
Belo TV Group, Attn: Job #
14th Floor
A_H. Belo Corporation
PO Box 655237
Dallas, TX 75265-5237
Belo is in Equal Opportunity Employer
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KWBA-TVS58 Sierra Vista/Tucson is a new WB affiliate premiering this fall looking for department
heads and staff who enjoy the challenge of making TV history! WB58 is committed to future success
through high quality programming (THE WB, Friends, Nanny, Roseanne, Fresh Prince, Grace, Cheers,
Home Improvement, Spin City, Living Single, Hawaii-Five O, Perry Mason, Lucy, Andy, etc.} and meaningful
community involvement. WB58 is looking for broadcasters who: have a proven “independent” track
record, conduct business professionally, have a passion for high achievement, believe in leading and
winning with a positive/enthusiastic attitude, have strong “new technology” skills, love local television,

strong #2 CE track record.

creatively use all of station inventory is critical.

KWBA-TV58B is an EOE.

and have a special appreciation for the terrific Southern Arizona lifestyle.

CREATIVE SERVICES DIRECTOR

This opportunity is literally the chance-cf-a career for the right person 1o play a major role in the
planning and execution of the total look, sound, and feel of Southern Arizona’s newest television
station. Candidates must have extensive hands-on experience and knowledge of image and topical
execution utilizing traditional and new media. Ability to work with the sales department on exciting
client sponsorships/promotions and community event coverage is also important.

DIRECTOR OF ENGINEERING

This department head will help build and manage WB58's state-of-the-art main studio/master
control/edit bays and transmitter facilities; hire, train, and motivate staff; budget and plan for future
station services and digital conversion. Candidates would ideally have experience as a CE, or have a

TRAFFIC MANAGER

Reporting to the Director of Client Services (GSM), this person should have a proven track record of
television traffic managerment experience. Ability to help the sales managers evaluate, maximize, and

Please send/fax (no overnight deliveries please) resumes and cover letter to:

Ron Bergamo - General Manager
K TV58
Tucson Offices/Studios
3481 E. Michigan
Tucson, AZ 85714
Fax: 520-888-9333

L

HELP WANTED PRODUCTION

Television Videographer/Producer. Video
Photographers take the next step! WDAF, FOX 4
Kansas City, is looking for a highly motivated and
creative Videographer with some producing po-
tential for our Creative Services Department. This
is a great opportunity for a sharp shooter to gain
new dimension with producing television spots!
One year of television photography experience is
required. College degree is preferred. Re-
sponsibilities will include television video photog-
raphy; (non-linear) video editing; as well as some
writing and producing for WDAF Promotions,
Sales and Community Services Departments.
Please send a resume along with a sample
videotape of your work to WDAF, Human Re-
sources Dept., 3030 Summit, Kansas City, MO
64108. EOE M/F/D/V.

Production Manager needed for small market
network affiliate in the West. Must have prior ex-
perience in News Directing and Commercial Edit-
ing. Please send resume and references to Box
01426 EOE.

3-D Animator, Create and produce 3-D anima-
tions for programming and sales. Req. Bachelor in
Graphic Design, Computer Design, Computer
Engin., or related field, and 4 yrs experience with
minimum of 1 yr Ssupervisory/managerial exp.
Must be competent in character animation and
knowledgeable of UNIX; Fluency in Spanish and
English req. Submit resume to Jorge Dominguez,
Creative Director of Art Dept., Univision, 9405
N.W. 41 Street, Miami, FL 33178. Salary com-
mensurate with experience.

Production Editor/Videographer/Coordinator,
Broadcast University of Florida. The University
of Florida News and Public Affairs office is current-
ly recruiting for a full-time editor/videographer.
This position is in a small internal TV production
unit which produces UF-related news features,
as well as internal and external contract projects.
Will function primarily as a production editor, but
will also have to do some shooting. Beta format.
Non-linear editing experience required, Media
100 a plus. Shooting experience also required.
Salary mid-twenties, excellent benefits. Min.
qualifications: BA and 2 yrs. commercial TV ex-
perience. News background desirable. Deadline
to apply is Oct.1, 1998. Send cover letter, re-
sume and demo reel (VHS or Beta)to: Diana Stet-
ter, Box 115002, Gainesville, FL 32611. Refer to
position #838810D. If an accommodation due to
a disability is needed to apply for this position,
please call (352)392-4621 or TDD (352)392-
7734. AAEA/EEO.

KCEN-TV has an opening for an Assistant Pro-
duction Manager. Must be able to direct
newscasts, run studic cameras, operate master
control, audio, chyron, switcher and other televi-
sion production equipment. Must know all
aspects of television preduction and be able to com-
municate well and direct fellow employees; be com-
puter literate, and be a self starter. Applications
accepted through September 24, 1998. Submit re-
sume to: KCEN-TV Personnel Dept. 24, PO Box
6103, Temple, TX 76503. Equal Opportunity
Employer.

WANT TO RESPOMD TO A BROADCASTING & CABLE BLIND BOX ?

Send resumatape to: Box }
245 West 17th 51, New York, Mew York 10011
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Log Editor. Responsible for creating the daily on
air logs which includes the following: placing all
commercial spots on log; reviewing log for com-
peling placement (no like products in same
break); reviewing placement for special request
(billboards, time period buys); process format
sheets to place proper limings and program in-
formation onto log; fill unused time with promo/
psa material; maintain program information
books; work with master control to coordinate
any day of air changes; print and distribute logs
to proper locations. This position is/will be re-
sponsible for the production of three on air logs
per week. In addition, the position will be the
back up for the spensorship supervisor and must
be familiar with the following; building and
scheduling formats; billboard production; prepar-
ing log for all sporting events (Lakers, Clippers.
Kings, Ducks, Angels, Fight Night, Pac-10}; re-
conciliation procedures. For qualification and
application information, call the Jobline at 213-
960-3770 or fax resume ASAP to 213-460-5019.
AA/EQE.

HELP WANTED PROMOTION

PROMOTION

WRITER/PRODUCER
IABC7 Los Angeles has an outstanding
opportunity for an experienced and

| dedicared Promotion Writer Producer.

This key position requires a talented pro
with experience in topical
promotion, station image, and sales
promotion. You will be a strong writer, an
imaginative producer, visually creative
with a greac graphic sense, and have |

news

excellent post-production skills. |

We offer compertitive benefits and loads of |
opportunities in the #2 market. 1f you can
handle lots of pressure and tight deadlines,
we have a great job!

If you're a team player with a positive
attitude, please send your resume with a
non-returnable videotape (beta preferred)
to:

ABC7 Los Angeles

Attn: Kimberly Castillo I
Human Resources
Dept. PWDP/BC

| 4151 Prospect Ave.

' Los Angeles, CA 90027

KABC OS5 ANGELES
Equal Opportunity Employer.

Very highest quality, prestigious national talk
show looking for the very best promotion writer/
producer. Must have strong writing skills and the
ability to produce superior ideas/work under
deadlines. Minimum 3-5 years experience in ma-
jor market, syndication. cable or agency. If you
meet these requirements and want to be part of
something that's more than just a hugely suc-
cessful talk show...send us a reel that will knock
our socks off! Reply to Box 01425 EOE.
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Writer/Producer KARE 11 Promotion. KARE
11 is looking for a writer/producer to add to our ex-
ceptional staff. The candidate hirec will have a
minimum of two years local station experience, in-
cluding producing news topicals, series, image
and special project promos. Demonstrated strong
writing and conceptual skills with a tape of pre-
vious spots is required. An ability to work under
tough deadlines while keeping your wit and
humor is important in this job. Technical skills
and familiarity with Protocols and AVID editing
systems, along with strong computer skills is an
advantage. To apply. send resume and non re-
turnable tape to: KARE 11 TV, Tim Stanko,
Marketing and Promclion Manager. 8811 Olson
Memorial Highway, Minneapolis. MN 55427. We
are a drug free, Equal Opportunity Employer com-
mitted to a diverse workforce.

