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Only 3% of N and radio stations are owned by 

minorities. Can the FCC's first African -American 
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SEPT, '98 % INCREASE 

5.4 +26% 
4.3 +8% 
3.4 +21% 
5.2 +30% 
2.3 +44% 
8.5 +31% 
6.3 +21% 
5.4 +8% 
7.5 +36% 
6.1 +27% 
4.3 +19% 
7.9 +23% 

C6PB000CED BY 

rauru 

OVERNIGHT MARKETS STATION SEPT. '97 SEPT. '98 % INCREASE 

Portland KGW 5.3 6.7 +26% 
Indianapolis WRTV 5.5 5.6 +2% 
San Diego KFMB 0.9 2.8 +211% 
Hartford WFSB 7.2 7.7 +7% 
Charlotte WCCB 2.4 2.9 +21% 
Nashville WUXP 2.0 2.9 +45% 
Cincinnati WLWT 4.9 5.4 +10% 
Columbus WSYX 4.0 4.8 +20% 
Salt Lake City KUTV 3.6 4.8 +33% 
San Antonio KENS 4.0 6.4 +60% 
New Orleans WWL 4.6 6.0 +30% 

PRODUCED, DISTRIBUTED 
AND MEDIA SALES BY 

KINGWI 

OMM .MWald uRIOM.nwme 
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OVERNIGHT MARKETS 

New York 
Los Angeles 
Chicago 
Boston 
Detroit 
Seattle 
Miami 
Denver 

surgh 
cramento 
Louis 

Orlando 

Source: NS /WRAP. [MA HH Weighed aveage rating, overnight markets 9A4= ./18/96; 

9121- 9/25/96. Adult first -rur syndicdled programs. Original telecast: oily. 
NSI/WRAP, DMA T HH RIG. 9'15-9/26/97 

Nielsen Media Research conhrmec data and data descriptive test. 

i 

STATION SEPT. '97 

WCBS 4.3 
KCBS 4.0 
WBBM 2.8 
WBZ 4.0 
WWJ 1.6 

KING 6.5 
WFOR 5.2 
KCNC 5.0 

DKA 5.5 
KXTV 4.8 
KMOV 3.6 
WKMG 6.4 

IgCIITCDO 
IN ASSOCIATION WfFI 

ONE HO 
PRODUCTIONS 

www.americanradiohistory.com

www.americanradiohistory.com


ALREADY THE 5TH 
HIGHEST -RATED STRIP 

THE OVERNIGHT 
AND GROWING! 

IN 

MARKETS 

1. Wheel Of Fortune 
2. Jeopardy! 
3. The Oprah Winfrey Show 

4. Entertainment Tonight 

5. Hollywood Squares 
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TOP OF THE WEEK / 4 

Football loses ground Ratings are down and advertising is soft in the first 
month of the NFL seuson. Baseball's resurgence may be part of the problem. / 4 

WNYW plates the Yankees wNYw(Tv) New York has acquired the rights 
from MSG Network for 50 over- the -air New York Yankees games each season. 
The two -year deal covers the last two years (the 1999 and 2(X)() seasons) of 
MSG's 12 -year. $486 million rights agreement with the Yankees./ 6 

ABC affils bristle at Eisner's "unfortunate" remarks Disney 
chief Michael Eisner has upset affiliates %\ ith public comments, including threats to 
put ABC -TV on cable or satellite if affiliates don't help pay for programs. / 10 

For more late- breaking news, see "In Brief" on pages 84-85 

SPECIAL 
REPORT ;; 

714r-teat 
7a4eta41/Sú -A, 

Scoring With Unreality 
Despite challenges from off -ne: block- 
busters like The X- Files. fantasy /sci -fi 
programs like Xena. Hercules and 
Star Trek: Deep Space Nine (right) 
have real staying power. / 36 

SPECIAL 

REPORT 

p 
CBS details spin -off Documents filed 
with the Securities and Exchange Commis- 
sion detail the company's planned public spin- 
off of about 20% of CBS's radio group opera- 
tions -and disclose the $3 million bonus earned 
by CBS President Mel Karmazin in 1997, added 
to $925.000 in salary./ 46 

Mathes heads Chris Craft stations Sonic the 
Chris Cralt /United Television executives have Hedgehog 

will star for promoted one of their own, I6 -year veteran Bohbot Kids 
Peter Mathes. to run their 10 TV stations. / 46 Network. / 47 

Changing Hands 66 Editorials 86 In Brief 84 

Classified 69 Fates & Fortunes 80 Nielsen Ratings..51. 56 

Closed Circuit 18 Fifth Estater 79 Station Break 48 

Datebook 78 Hooked Up 58 Washington Watch.. 26 

COVE STORY 

Few and Far Between The 
FCC's first black chairman, William 

Kennard, came into office 
last year determined to re- 

vive federal programs designed to 
bring minorities into the business. 
But the courts and Congress in the 
past three years hale steadfastly 
opposed preferential treatment for 
racial grcups. / 28 

CABLE / 53 

Basic breaks more records Boosted by breaking 
news coverage. sports and strong sum- 
mer ratings. basic cable networks belt- 
ed out their best -ever ratings and audi- 
ence shares for a third quarter. / 53 

EchoStar outlines giveaway 
EchoStar's latest promotion strongly 
targets high -end subscribers. But some 
analysts think the subscriber gains 
through the promotion will be much 
lower than the company projects. / 56 

Ill 
t 

Lee Masters moves 
'o Liberty. / 54 

TECHNOLOGY / 61 

KKYK goes virtual WB affiliate KKYK(TV) Little 
Rock. Ark., chose Discreet Logic's Frost broadcast graph- 
ics and virtual set system with Devlin Design Group's Soft - 
Set virtual studio design and service system working with 
Silicon Graphics ()n'-2 \D'Or' 'sstaticnl. j 61 

AOL builds toward broadband competition 
America Online has bundled RealNetwo-ks (reaming 
technology into its latest software. revamped its games 
channel and raided Time Warner's Road Runner for a vice 
president of broadband development. / 64 
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Networks lose ground on NFL 
Fox, ABC, ESPN suffer ratings declines: some blame baseball's late -season resurgence 

By Steve McClellan and 
Joe Schlosser 

For the first month of the NFL 
season. the TV picture isn't 
good: Ratings are down and 

advertising is soft. And baseball's 
resurgence may be part of the prob- 
lem. 

The first four weeks of the 
1998 -'99 NFL season have been 
less than stellar for the four net- 
works carrying the games. The 
networks. which anted up $18 bil- 
lion for the latest NFL contracts, 
are facing decreased ratings after 
the first month of NFL action. 

ESPN is down 18% from the 
ratings of former rightsholder 
TNT; Fo; is down 3% from last - 
season; CBS ratings are flat com- 
pared with last year's rights -hold- 
er, NBC. and ABC is off 15% 
from last year's 15.2 rating. the 
network's lowest -rated year ever. 

It's hard to say why. but nearly 
everyone was taken by surprise. 
"It's an unanticipated drop," says 
John Lazarus, senior vice presi- 
dent, TN Media. 

ABC. which paid $4.4 billion 
to renew its long- running Mon - 
day Nighi Football franchise, is 
not panicking. ABC spokesman 
Mark Mandel says it's too early 
to judge MNF ratings because of 
variables .such as the hour -earlier 
start time 8 p.m. ET: "It's only 
four weeks into a new start time 
after 28 years of people watching 
it at 9 p.m. On top of that, there 
has been an incredible frenzy 
surrounding the Clinton- Lewin- 
sky story and the remarkable 
baseball season." 

Mandel says that while MNF 
ratings may be down, the ABC network 
has benefited as a whole from its jump 
start on the season. 

CBS, which reentered the pigskin 
game this season by grabbing NBC's 
AFC package for more than $4 billion. 
is the only network not down after four 
weeks. The Tiffany Network has aver- 
aged 8.7 through four contests this sea- 

TIME TO PUNT? 
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son, equal to NBC's numbers during the 
same period last year. CBS has shown 
an improvement in total households and 
a slight climb in viewers aged 18 and 
older compared with NBC's first month 
last year. 

Many believe NFL viewer declines 
are the result of baseball's late- season 
resurgence. With the Mark Mc- 

Gwire /Sammy Sosa home -run 
chase and other good story lines, 
baseball is enjoying increased 
viewership. 

ESPN drew an 8.1 rating for 
the Giants /Cubs playoff game 
last Monday, the second- highest- 
rated baseball game ever on the 
cable channel. And close to 1.5 
million more viewers watched 
the game on either WGN -TV 
Chicago or KTVU -TV San Francis- 
co, bringing the total number of 
viewers who were watching the 
baseball game last Monday to 7.5 
million. 

At the same time, ABC's Mon- 
day Night Football matchup last 
week between Detroit and Tampa 
Bay turned out to be the second - 
lowest -rated in the 29 -year history 
of MNF. The game drew on an 
11.1 rating, according to Nielsen 
Media Research. 

According to advertising exec- 
utives, the networks have regis- 
tered increases of 8%-10%. only 
half what they were hoping for. 
And, ad executives say, there is 
plenty of inventory still available. 
Regular- season Sunday games on 
Fox and CBS are said to be priced 
at $175,000- $200,000 per 30 -sec- 
ond spot. ABC's Monday Night 
Football games are said to be 
priced at $325,000- $350,000 per 
30- second unit. 

At least two big NFL sponsors 
pulled out this year. agency 
sources say, including McDon- 
ald's and TrueValue Hardware. 

TN Media's Lazarus predicts 
that the pool of NFL network TV 
ad dollars may be down by as 
much as 10% this year, which he 
says "is the difference between 

where they are now and a good sell- 
out.... They have lost a couple of big 
advertisers that said, 'I'm out. It's too 
much.' There's a breaking point with 
advertisers' budgets." 

According to Competitive Media Re- 
ports, NFL spending on the five rights - 
holding networks last year -ABC, 
NBC, Fox, ESPN and TNT -totalled 

s ta ad Im ot ts to 
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Americans spend over 510 billion a year collecting. 

No wonder they want to collec: objects with style. 

style. 1 call (21 3 95,1 

People notice when you've got 
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$1.494 billion. A 10% drop would 
bring the total this year down to $1.345 
billion. 

If Lazarus is correct, and the pool of 
football dollars is down this year, the 
timing could not be worse -all the net- 
works agreed to huge rights increases 
before this season. 

But analysts also say that CBS and 
Fox benefit from owning stations in 
NFL markets and from deals with affil- 
iates to help pay NFL rights. 

ABC has a national package, so its 
station group doesn't help as much. 
And so far its affiliates aren't helping 
to bear the cost. But with both ABC 
Monday night and ESPN Sunday night 
NFL packages, Disney has nearly 500 
hours annually of NFL -related pro- 
gramming over which to amortize the 
cost of rights, far more than other 
neworks. 

In analyzing the CBS numbers, 
Geoff Jones, broadcast analyst for 
Donaldson Lufkin & Jenrette, says the 
network may well break even on its 
football contract if contributions from 
its owned stations and affiliates are fac- 
tored in and if the network is able to 
boost rates in future years as much as it 
thinks it can. 

WNYW plates the Yankees 
WNYW(TV) has acquired the rights to air 50 over -the -air 
New York Yankees games per season from the 
team's TV rightsholder, MSG Network. The two -year 
deal covers the last two years (the 1999 and 2000 
seasons) of MSG's 12 -year, $486 million rights 
agreement with the Yankees. 

Speculation last week was that the local deal is part of 
a broader deal in progress through which MSG parent 
Cablevision is trying to acquire the Yankees -or possibly 
make a major equity investment in the team in exchange for long -term rights. 

WNYW is owned by News Corp., which, with Liberty Media, has a 40% 
stake in Cablevision's Rainbow sports networks. But MSG President Joe 
Cohen insisted at a press conference last week that the local rights deal 
was a "separate, stand -alone agreement." 

WNYW is paying an estimated $400,000 per game, or $20 million per sea- 
son, for the Yankees rights. WNYW General Manager Michael Wach declined 
to confirm the exact price but said that published reports were not far off. He 
also insisted that the station would make a profit on the deal but declined to 
say how much, if at all, ad rates in the games would go up next season. 
Wach said the station plans to air seven to 10 prime time games per season, 
with the rest airing on the weekends, in late night or in other dayparts. 

While News Corp. owned Fox has encouraged affiliates not to pick up 
sports rights that would preempt the network, network sources say that 
getting the Yankees was a unique situation, too good to pass up. 

The WNYW deal marks the end of the Yankees' 49 -year relationship with 
wpix(Tv). Word circulating in New York was that wPlx would give WWOR -TV a 
run for the local rights to the New York Mets. -Steve McClellan 

CBS to broadcast NFL in HDTV 
High -def plans for NBC, ABC and Fox still fuzzy 
By Glen Dickson 

In a shift in its digital strategy, CBS 
will broadcast in HDTV four foot- 
ball games between November and 

January rather than five hours a week of 
movies and prime time programming. 

"We decided to put our resources 
into football games because we think it 
will sell more sets," says CBS Senior 
Vice President Martin D. Franks. "A 
sitcom in HD is not necessarily going 
to get people out to their favorite appli- 
ance store buying sets." 

Last spring CBS said it would broad- 
cast five hours of HDTV programming 
per week starting in November - 
movies, sitcoms and dramas shot on 35 
mm film. CBS engineers also said the 
network lacked the equipment to 
broadcast HDTV football in 1998. 

But now CBS's first official step 
into HDTV will be a local broadcast of 
the New York Jets/Buffalo Bills NFL 
game on Nov. 8. It will use the 1080 - 
interlace picture format. 
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The next three HDTV games: Dec. 
19, New York Jets at Buffalo; Dec. 26, 
Kansas City Chiefs at Oakland Raid- 
ers; Jan. 9 or 10, an AFC divisional 
playoff game. 