Promotion Manager: WEY|, NBC an aggressive
affiliate serving Flint/Saginaw-Bay City, seeks an
aggressive leader to take a growing station even
higher. Candidate must be a marketing warrior
with extensive experience writing ad producing
on-air promos (particularly topical news promos).
Position also involves marnaging all station
events, publicity, public service, and external
advertising. Excellent compensation package
and growth opportuniies, with expanding televi-
sion group. Send resume to: Ron Pulera, Presi-
dent and General Manager, WEY -Tv NBC25,
2225 W. Willard Road, Clio, MI 48420, Call 810-
687-1000. An Equal Ooportunity Employer.

Television Promozion Directer. Medium
market network affiliate in Nornheast is looking
for someone who can do it all and wants a
chance to prove it. News promot-on is the priority
but individual will supervise a 7 person depar-
ment responsible for production of on-air promo-
tion, local PSA's and commercials. Additional re-
sponsibilites would include supervicing graphics,
scheduling of promotion both on-ai- and in out-
side media. The department has s-ate-of-the-an
equipment including top-of-the-line ligital editing
suite and AVID non-linear system. Reply 10 Box
01427 ECE.

Senior Promotion Producer wanted in Kansas
City. Excellent opporiunity for an exgerienced pro-
motion producer looking to take the next step.
Candidates should have strong wr ling/producer
skills from image to topicals and trrive in a fast
paced environmeni. Sharp editing skills required
(AVID non-linear editing is preferred). Send
demo reel and resume 10 WDAF, Human Re-
sources Dept., 3030 Summit, Kansas City, MO
64108. ECE M/F/V/D.

Promotion Produces (Job #171-200): WBNS-
TV, one of the countiy’s premiere television sta-
tions, is looking for an aggressive, talented Pro-
motion Producer. Competitive pay, Incredible
Tools, and leadership that wants 10 he the best. If
you can dream, we can do it. | need a producer
who has the talent and initiative 13 excel. Pre-
vious News Promotion experience raquired, Non-
Linear editing a plus. Rush your tape full of great
news promotion to WBNS-TV, Human Re-
sources, Job #171-200, 770 Twin Rivers Drive,
Columbus, Ohio 43215. Qualified Minorities and
Women are Encouraged to Apply, ZEQ. We are
a Smoke and Drug Free Workplace.

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

CABLE
HELP WANTED MANAGEMENT

Vice President/Generai Manager Cable Pro-
gramming. International Channel is looking for a
Vice President/General Manager to manage multi-
ple premium cable networks. International Chan-
nel is an exciting and growing 24 hour foreign
language network offering several premium chan-
nets. We serve the interests of New Americans,
international business people, world fravelers.
educators and students. Our VP/GM will manage
prcfessional staff, launch new products, analyze
and manage program supplier relationships.
Candidates must have 5+ years experience in
forecasting, business plan development and
marketing products to international and ethnic
segments. International experience is required
and multi-lingual preferred. Must possess a
Bachelor's or higher degree in liberal arts. busi-
ness or foreign studies. Please send your re-
sume and cover letler to: International Channel,
#521ic, P O. Box 4917, Englewood, CO 80155,
Aftn: Office Manager. Successiul applicant will be
subject to a drug test. EOE.

HELP WANTED SALES

BroadcashigeCable

We Need Your Passion for
Sales and Talent for Success!

Broadcasting & Cabledyhas an exciting
opportunity for a namic,  energetic
in(]ﬂitual. Seeking a seasoned rs;gal%

fessional to drive cable industry ad sales.
nowledge of TV, cable and related
industries prefered. 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/FIDIV.

Advertising Sales, Account Executive. Encore
Media Group's International Channel is looking
for an Account Executive to be proactive in the
development of national broadcast cable advertis-
ing sales. This person will be responsible for
tatgeting national ad agencies. ethnic owned cor-
ps. and agencies and ethnic targeted busi-
nesses. Must have excellent communication
sk lis. college degree and two years min. media/
advertising sales experience, and proficiency in
Microsoft Office software. Travel required. Please
semd your resume to: ICCP- #98-22, 1995
Broadway. 11th floor, New York, NY 70012, Atin:
Scnnah Barrie or fax 10: 212-769-4395. Suc-
cassful applicant subject to drug test. EOE.

2’ &
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HELP WANTEE_NEWS

innovative news writer/reporter wanted for the
#1 fastest growing health-related web site on the
‘net--AHN.COM. Must have two to three years
experience writing for TV, Internet or print. Prefer
TV producing experience, strong health/science in-
terest and writing style that focuses on human
side of story. Resumes from dedicated, self-
stanters with top-notch judgement and sense of
humor get first look. Send resume (and a tape, if
you have one} to: Liz Poole, AHN.COM News/
Live Events Manager. America's Health Network,
2500 Universal Studios Plaza, Orlando. FL 32819.

Booking Director: CNN seeks experienced or-
ganized talk show booking manager. Strong on
breaking news; knowledge of domestic and inter-
national news makers. Other booking positions
available. Resume to: Judy Milestone, One CNN
Center, Atlanta, GA 30303.

HELP WANTED TECHNICAL

Maintenance Engineer. The Weather Channel,
Atlanta, GA is looking for a motivated and relia-
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 least
three years experience repairing and maintaining
Broadcast related equipment. You will be par of
the Engineering team dedicated to maintaining a
brand new, State-of-the-ant digital facility. Com-
puter proficiency preferred. Please fax resumes
to The Weather Channel. Director of Engineering
(770} 226-2943 or send them: 300 Interstate
North Parkway, Atlanta. GA 30339. EQOE/M/F.

HELP WANTED MARKETING

Marketing Managers. Comcast Cable Com-
municatlons, the fourth largest cable provider in
the U.S., seeks experienced marketing pro-
fessionals to manage and direct the devel-
opment, coordination and implementation of core
business., new product and competitive marketing
plans and strategies for its Southeast Michigan
and Detroit systems. Responsibilities include ana-
lyzing and monitoring promotion activity,
coordinating creative effori to develop direct mail
and supportive materials, liaison between region,
co'porate and area system marketing groups,
developing subscriber and marketing budgets, de-
termining trends in and effectiveness of system
marketing activities, and negotiating funding for
area promotions. Bachelors degree in related dis-
cipline with three to five years work experience to
include management of a direct sales and/or
telemarketing team in a coverage area of 150K +
customers is required; MBA preferred. Strong ana-
lytical, communication and management skills
necessary. A highly competitive salary, excellent
growth opportunities and a superb comprehen-
sive benefit plan. including 401(k) and educa-
tional assistance, are available. Please submit or
fax resume with salary requirements to: Regional
Recruiter, P.O. Box 5155, Southfield, MI 48037
Fax: 248-204-6722. Comcast is proud to be an
Egual Opportunity Employer.