Only WCBS -HD, CBS's New York 
DTV station, will broadcast the Nov. 8 

game. The others will be distributed to 
CBS affiliates with DTV stations and 
to DirecTV, a satellite TV company. 
The satellite broadcast is for the benefit 
of retailers with prototype Thomson 
HDTV/DSS TVs. 

To produce the games in HDTV, CBS 
will use a National Mobile Television 
high -definition production truck outfit- 
ted with Sony HDTV gear -cameras, 
VTRs, switchers and effects systems. 

Getting a "joint deal" with Sony to 
provide HDTV equipment was crucial 
to CBS's NFL -in -HDTV strategy, 
Franks says, but he won't disclose 
financial terms of the deal. "There's 
something in it for us, and there's 
something in it for them," says Franks. 

NBC spokesman Jeff DeMarrais 

says that NBC doesn't plan to do any 
HDTV sports this fall but will an- 
nounce its plans for long -form "special 
event programming" in the next couple 
of weeks. NBC still plans to broadcast 
The Tonight Show with Jay Leno in 
HDTV this spring. 

ABC is on schedule to launch a 

national 720P HDTV feed on Nov. I, 
says an ABC source, but hasn't identi- 
fied the programming yet. The source 
adds that ABC also isn't sure of equip- 
ment availability -some of the missing 
pieces aren't scheduled to be delivered 
until Oct. 15. 

Fox is noncommittal about its 
HDTV schedule. But the network is on 
schedule to begin delivering a seven - 
day -a -week national prime time DTV 
feed on Nov. I. The feed will be sent 
via fiber from the Fox Network Center 
in Los Angeles, says Andrew G. Setos, 
executive vice president of News 
Corp.'s News Technology Group. "lt 
will be all the way digital from the 
telecine to the display with no analog 
links at all," says Setos. "That feed will 
be up during all of prime time." 

1 

i 
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Naturally, they want to put it all together with style. 

9, 

www.americanradiohistory.com

www.americanradiohistory.com


#1 New WeekIq First -Run Hour! 
Rank Program HH Rta. 

#1 V.I.P. 4.1 
#2 Stargate SG -1 3.2 

#3 Highlander: The Raven 2.8 

#4 The Howard Stern Radio Show 2.6 

#5 The Crow: Stairway To Heaven 2.4 

#6 One World's Music Beat 1.5 

#7 Air America 0.9 

#8 Kickin' It 0.5 

Source. NSI. Wrap. wtd. cume. 1998.99 new tnst.run weekly hour series. 9/14/98 thru 9/27/98. 

COLUMBIA TRISTAR 
w 

TELEVISION 
DISTRIBUTION 

The Leader In Young Adult Programming. 

©1998 Columbia TriStar Television Distribution. All Rights Reserved. 
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ABC affils bristle at brush -off 
Board chairman calls Eisner's comments 'unfortunate and regrettable' 

By Steve McClellan 

Disney Chairman Michael Eisner 
has upset affiliates with public 
threats to put ABC -TV on cable 

or satellite if affiliates don't help pay 
for programs and with what some sec 
as potshots at the network. 

David Barrett, COO of Hearst - 
Argyle Television and chairman of the 
ABC TV affiliate board, calls Eisn. 
remarks "unfortunate and 
regrettable.... For him to dimin- 
ish his own Good Morning 
America program and to threat- 
en his affiliates accomplishes 
nothing positive for ABC. 

"Everybody's got legitimate 
business concerns." says Bar- 
rett. "I respect the sense of 
urgency IEisner'sI got about the 
Disney company and the finan- 
cial performance of ABC. I 

think everybody does. We want 
a strong network. They're our 
principal program provider, and 
they need to be strong. But 
improving their financial performance 
at the direct expense of affiliates isn't a 

good business solution." 
Alan Bell, president of Freedom 

Communications' broadcast division. 
says that Eisner's saber rattling 
"doesn't make sense." Many affiliates. 
including Freedom's ABC stations. 
have long -term contracts that Bell 
expects the network to honor. "We 
need each other -and frankly, 1 expect 
that long after both Michael Eisner and 
I have passed from the scene our com- 
panies will be in business together." 

In a series of interviews two weeks 
ago. Eisner said that ABC -TV affiliates 
have to wake up and smell the coffee 
on a number of fronts, including pro- 
gram repurposing, station compensa- 
tion and helping to pay for National 
Football League rights. 

Eisner rarely talks to the press at 
length about the TV business, prefer- 
ring to let ABC Inc. President Robert 
Iger and his subordinates handle those 
chores. (ABC executives did not com- 
ment last week, however.) 

But Eisner is promoting a new book. 
"Work in Progress." and is taking the 
opportunity to weigh in on critical issues 
facing ABC. That he has chosen to do 

A piece of `Work 
It doesn't have all the Hollywood dirt 
you want, but if you don't like Jeffrey 
Katzenberg or Michael Ovitz and want a 
look at how The Walt Disney Co. is run, 
Chairman Michael Eisner offers up his 
autobiography. 

Titled "Michael Eisner: A Work In 
Progress, " the book chronicles Eisner's 
rise at Paramount. The 434 -page book is 
a fairly smooth read -and although one - 
sided. not nearly as self -adulatory as 

ghost writer Tony 
Schwartz's other 
corporate -titan 
collaboration 
(Donald Trump). 
Early on, for 
example. Eisner 
acknowledges 
being intellectually 
intimidated by 
Tele- Communi- 
cations Inc. 
Chairman John 
Malone: he avoids 
talking to Malone 
at a conference. 

Eisner also 
acknowledges how 
he was changed 
by heart bypass 

surgery and by the death of confidant 
and Disney President Frank Wells: "The 
loss was bigger than I could have 
anticipated. because Frank occupied so 
much space in my life and in Disney's." 

Eisner says he was disappointed at 
how little tolerance ousted president 
and former Hollywood superagent 
Michael Ovitz had for operations. 
continually ducking then -CFO Steve 
Bollenbach. who was supposed to brief 
him on Disney's numbers. 

Jeffrey Katzenberg. former head of 
Disney's movie studio. waited less than 
two days after Wells's death in a 
helicopter crash to go after Wells's job. 
When Eisner said he'd consider it down 
the road, Katzenberg responded that 
"I'm not going to audition for you after 
18 years." -John M. Higgins 

so. analysts say, demonstrates the seri- 
ousness of the issues and Eisner's belief 
that the outcome could have a significant 
effect on Disney's future earnings. 

On PBSs Charlie Rose. Eisner said 
affiliates "will pay" for the NFL. 
although affiliates and the network 
have failed to reach a deal on an NFL 
rights contribution. Such deals have 
been struck by CBS and Fox. 

ABC affiliates. Eisner said, have a 

right not to help pay for NFL rights 
under their existing affiliate contracts. 
"But I have a long memory. They may 
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not pay for it for five years, but I think 
that is shortsighted." He said that it is 
important for affiliates to stop expect- 
ing compensation and start paying for 
programming if ABC is to compete 
with companies -like USA Networks 
Inc. -that have dual revenue streams. 

If affiliates don't get on board, Eis- 
ner said, ABC will look at alternative 
distribution means, including both 
satellite and cable. "Our first goal 
would be to stay with our affiliates." 
Eisner said. "We've been in partner- 
ship with them for 50 years." But there 
are other viable distribution vehicles 
for the network's programs, he said, 
"and we have all the software." 

Later, in a teleconference with 
reporters, Eisner described the tradition- 
al affiliate compensation structure as 
something that should go the way of "the 
dark ages of network television, when 
there were only three networks." If affil- 
iates try to hang on to compensation, he 
said, the relationship "will deteriorate 
and end. What will not end is the ABC 
Television Network. It will simply be 
distributed in another manner." 

Eisner also said that ABC will repur- 
pose programming, including its soap 
operas, for a new cable channel, and it 
will multiplex the ABC Television 
Network within five years "as the tech- 
nology and our contracts come up." 

Asked for further comment, Disney 
spokesman Tom Deegan said there 
wasn't much else to say. "What Michael 
says speaks for itself" Requests for an 
interview with Eisner went unanswered. 

Affiliates were also angered when 
Eisner, in a Sept. 25 interview on 
Today with Katie Couric, said, "We'd 
love to have you come over to Good 
Morning America ... Matt too." 

ABC sources say they think that Eis- 
ner was simply trying to "lighten up the 
conversation" with Couric, who was 
bearing down on Eisner about the com- 
pany's problems. "It was just a joke, in 
his mind," says one source. 

Meanwhile, Barrett says, talks about 
changes in the network /affiliate rela- 
tionship continue with Pat Fili- 
Krushel, president of ABC Television 
Network. "I'm encouraged by the posi- 
tive way she's trying to approach this 
and the recognition that any changes 
have to be win -win." 
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THE HIGHEST COURT IN THE LAND 
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Mouse gets ears pinned back 
ABC Radio Networks must pay $20 nil /ion 
to Children's Broadcasting Corp. over Radio Disney 

By Elizabeth A. Rathbun 

A 
federal jury last Wednesday 
nvarded Children's Broadcast- 
ing Corp. $20 million, saying 

that former partner ABC Radio Net- 
works used CBC trade secrets when it 
created Radio Disney. 

While pleased by the ruling, CBC 
President Christopher Dahl is bitter 
about what he says is a lost opportunity 
for a national children's radio network 
he valued at $177 million. "For $20 
million, they [ABC] got themselves a 

heck of a business," he said. 
ABC said in a news release that it 

asked for a mistrial because the verdict 
is inconsistent. While the jury said 
there was no "material breach" of con- 
tract, it nonetheless awarded breach -of- 
contract damages to CBC. ABC said. 

Minneapolis -based CBC and ABC 
linked up in November 1995, when 

ABC agreed to sell ads and recruit new 
affiliates for CBC's Radio AAHS chil- 
dren's network. ABC quit the deal on 
July 30. 1996, the same day it 
announced that it would develop its 
own children's radio network with its 
new parent. the Walt Disney Co. 

CBC sued ABC in September 1996, 
alleging that ABC exploited its access 
to CBC's trade secrets and improperly 
used proprietary information from 
Radio Disney. CBC said in June 1997 
that it would sell its 13 AM stations. 

Radio AAHS itself had folded five 
months earlier. 

According to news reports about last 
week's verdict, the nine -person U.S. 
District Court jury in St. Paul, Minn., 
deliberated for four days before agreeing 
that ABC had misappropriated informa- 
tion. The jury said ABC wrongly took 
CBC's list of advertisers and breached 
contract requirements for national ad 
sales representation and confidentiality. 

"We pioneered this thing through 
blood, sweat and tears, for six, seven 
years," Dahl said. "We were proud and 
pleased that we did that, and we thought 
our arrangement with ABC would bring 
us to the next level. 1 hope this shows 
[Disney Chairman] Michael Eisner 
[that] you don't do business this way." 

In making the defense for ABC. attor- 
ney Paul Klaas said the network tried to 
sell ads and find affiliates for AAHS but 
was hampered by a slow season, no 
audience rating information and AAHS 
affiliates' lack of success, according to 
the Minneapolis Star Tribune. 

Local -into -local collapses 
McCain bill grinds to a halt over distant -signal dispute 
By Paige Albiniak 

EchoStar CEO Char- 
lie Ergen last Thurs- 
day may have lost 

his last chance to offer 
local TV stations via 
satellite this year, after a 

disagreement between 
broadcasters and the 
satellite industry proba- 
bly killed legislation that 
would have given Ergen 
the go- ahead. 

"We still hope that local- into -local 
legislation will pass," Ergen said after 
a Senate Commerce Committee hear- 
ing. "But if it doesn't pass we'll be 
back fighting for it next year." 

Negotiators seemed to be making 
headway last Tuesday when, after trad- 
ing phone calls all weekend, broadcast- 
ers consented to giving satellite TV 
companies three years before they 
would have to carry all the local signals 
in any market they entered. 

But broadcasters stuck firm to stipu- 
lations that neither the FCC nor Con- 

McCain (r) chastises SBCA President Chuck Hewitt, Consumers Union Co- director Gene Kimmel - 
man, Cox Broadcasting Executive Vice President Andy Fisher and Benedek Broadcasting President 
James Yager for not negotiating a compromise. 

gress would make legislative or regula- 
tory changes that would expand "white 
areas" -zones on the outskirts of mar- 
kets where viewers can legally receive 
distant network signals from satellite 
TV carriers. 

"Shrinking local broadcasters' pro- 
tected market would jeopardize local- 
ism." said Andrew Fisher, executive 
vice president of Cox Broadcasting. 

"Fair and objective rulemaking by 
the FCC is key to providing a workable 
solution to the threat of termination of 
distant network signals." said Satellite 
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Broadcasting and Communications 
Association President Chuck Hewitt. 

Senate Commerce Committee 
Chairman John McCain clearly was 
frustrated by the interindustry bicker- 
ing that forced him to pull his bill from 
a markup. "The lawyers and lobbyists 
have lawyered and lobbied the satellite 
and broadcast TV industries into a 

place that neither industry wants to be 
in." McCain said. "And more lawyer - 
ing and more lobbying isn't going to 
get them out. It's only going to get 
them in deeper." 
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O&Os fighting over Oprah 
Station groups angling for ri,t,J/its to daytime powerhouse 

By Joe Schlosser 

Ti, ABC station executives met 
last week with King World exec- 
utives, the two sides looking to 

hammer out a deal to keep Oprah Win - 
frey's syndicated talk show on the big 
ABC owned- and -operated stations. 

ABC is not the only station group 
trying to get the most popular daytime 
series of the past decade. Sources say 
NBC, CBS and Fox executives have 
shown interest in acquiring Winfrey's 
show, which could be available starting 
in fall 20(10. 

Last week, King World executives 
announced that they had renewed their 
contract to distribute Winfrey's show for 
two more seasons (through 2(X)2) for a 

minimum fee of $75 million a season. 
King World. which has counted on Win - 
frey's show for close to 35% of its annu- 
al gross revenue. will see a significant 

decrease in its take during 
those two newly added sea- 
sons, analysts say. 

King World's current 
contract, also a two -year 
pact. is up at the end of the 
1999 -2000 TV season. 
Sources say the going rate 
in the top three markets is 
$275.000- $300.000 per 
week. All top IO ABC sta- 
tions are signed on to carry 
Winfrey's show through 
the 1999 -2000 season. 
ABC and King World 
executives would not com- 
ment. 

"Oprah is still the top show in day- 
time and is as valuable or more valu- 
able than it ever was to local stations." 
says one syndication executive from a 

competing Hollywood studio. "Every- 
one is interested, but it would he shock- 

ing to see Oprah go anywhere outside 
the ABC stations. She has been there 
from the start." 

Executives from CBS. NBC and Fox 
would not comment on the possibility of 
acquiring the talker for their stations. 

The current bidding to 
acquire Winfrey's show 
follows tough negotiation 
between King World and 
Winfrey's Hamo Produc- 
tions over who would dis- 
tribute the show after the 
1999 -2000 season. During 
those negotiations. 
sources say. Disney's 
Buena Vista Television 
made a "serious" attempt 
to wrestle the distribution 
rights away from King 
World. Analysts say the 
move by Buena Vista 

would make a lot of sense because of 
the company's relationship with the 
ABC Network and the O &Os. Buena 
Vista executives would not comment. 

Sources say NBC executives also 
inquired about the distribution possi- 
bilities for Winfrey's show. 

'Everyone is interested' 
in getting the rights to 
Oprah for 2000 -02. 

Gene Autry, 1907 -1998 
His singing cowboy rival, the late Roy 
Rogers, may have been "king of the 
cowboys," but Gene Autry presented a 
unique kind of broadcasting royalty. 
Autry, who died late last week just two 
days after his 91st birthday, was the 
only entertainer with five stars on the 
Hollywood Walk of Fame: one each for 
success in radio, TV, film, records and 
theater. 

Long after he hung up his celluloid 
spurs for the last time, Autry continued 
as a star in the business world with real 
estate, a baseball team, film and TV production com- 
panies, and hundreds of millions of dollars in TV and 
radio station holdings through his Golden West Broad- 
casters. His sale of KTLA(TV) Los Angeles alone 
brought $245 million in 1985 -at the time the highest 
price ever paid for a TV station. 

Autry was named to BROADCASTING & CABLE'S Hall of 
Fame in 1993. "I was part of the development of talk- 
ing pictures, the heyday of radio, the birth and incred- 
ible growth of TV," Autry said then. "I had the best of 
two eras -mine and the one I re- created on the movie 
screen." 

In a 1948 interview with this magazine, the cowboy 
star -already producing his own pictures -told how a 
stranger came upon the young Texan singing and 
strumming his guitar while Autry was working in a tele- 
graph office in Chelsea, Okla., in 1929. The stranger 
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encouraged an impromptu performance, 
and later left a note advising Autry to go 
to New York to pursue a radio career. 
The note was signed "Will Rogers." 

Autry soon did take off, and by 1930 
he had built an audience for a daily 15- 
minute broadcast on Kvoo(AM) Tulsa as 
Oklahoma's "Singing Cowboy." Greater 
success followed: His first recording, 
"Silver- Haired Daddy of Mine," sold 5 
million copies. Autry would record more 
than 600 songs. 

In 1934 he went to work for Republic 
Pictures, beginning a series of shorts and feature 
westerns that made him a major box office draw. 

Autry's radio career continued with a CBS show, Gene 
Autry's Melody Ranch, that lasted from 1940 to 1956, 
except for his time in the military during World War II. By 
1950, he was also a TV star, with 104 episodes of The 
Gene Autry Show between 1950 and 1956. Heroic Gene 
usually fought on the side of the law, aided by horse 
Champion and comic sidekick Pat Buttram. Always the 
businessman, Autry also produced several other TV 
shows, all with western themes. By the mid- 1950s, he'd 
stopped performing and was concentrating on his various 
businesses. 

A one -time minor league prospect, Autry became 
owner of the Los Angeles [now California] Angels in 
1961 and controlled that team until 1996. He is survived 
by his wife, Jackie, and a sister. -Dan Trigoboff 
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CBS, NBC off to good starts 
While NBC is in first. CBS is coming on strong 

By Michael Stroud 

Two weeks into the new sea- 
son. CBS is on a hot streak 
that includes its first pre- 

miere week win in five years and 
unexpectedly strong perfor- 
mances last Wednesday and 
Thursday. But it was not enough 
to oust NBC from first place. 

After the first I I days of the 
season. NBC was in first place 
with a 10.4 Nielsen household 
rating /17 share, CBS had a 

9.7/16. ABC had a 8.6/14 and 
Fox had a 6.6/I I. Among adults I8 -49. 
NBC was in the lead with a 6.8 rating. 
followed by ABC's 5.2. Fox's 4.5 and 
CBS's 4.4. 

CBS still had much to crow about. 
Last Wednesday's strong showings of 
its new comedies. Maggie Winters and 
To Have and to Hold, and Thursday's 
improved performance by returning 
Promised Land and Diagnosis Murder 
capped better ratings numbers for CBS 
on virtually every night of the week. 

But when it came to market share. 
the best CBS could say was that house- 
hold ratings fell only ark. better than it 
Big Four competitors. 

"What we're seeing is the continu- 
ing erosion of broadcast television in 
the face of cable." says analyst Marc 
Berman of Seltel. 

NBC. while easily winning its core 
audience of I 8-49-year-olds for the first 

1 days, looked to be down sharply 
against the year- before period. Fox, 
which made a point of introducing new 
shows over the summer to avoid rerun - 
related ratings slippage, also was down. 
With its Tuesday premieres of King of 
the Hill and Costello both disappoint- 
ments, the network was the clear loser of 
the first 11 days. And the networks' mar- 
ket -share woes could get worse. The fall 
season is complicated by the first five - 
nights -a -week schedules of UPN and 
The WB and the launch of Pax TV, all of 
which will leach more viewers away 
from NBC, ABC, CBS and Fox. 

CBS could take comfort in its best 
performance since at least 1993 -94. 
The network started with a bang on 
Monday night of premiere week, as 
returning comedy Everybody Loves 
Raymond upset Fox's Ally McBeal, 

'JAG' and 'Maggie Winters' 
have performed well for CBS. 

while the premieres of CBS's King of 
Queens and L.A. Doctors took second 
among households -although the latter 
show's ratings slipped in its second 
week. 

The network also scored a respectable 
second in households on hyper- competi- 
tive Tuesday night as drama .IAG 
outscored Fox's Tuesday night premiere 
of animated comedy King of the Hill and 
beat the premieres of NBC's Encore! 
Encore! and ABC's The Hugldevs. The 
return of movies to CBS's Tuesday night 
lineup also boosted the network's ratings 

Felicitous premiere 
for The WB 

Felicity lived up to the hype last 
week: Its premiere episode 
chalked up The WB's highest first - 
night rating. 

The drama about a girl's col- 
lege adventures attracted a 4.8 
Nielsen rating/8 share, outranking 
the January premiere of The WB's 
hit Dawson's Creek in house- 
holds, adults 18 -49, viewers 12- 
34 and women 18 -34. 

The show's performance puts 
The WB on track to recuce its 
losses in fiscal 1999 by about $25 
million to approximately $65 mil- 
lion, according to the network's 
internal estimates. The show is 
now commanding more than 
$200,000 for a 30- second slot in 
spot ad rights, on par with Daw- 
son's Creek numbers and nearly 
three times what it sold for during 
the upfront advertising market 
last May. -Michael Stroud 

for the evening. 
On Saturday night of 

premiere week. CBS's 
debut of Martial Law 
outscored the debut of 
ABC's Fantasy Island, 
pacing the network to a 

win for the evening. 
A strong lead -in from 

Sunday football bol- 
stered CBS's traditional 
Sunday night dominance 
for the week, as its 
movie. "Forever Love." 
60 Minutes and Touched 
by an Angel paced the 
network's win. 

CBS is hardly home free for the sea- 
son. It placed third in its target demo- 
graphic of adults 25 -54 during the first 
IO days and was a disappointing fourth 
among advertiser -coveted 18-49 -year- 
olds. This despite the Sunday NFL tele- 
cast, which the network is using as a 

platform to promote its weeknight prime 
time lineup. 

For the first 10 days, CBS scored a 9.8 
rating /I6 share among households, 
down 3r4 from the same period last year. 
NBC was second with a 9.6/16, ABC 
scored an 8.9/15 and Fox had a 6.4/10. 

NBC easily maintained its dominance 
among 18 -49- year -olds: Thursday 
night's ER, Friends. Frasier. Jesse and 
Veronica's Closet were some of the first 
11 days' top -ranked shows. That helped 
offset the sting of the network's decline 
in household and overall ratings for the 
first 11 days. 

In an interview toward the end of 
the first week, NBC Entertainment 
President Warren Littlefield said his 
network is right on track with its rat- 
ings projections last May to advertis- 
ers. who committed $2.2 billion to 
NBC's 1998 -99 season. "It looks like 
we have delivered exactly what we 
predicted," he said. Some of NBC's 
ratings decline was unavoidable. Lit- 
tlefield noted, since the network was 
competing against last season's 
famous live ER opener. which gar- 
nered some of NBC's highest ratings 
ever. Last year's premiere week also 
got a boost from the first week's 
episode of Mad About You, when 
Helen Hunt's character gave birth. For 
all the talk of post -Seinfeld malaise, 
NBC convincingly won its new Thurs- 
day nights with its old "must -sec° 
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standards and newly installed Frasier. 
ABC also had reason for some satis- 

faction after its first 11 days' perfor- 
mance, as its multibillion dollar bet on 
football paid off with a dominating 
performance on premiere Monday. 
Home Improvement's performance on 
Tuesday was bolstered by an unex- 
pectedly strong showing from its new 
comedy. The Hug>hleys, at 8:30, which 
smashed the premiere of Fox's Costel- 
lo and NBC's new comedy. Encore! 
Encore! The performance helped off- 
set a disappointing performance over 
premiere weekend: the debut of Fanta- 
sy Island was outgunned by Martial 
Law on Saturday. 

Oprah's loss 

may be 

Roseanne's gain 
By Dan Trigoboff 

For former White House intern 
Monica Lewinsky, it was a week 
of potential fortune lost and then 

regained. 
First, in an interview with TV 

Guide. Oprah Winfrey said she'd 
turned down the first interview with 
the President's one -time favorite guest 
in a dispute over money. But by mid- 
week Roseanne told Larry King she 
would pay big for Monica. 

Lewinsky's publicist, Judy Smith. 
would not comment on either show's 
interest. 

After what she thought was an 
agreement, Winfrey said, "they came 
back with all these other ideas about 
rights and international, and that's 
when I just said forget it. I said from 
the very beginning that I was not going 
to pay ... and my feeling was giving up 
the rights was just someone else pay- 
ing the check ... it depends on what 
your definition of money is." 

Roseanne, however, said on Larry 
King Lire that she'd pay "big " - "seven 
figures times two or three." Asked by 
King if she felt "journalistically 
impaired" by offering to pay for an 
interview, Roseanne said, "Well, I don't 
feel I'm a journalist. So there's a differ- 
ence. I can understand why journalists 
have that integrity thing but. fortunately 
for me. 1 have no integrity." 
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CLOSED CIRCUIT 
BEHIND THE SCENES. BEFORE THE FACT 

WASHINGTON 

Making time for Charlie 
Senate Commerce Committee 
Chairman John McCain (R- 

Ariz.) was so tight for time last 
Thursday that he canceled a speech 
he was supposed to make at a con- 
ference of Washington lawyers. 
But apparently he wasn't too busy 
for EchoStar CEO Charlie Ergen, 
who interviewed McCain Thursday 
afternoon for his Charlie Chat 
series, segments of which appear 
on EchoStar's Dish Network. 
McCain talked to Ergen about his 
satellite TV bill, which appeared to 
be laid to rest last week after 
broadcasters and the satellite indus- 
try failed to come to a compromise. 
"We all know that the majority of 
Americans and satellite subscribers 
want to watch their local news. 
weather and sports - it's impor- 
tant." McCain told Ergen. "And 
(EchoStar) should be able to pro- 
vide that service." The segment is 

scheduled to air today (Oct. 5) at 8 

p.m. ET. 

Interference calls 
National Association of Broad - 
casters radio board members 

Tuesday will hash out, via confer- 
ence call, the group's stand on an 
FCC proposal to let stations nego- 
tiate interference agreements. 
"The NAB has traditionally 
opposed any move that would cre- 
ate interference between stations, 
but we want to make sure that 
license applicants have reasonable 
Flexibility," says Barry Umansky, 
NAB general counsel. In June. the 
FCC proposed to allow stations to 
strike interference deals on two 
conditions: total service gains 
exceed service losses by 5 to I 

and no station loses more than 5% 
of its service area and population. 
The proposal also would permit 
so- called contingent applications, 
which require a second station to 
make a signal change before tak- 
ing effect. Comments on the plan 
are due Oct. 20. 

DENVER 

Bye, bye TCI 
one ripple effect of TCI's 

impending merger with 
AT &T is that TCI's name will 
eventually fade into the history 
books. From a business perspec- 
tive, the disappearance of TCI's 
name is simply a footnote to one 
of the biggest telecommunica- 
tions mergers in history. It's a 

different matter for consumers, 
however. TCI reports receiving 
lots of calls from customers when 
the deal was announced in late 
June. No word yet on what name 
AT &T will pick to market the 
cable business that will be part of 
the new AT &T Consumer Ser- 
vices Co. It's a good bet it will 
stay away from a ponderous 
moniker such as AT &T Con- 
sumer Service Co. Cable. Maybe 
Ma Cable? 