HELP WANTED PRODUCTION

Executive Producer, for Black Entertainment
Television Entertainment Division. 5+ years ma-
jor market experience required. Extensive back-
ground in studio and field production. Must have
background in large scale live and live to tape
events. Concert experience a plus. Strong
knowledge of music industry a must. Budgeting
and good interpersonal skills a must. Prior back-
ground in managing a staff of 25+. Send
Resumes and Tapes to: Cindy Mahmoud, VP
Music and Entertainment, Black Entertainment
Television, 2000 “W” Place NE, Washington D.C.
20018. (No Phone Calls Please).
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resume with salary history to

ALLIED FIELDS
HELP WANTED FACULTY

Assistant Professor of Corporate Video.
Teach range of introductory. production and post-
production courses in corporate video option.
Tenure-track. Terminal degree in Mass Commu-
nication or related field or ABD with significant pro-
fessional experience in the broadcast media or
corporate setting. Candidate should have a com-
mitment to and evidence of quality teaching in
corperate video courses, a record of sustained pro-
fessional accomplishment., and promise as a
communication scholar, previous teaching expe-
rience on the college level. evidence of active
participation in appropriate media organizations,
and a strong background in production and digital
post-production in the media or corporate setting.
Demonsirable commitment to the teacher/scholar
model. public and University service, and a cul-
turally diverse learning environment. August,
1999. Applicant should submit letter of applica-
tion, resume, official transcripts. pertinent
teaching evaluations. and three letters of recom-
mendation by October 31, 1998, Search con-
tinues until position is filled. Dr. R. Ferrell Ervin,
Chairman, Department of Mass Communication,
Southeast Missouri State University, MS 2750,
One University Plaza, Cape Girardeau, MO
53701. (573)651-2241. The department of Mass
Communication with its 300 majors is the fourth
largest department at Southeast Missouri State
University. a regional, multi-purpose institution, that
enrolls more than 8.000 students. Cape Girardeau,
a community of 35.000. located on the Mississippi
River, 120 miles south of St. Louis. has been listed
as one of the nation’s most livable small cities.
Southeast Missouri State University is An Equal
Opportunity/M-F/Alfirmative Action Employer.

EMPLOYMENT SERVICES

PROFESSIONAL JOBS
WITH ENTERTAINMENT COMPANIES
BROADCAST & CABLE TELEVISION. DISTRIBUTORS.
MOTION PICTURE, POST PRODUCTION & MORE

Entry to senior level jobs nationwide in ALL fields

(news, sales. production. management. efc.)

Published biweekly. For subscription information:
(800) 335-4335

Entertainment Employment Journal™

A major New York Sports & Entertainment Company is seeking a Research
Analyst with 1-2 years expenence in Broadcast Network. Cable Network or a
Rep Firm. Thorough knowiedge of Nielsen and Scarborough 1s required
Individual must have excellent writing skills. excellent analytical and quantita-
tive skills and be PC literate. specifically in Excel, Word and PowerPoint. Send

Bayard, Department 625
902 Broadway, 10th Floor, New York, NY 10010-6002

— Equal Opparbunity Employer M/FND

email: info@eej.com

Just For Starters: Eniry-level jobs and "hands-
on" internships in TV and radio news. National
listings. For asample lead sheet call: 800-680-7513.

__ HELP WANTED INSTRUCTION

Communication Studies Chair: The School of
Communication at the University of Miami is seek-
ing a distinguished television journalist to fill its
Chair in Communication Studies. The Communi-
cations Studies Chair. established in 1993, is com-
mitted to teaching in the School's graduate pro-
gram in professional journalism. The occupant of
this Chair will teach in the broadcast program
and serve as a liaison with television news orga-
nizations. The School is seeking a candidate with
a mixture of professional and academic experi-
ence. Candidates should have a Master's degree
and significant television news experience. Each
candidate should send a background letter, a re-
sume or vita. the names of three references, and
other supporting materials to: Dr. Paul Driscoll,
School of Communication. University of Miami,
P.C. Box 248127. Coral Gables. Florida 33124-
2030. Applications will be reviewed as they are re-
ceived beginning October 1, 1998. The University
of Miami is a private, nonsectarian university with
an enrollment of 13.600 students. The School of
Communication has 1.000 graduate and under-
graduate students in five academic programs.
The School is located on the University's main
campus in Coral Gables., a residential suburb of
Miami. The University is an equal opportunity. af-
firmative action employer and encourages
applications from minorities and women.

— WANTED TO BUY EQUIPMENT

Used videotape: Cash for 3/4" SP, M2-90's.
Betacam SP's. Call Carpel Video 301-694-3500.

FELLOWSHIP

FOR SALE EQUIPMENT

SMART
TAPES.

For video duplication, demos,
audition reels, work tapes, our
recycled tapes are technically
up to any task and downright
bargains. Al formats, fully guar-

anteed. To order call:

(800)238-4300 CARPEL

Lowest prices on videotape! Since 1979 we
have been beating the high cost ol videotape.
Call Carpel for a catalog. 800-238-4300.

ERI 3-BAY FM Antenna on 98.7, retunable.
Medium power. {(up to 9 KW). Current model. Ex-
cellent condition. Bargain! (423)457-2697.

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.

~ FORSALE STATIONS
Mass Combo. FM puts strong signal into nearby

large metro. Good gross. cashflow OK. can be im-
proved. 2.5M. Sales Group 781-848-4201.

TV- New Full power, UNF, Network Aff. ........... $1.5M
AMFM Class C Coastal Carolinas ............. $1.850M
AM.FM Class C combo in Fl. growth market .. ... $11.0M
FM- Class A Coastai Carolina’s ..............:.. $750K
FM- Fi. Atiantic CoastClassC3 .................. $2.7M

HADDEN & ASSOC.

PH 407-365-7832 FAX 407-366-8801

Radio Station For Sale. WTJZ 1270AM
Hampton, Virginia. Power 1KW. Top 35 Market,
Full-time non-directional day/directional night. To
be sold by public auction on October 14, 1998 at
3.00 p.m. Sale Terms- All Cash, $225.000 mini-
mum bid. $10.000 Bidder's Deposit Required 1o
Bid. Contact James T. Lloyd, Jr. at (757)625-
2550 for all auction terms, inventory list or for
walk through. Auction subject to cancellation un-
der auction terms.

Hungary: Technology in communications

Telecommunications policy.

546-4567, e-mail:jharti@eef.org.

1999 International Fellowship Opportunities

Eisenhower Exchange Fellowships announces a competition for U.S. citizens in leadership
positions with significant professional experience (10-20 years) for Fellowships to:

Malaysia: Computer technology and sysiems in education; Science and technology policy;

Fellows will meet with top level authorities in government and business throughout the country
for a period of 4 10 10 weeks. Benefits include all travel costs and living allowance for Fellow
and spouse. Applications due November 30, 1998. Request from: j. Hartl, Eisenhower
Exchange Fellowships, 256 South 16th Street, 3rd Floor, Philadelphia, PA 19102; FAX: (215)
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Sept. 23-26 Radio-Television News Directors Association in-
ternational conference and exhibition. San Antonio Convention
Center, San Antonio. Contact: Rick Osmanski, (202) 467-5200
Oct. 14-17—National Association of Broadcasters Radio
Show. Washington State Convention and Trade Center, Seat-

tle. Contact: (800) 342-2460,

MAJOR MEETINGS

Oct. 26-28 _Southern Cable Telecommunications Associa-
tion Eastern Show. Orange County Convention Center, Orlan-
do, Fla. Contact: Patti Hall, (404) 255-1608

Oci. 27-28Society of Broadcast Engineers national meeting
and electronic media expo. Meydenbauer Center, Believue
(Seatile), Wash. Contact: John Poray, (317) 253-1640.