NEW YORK 

IPO on track 
it appears to he full speed ahead 
I m r the Fox initial public offer- 
ing of stock, despite stock market 
volatility and the third quarter's 
dismal showing for IPOs. News 
Corp. officials plan to begin 
meeting with Wall Streeters 
today (Oct. 5) to fill them in on 
details of what reportedly will be 
a $100 million offering of Fox 
shares. After making the pitch to 
Wall Street, News Corp. execu- 
tives will head out on a three - 
week road show to pitch the 
offering. Stock market slump 
notwithstanding, money man- 
agers have been generally upbeat 
about the IPO, figuring it's a 

clear way to value News Corp.'s 
U.S. broadcast assets that could 
translate into a boost for News 
Corp. shares, depending on how 
the IPO is priced. Early signs are 
that the Fox shares will be priced 
at $20 or so and will hit the mar- 
ket in late October or early 
November. 
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DBS shootout 
PrimeTime 24 takes EchoStar to court over breach of contract 

By Paige Albiniak 

Satellite TV distributor PrimeTime 
24 late last month sued EchoStar 
Communications Corp. for 

breach of contract. 
PrimeTime 24 filed its lawsuit after 

EchoStar in July canceled its contract 
with the company to provide imported 
affiliate signals to EchoStar customers 
who live in "white areas," which are 
places where subscribers cannot clear- 
ly receive over- the -air television using 
a rooftop antenna. 

EchoStar decided to stop using 
PrimeTime 24 as its distant -signal 
provider when a federal district court in 
Miami ruled that PrimeTime 24 had to 
cut off network feeds of subscribers 
who do not live in white areas. 
EchoStar is using its own distant -signal 
services, called DishNet West and 
DishNet East, to provide imported 
affiliates to customers. 

"We clearly expect to win this law- 
suit because we believe that we have 

The lawsuit kept 
EchoStar's Ergen 
from testifying at a 
Senate hearing. 

every right to 
drop Prime- 
Time 24," says 
EchoStar CEO 
Charlie Ergen. 
"Two different 
courts have 
shown them to 
be violating the 
law. We chose 
to [file the law- 
suit] and we 
realize that we 
face some 
exposure for 
doing that." 

PrimeTime 24 had no comment on 
the lawsuit. 

According to PrimeTime 24, 
EchoStar owes the company $2.1 mil- 
lion for skipped payments and interest 
on late payments. PrimeTime 24 wants 
EchoStar to pay it damages as well as 

the missed payments and interest. It 
also wants the court to issue injunc- 
tions against EchoStar, forcing it to 

resume use of PrimeTime 24's service 
as required by its contract. 

PrimeTime 24 hasn't had much luck 
in court lately. Besides losing the 
Miami case, a federal district judge in 
New York last week threw out a suit 
PrimeTime 24 filed against broadcast- 
ers for supposedly working together to 
prevent PrimeTime 24 from using its 
copyright to sell distant network sig- 
nals. In 1997, broadcasters filed sepa- 
rate suits in three different cities charg- 
ing PrimeTime 24 with violating copy- 
right law. 

In one of those cases. a judge in 
Raleigh, N.C.. in August revoked 
PrimeTime 24's entire copyright 
license, citing flagrant disregard for the 
law. 

Meanwhile. PrimeTime 24's lawsuit 
against EchoStar kept Ergen from testi- 
fying last Thursday at a hearing on 
satellite TV legislation held by the Sen- 
ate Commerce Committee. 

"Your hearing and this legislation 
are far too important to the satellite 
industry and to competition to have a 

side issue detract from the central 
goals of bringing choice and lower 
prices to the American people." 
Ergen wrote in a letter to Commerce 
Committee Chairman John McCain 
(R- Ariz.). 

FCC exerts itself for dish owners 
Agency preempts local jurisdictions over home antenna regulation 

By Bill McConnell 

Utiers of satellite dishes have won 
some new protections from med- 
dlesome local governments and 

neighborhood associations. 
The FCC ruled on Sept. 25 that 

home and condominium owners may 
not be prohibited from setting up dish- 
es and wireless cable antennas as long 
as the devices are placed on balconies. 
decks or other areas where the owner 
has "exclusive use" of the property. 

The agency's order is the first of 
two initiatives the FCC has undertak- 
en to spell out when it will preempt 
local and landlord objections to dish 
installation. Within the next three 
weeks the FCC is expect to issue addi- 
tional rules for apartment dwellings 
and rental housing. 

Consumer advocates and lawyers for 
property owners praise the FCC action, 
Nvhich they say also indicates how the 

agency will come down on rules for 
rental tenants. 

"The tone of the new decision points 
toward a concern that all viewers be 
permitted access to their choice of ser- 
vice," says Andrew Schwartzman, 
director of the Media Access Project. 
"People who live in apartments are 
among the most dependent on televi- 
sion for entertainment and information 
and have the greatest need for diverse 
options." 

Still, the FCC appears likely to 
strike a balance that gives building 
owners the right to prevent roofs and 
shared spaces in their buildings from 
being strewn with antennas and dish- 
es. "We don't have a problem with 
dishes being installed on premises 
where tenants have exclusive use." 
says Nicholas Miller. an attorney for 
a coalition of landlords and building 
managers. "We have a problem with 
what they do with common spaces 
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and the outside of buildings." 
The new order revises rules issued in 

August 1996 that prevent third parties 
from blocking dish installations, 
except for safety and historic preserva- 
tion reasons. Those rules, however, left 
unclear the rights of people living in 
rental housing and of condo residents 
and neighborhoods with strict commu- 
nity regulations. A variety of groups - 
including satellite and wireless com- 
munications firms. trade associations 
for building and property owners and 
consumer groups -had asked for sev- 
eral changes to the law. 

Communications industry groups 
called the FCC ruling a "mixed bag" 
that ensures homeowners access to the 
television service of their choice but 
leaves the door open for third -party 
interference. "We are disappointed that 
the FCC declined to claim sole author- 
ity for regulation of dishes." says 
Michael Petricone, director of technol- 
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ogy policy for the Consumer Electron- 
ic Manufacturers Association. 

Over the objections of CEMA, 
DirectTV and BellSouth. the FCC said 
local governments may require instal- 

lation permits to ensure safety and his- 
toric preservation laws. Also ignoring 
industry objections, the FCC said 
neighborhood associations may require 
the devices to be placed in backyards 

WASHINGTON WATCH 

FCC drops EEO filing 
requirement 

The FCC last week 
gave broadcasters a 

break from some of their 
paperwork by suspending 
employment reporting 
requirements. The FCC 
said it could not justify 
the filing rules after a 

federal court upheld its 
decision to strike down 
the agency's minority 

Kennard hopes to have a 
new EEO proposal by 
year's ena. 

recruitment rules. FCC 
Chairman William Ken- 
nard pledged to design 
new rules that will pass 
muster with the court. "I 
expect we will issue a 
proposal before the end 
of the year," he said. 

In the meantime, how- 
ever, Kennard hopes using 
a little moral persuasion 
will keep t -ae paper flow- 
ing anyway: "I strongly 
encourage broadcasters to 
continue fi'ing equal 
employment opportunity 

By Bill McC000ell aoll Paige Albioiak 

data so that interested par- 
ties can monitor industry 
trends during the short fil- 
ing hiatus." 

Commissioner Harold 
Furchtgott -Roth agreed 
that the reporting require- 
ments should be suspend- 
ed but said the commis- 
sion should not promise to 
revamp its employment 
rules. "There are many 
hurdles to overcome 
before the commission 
can officially promulgate 
new rules, not the least of 
which is the question [of] 
whether we possess statu- 
tory authority to regulate 
employment practices." 

NAB opposes 
EchoStar distant - 
signal plan 

EchoStar is trying to 
"decimate" the opera- 

tions of TV stations by 
asking for FCC permis- 
sion to transmit distant 
network signals into 
more local markets, 
broadcasters complained 
late last month. 

EchoStar's proposal 
would deny local broad- 
casters exclusive rights to 
their most lucrative pro- 
gramming and "would 
have a catastrophic effect 
on free, over- the -air 
broadcasting," said the 
National Association of 
Broadcasters in a letter to 
the FCC. "The demise of 
free, over -the -air local 
television service would 
result in fewer, not more, 
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or other out -of- the -way locations as 
long as "acceptable" signals are avail- 
able. Viewers also may be required to 
paint their dishes to blend in with their 
surroundings. 

programming choices -a 
result particularly harmful 
for those who cannot 
afford to pay for television 
service," added the Net- 
work Affiliated Stations 
Alliance. 

Satellite industry 
groups, however, said pre- 
sent FCC standards deny 
too many customers 
access to network pro- 
gramming. "Congress did 
not intend to adopt a mea- 
surement that effectively 
prohibits a significant 
number of households 
from receiving satellite 
signals even though they 
are unable to receive an 
adequate over -the -air sig- 
nal," wrote the Satellite 
Broadcasting & Commu- 
nications Association. The 
FCC currently allows 
satellite companies to 
transmit programming 
from distant stations to 
households that receive 
clear local signals only 
half the time. EchoStar 
wants permission to offer 
network signals when a 
household gets clear local 
signals less than 90% of 
the time. 

FCC and pirate 
rendezvous in 
Memphis 

Elvis may be alive and 
well somewhere in 

Memphis, but a pirate 
radio station that has been 
broadcasting in the bluff 
city has definitely bitten 
the dust. The FCC last 

week seized the transmis- 
sion equipment of "Free 
Radio Memphis," an ille- 
gal station that has been 
broadcasting on 94.7 
mhz. After repeated 
warnings to cease opera- 
tions, the FCC shut down 
the station, with a little 
help from U.S. marshals, 
on Sept. 23. 

Beaty moves at FCC ft able customers will 
SO have to take their rate 
complaints to someone 
else. Elizabeth Beaty, 
chief of the FCC's finan- 
cial analysis and compli- 
ance division, last week 
announced that she is 
joining the agency's con- 
gressional relations team. 

Correction 

Due to an editing error, 
BROADCASTING & CABLE 
incorrectly reported in 
the Sept. 28 issue that 
members are pushing 
to move legislation on 
satellite TV being float- 
ed by Rep. Billy Tauzin 
(R -La.) to the floor. 
House Commerce 
Committee Chairman 
Tom Bliley (R -Va.) and 
22 other members 
Sept. 25 sent a letter 
to House leadership 
asking them to move 
to the floor for a vote a 
different Tauzin -spon- 
sored bill that would 
stay the royalty fees 
that satellite TV com- 
panies pay. Tauzin's 
bill, in its current form, 
also would allow satel- 
lite TV companies to 
offer local signals if 
they carried all the sig- 
nals in a market. 
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Kids 2 -11 and 6 -11 

Network Monday - Friday Afternoon 
Kids 2 -11 and 6 -11 
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Few and far between 
FCC's Komar-J.finds boosting number of niinoritv- owned stations is uphill struggle 
By Bill McConnell 

FCC Chairman William Kennard's 
effort to increase the number of 
radio and TV stations owned by 

minorities is being slowed by hostile 
courts and lawmakers and indifferent 
broadcasters. 

"You would think in this era of 
unprecedented growth and prosperity in 
the industry we would see more growth 
and prosperity among minority stations." 

will answer the call is unclear. 
Even though the number of His- 

panic -owned stations has grown by 
20 (to 140) during the past four 
years, minority ownership overall 
has been frozen at 3%. 

The numbers for African -American 
owners are particularly bleak, with the 
total number of black -owned outlets 
declining from 213 in 1994 to 190 
today. Outlets owned by Asian -Amer- 
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Kennard said last month at a luncheon 
hosted by the National Association of 
Black -Owned Broadcasters. "But we're 
seeing fewer people who own broadcast 
stations, and we're not seeing new faces 
and new voices coming on the scene." 

Kennard. the first African American to 
head the agency, came into office last 
year determsned to revive federal pro - 
grams designed to bring minorities into 
the business. But the courts and Congress 
in the past three years have steadfastly 
opposed preferential treatment for racial 
groups. Stepping up the pressure this 
summer, Keinard called for voluntary 
initiatives, but how slam- in the industry 
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icans have remained at five. 
In the past year alone, the total num- 

ber of minority owners dropped by 23. 
Even for Hispanics, the number of 
operators fell by eight. 

"The saine trend of consolidation in the 
industry at large is playing itself out among 
minority owners." says Larry Irving, who 
heads the Commerce Department's 
National Telecommunications and Infor- 
mation Administration. "Another distress- 
ing statistic is that 17 states have no minor- 
ity owners of any commercial broadcast 
outlets. For instance, you can go north of 
San Francisco and until you run into an 
Eskimo in Canada, you are not going to 
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find anybody of 
color who owns a 

station." 
Ensuring 

minority owner- 
ship means more 
than just making 
sure nonwhites 
get a shot at the 
economic brass 
ring, Kennard 
says. Without 
diversity in 
telecommunica- 
tions. America's 
growing minority 
populations will 
be denied the 

most important vehicles for politi- 
cal communication and cultural 
influence. "With the growth of dig- 
ital technology and the Internet, we 
truly are seeing a revolution in the 
industry, but if we can't make it 
work for all Americans it will be a 

failed revolution." 
The squeeze on minority own- 

ers is occurring on two fronts. 
First, the consolidation wave is 
pricing out one- and two- station 
owners, a group to which most 
minority owners belong. Second, 
virtually all of the FCC's minority 
ownership programs have been 
eliminated. 

The latest round of industry consoli- 
dation was ushered in with passage of 
the Telecommunications Act of 1996, 
which eliminated the national owner- 
ship cap for radio stations and relaxed 
local ownership limits as well. Nation- 
al limits on television ownership also 
were eased. 

The deregulatory bonanza sparked a 
buying spree that has pushed station 
prices to stratospheric heights. With 
200 -station groups now the norm among 
the top radio groups, ever -larger con- 
glomerates are using economies of scale 
to boost their profits. 

Michael Carter, an African American 

'- ._ r ' j_ 
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GIVER UM 
whose family owns KPRT(A \tl- 
KPRS(FM) Kansas City. Mo.. says that 
high prices have stifled his efforts to 
add more stations: "Even when banks 
are willing to lend at these prices. we 
would have to put one of the stations 
we already own on the line to get 
financing. That's a difficult decision 
to make when you're talking about 
families that own one or two sta- 
tions -and 90% of black owners are 
in that position." 

With large competitors controlling 
as many as eight stations in a market. 
minority owners say they are losing a 

greater share of ad revenue and popu- 
lar syndicated programming as well. 

Any number of FCC minority programs 
have fallen on hard times. Congress elimi- 
nated one of the most popular initiatives. 
the minority tax certificate, which allowed 
broadcasters or cable companies to defer 
capital gains taxes after selling a property 
to a minority. The certificates. first permit- 
ted for sales to minorities in 1978. helped 
them acquire 288 radio stations. 43 TV sta- 
tions and 31 cable companies. But law- 
makers argued that the tax breaks were 
susceptible to abuse, allowing some 
minority buyers to sell out after owning the 
stations for only a year. In 1995. Congress 
was outraged when Viacom announced 

Honig: "Its not 
important how many 
people make an 
ambiguous statement 
of commitment (to 
minorities]; rather, 
(it's] what happens." 

Irving: You can go 
North and until you 
run into an Eskimo in 
Canada, you're not 
going to find 
anybody of color who 
owns a station." 

that it would defer more than S6(10 million 
in taxes by selling its cable systems to a 

minority investor group, and lawmakers 
axed the program. 

Losing the tax certificate was a crip- 
pling blow, given that two years earlier 
a court had thrown out a policy that gave 
minorities a leg up in the comparative 
hearings that regulators used to assign 
new licenses. That policy allowed 23 of 
10f) new radio permits issued between 
1987 and 1991 to go to minorities, says 
David Honig. executive director of the 
Minority Media Telecommunications 
Council. 

`The era of shams' 
It's no wonder Congress takes a dim view of the FCC's minority preference pro- 
grams, which virtually have been eliminated by lawmakers and court rulings. 

One of the most popular programs, which allowed broadcast companies to 
defer taxes by selling to minorities, was frequently abused in spirit. Companies 
looking to cash in could strike a deal with minority buyers, who would hold on to 
a station for a year or two before selling. 

Congress finally had enough in 1995, when the former White House official 
who created the tax program decided to turn a tidy profit from his own invention. 
Frank Washington, an African American who designed the tax certificate while 
working for the White House Office of Telecommunications Policy, signed a 
deal to buy Viacom's cable system and create the largest -ever tax certificate. 

Washington become general partner and 21% owner of a company 
backed by Intermedia Partners and Tele- Communications Inc. Those two 
companies put up most of the money, while Washington contributed only 
$1 million. Viacom was to receive the $2.3 billion price and defer $600 mil- 
lion in federal and state taxes, but Congress retroactively killed the com- 
pany's tax break when it eliminated the program. 

If Congress agrees to revive the tax certificate, FCC Chairman William 
Kennard says the FCC will design safeguards against future abuses: 
"There were some problems with it, but we shouldn't forget about it. 

"We're not going to do anything that simply creates the illusion of 
progress," he adds. "We have lived through the era of shams. Now it's time 
to get real ownership and control." -Bill McConnell 
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Also in 1995. a Supreme Court rul- 
ing in the Adurund Contractors case 
made it much more difficult for the 
government to give preferential treat- 
ment to minority businesses. The deci- 
sion eliminated a program that 
allowed broadcasters threatened with 
a license revocation to sell a station to 
a minority for 75e4 of its market value 
rather than undergo an FCC hearing. 
From 1978 to 1990. these so- called 
distress sales turned 18 broadcast sta- 
tions over to minority owners. 

Also. the U.S. Court of Appeals in 
April threw out the FCC's minority 
recruitment rules in a suit the agency 
brought against the Lutheran 

Church Missouri Synod. Last month 
court refused to reconsider the decision. 
The ruling, which the FCC may appeal 
to the Supreme Court. was a blow not 
only to the agency but also called into 
question the legality of all federal 
minority preference programs. 

Relaxing the national ownership 
restrictions in 1996 removed another 
incentive for large broadcasters to partner 
with minority firms. Until then compa- 
nies constrained by the caps could hold 
stakes in up to two additional TV stations 
and three more radio outlets if those sta- 
tions were controlled by minorities. 

Kennard's new push 
Despite the grim prognosis. Kennard is 
determined to revamp the FCC's minor- 
ity programs. In August the commission 
approved bidding credits that new 
entrants to the industry can use in auc- 
tions for commercial analog broadcast 
licenses. Minorities are among the 
intended beneficiaries. Kennard also has 
called on the industry to develop ideas 
for boosting minority ownership. 

Last month he also announced plans 
to commission a series of studies to 
determine whether lack of access to 
capital. meager advancement opportu- 
nities and discrimination by media bro- 
kers are blocking minorities. women. 
and small businesses from entering the 
business. The commission also is sur- 
veying the industry to determine 
whether there is widespread bias 
against advertising on African Ameri- 
can oriented stations. That survey was 
instigated by this summer's disclosure 
of a Katz Radio Group memo urging 
advertisers to avoid black audiences. 

Kennard's endeavors have received 

1 
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enthusiastic endorsements from the 
commission's other two Democratic 
appointees, Susan Ness and Gloria 
Tristani. Michael Powell, an African 
American, also is sympathetic, but 
warns that FCC efforts to revive 
minority ownership programs could 
quickly run aground if the agency 
doesn't get Congress and the courts 
on board. 

"It would be very sad if 10 years 
from now we had spent all our energy 
pursuing these kinds of head -on poli- 
cies and got turned back consistently 
and ended up helping no one," Pow- 
ell told the black broadcasters' meet- 
ing two weeks ago. "We need to look 
for policies we think candidly and hon- 
estly will be able to sustain some level 
of judicial review," he added. "We also 
have to be politically savvy -most of 
the initiatives we can put on the table 
will require a legislative component." 

Reviving the tax certificate will re- 
quire legislation, but getting congression- 
al support won't be easy. Key Republi- 
cans -such as Rep. Billy Tauzin (R -La.), 
chairman of House Commerce's 
telecommunications subcommittee -are 
wary, if not downright hostile, to minori- 
ty preferences. "Obviously, Billy encour- 
ages minority ownership, but we 
shouldn't be setting quotas or dictating 
who owns radio and TV stations," says 
an aide to the Louisiana lawmaker. 

Democrats, on the other hand, are 
likely to oppose industry proposals that 
call for lifting ownership limits in 
return for investments in minority 
firms. "We're supportive of Kennard's 
attempts to create a dialogue, but diver- 
sity should not come at the expense of 
greater ownership and control for large 
broadcasters," says a staffer for Rep. 
Ed Markey (Mass.), the subcommit- 
tee's ranking Democrat. 

But Commissioner Harold Furchtgott- 
Roth even questions whether promoting 
minority ownership falls under the 
FCC's purview: "There is considerable 
case law indicating that such an interest 
is not cognizable under the 'public inter- 
est' standard," he said in a written state- 
ment last week. 

The notion that minority ownership 
should be measured at all borders on 
racism, he added. Pursuing ethnic own- 
ership goals as a way of ensuring pro- 
gramming diversity places the commis- 
sion "in the difficult -if not distaste- 

Cornwell: When 
given the chance to 
help minorities. [the 
FCC] ought to take 
that chance." 

Powell: It would be 
very sad...if we had 
spent all our energy... 
and ended up helping 
no one.' 

fuI- position of proving that the color of 
a person's skin or the composition of an 
individual's chromosomes determines 
personal interests and beliefs," he said. 

Kennard, for his part, acknowledges 
that the FCC faces a difficult task in get- 
ting broad -based support for minority 
initiatives, but insists that the situation 
isn't hopeless: "It's a hard problem, but 
to not do anything is unacceptable. The 
Supreme Court did not shut the door on 
the government's ability to assist 
minorities. We just have to make a more 
compelling showing for why [minority 
initiatives] are necessary-we are going 
to do that." 

So far, however, many minority 
broadcasters are skeptical that the FCC 
can do more than jawbone the media 
conglomerates. "It looks like the cur- 
rent mindset is to exclude minorities," 
says Esther Renteria, co- chairperson of 

Minority TV station owners 
(As of August 1998) 

Number 
Owner, company of stations 
Don Cornwell, Granite Broadcasting 10 

Michael Roberts, Roberts Broadcasting 

Frank Melton, TV -3 Inc. 

Quincy Jones, Qwest 

Walter Ulloa, Introvision 

Eddie Edwards Sr., WPPT Inc. 

Dorothy Brunson, Brunson Communications 

Theodore White, Urban Broadcasting Corp. 

Joel Kinlow, TV 49 Inc. 

Carmen Briggs, Ponce -Nicasio Broadcasting 

Frank Fouce, Fouce Amusement Enterprises 

Jose Molina, Continental Broadcasting Corp. 

Eddie Whitehead, Golden Link TV 1 

Joseph Stroud, Jovon Broadcasting 1 

James Watkins, Howard University Television 1 

Oscar M. Laurel, Panorama Broadcasting 1 

Source: Department of Commerce 

the National Hispanic Media Coali- 
tion. "The FCC has a problem, and I 

don't know how they can go around 
it." 

Don Cornwell, chairman of Granite 
Broadcasting, one of the largest 
minority -owned TV companies, says 
that the FCC should do more on its 
own. He complains that the FCC 
rejected his request to waive the 
agency's duopoly restrictions and 
allow Granite to own two San Francis- 
co TV stations. "When given the 
chance to help minorities they ought 
to take that chance," he says, com- 
plaining about his case. "Neither one 

of the San Francisco stations is truly 
competitive on its own, but if we put 
them together they would grab 6% of the 
revenue in the market and they would 
give us the ability to start the first black - 
owned news service in the country." 

Help from the haves 
But Kennard rejects any notion that the 
FCC's effort is a flop. For starters, he 
insists that his hectoring of the industry 
is paying off. 

In July, he notes, both Fox Television 
and Paxson Communications floated 
minority assistance plans. Fox Televi- 
sion has offered to launch an investment 
fund of some $150 million for minority 
broadcast companies in return for an 
increase in the national ownership limits. 
For the same quid pro quo, Paxson has 
offered to take minority ownership 
stakes in minority firms. Three weeks 
ago Paxson made good on its offer by 
announcing plans to sell an Iowa TV sta- 
tion and construction permits for four 
others to a minority firm. Paxson plans 
to hold a 49% stake in the minority com- 
pany if the FCC will agree not to count 

3 the five stations toward Paxson's nation- 
3 al audience limit. 
2 Other big media firms also are going 
2 ahead with plans to create investment 
1 funds. In June, Chancellor Media, Cap- 

star Broadcasting and LIN Television 
1 said they were teaming with TSG Capi- 

tal Group to search out minority invest- 
ment opportunities. To help prepare 

1 minorities for the eventual goal of own- 
ership, the Broadcast Executive Direc- 
tors Association said in August that it 
will start a senior management training 
program. NBC is planning to expand its 
minority internship and college scholar- 
ship program, which often leads to full- 

On 
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Forecast for New York City- Friday August 28th, 11 AM EDT 
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clods and sunshine with a gusty wind today. 

Partly cloudy and breezy tonight." 
Government Sources: "Tropical Storm Warning. Becoming very 

windy and rainy today. The rain could be 

heavy at times during the afternoon and tonight. 

What happened Clouds and sunshine on Friday, partly cloudy Friday 
night with no rainfall, as the storm went out to sea. 

Forecasts of Friday, August 28th 5 AM -4 PM EDT 

Accu Weather Clients: "The storm is heading out to sea." 
Government Sources: "The forecast track is for Bonnie to move near 

and along the Northeast U.S. coast today and 
near southern New England tonight and early 
tomorrow." 

What happened Hurricane Bonnie moved out to sea. 
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time jobs after graduation. CBS and 
Capstar are working with the Minority 
Media Telecommunications Council to 
find minority buyers for stations they 
want to spin off. 

But the industry overtures, particularly 
those from Fox and Paxson. have 
received a mixed reaction from the FCC 
and the minority community. "It's coun- 
terintuitive to say we should allow more 
concentration in order to promote diversi- 
ty," Commissioner Tristani told the 
Association of Women in Radio and 
Television last month. 

Ness too has reservations: "For 
anyone to conclude that they can 
give x amount of dollars in return for 
a waiver concerns me greatly." 

Renteria complains that Paxson's 
requirement that partners affiliate 
with its network would force minori- 
ties to surrender a critical component 
of ownership -choosing program- 
ming content. And, echoing com- 
plaints by the Rev. Jesse Jackson, she 
says that the Fox proposal would 
provide too little cash to make a dif- 
ference. "That kind of money does 
not match today's prices. One station 
in Los Angeles and another top market 
can go for many millions of dollars." 

Granite's Cornwell is split on the two 
most prominent industry proposals. giv- 
ing the thumbs up to the Fox idea but 
arguing that with a 49% stake Paxson 
will hardly be a hands -off investor. 

Honig, however, says it's too early to 
pass judgment on the industry's 
response. "It's not important how many 
people make an ambiguous statement of 
commitment, but rather ]it's important] 
what happens to minorities and women 
in the industry. Ask me in December." 

Kennard has not endorsed any plans 
but says he is encouraged by the indus- 
try's efforts: "I think some very interest- 
ing proposals have been put on the 
table." As for complaints that minority 
owners may be obligated to affiliate with 
Paxson or other investors' networks, he 
says: so what? "I don't think program- 
ming requirements alone are enough to 
say there is no minority control, other- 
wise no network affiliate in the country 
could say it was truly independent." 

But Kennard says he will oppose 
plans that repeat abuses of the past, such 
as requiring minority owners to give 
their big media investors an option to 
buy their stations before trying to sell 

them on the open market. Minority own- 
ers also should be prohibited from "flip- 
ping" their stations; they should be 
required to hold on to them for five 
years. "We don't want to create a class 
of owners who aren't really owners," he 
says. "And it's legitimate to insist that 
they stay in the business or roll their 
investment into other media properties." 