Oct. 28-31—Society of Motion Picture and Television Engi-
neers 140th technical conference and exhibition. Pasadena
Convention Center, Pasadena, Calif. Contact: (814) 761-1100.

Maow. 9—BroapcasninG & CasLe 1998 Hall of Fame Dinner.
Marriott Marquis Hotel, New York City. Contact: Cahners Busi-

(310) 453-4440.

ness Information, (212) 337-7158,

Dec. 1-4—The Western Show, conference and exhibition pre-
sented by the California Cable Television Asscciation. Anaheim
Convention Center, Anaheim, Calif. Contact: {(510) 428-2225.
Jan. 23-28, 1993 35th annual National Association of Tele-
vision Programming Executives program conference and exhibi-
tion. Ernest Morial Convention Center, New Orleans. Contact:

April 19-20—Television Bureau of Advertising annual market-
ing conference. McGraw-Hill Conference Center, Las Vegas
Convention Center Las Vegas. Contact: (212) 486-1111

April 19-22, 15998 National Association of Broadcasters
annual convention. Las Vegas Convention Center, Las Vegas.
Contact: (202) 429-5300.

June 13-16, 1999 —48th annual National Cable Television
Association convention and exposition. McCormick Place,
Chicago. Contact: Bobbie Boyd, (202) 775-3669.

Sept. 21-25Harris/PBS DTV Express,” DTV
dual seminar series featuring technical and busi-
ness operations seminars presented by Harris Corp.
and PBS. Milwaukee. Contact: (888) 733-3883.
Sept. 22—Hollywood Radio & TV Society news-
maker luncheon featuring the presidents of the six
broadcast networks. Cenlury 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. 22.24-ABTA (Brazilian Pay TV Asso-
ciation) Pay TV International Show and Con-
gress. International Trade Mart, Sao Paulo, Brazil.
Contact: 55 11 259 9929,

Sept. 23—"Effective New Business Presenta-
tions,” lunch seminar presented by the Broadcast
Advertising Club of Chicago. Loyola University Busi-
ness Scheol, Chicago. Contact: (312) 440-0540.
Sept. 23-25SCEC '98, 29th annual satellite
communications expo and conference. presented
by Intertec Trade Shows & Conlerences. Washing-
ton Convention Center, Washingon. Contact:
(303) 741-8719.

Sept. 23-26— Radio-Television News Directors
Association international conference and exhibi-
tion. See “"Major Meelings.” above.

Sept. 24 Cabietelevision 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-
noiogy Society broadcast symposium. Capital
Hilton Hotel, Washington. Contact: (703) 739-5172.
Sept. 24-27—Call for Action 35th anniversay
conference. Royal Sonesta Hotel, Boston. Contact
(301) 657-8260.

Sept. 25—26th annual regional convention of the
Central New York chapter of the Society of 8road-
cast Engineers. Four Points Hotel, Liverpool, N.Y.
Contact: Tom McNicholl. (315) 768-1023.

Sept. 26-28-—Radio-Television News Directors
Foundation news managemen iraining 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
Chilgarzion, (301) 582-0285

SEPTEMBER

Sept. 28—-"Convergence: The Five Buming
Questions,” conference presented by The Carmel
Group. Westin Los Angeles Airport Hotel, Los
Angeles. Contact: (408) 626-6222.

Sept. 28-29—Kentucky Cable Telecommunica-

tions Association annual general membership
meeting. Shaker Village of Pleasant Hill, Harrods-
burg, Ky. Contact: (502) 864-5352.

Sept. 28-Oct. 2—Harris/PBS DTV Express,”
DTV dual seminar series fealuring technical and
business operations seminars presented by Harris
Corp, and P8S. Columbus, Ohio. Contact: (888)
733-3883.

Sept. 29 —Regional convention of the Pittsburgh
chapter of the Society of Broadcast Engineers.
Sheraton Inn, North Pittsburgh. Pa. Contact: Mary
Pam Sprague, (412) 381-3131.

Sept. 29-30—Cable Television Laboralories
Year 2000 Vendor Symposium. Doubleiree Hotel,
Aurora (Denver), Colo. Contact: Doug Semon,
{303) 661-9100.

Sept. 30-0ct. 1—lowa DTV Symposium, host-
ed by lowa Public Television. Four Points Hotel,
Des Moines, lowa. Contact: Marcia Wych, (515)
242-4139.

OGTOBER

Oct. 1-2—The New FCC: Agenda for the Fulure,”
conference presented by the FCC, the Federal Com-
munications Bar Association and the Georgetown
University Law Center. Georgetown University Law
Center, Washington. Contact: {202) 662-3890.
Oct. 1-4—National Lesbian and Gay Journalists
Association annual convention. Alexis Park
Resort, Las Vegas. Contact; (202) 588-9888.
Oct. 1-4-—Second annual international Telepro-
duction Society financial institute. Westin Mission
Hills Resort Rancho Mirage, Palm Springs, Calif.
Contact: (703) 319-0800.

Oct. 2-4—"Covering the '98 Elections.” work-
shop sponsored by the Radio-Television News
Directors Foundation , IRE NICAR and Columbia
University. Omni Berkshire Place, New York City.
Contact: Kathleen Graham, (202) 467-5216.
Oct. 4-6—Southern Cabie Telecommunications
Association Eastern Show. Orange County Con-
vention Center, Crlando. Contact; Patti Hall, (404)
252-2454.

Oct. 5—Pennsyivania Association of Broadcast-
ers creative 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—-MIPCCOM 98, international film and
program market for TV, video, cable and satellite,
presented by the Reed Midem Organisation.
Cannes, France. Contact: (203) 840-5384.

Oct. 6—Pennsylvania Association of Broadcast-
ers creative advertising seminar. United Artists
Movie Theater, Manayunk (Philadelphia), Pa.
Contact: (717) 534-2504

Oct. 7—Pennsylvania Association of Broadcast-
ers creative advertising seminar. Hershey Lodge
and Convention Center, Hershey, Pa. Comact:
(717) 534-2504.

Oct. 7-—"Building Value in the Tower Business:
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The Birth 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. B-12—Association of National Advertisers
88th annual meeting and business conference.
Naples.Fla. Contact: Gail Roberts, (212) 697-5950.
Oct. 12-14—Iinter-union Sateliite Operations
Group Trpartite Meetings. Sheraton on the Park
Hotel. Sydney. Australia. Contact: (416) 598-9877.
Oct. 13— Washington State Association of
Broadcasters conference. Cavanaugh's Inn, Seat-
tle. Contacl: Mark Allen, (360) 705-0774.

Oct. 13-14—Wireless Telecom Values and
Finance.” seminar presented by Kagan Seminars
inc, The Park Lane Hotel, New York City. Con-
tact: Tim Akin. (408) 624-1536.

Oct. 13-15—East Coast Cable '98," conference
and exhibition presented by Atfantic Cable Show.
Baltimore Convention Center, Baltimore. Contact:
(6CG9) 848-1000.

Oct. 13-15—41st annual Mid-America Cabie
Telecommunications Association meeting and
show. Overland Park International Trade Center,
Overland Park. Kan. Contact: (785) 841-9241.
Oct. 13-16—Second annual Digital Video con-
ference and exhibition. Pasadena Center, Pasa-
dena, Calif. Contact: Joan Good. (415) 278-5200.
Oct. 14—international Council of NATAS salute
to NTV (Russian television). Rockefeller Center,
New York City. Contact: Linda Alexander, {212)
489-6969.