For his part. Paxson Chairman Lowell 
"Bud" Paxson predicts the commission 
will shoot down his plan. "I won't get it, 

Paxson: The FCC 
"should have the guts 
to let us get capital 
and experience into 
these companies and 
help them succeed." 
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Oxendine: "We need 
to be buying two or 
three stations at time, 
not just setting up a 
few mom -and -pop 
shops." 

even though they've asked the industry to 
step up. They should have the guts to let 
us get capital and experience into these 
companies and help them succeed." 

Beef up BROADCAP? 
Industry players also are trying to restruc- 
ture another popular private sector invest- 
ment. John Oxendine, a former owner of 
minority -run Blackstar, is trying to create 
an investment fund modeled on BROAD - 
CAP, which was designed by the Nation- 
al Association of Broadcasters to help 
minority owners. Unlike BROADCAP, 
which was funded by tax- deductible 
donations, Oxendine wants his new fund 
to provide a lucrative return for investors 
and generate the billions of dollars in cap- 
ital necessary to build national broadcast 
groups rather than buy stations one at a 

time. "BROADCAP helped roughly 35 
minority -owned companies access $80 
million, but we have to provide a system- 
atic way for minorities to get capital," he 
says. "We need to be buying two or three 
stations at time, not just setting up a kw 
mom -and -pop shops." 

Kennard insists that government can 
step in too, most effectively with a 

revamped tax certificate. "This was the 
single most important tool we ever had in 

government to assist minorities getting 
into the business, and there's still a lot of 
sentiment for bringing it back." Working 
with Congress, he hopes to create a pro- 
gram that will pass muster -perhaps by 
targeting it to small companies, which 
would at least give minorities a fair shot at 

finding investors. 
Given the higher cost of buying tradi- 

tional broadcast stations, Larry Irving 
says minorities also should look to alter- 
native technologies, such as Internet 

broadcasting and low -power televi- 
sion, as avenues for getting into the 
media business. "We have to look to 
the future. There is more diversifica- 
tion in these markets already, and the 
barriers to entry are lower. I know of a 

15- year -old with an Internet station 
who's making money. 

"It's very hard for minorities to get 
capital and training necessary to run 
an eight -station group," he says. 
"With the sorry state of minority 
ownership in this country, we have to 
consider all the alternatives." 

Ness says the industry should con- 
sider making sponsorship of minority 
training programs a condition for lift- 

ing ownership limits. "The large compa- 
nies should take a leadership role in train- 
ing minorities and women to be station 
managers and general managers and 
moving them up the ranks. You can't be 
a successful owner if you don't have 
proper training." 

Minority groups themselves also 
need to do more, Irving insists. Better 
grass -roots efforts will be needed to 
revive the tax certificate and other gov- 
ernment programs. "The tax certificate 
was not an issue that got the minority 
community excited when Congress was 
moving to end it. but it did get oppo- 
nents of affirmative action excited. 
Today we need to be vigilant to make 
sure grass -roots organizations use their 
power on telecommunications issues." 

He also wants minorities themselves 
to create their own investment pools. 
"We may need to aggregate capital 
ourselves, but so far we haven't had a 

culture to do that." 
But Granite Broadcasting's Don 

Cornwell says that he's still waiting for 
the offensive to begin. "They're giving 
speeches about minority ownership, 
but not much is happening. If I were 
Bill Kennard, I wouldn't want that to 
be my legacy." 
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GOT AN AT &T MCI OR 
SPRINT CALLIÑG CARD? 

GET RID OF IT. 

HERE'S WHY 
Five Million VoiceNet Cardholders Already Save Like This. 

Minutes VoiceNet AT &T' Sprint' MCI' 
I Domestic 17.5 $1.35 $1.35 $1.44 
3'/2 Domestic 62 $2.55 $2.55 $2.79 
3'/2 UK to US 97 $11.12 $9.60 $10.60 
3'/ US to Japan $1.72 $13.82 $10.76 $12.16 

1 Only VoiceNet gives you one low 17.5e anytime- 
rate for all 50 states. 

2. Super -low international rates. 

3. No 954 -per -call surcharges, no prepayment and 

no monthly fees like other guys charge. 

4. No rounding -up- to-the- next -minute -after -you've -hung -up 

like the Big Three do. (VoiceNet only charges you six 

seconds at a time.) 

5 "By far, our best choice is the VoiceNet card." 
-The Wall Street Journal Report, 12/7/97 

Call Now And Sign Up- 
24 Hours A Day 

1- 800 -690 -7376 
Visit us volcenetcard.com/2990973 

No monthly lee Joist a one -Irme 99f ac, Servo e sublet lo'JO¢eTI. t us and ail appb, ehIe 

30 seconds calls are balled In so- second rrscre lk ̂ t$ Yo rr ueNI rdhJ ^ray be Charged ar Purlabcally ppnll non Ildr OMet W -° 
to deny any apphcahon b /srb upon mfolmahon ertanied Inn a coowmer rrvLt report Comparahee rate wiles ahn . 

m eRCCI at 7/98 III inlerslale /mlematIondl calls Rales a 10510e of tares /nn.vensal spry, n & pay phone Inns Voie' 

Econophone Inc 0x1998 VmceNet Corp AT&T MCI an i Spurn an oanstered trademarks °' ne : ,crape VP mna- 

Take your temporary VoiceNet Card. 

(This temporary card activates at 6 pm EST the next business day] 

Call Now 1- 800 -690 -7376 /1 --- 
l .11llillt1 I1.1ill lil :\iil'ïlll.1 

Step 1 Dial 1- 800 -500 -9029. wait for prompt 

Step 2 Enter code (your own phone number plus 
4 digits you choose when you order your card) 

Step 3 1 +(area code) +phone number 

s 
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Scoring with unreality 
Fantasy and sci-fi programs face formidable challenges in today's syndication 

marketplace: time periods are harder to come by with blockbuster 
off networks show like The X -Files competing for viewers. 

But shows about the unreal have real staying power: 

By Barbara Osborn, 
B &C correspondent 

One-hour fantasy and sci -fi hours 
may be as numerous as Hercules' 
adventures this season, hut they are 

not invincible. Hollywood studios 
often spend more than $I million per 
episode on these series, which face 
fewer available time periods and 
increasing competition from off -net- 
work hours like The X -Files and Walk- 
er. Texas Ranger. Without revenue 
from international distribution, these 
shows might not be seen domestically. 

Of the 23 new and returning hours in 
syndication this season, 16 are either 
science fiction or fan- 
tasy /adventure. 
There are I I 

returning 
series: 
Xena: Her- 
cules: Star 
Trek: 
D e e p 

Spin -offs 
are common 
for the fan- 
tasy and sci -fi 
genres: Xena' 
followed 'Hercules,' 
both from Studios USA. 

Contenders in the sci -fi /fantasy cate- 
gory, seen mainly on weekend televi- 
sion, can give off -net series a run for 
their ratings. Season to date, Xena. 
Hercules and Star Trek: Deep 
Space 9 have outrated most other 
syndicated product except the 
off -net blockbuster, The X- 
Files. 

As a programming cate- 
gory, sci -fi and 
fantasy /adventure are sc, 

successful that spin- 
offs are common: 
Xena followed Her - 
cules: Disney's 
Honey. I Shrunk the 

Kids, entering its second season in 
syndication this fall, is based on 

the hit feature film, and High- 
lander: The Raven evolved 
from Highlander. This sea- 
son, Studios USA will try to 
open up a new daypart for 
its Hercules franchise with 
its half -hour Young Her- 

cules spin -off on Fox Kids 
Network. 

But industry observers 
express skepticism about 

the viability of the new 
hours, regardless of genre. 
Katz vice president and 
director of programming, 
Ruth Lee Leaycraft, says 
that given the poor time 
periods allocated for new, 
untested series and the 
competition from fall 
sports: "It's a real tough 
environment for weekend pro- 
gramming. Ultimately, it's a 

question of quality of clearances as 

the shows bounce around the 
sports schedule. They have a 

chance if viewers can find 
them and they can get 
through the fourth quarter. 
To get to the second sea- 

son is quite a mile- 
stone," she continues, 

"hut a series' fate is 
decided in that sec- 
ond season." 

Among the new 
sci -fi and fanta- 

sy series, Leay- 
craft says The 
Crow: Stair- 
way to Heaven 

(cleared in 96 % of the country) has 
several things in its favor. "It's the 
spin -off of a movie." she says. "It's 
also PolyGram's first entry in syndica- 
tion, and their intention is to set a high 
standard for themselves, because they 
want to he taken seriously. You'll see 

high quality from them." 
Among other first -season, first -run 

series. Leaycraft singles out Air Ameri- 
ca precisely because it 

isn't Hercules or 
Xena. "We're 

maxing out." 
she says. 
"Viewers 
get bored, 
and they 
look for 

Paramount's popular 'Deep Space 9' is in 
its seventh and final season. 

,Space 9. PSI actor: Gene Roddenber- 
rv's Earth: Final Conflict: NightMan: 
Outer Limits: Poltergeist: The Legacy: 
Conan: The Adventurer.- Viper. and 
Honey. I Shrunk the Kids. There are 
five new entries: Stargate SG -I: Mortal 
Konthat: Conquest: The Crow: Stair - 
way to Heaven: Highlander: The 
Raven. and The New Adventures of 
Robin Hood. 
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'Hercules' is 
a fantasy 
hour with 

ratings that 
can challenge 

those of off - 
network series. 
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something different. You need to find 
that fine line between satisfying an 
appetite and opening new creative 
doors." 

As for returning series. 
Leaycraft calls Western Inter- 
national's Conan: The 
Adventurer "a work ,n 
progress." But she has 
hope for the series: "Any 
series takes a while to 
find a groove. If you 
compare Hercules 
year one and Her- 
cules year two. 
there was tremen- 
dous growth in that 
show. Stations need programming. 
and they here seen ilk success of 
Xena and Hercules and are hoping 
lightning will strike again." 

At Blair Television, vice presi- 
dent and director of program- 

ming Garnett Losak singles out 
first -season spin -off High- 
lander: The Raven and 

MGMs Stargaie as 
promising. since both 

have track records. 
Of returning series. 

Losak says Tribune's 
Earth: Final Con- 
flict can be expect- 

ed to perform 
well, since it 
wen the 

strongest first - 
run performer 

last season and is carried by stations 
owned by Tribune. (birth: Final Con- 
flict is cleared in 98'; of the country.) 

Losak says that while achieving 
success in this marketplace is diffi- 
cult, sci -fi and fantasy shows out- 
perform others. "We looked at 
this a few _nears ago and found 
the sci -fi genre in general 
had a tendency to perform 
better than other kinds of 
shows.- she says. "But 1 

wasn't convinced that it 
wasn't simply that Stu' 
Trek dominated the genre 
so much." 

Does Losak's suspicion 
explain why sci -fi and fantasy 
series have gone through the rat- 
ings roof in recent years? There are 
nianv theories. 

For starters. the sci -fi /fantasy cate- 

MGM's 'Stargate' aunched in syndication 
this season after 

The Crow. a movie spin -off. is 
PolyGram's first syndicated show. 

premiering on cable. 

SPECIAL REPORT 

gory appeals to a desirable, male -skew- 
ing 25 -54 audience. The male appeal, 
in fact, is so strong that it has kept PSI 
Factor, now in its third season with 
lackluster ratings. on the air. 

Atlantis Films President Peter 
Sussman notes that while PSI Factor 
has been drawing ratings of 2.1 in 
late -night time slots. "The I8 -49 
male audience is comparable to what 
Bavu'ateh gets. and the series is pro- 
duced for much less than its competi- 
tors." 

But sci -fi and fantasy /adventure 
series have more than strong appeal. 
they hale broad appeal, says MGM 
Worlds\ ide TV President John 
S'mes. who has staked the compa- 
ny's business on the genre. "People 
underrate the attraction it has for 
women 18 -49 and 25 -54." he says. 

"People thought Outer 
Limits was a male 

vehicle, but the 
female demos 

are almost as 
good -and 
in some 
cases as 
good -as 

ifeatele 944teei4 e4 N= national ad minutes; L =local ad minutes 

ERE SYNDICATOR PREMIERE BARTER OR CASH 

Stargate SG -1 MGM Week of 9/14 7N/7L 
One -hour sci -fi action adventure launched last year on Showtime and based on 1994 movie. 

Rysher's 
'Highlander: 

The Raven' is 
considered a 

relatively 
expensive 

syndicated series at 
S1.2 million -$1.3 million 

per episode. 

CLEARANCE 

97% 

The Crow: Stairway to Heaven PolyGram Week of 9/21 8N /6L 96% 
PolyGram's debuting one -hour sci -fi action adventure. Based or the movie of the same name. 

Mortal Kombat: Conqu:st Warner Bros. Week of 9/28 7N/7L 90% 
Warner Bros.' movie spin -off action adventure features the Warriors of Earth facing off against the Forces of Darkness. 

Highlander: The Raver Rysher Entertainment Week of 9/21 8/7 90% 
The sequel to Highlano`9r.' The Series, Highlander.' The Raven pramises to be lighter and more romantic than the original. 

The New Adventures of 3obin Hood Sachs Entertainment Week of 9/19 Barter 
Ater a cable debut on -NT, Sachs Entertainment Group returns with a new version of Robin Hood. 

92% 
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the male demos. With a IShow- 
time-to- syndication] output 
deal like ours, sci -fi is proba- 
bly the best avenue to take." 