Oct. 14-15—6th annual Television Bureau of
Advertising research conference. McGraw-Hill
Conference Center, New York City. Contact: John
Catanese, {212) 486-1111.

Oct. 14-17—"Cn the Front Line of Public Inter-
est.” 24th annuat National Broadcast Association
for Community Attairs convention. Philadelphia
Marriott, Philadelphia. Contact: (202) 857-1155.
Oct. 15-17—Alliance for Community Media cen-
fral states region fall conference. Holiday Inn, Mid-
land, Mich. Contact: Ron Beacorn, (517) 837-3474.
Oct. 20—Leibowitz & Associates P,A, 7th annual
telecommunications seminar. Orlando Airport
Marriott, Orlando. Fla. Contact: Patricia Parra.
{305) 530-1322.

Oct. 22-24—Society of Professional Journalists
national convention. Universal Hilton & Towers,
Los Angeles. Contact: (765) 653-3333.

Oct. 28-27—North Carolina Association of
Broadcsters annual convention. Grove Park Inn,
Asheville, N.C. Contact: (319) 821-7300.

Oct. 27—Women in Cable & Telecommunications
Washington Gala. J.W. Marriott Hotel, Washing-
ton. Contact: Janice Alderman, (308) 719-9409.
Oct. 27—13th annual Bayliss Media Roast hon-
oring Randy Michaels. presented by the John
Bayliss Broadcast Foundation. Pierre Hotel, New
York City. Contact: Kit Franke. (408) 624-1536.

Major Meeting dates in red
—Compiled by Kenneth Ray
{ken.ray@cahners.com)
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FIFTH ESTATER

GlobeCast leader stays grounded

ost people don’t build their own
backyard satellite cish or buy

themselves o used television pro-
duction truck. but Robert Behar isn’t most

people. President and chiet executive of

GlobeCast North America (and a ham-TV
operator at heart), Behar runs one of the
most important satellite-transmission and
production-services companies.

A subsidiary of France Telecom.
GlobeCast supplies end-to-end video and
audio production and transriission ser-
vices for programmers, including Hall-
mark Entertainment Networks and Metro-
Goldwyn-Mayer.

Behar's career spans 28 years, but his
passion for the industry datzs to child-
hood. He studied electronic er gineering at
Miami Dade Junior College, but left in
1970 just three credits shy o earning an
associate’s degree to take a job as a mas-
ter control operatar at Miami’s WCKT(TV)
{now wWSVN).

He worked at several local stations in
various capacitics until 1974, when he and
a co-worker at CBS affiliate wrvi(Tv)
Miami started a CB radio sales and instal-
lation company. AB Electronics & Com-
munications.

In 1976, the company was awarded a
contract by the Venezuelan gevernment to
install a radio system for the World Cup
games from Argentina,

“When the games were on. | got hooked
on watching the[m].” Behar says. “We

finished the installation prior 1o the end of

the World Cup. and when we came back
to the U.S. there was no mention of soccer
or the World Cup.”
So the resourceful Behar built a satellite
in his backyard to catch the fiaal games.
*| realized that this was a business and

decided that | would change the focus of

the company to building sat:llite anten-
nas.” Behar says The comaany’s new
name—Hero Communications—came
about while Behar was doing an installa-
tion in Saudi Arabia. A me nber of the
king's court said, *You are going to be
heroes in bringing the world together.™™
Behar recalls.

As a ham-TV operator. Behar became
involved with satellite trade association
SPACE (today known as t1ie Satellite
Broadcasting & Communications Assoct-
ation of America, or SBCA) and in 1982
traveled to Washington to lobby Congress
to legalize the use of home satellites.

“This...is a very
exciting industry.
We're really
evolving very
quickly.”

Robert Behar

President/chief executive
officer, GlobeCast North
America, Miami; b, Jan. 14,
1943, Havana, Cuba; attended
Miami Dade Junior College,
Miami, 1968-70; Miami: master
control operator, wekt(v)
{currently wswn), 1970-71;
assistant chief engineer,
wualtv) {curvently wutvi, 1971-
72; VTR editor/engineer,
wivi{rv), 1972-79; founder/
president, AB Electronics and
Communications, 1974-80;
fourder/president, Hero
Communications, 1980-85;
fourder/president, Omai Video
Productions, 1985-87; senior
vice president/chief operating
officer, Telemundo
Productions, 1987-92; founder/
president, Hero Productions,
1992-February 1998; current
job since February; m. Estrella
Mitrani, 1972; children: Ricky,
26; Reyna, 24; Dina, 16

www.americanradiohistorv.com

During the lobbying rally. Behar orga-
nized what was supposed to be a three-
hour satellite broadcast but instead
became a 12-hour marathon.

“When | walked out of the production
truck that day 1 said. '] am going back into
television.” " he recalls.

So Behar purchased a used production
truck from wtv] and started Omni Video
Productions. The Hispanic Broadcasting
Co. hired him to produce a regular half-
hour newscast for Spanish-language
broadcasting company Telemundo. Tele-
mundo purchased Behar's companies in
1987 and named Behar senior vice presi-
dent and chiet operating officer of its
Telemundo Productions.

By 1992, Behar had left Telemundo after
spotting its impending problems (the com-
pany filed for Chapter 11 bankruptcy in late
1993). He organized Hero Productions, a
Miami-based “one-stop shopping™ teleport
and television production facility. The com-
pany grew from a home in a 3.000-foot
garage to a 60,000-square-foot building and
added post-production and translation ser-
vices. In February, GlobeCast purchased
Hero Productions and named Behar presi-
dent and chief executive.

Globecast was impressed by Behar's
experience in both the North American
and Latin American markets. where
Globecast was looking to expand. Chief
Executive Officer Michel Combs says.
Also impressive: Behar's involvement in
television production as well as in the
satellite industry.

“We were very happy with his main
skills. which in my mind are leadership:
he's a very dynamic guy. and he knows
how to run a business.” Combs says.

After about six months, Combs says, 1
am more than happy with our decision. He
has done a tremendous job with this com-
pany. He has turned this company toward
a real service company.”

While Behar looks fondly on his past.
he is looking forward to a bright future for
the industry.

I think this industry is a very exciting
industry. We're really evolving very
quickly™ with the emergence of new tech-
nology and high-definition.

“These are all challenges that we have to
meet as an industry [to] be ready 1o provide
services 1o our customers,” Behar says. “As
more channels are out there. more services
are needed.” —Karen Anderson

SEPTEMBER 21, 1998 / BROASCASTING & CABLE 1(01
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~ BROADCAST TV

Charles Rabb, controller, wwwa(Tv)
Tampa/Lakeland. Fla., joins WGSA-TV
Savannah. Ga..

as GM.

Jerry Dicanio, VP.
production opera-
tions and finance,
NBC Studios, Bur-
bank. Calif..
named senior VP.
Claire 0'Connor-
Solomeon, dircctor,
membership.
WEDU(TV) Tampa,
Fla.. named direc-
tor, development.

)

Dicanio

| Appointments at Telescene Film
Group, Montreal: Diane Arcand, associ-
ate head of production. named head of
production: Jeanine Basile joins as man-
| ager. public relations.

| Dana Lynn Mcintyre, assignment editor,
WIBH(TV) Augusta. Ga.. named general
assignment reporter.

Corie Van Deutekom, director. intcrna-

| tional sales, Mainline Releasing, Los
Angeles, joins Hamdon Entertainment,
Studio City, Calif.. in same capacity.
David Palmer, VP, marketing, consumer
products division, Metro-Goldwyn-
Mayer Inc.. joins Columbia TriStar
Television children’s programming.
Culver City, Calif.. as VP, marketing.

~ PROGRAMMING

Appointments at
Granada Entertain-
ment, Los Ange-
les: Melissa Atte-
bery, development
assistant, Calif.,
named manager,
creative affairs;
Reid Nathan, VP,
legal atfirs,
Hill/Fields Enter-
tinment. joins as
VP. production business and legal
affairs.

Marty Ehrdich, senior VP, Marquee
Group. joins CS1. Stamford, Conn., as
senior VP, programming/production
and head of worldwide television.

Nathan

Eric Swanson, manager. development,
King World Productions Inc.. Los
Angeles, named director, program
development.
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FATES & FIJRTIINES

'JOURNALISM

Peter Roghaar, scnior executive produc-
er. WHDH-TV Boston. joins WXIA-TV
Atlanta as managing editor.

Joni Holder, producer. The Gordon
Elliotrt Show, joins KTVT(TV) Fort
Worth. Tex.. as exceutive producer,
Paositivelv TEXAS!.

Pedro Pinto, news and sports anchor and
editor. Caderno Diario (a program on
Radiotelevisao Portuguesa), joins CNN
International, Atlanta, as sports anchor.

Josie Karp, sports reporter, KDEW-TV
Dallas, joins CNN/SI. Dallas burcau. as
cnrrespnndenl

RADIO

Stuart Krane, prin-
cipal and partner,
EFM Media. joins
Premicre Radio
Networks Inc¢..

! -
3 New York. as
E executive VP/GM.

Appoiniments at
\ National Public
| Radio’s distribu-
tion division,
Washington: Fran-
cis Debartolomeo, technical director,
sitellite technical center, named satel-
lite operations supervisor: Toby Pirro,
technician, satellite technical center.

“

Krane

Appointments at
National Geographic

Vissering

Green

National Geographic Channels
Worldwide, Washington: Janet Vis-
sering, head of program acquisi-
tions and development, Discovery
Networks, joins as VP, internation-
al acquisitions; Mark Green, manag-
er, program acquisitions and
development, Discovery Networks
International, joins as director,
international acquisitions.

1998
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Joins as VP network operations and

named satellite operations supervisor.

John Dimick, program director, wWNCH(1EM)
Columbus, Ohio, joins KSON-FM San |
Diego in same capacity.

Jim Donnelly,
national sales
manager.
WLTW(FM) New
York. joins
wBs(aM) New
York as local sales
maniger.

Mike Vasquez, pro-
gram director,
KEZL(FM) Fresno,
Calif., joins
KIFM(EM) San Diego in same capacity.

Donnelly

Kristin Juffer, director, audience
rescarch. United States Information
Agency. joins The Arbitron Co., New
York. as director. domestic radio
research.

_CABLE :

Appointments at TVN Entertainment
Corp., Burbank, Calif.: John McWilliams,
VP. finance. named senior VP: Tony

Ciesniewski

Mc Williams

Ciesniewski, dircctor. enginecring., Kelly |
Broadcasting Co., Sacramento. Calif..

engineering: Eric Levey, director. net-
work operations. named VP, on-air
operations and elecommunications;
Joshua Kaplan, munager, network opera-
tions, named director, on-air opera-
tions:; Robert Bruce, ninager. compres-
sion. encryption and technical support,
named director; Mark Mansperger, mun-
ager. access control, named director.

Njeri Karago joins BET. Washington. as
VP film development, responsible for |
managing production. development and
business operations of movies produced

for television to air on BET and BET-
Movies/Starz! . Karago will also serve

as executive in charge of production tor
upcoming slate of made-for-TV movies.
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Appointments at HTS's new Raleigh,
N.C. office: Kathy McCarthy, senior aftil-
tate marketing manager. name:d
account manager: Dana lannielli, affiliate
miarketing manager, named senior affil-
iate marketing manager.

Ira Wechsler, national sales manager,
KRTH(FM) Los Angeles, joins kadio TV
Network, Los Angeles, as executive
VP, advertising.

Donald Baer, media
consultan’, joins
Discovery Com-
munications Inc.,
Bethesda, Md.. as
senior VP, public
policy and com-
munications,

Appointments at
The Odyssey
Channel, New
York: Stacia Arm-
strong joins Denver oftice as scnior
director, affiliate refations, Mid-Central
region: Michael Doherty joins the Adanta
office as regional manager. affiliate
relations, mid-South region.,

Cynthia Turmer, VI’
programming and
reseurch, MMT
Sales Inc.. joins
TV Land, New
York. as VP, pro-
gramming,

Janet Gill, con-
troller, Nynex's
video services
operations, joins
Bresnan Commu-
nications, White Plains, N.Y .. as assis-
tant controller.

Ron Hren, GM. LeGroupe Videotron
Ltee. joins Falcon Cable Television,
Los Angeles, as divisional VP for its
newly acquired TCI systems ir north-
ern California and southern Or:2gon,

Baer

Turner

Steven Huerta, dircctor, rescarck, MTM,
joins Fox Family Worldwide. Los
Angeles, as director, program esearch.

ADVERTISING/MARKETING/
PUBLIC RELATIONS

Tim Spengler, VP/associale director,
national broadcast division, Western
International Media, Los Angeles,
named senior VP/GM, nationa televi-
ston,

Eric Silver, VP/senior copywriter, Cliff
Freeman and Partners. New York.
named senior VP/creative director.,

Peter Schmid, executive VP, Fox Family
Werldwide. joins Television Bureiu of
Advenrtising. New York. us senior VP,

FATES & FORTUNES

include the Internet On-Ramp ISP and
Optimal Systems Integrators operations
in Spokane, Wash.

~ TECHNOLOGY

Brian Dean, strategic business develop-
ment manager, Optibase Inc.. Dallas,
Jjoins Vela Research LP, St. Petersburg.,
Fla.. as marketing manager, MPEG
decoder products.

Russel Mayer, GM. quality. electrical
distribution and control division, Gen-
eral Electric. joins NBC. New York, as
VP. management information systems.
Appomntments at High Speed Access
Corp., Denver: Christopher Britton, ¢xcc-
utive director/GM. US West's Inter-
prise Data Networking Unit. joins as
senior VP, murketing and sales: Bill
Krempasky joins as executive VP, sales:
Tamrmy Smith, director, product manage-
ment, New Media, Chicago, joins as
VP. marketing.

- INTERNET

Jeff Apodaca, head
of sales and devel-
opment, Entertain-
ment Asylum, Los
Angeles, joins
Pscudo Programs
Inc., Holtywood.
as executive VP,
sales.

David Clauson,
senior VP/world-
wide account
director, Foote, Cone and Belding.
joims iXL Inc.. Atlanta, as executive
VP. worldwide marketing.

Bob Bowman, GM, Internet On-Ramp,
Cocur d’Alenc. Idaho, named regional
manager, Intemet Ventures Inc. (par-
ent), with expanded responsibilities to

Apodaca

_ ASSOCIATIONS/LAW FIRMS

Kathryn Condello, consultant, joins Cellu-
lar Telecommunications Industry
Assn., Washington, as VP, operations.

James Rowe, VP, public affairs, Harvard
University. joins Chlopak, Leonard.
Schecter & Associates, Washington, as
partner and general counsel.