Matt Loze. executive vice 
president of North Ameri- 
can production for Pear- 
son Television, con- 
tends that 
Saturday /Sunday 
non -appointment 
viewers are drawn 
to these series 
because of their 
clear, simple 
concepts. 
"These con- 
cepts grab you immediately, and you 
get attached to them." he says. 
"They're pretty simple. It's not like 
turning on NYPD Blue. You turn on 
Xena, and it takes about 30 seconds to 
figure out who the characters are. The 
Outer Limits is a new story each 
week, so you don't have a problem 
knowing who the characters are." 

Part of the sci -fi /fantasy "look" 
reflects technological advances, sug- 
gests Peter Sussman. "Because of the 
MTV influence. TV has become more 
of a visual experience. Attention spans 
are shorter. Today, we can tell the sto- 
ries that couldn't be told because of 
prohibitive technological requirements 

and costs." 
Rep firm Katz's vice president 

and director of programming, Bill 
Carroll, argues that more subtle 

characteristics also contribute to 
the category's success. A sly, 
tongue -in -cheek humor has 

been a hallmark of these 
series since the 1960s Star 
Trek, he says. "Seven out 
of 10 Star Trek episodes 

were deadly serious. 
But there were two or 
three in which they 
would bring in a 

Tribune's 'Earth Final Conflict' was the bigger -than- 
strongest first -run performer last season. life charac- 

ter, and it was played. if not 
for laughs, for folly," Car- 
roll says. 

Sci-fi and fantasy 
programming can be 
economical, particu- 
larly compared with 
network series. 

Chuck Larsen, 
head of consult- 
ing firm Octo- 
ber Moon 
Television 
and former 
head of 
world- 
wide dis- 

7aeraeold, 
Nielsen ratings season to date 

mu 
Xena Studios USA 

Hercules Studios USA 

Star Trek: Deep Space 9 Paramount 

Earth: Final Conflict Tribune 

Honey, I Shrunk the Kids Buena Vista 

The Outer Limits MGM 

NightMan Tribune 

PSI Factor Eyemark 

Viper Paramount 

Poltergeist MGM 

Conan: The Adventurer Western Int. 

SYNDICATOR 

Nielsen HH GAA tor full season 9/1197- 8/9198 
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tribution at MTM, contends that com- 
panies produce sci -fi and fantasy pro- 
grams because they're affordable. 
Even a relatively expensive syndicat- 
ed series -such as Highlander: The 
Raven, budgeted at $1.2 million $1.3 
million per episode -runs half a mil- 
lion dollars shy of the average net- 
work drama. 

Nor does it hurt that the sci-fi/fanta- 
sy category has enormous international 
appeal. Because the series are set in 
another world -as opposed to New 
York, Chicago or Los Angeles -they 
translate internationally. 

Sussman of Atlantis Films says that 
if science -fiction stories are told well, 
they can succeed almost everywhere. 
"Sometimes fantasy runs afoul in 
Asia," he says. "It conflicts with some 
of their religious or moral values. And 
sometimes you run into problems with 
France." where, Sussman says, the cul- 
ture "has not shown the same level of 

affection" for the sci -fi genre as in 
other parts of the world. 

But even the French, it seems, 
can be won over. Anat Birn- 

baum. director of foreign fic- 
tion acquisition for Canal 

Plus, reports that Earth: 
Final Can(lict -in a less - 
than -ideal time slot and up 
against the World Cup - 
performed well for the 
French pay cable service. 

Given the size of sci -fi 
and fantasy budgets, for- 
eign appeal and foreign 
partnerships are essential. 
International revenue often 
covers 50% -70% of the 
production budget. Tri- 
hune President Dick Askin 
says that Tribune won't go 
into production without 
overseas partners in place. 

Tribune partners with 
Atlantis on Gene Rodden- 
berr_v's Earth: Final Con- 
flict and with Atlantis and 
Village Roadshow on 
NightMan. On the compa- 
ny's 1999 season series, 
The Exorcist. they have 
partnered with Morgan 
Creek and a possible for- 
eign partner. 

International distribu- 

Eyemark's'PSI Factor' appeals to the 
prized 25 -54- year -old male demographic. 

740taley/Sce-je 
N= national ad minutes; L =local ad minutes 

RATING DEBUT BARTER SPLIT CLEARANCE 

5.6 1995 8.5N/5.5L 99% 

5.1 1995 8.5N/5.5L 99% 

4.8 1993 7.5N/4.5L 98% 

3.6 1997 8N /6L 97% 

3.0 1997 8N /6L 94% 

3.0 1995 7N/7L 97% 

2.8 1997 8N /6L 95% 

2.1 1996 7N/7L 95% 

2.2 1996 8N /6L 95% 

1.8 1996 7N /7L 95% 

1.6 1997 8N /6L 86% 
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lion is so important to the suc- 
cess of sci -fi /fantasy pro- 
grams that the U.S. can 
almost be considered the 
aftermarket. In fact, for 
First Wave. the new 
Pearson Television 
series, the U.S. is an 
aftermarket. Execu- 
tive vice president 
Matt Loze calls 
First Ware "an 
interesting. 
backwards 
deal." 

Pearson ini- 
tially tried to 
launch the series in first -run 
couldn't build enough station support. 
Ultimately. the company found pro- 
duction financing in Canada and 
Europe. The series launched in Canada 
on Citytv's Space Channel on Sept. 9. 

Pearson will now turn its attention 
back to the U.S. market. Loze says that 
the company plans to discuss the series 

with syndicators. pay cablers. and - 
since they have 22 episodes to 
show -the networks as well. 

Loze concedes that he's not 
sure whether Pearson's 
unorthodox production 

process will prove "a great 
accident. At the end of 

the day. we may end 
up nowhere." he 

says. "All I 

know is that 
we've made 
the best 

show we could make, free 
of the ticking clock and 
production executives 
looking over our shoul- 
der.' 

But despite all the 

MGM finds that 'Outer Limits' attracts 
nearly as many female viewers as male. 

but 

forces making sci -fi and fantasy pro- 
gramming more popular than ever, 

plenty of these shows don't quite 
make it, for all the same reasons 
that other series fail. 

Atlantis's Sussman 
admits that the now -can- 

celed Adventures of Shiba(' 
series "wasn't sure 

whether it was a kids or 
an adult show. It was 

trying to appeal to too 
many audiences and 

got watered down." 
Steve Rosen- 

berg. president of 
Studios USA 

Domestic Tele- 
vision, says 
that Team 
Knight Rider 
was canceled. 
although it 

Tribune. wh 
international 
syndicates 'N 

Atlantis and Au 

ich believes strongly in 
partners. produces and 
ightman with Canadas 

stralia s Village Roadshow 

'Seat Reeaft' tal e4 eal& ea depazeatioa 1,zccte 
Among movies that are candidates for spin -offs, few 
have seemed more promising than "Total Recall," the 
1990 $350 million blockbuster. 

In a deal that would have raised eyebrows a few 
years ago, Total Recall 2070 will debut on Show- 
time the first week of November, but next season 
PolyGram will syndicate 22 episodes. Total 
Recall 2070 will be the company's "marquee 
property" at NATPE '99; Alliance will distribute 
the series internationally. 

"Going to cable first isn't that weird," 
says Bob Sanitsky, PolyGram president. 
"MGM and Showtime have proven [that 
strategy] to be very successful. You 
can be an immense success on 
Showtime and still have a big audi- 
ence that hasn't had access to it." 

Sanitsky argues that the pay TV window will help the 
series because "Showtime has demonstrated over and 
over that it has a great ability to promote and market 
shows. We'll get valuable promotion on their air." 

Sanitsky praises John Symes, MGM's president of 
worldwide distribution: "He was brilliant in how he built 
that company. I looked carefully at how they developed 
their business. I'll be shocked if [MGM's] Stargate isn't 
this season's most successful show. We're hoping 
Total Recall 2070 will be next season's." 

Gracious in the face of new competition, MGM's 
Symes concedes that "we would love to have this 
deal all to ourselves, but it makes sense to duplicate 

the pay cable -to- syndication model." 
Still, Symes cautions, the pay cable-to- syndica- 

tion opportunities are limited. "Showtime is only 
going to do so much original programming," he 
says. "I don't believe HBO would want to give up 

the exclusivity, and stations might have more 
' reservations with the greater exposure of `H BO." 

PolyGram plans to officially launch the 
series in the international market at MIPCOM 
this week, and although no deals have 

been closed, Sanitsky says international 
sales are expected to make up more 
than 70 % -80% of the series budget. 

Creatively, Total Recall 2070 will 
draw more closely from the Philip 
K. Dick novel than the box -office 

blockbuster. Sanitsky describes the series as "a futur- 
istic sci -fi police drama. We're very much a thinking 
man's show," he says. "We've kept a lot of intriguing 
elements of the movie, but we've set it up so it will 
work for 100 episodes." 

Set in 2070, the first season's episodes will focus 
primarily on life on Earth as the colonization of Mars 
begins. "A great movie only has to worry about two 
hours," explains Sanitsky. " A great TV series needs a 
hundred." 

Total Recall 2070 stars Michael Easton; supervis- 
ing producer is Jeff King, and the writer is Art Mon - 
terastelli. -Barbara Osborn, B&C correspondent 

'Total Recall' will d 
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pulls decent ratings, because Studios 
USA wants to put its muscle behind 
breakaway hits. 

Sachs Family Entertainment's The 
New Adventures of Robin Hood is in 
syndication this season after a bouncy 
beginning on TNT. The New Adren- 
titres of Robin Hood has been 
revamped with more money, new pro- 
ducers and a new star. 

"Without a station group, I don't 
think I would launch," says Rysher 
Entertainment's domestic distribution 
president, Ira Bernstein. "Everything 
else is doomed." (Chris Craft's stations 
came on board for Rysher's High- 
lander sequel.) 

Moreover, virtually no one dares 
bring a product -even sci -fi and fanta- 
sy-to market without a recognizable 
name. Earth: Final Conflict has 
Gene Roddenherry. NightMan 
comes from a comic hook. Her- 
cules, Robin Hood. and Conan 
are legendary figures. Xena and 
Highlander: The Rarest are 
spin -offs. The Exorcist. The 
Crow. Toral Recall. Polter- 
geist, Star;gate and Mortal 
Kontbat evolved from 
movies. Deep .Space 
Nine has the Star Trek 
pedigree. 

PolyGram Presi- 
dent Bob Sanitsky 

It means rock 'n' roll, kick ass. I tried 
to build our first season's efforts on 
a hook you could market to. If we 
don't deliver a good show, we'll 
fail with the same rate, but it 
does give us a leg up to get the 
sampling." 

And no programming 
genre, however popular, 
can surmount market 
realities. Chances are 
the high -water mark 
of sci -fi /fantasy pro- 
gramming already 
has been hit, and 
it's no fault of the 
genre. 

Katz's Carroll 
says, "We're at a 

key point. Three things are falling into 
place. There are a lot of shows, dramat- 

ically fewer time periods and we're 
now in a shared cable- syndication 
environment for off- network hours. 

They're all competing in key time 
periods for the same audience. 
The WB and UPN networks 

are eating up more and more 
time periods. Pretty soon 

they will be seven -day net- 
works, and that will elim- 

inate those sixth and 
seventh days for these 

shows." 
Indeed, this past 

SPECIAL SEMI 

hours: NYPD Blue; Walker, Texas 
Ranger. and The X- Files. This fall, 

those three series will be joined by 
ER, Party of Five and New York 

Undercover. 
"Those six shows," October 

Moon's Chuck Larsen says. 
"are going to get six of the 

best time periods. The top 
I O time periods will go to 
six off -net series plus 
Xena, Hercules, Star 

Trek and Buvwatch. 
That makes it very, 
very tough. Over 
the next couple of 
seasons, there will 
be five more. As 
long as off -net 

series deliver the best ratings, they'll 
get the best time periods. 

"Regardless of the genre," Larsen 
concludes, "the number of syndicated 
hours year to year is down, and fewer 
still are being proposed for next year." 

Next season, there will be at least a 

few new sci -fi /fantasy series, includ- 
ing several big names -PolyGram's 

This season's high -tech 'Viper' was shot 
by Paramount in Vancouver at a new 
production facility that had been a 

Molson brewery. 

says: "The Crow 'Mortal Kombat' is produced by Larry season syndicators 
means something Kasanoft. producer of the two feature films felt the encroach - 
to its audience.... that preceded the series. ment of off -net 

R'e:revule `74e EvlteGVi` ' 
Tribune Entertainment is teaming with Morgan Creek Productions to bring 
The Exorcist to television in 1999. The two companies are co- developing 
and co- financing Exorcist: The Series. a weekly action hour that will be 
based on the 1973 feature film and William Peter Blatty novel. Tribune is 
selling the series domestically, while Morgan Creek will handle foreign dis- 
tribution with Warner Bros. 

The series will be based on the film and novel, but will be set in the pre- 
sent and will follow the central character's investigation of "mysterious con- 
flicts between good and evil supernatural forces." 

"As last season's ratings demonstrate, audiences and broadcasters 
clearly have a healthy appetite for acticn- adventure programming," says 
Dick Askin, president and CEO of Tribune Entertainment. "Exorcist: The 
Series will allow us to create exciting story arcs for viewers, and it is a 
promising franchise that will have tremerdous appeal in both the domestic 
and international markets." -Joe Schlosser 

After a run on cable network TNT. a new 
version of 'Robin Hood' debuted in 
syndication this year from Sachs 

Entertainment. 

Total Recall and Tribune's The Exor- 
cist-brought to market by syndica- 
tors that dare to buck conventional 
wisdom. But Katz's Leaycraft 
observes that, by and large. "the '99 
projects aren't that fantasy stuff. 
Syndicators have certainly learned 
that you can only play that copycat 
game for so long. and then it's time 
to move on." 

OCTOBER 5, 1998 I BROADCASTING 8 CABLE 43 

www.americanradiohistory.com

www.americanradiohistory.com


THE U.S.S. ENTER 
TRAVELED THOUS 
OF LIGHT -YEARS IN SEARCH 

NEW AND ORIG 
YOU DON'T HAVE 
QUITE 50 FAR 
NEW AND ORIGINAL PROGR 

EVER WONDER? 