 SATELLITE/WIRELESS

Alison Ross Tompkins, national accounts
manager, Comsat World Systems,
Bethesda, Md., named director, broad-
casl services.

John Keathley, product and process engi-
neer, Space and Naval Warfare Systems
Center. joins Teledesic LLC. Washing-
ton. as director, government services,
Appotntments at FutureTrak Interna-
tional, Pompuano Beach, Fla.: Robert Kel-
ner, VP, strategic alliances. Summus
Technologies Inc.. joins as COO:
Ahmad Moradi, president, MIS/IS, joins
as CEQ.

_DEATHS

Jessie Lee Johnson, 38, repairman for
Cablevision of Long Island. N.Y .. dicd
Sept. 7 after being electrocuted as he
worked 1o restore television service
knocked out by a series of storms. He
wits pronouned dead that afternoon at
Muassapequa General Hospital. Johnson
had been with Cublevision for nine
years. He is survived by his wife, Saun-
dra; three children: his parents, and
cight siblings.

—~Compiled by Denise Smith
e-mail: dsmith@cahners.com

Joe Sullivan & Associates, Inc.

Executive Search & Recruitment
9 Feazher Hill, PO Box 612, S

www americanradiohistorv com

General Sale-s-Management
Opportunities

One with a small market television statior. One with
a statewide cable news network. Both opportunities
require vision, leadership, the abllity to teach creative
salesmanship, and a successful track record in sales

management. For a confidential discussion of your
potential candidacy, mail your resume now

|
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BroadcastigsCable

IR
The first week of ratings league Peter Arnett called
(four days) are in for a Hclliman's death “a real
number of new syndicat- loss to the CNN family.” A

|

ed shows, including
King World’s two new
first-run series Holly-
wood Squares and The
Roseanne Show. Holly-
wood Squares averaged a
5.0 rating/10 share for the
week, according to metered
market numbers compiled
by Nielsen Media
Research. Squares
improved time periods in
the 40 metered markets by
2 percent over September
1897 numbers. On wcBs-Tv
New York, Squares scored
a 5.3/9 its first four days on
the air, while it averaged a
4.2/7 on kcBs-Tv Los Ange-
les. Roseanne’'s new talk
show averaged a 2.8/9 for
the week, declining each
day in the overnight mar-
kets. Roseanne debuted
last Monday with a 3.3/11,
dropped to 3.0/10 on Tues-
day, scored a 2.7/9 on
Wednesday and managed
only a 2.2/8 by Thursday. in
Los Angeles, the new talker
has improved its time peri-
od 80 percent on KNBC-Tv,
averaging a 2.7/11. Studios
USA’s new talk show with
Maury Povich averaged a
2.9/11 for its first four days.
Maury scored a 2.9/11 on
wnBC-Tv New York and a
4.3/14 on wen-Tv Chicago.
Big Ticket/Worldvision's
newest court series, Judge
Joe Brown, averaged a
2.1/7 last week. On wwor-
v New York, Brown
scored a 3.6/11, while in
Los Angeles the show aver-
aged a .7/3 on KCOP-TV over
its first four days on the sta-
tion.

CNN correspondent
John Holliman was
killed Sept. 12 in a car
crash in suburban Atlanta.
He was 49. Holliman was
probably best known for his
work for CNN during the
Gulf War in 1991, Col-

memorial service was held
in Atlanta where CNN is
headquartered. Holliman
was to be buried Saturday
near his Shepherdstown,
W. Va. farm.

X-Files and Millenium cre-
ator Chris Carter extend-
ed his development
agreement with 20th
Century Television
through at least 2000 in
a deal that sources peg as
considerably more than the
record-breaking $25 million-
$30 million deal ER produc-
er John Wells signed in
June. Fox declined com-
ment on the terms. As part
of the deal, Carter agreed
to executive produce The
X-Files for at least two more
seasons, Millennium
through at least the upcom-
ing season and an as-yet-
undecided new series tor
20th Century Fox to debut

IN BRIEF

in fall 1999. In addition,
20th Century Fox will have
a first-look agreement on all
Carter film projects.

King World is close to
signing a deal with NBC
on a six-hour miniseries
pilot of mafia drama Murder
Inc., sources said. The deal
would be the first time syn-
dicator King has ventured
into network programming.
NBC and King World
declined comment.

According to NetRatings’
analysis of activity on
MSNBC's site last
week, more than 70% of
all those reading the
Starr Report there
reviewed the basic tes-
timony about President
Clinton's sexual rela-
tionship with Monica
Lewinsky. Some 44% of
those reading the report on
MSNBC delved into further
details about the sexual
encounters between Clinton
and Lewinsky. Approxi-

‘Perfect’ launch for

PanAmSat’s PAS-7

PanAmSat's PAS-7 satellite was launched last
Wednesday aboard an Ariane 44 LP rocket from Ari-
anespace's launch facility in French Guiana. This
comes just three weeks after the Boeing rocket that
carried PanAmSat's Galaxy X satellite exploded off
Cape Canaveral, Fla.

“It was so nerve-wracking beforehand, but to see it
happen was just amazing,” says PanAmSat Executive
Vice President Luli Saralegui. “it was such a perfect
launch. It was great. When science works like that and
technology works, you really just are amazed.”

PAS-7 will undergo in-orbit testing and should be
operational in late October, Saralegui says. PAS-7 is
PanAmSat's second satellite for the Indian Ocean
region and will service Europe, Africa, the Middle East
and Asia.

PanAmSat is proceeding with its recovery plan for the
lost Galaxy X satellite. Until a replacement satellite is
built, Gataxy X customers are being serviced on Galaxy
IX (C-band) and SBS-5 (Ku-band). Saralegui says the
company will choose a vendor for the new Galaxy X in
the coming weeks. PanAmSat has eight more satellite
launches planned before the end of the year, including
four domestic hybrid satellites. —Karen Anderson
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mately two percent read
sections related to the cru-
cial charge of perjury
against the President.

The National Football
League and the Sammy
Sosa-Mark McGwire
home run derby helped
send ESPN.com’s num-
bers soaring to a single-
day high of 11.4 million
page views on Sept. 13.
ESPN also credited more
frequent on-air plugs for a
nearly 500% jump in traffic
over online activity on last
year’s second NFL Sunday
of the season.

Bell Atlantic last week
rolled out DirecTV/
USSB service to more
than five million house-
holds in Washington,
D.C. and New Jersey and
more than 2.5 million resi-
dents of multi-dwelling units
in New York City, Boston,
Philadelphia, Washington,
D.C. and New Jersey.

The FCC has approved
technical standards
that will allow wireless
cable operators to offer
two-way communications.
The move is meant to
breathe some lite into a
sagging industry in which
nearly all of the leading
players are on the ropes.
Two-way communication
will allow wireless
providers to offer new ser-
vices such as high-speed
Internet and video confer-
encing, FCC officials said.
To streamline the licensing
process for wireless opera-
tors, the FCC also said it
would conduct application
reviews only if the commis-
sion received petitions to
block new permits. The
FCC also took two new
steps to prevent interfer-
ence with instructional
television licensees, who
share spectrum with wire-
less operators. Education-
al licensees will be provid-
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ed with a 35-mile interfer-
ence-free service area and
wireless operators will be
required to shut down any
transmitter that causes
signal conflicts with educa-
tional services.

Fox's Ally McBeal got off to
a strong start in its sea-
son premiere last week,
beating the second hour
of ABC’s Monday Night
Football among adults 18-
49 for the first time ever.

Telepictures Produc-
tions, producer of Jenny
Jones, released this
statement on Tuesday:
“We were just informed that
the Court of Appeals in the
State of Michigan has ‘reluc-
tantly’ reversed the convic-
tion of Jonathan Schmitz on
a technicality. In 1996, a
jury found Schmitz guilty of
murder. The evidence is
unchanged and we are con-
fident that a seconc jury will
also find that Schmitz was
responsible for the murder
of Scott Amedure.” The
shooting followed an
appearance the two men
had made on the show.

The FCC last week pro-
posed to make room in
the airwaves for new
direct broadcast satel-
lite operators. The com-
mission is considering
whether to make an addi-
tion 500 mhz of spectrum
available in the 18 ghz band
for DBS signals. Much of
the band is already allocat-
ed for shared use by satel-
lite services and earth-
bound operators such as
microwave communica-
tions, cable television relay
stations, and electronic
newsgathering activities.
The FCC is proposing to

Dolan blasts programming restrictions

The annual “cable prom”™—the Walter Kaitz Foundation's fund-raising dinner—was
capped off by honoree Cablevision Systems Corp, Chairman Charles Dolan’s
blast at government and network restrictions on cable operators’ ability to program
their systems. Speaking at the dinner in New York City Wednesday night (Sept.
16), Dolan criticized must-carry rules, which he says force systems to carry fringe
broadcast stations and threaten to eat up even more channel capacity by forcing
carriage of new digital broadcast signals. Must-carry quickly translates into “must-
buy,” with basic cable subscribers forced to pay for broadcast signals whether they
want them or not, he said. But he also criticized cable network practices that large-
ly prevent operators from selling networks on anything but the lowest basic tiers,
forcing subscribers to buy programming they don't really want. “No programmer
should have a priority in the living room because he holds a government license
and his rival does not,” Dolan said of must-carry. “That's not a free market. Nor
should any program vendor be able to say that cable customers must buy his pro-
gramming whether they want it or not before they have access to the programming
they prefer.” He specifically included Cablevision’s own Rainbow Media basic net-
works in that criticism. About 1,700 people attended the dinner for the industry's
biggest charity, which promotes minority hiring at cable companies. Dinner Chair-
man Leo Hindery, president of Tele-Communications Inc., called on MSOs and
programmets to create a workplace environment “that is naturally and automati-
cally diverse.” The industry should not be “a place where we pat ourselves on the

back for doing the right thing,” he said.

reduce the amount of sepa-
ration betweer signals to
create the extra space and
no existing services would
lose any of their allocated
spectrum.

Granada Entertainment
USA is making a two-hour
TV movie based on the
life of the late singer
John Denver. The film will
be based on Denver's auto-
biography, “Take Me
Home,” and feature a num-
ber of his top songs. The
Grammy Award-winning
singer died in a plane crash
last year off tre California
coast.

A House subcommittee
passed a bill last week
that would require Web
sites to restrict chil-
dren’s access to Inter-
net smut. The biil, spon-
sored by Rep. Mike Oxiey
{R-Ohio), is a more careful-

ly crafted version of the
Communications Decency
Act that was struck down by
the Supreme Court last
year. Oxley's bill protects
Internet service providers—
such as cable operators,
phone companies and
America Online—from lia-
bility if content providers are
posting pornographic text,
images, video or sound, but
it requires them to inform
consumers about filtering
and blocking software that
will keep adult material from
kids.

A House panel last week
continued its thus-far
fruitless probe into a $1
million payment made
by Portals developer
Franklin Haney to former
Clinton/Gore campaign
manager Peter Knight. "I ...
know that no evidence or
lack of evidence or anything

—John M. Higgins

| say will change the course
of this investigation,” said
Rep. Ron Klink (D-Penn.).
“It will go on and on until we
all drop of boredom or
exhaustion.” The House
Subcommittee on Investiga-
tions and Oversight inter-
viewed Knight for six hours
on Tuesday and continued
with Knight's former law
firm associates Thursday 10
discern whether the money
was a contingency fee
awarded for successfully
closing the FCC's lease on
the Portals development in
southwest Washington.
Knight said the payment
was for work done on at
least 12 difterent projects,
including the Portals. All
seven witnesses said “no"
when Klink asked if any of
them had any knowledge
that would prove the $1 mil-
lion was a contingency fe=.
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BroaicastgeCae
EDITORIALS

| COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

A matter of trust

This can’t be good news: TV viewers trust the Big Three
broadcast networks less than they do the President and. in
terms of credibility. the highest office in the land is hav-
ing its worst year since Ron Ziegler was handling the
spin there.

According 10 a survey by Frank N. Magid Associates and
this magazine (sec pages 52-58). 23% of TV news viewers
trust the President. while 229% . 21% and 20% trust CBS.
NBC and ABC. respectively. (And. yes. the survey was
conducted after Clinton admitted that he and Monica were
more than just good friends.) Ironically. one of the reasons
for the three networks™ sub-presidential performance may
be the Lewinsky scandal. The survey finds that 30% of
those familiar with the story have a lower opinion of the
networks due to their incessant coverage of it. This may be
the best example of Killing the messenger since the days of
Sophocles.

Of course. there are other reasons why the public might
distrust the nationad news. Just last June, CNN reported.
then retructed. a story that the U.S. had dropped nerve gas
on its own troops during the Vietnam War. That’s enough
to shuke anybody s confidence. But the survey finds that
few knew or cared about the story and CNN emerges as
one of America’s most trustworthy institutions. number
four on the Magid Trust Index. behind local police. the
Supreme Court and the FBI. Go figure.

Most interesting is the big gap between national TV
news and local TV news. By just about every possible mea-
sure, local news is scen as more credible and worthy of
respect than is national news. We'll leave it 1o news direc-
tors at the RTNDA convention this week to figure out
exactly why. Perhups it's because people just trust home-
town folk more than they do reporters and anchors based in
such far away lands as Washington and New York. It's sort

of like people’s attitude toward the federal government.
They love their congressmen. but hate Congress. which. by
the way, ranks near the bottom on the Magid Trust Index.
Another reason may be that local news can avoid sordid
stories that tend to taint those who tell them. The national
news is talking about semen strains on dresses. Magid’s
John Quarderer points out. “The local people didn’t do that.
The networks were doing the dirty work for them.”

Although local news received significantly higher
marks in the survey than last year. TV news—Ilocal and
naticnal—must do better in commanding the public’s
respect. Nowhere does the survey tind a majority agree-
ing strongly that news possesses a positive attribute. The
overall dissatistaction helps explain what is to us the sur-
vey's most alarming result: 69% in favor of a law man-
dating that TV stations be tair and provide opposing
viewpoints. The FCC killed the fairness doctrine in 1987
and we’'ve been hoping it will stay dead. But unless TV
news improves its standing. we re afraid those favoring
the return of a fairness doctrine will continue to grow
until Congress can no longer ignore them. This most def-
initely would not be good news.

Timely report

Broadcasters have taken quite a few slams over Kids pro-
gramming. In some cases, like the infamous citation of The
Jetsons as an educational account of the future, they have
handed ammunition to the enemy. In the interests of bear-
ing some good news on the kids TV front. we were pleased
to see that a random FCC audit of commercial time in kids
programming had turned up only one violator of the ad lim-
its. Of course, some of the fines that have been levied on
violators may have contributed to that excellent report card,
but whatever the reason. the result is worth a tip of the edi-
torial visor.
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