PRESENTING "STAR 
IN A NEVER-BEFORE-SEEN 

www.americanradiohistory.com

www.americanradiohistory.com


RISE 
NDS 

f THINGS 

NAL. 
0 GO 

FOR 
MMING. 

REK" 
ORMAT. 

Star Trek 
The Sci -Fi Channel Spec al Edition 

Uncut and remastered 

Hosted by William Shatner 

Only on The Sci -Fi Channel 

The classic "Star Trek" series is now on The Sci -Fi Channel. But no one's ever 

seen it like this before. There are interviews w th the cast, giving unique looks 

behind the scenes. Each episode is digitally remastered. And there's rare footage 

added back in, to be seen for the first time in over 30 years. It's yet another 

addition to our lineup of new and original programming. All of which satisfies not 

only your customers, but your bottom line. And it's only or The Sci -Fi Channel. 

Eastern 212- 408 -9150 Central 312 -644 -5413 Western 310 -201 -2300 
www.scifi.com 
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CBS details spin -off 
plan in SEC filing 
Documents show Kurlllu_in got $3 million bonus in 1997 

By Steve McClellan 

CBS President Mel Karmazin 
earned a $3 million bonus on top 
of his $925,000 salary in 1997, 

according to recent documents filed 
with the Securities and Exchange 
Commission. (The documents detail 
the planned public spin -off of about 
20% of the companys radio group 
operations.) 

The bonus and salary are in addition 
to some 11 million shares and options 
Karmazin holds as the single largest 
shareholder in the company. 

The spin -off of the radio group, 
which will trade under the name Infini- 
ty Broadcasting, is expected to generate 
a minimum of $3.2 billion, (based on a 

value of 16 times the group's annual 
cash flow of $1 billion). But CBS exec - 
utives have told analysts they feel a val- 

uation of 20 -23 times cash flow is more 
appropriate. If the offering can achieve 
that valuation, CBS would get $4.2 bil- 
lion$4.6 billion. 

CBS executives say they hope to 
execute the public offering between 
now and year's end. Analysts say the 
recent volatility in the market 
shouldn't hamper that timetable, given 
Infinity's and Karmazin's track record 
in revenue and profit generation. In 
1997, the company had 20% revenue 
growth and a 29% gain in EBITDA. 

Karmazin will serve as chairman, 
president and chief executive officer of 
Infinity Broadcasting -and, under an 
intercompany agreement with CBS, 
will continue to serve as CBS's chief 
operating officer. 

Three other CBS executives will 
serve as executive officers of the new 
Infinity. including Farid Sulentan. who 

Mathes heads Chris Craft stations 

Peter Mathes also will head 
United Television Sales. 

Chris Craft /United Television executives 
have promoted one of their own to run their 
10 TV stations. Peter Mathes, who has 
worked for the company for 16 years, has 
been named executive vice president of the 
Chris CraftUnited Television Group. Mathes 
replaces Bill Frank, who will be leaving at the 
end of the year to pursue a variety of invest- 
ment opportunities, Chris Craft executives 
say. 

Mathes joined Chris Craft in 1982 as 
national sales manager at the Group's Los 
Angeles station, KcoP(Tv). He moved up the 
company ranks before being named general 
manager at Chris Craft's Salt Lake City sta- 
tion, KTVx(rv), in 1991. 

"Every time we have given him a new 
task, he has been able to produce successful results, and he has demon- 
strated that he is a very talented executive with great management capa- 
bilities, and he's done that for 16 years now," says Evan Thompson, Chris 
Craft/United's president. "He knows how our stations run, and I think we 
are very lucky to have someone so talented within the company ready to 
step in. I really think we are going to have a smooth transition." 

In addition to the stations, Mathes will head United Television Sales, a 
national sales rep firm owned by United Television. -Joe Schlosser 
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Mel Karmazin will be chairman, 
president and CEO of Infinity. 

will be executive vice president and 
chief financial officer. As CFO of the 
CBS radio group. Suleman earned 
$500,000 in salary and a $I million 
bonus in 1997. 

Daniel Mason. president of Infinity 
Radio Group, earned $815,000 in 
salary and $400,000 in bonuses. 
William Apfelbaum, president and 
chief executive of TDI, the outdoor 
advertising firm that is part of Infinity, 
earned $950.00( in salary and a $ I mil- 
lion bonus in 1997. 

The SEC documents state that Infin- 
ity is expected to adopt a long -term 
incentive plan with various stock 
awards and options and that both Kar- 
mazin and Suleman will be eligible for 
the program and will continue to be eli- 
gible to receive awards under the sepa- 
rate CBS long -term incentive plan. 

While 20% of the radio group. 
which includes the outdoor advertising 
company. will be spun off. all of the 
voting control. in the form of a sepa- 
rately held class B stock. will be re- 
tained by CBS. 

CBS described the new Infinity as 

being in the "out -of- home" media busi- 
ness, "because more than two -thirds of 
radio listening and virtually all viewing 
of outdoor advertising takes place" 
outside the home. Out -of -home media. 
CBS said, are "attractive alternatives" 
to in -home media. the audience for 
which is becoming increasingly frag- 
mented by greater competition. 

The lead underwriter for the Infinity 
stock offering is Merrill Lynch. 
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Bohbot zigs out of syndication 
Bohbot Kids Network will be anchored by Chris Craft 

By Joe Schlosser 

The children's syndi- 
cation industry has 
lost another one of its 

top players. This time it's 
Bohbot Entertainment and 
Media. 

Bohbot is going the way 
of Saban Entertainment, 
Walt Disney Co. and 
Warner Bros. into the chil- 
dren's broadcast network 
business. But the New 
York based children's 
syndicator. which first 
launched Sonic The 
Hedgehog on TV stations in 1992. is 

going about it a little differently. 
Over the past few years. the top three 

children's syndicators all have aligned 
themselves with a broadcast network 
outlet. Saban teamed with Fox Broad- 
casting to produce the Fox Kids Net- 
work, Disney distributes its children's 
fare on ABC and UPN and Warner Bros. 
distributes its product on The WB. 
Bohbot. which has no large parent com- 
pany to distribute its ever -growing li- 
brary of animated and live- action series, 
is going to take a shot at it alone, sort of. 

The distributor has added the Chris 
Craft /United Television Group as its 
distribution anchor and Columbia 
TriStar Television as a programming 
partner -but for the most part. Bohbot 
is on its own. 

"Whenever you are starting some- 
thing new and you are fighting formi- 
dable competition like Fox, Disney and 
Warner Bros., you've got to zig when 
they zag," says Allen Bohbot. Boh- 
bot's chairman. "And that's exactly 
what we are going to do." 

So, starting next August. Bohbot will 
begin distributing two I2- hour -a -week 
children's services under the aegis of 
The Bohbot Kids Network (BKN). The 
two programming blocks, BKN Action 
Adventure (which will program to boys 
ages 6 to 1 I) and BKN Cartoon Classics 
(designed for both boys and girls 2 to 
II) will be sold separately to stations. In 
some instances they will play against 
each other in individual markets. 

The two programming blocks will air 
at 7 a.m. -9 a.m. during the week and 
will also have a two -hour play on Sun- 

Sonic will be one of the 
stars of the Bohbot 
Kids Network. 

days. Ratings from each 
block, the BKN Action 
Adventure and BKN Car- 
toon Classics, will be 
cumed (combined) each 
week to produce a single 
BKN national Nielsen 
Media Research rating. 
That, in turn, say Bohbot 
executives, will result in 
higher CPMs from ad- 
vertisers. 

Former New World En- 
tertainment programming 
chief Rick Ungar has been 
brought in as CEO and 
chairman of the new BKN 

network. Ungar believes the BKN for- 
mula is going to surprise the naysayers 
and capture a market that the three big- 
ger children's networks are neglecting. 
"Everybody who has talked to us has 
asked us why we would do this now," 
Ungar says. "They say the kids business 
is in total chaos. To us, that's precisely 
when we want to do this. If you look at 
what is going on out there, there is a seri- 
ous loss of clarity in terms of these kids 
networks and who they are trying to 
reach. Our advantage is that we have a 

very clear perspective on whom we are 
trying to reach." 

BKN Action Adventure will feature 
a number of new animated programs in 
its daily two -hour lineup, including 
Roswell Conspiracies and spin -offs 
from the recent film "Starship Troop- 
ers" and the 1980s Rambo film fran- 
chise. The BKN Cartoon Classics net 
will carry library product from Bohbot 
plus new episodes of Sonic Under- 
ground. Bohbot is putting $100 million 
behind the launch of the two services. 

Bohbot executives say the BKN Net- 
work already is cleared on 193 stations. 
representing 92e% of the country. Allen 
Bohbot says there are a number of ben- 
efits to having a network format instead 
of just selling each of his company's 
series one by one to stations. "As a net- 
work -type concept, we can change the 
programs at random and take advantage 
of our vast library to replace a show if it 
is not working," Bohbot says. "That 
benefits the station, the advertisers and 
us. You can't do that in syndication, 
when you sell a program for 52 weeks 
and you are stuck in that agreement. 
And if and when we make a change, we 
can promote a newly added program 
within the two -hour block for as long as 

we would like." 

Latinos satisfied, dissatisfied with TV 
Nearly 42% of Latino TV viewers say they never see characters of their 
own ethnicity on English- language entertainment programs, while fewer 
then 40% see a Hispanic anchor or newscaster on the English- language 
news program they watch most frequently, according to a study by the 
University of Illinois for the Tomas Rivera Policy Institute. And when con- 
fronted with what they see as stereotypes of Latinos, 49.2% of the respon- 
dents said they turn a show off. 

Nevertheless, in a "somewhat contradictory" finding, Latino viewers gener- 
ally are satisfied with what they see on TV and how they are portrayed, says 
the study, which was funded by Time Warner, HBO and the Anheuser -Busch 
Companies. 'They are...both satisfied and dissatisfied and seek a more com- 
plete and nuanced picture of Latinos on television," the study says. 

One clear criticism: There is not enough educational programming on 
Spanish -language TV. More than two- thirds of those with an opinion 
agreed to that. About one -third also said that positive role models for their 
children are absent. 

It would be to programmers' and advertisers' advantage to address Lati- 
nos' concerns, the study says. It confirms that Hispanics are major con- 
sumers of TV: Thirty percent of the respondents said they watch more 
than five hours a day, while another 34% watch four to five hours daily. 
Seventy -five percent watch both Spanish- and English- language shows. 

The study surveyed 1,013 Latinos by telephone in the five states with the 
largest Latino populations: California, Texas, New York, Florida and Illinois. 
It has a margin of error of plus or minus 3.3 %. -Elizabeth A. Rathbun 
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Partial save 
for the Bruins 

oston's UPN affiliate 
WSBK -TV will end its 

low -rated three -year -old 
evening newscast this 
week; the program had 
been produced by the 
New England Cable News 
network. The regional 
cable network will contin- 
ue to provide some news 
for the station in updates 
for broadcast during Bos- 
ton Bruins hockey games. 

NECN President Phil 
Balboni acknowledges 
that he was disap- 
pointed, but says that 
it was "absolutely 
the right decision for 
Channel 38 to make. 
News was not their 
strategic strong suit. 
People weren't really 
looking to that sta- 
tion for news." 

Stu Tauber, vice 
president and general Carl Bernstein warns an RTNDA 

manager of ch. 38, says 
crowd about the dangers of 

g Y celebrity worship. 
"the decision reflects 
tough competition at 10 
p.m., and the changing 
reality of television, where 
the most successful stations 
and networks focus on their 
specialty. For UPN and 
WSBK, that is entertainment, 
programming and local 
sports." 

The shift in program- 
ming again raises the issue 
of WSBK -TV owner Para- 
mount Stations' long - 
range plan for news. 
Newscasts are part of pro- 
gramming in only a hand- 
ful of Paramount stations, 
and the Boston move is 
the third reduction in news 
this summer. 

Only a few weeks ago, 
Paramount announced that 
UPN affiliate KMAX(TV) 

By Dan TrigohnIt 

Sacramento, Calif., was 
scrapping its evening 
newscast, although it 
expanded its morning 
news show. A month 
before, Paramount pulled 
the plug on its 50- person, 
one -hour -daily news oper- 
ation at WTOG(TV) St. 
Petersburg. Fla. 

There's something 
about Jane 

AI numerous criti- 
risms of TV news, 

Watergate reporter Carl 
Bernstein advised the large 
assembly of news directors 

at an RTNDA luncheon 
that their business had 
been "disfigured by 
celebrity worship." His 
remarks, which appeared 
to be well- received, were 
followed by a mad dash 
upstairs by hundreds of the 
hard -core news people for 
a session entitled "One on 
One with Jane Pauley." 

(Cause of) 
action news 
T he "public figure" 

defense took on an odd 
twist in a libel suit brought 
against WFAA -TV Dallas: 
The plaintiff, whose desig- 
nation as a public figure 
left him without a case, 
was himself a TV reporter. 

KWTX -TV Waco, Tex., 
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reporter John McLemore 
sued WFAA -TV -along 
with reporter Valerie 
Williams and owner Belo 
Corp. -as well as the 
Houston Chronicle for 
reports that, McLemore 
contended, suggested that 
he might have tipped off 
cult members about the 
1993 raid on the Branch 
Davidian complex in 
Waco by Alcohol, Tobac- 
co and Firearms agents. 
Numerous agents and 
Davidians were killed and 
wounded in that raid. 

The rumor started with 
an interview on Nightline in 
which a print reporter 
spoke of agents' belief that 
reporters -specifically 
McLemore -seen hiding in 
the area before the raid 
helped to set up the disas- 
ter. McLemore sued; wFAA- 
TV lost on summary judg- 
ment motions before a trial 
court and appeals court. 

But the state's highest 
court reversed those 
actions, finding that 
McLemore's voluntary acts 
invited public attention and 
made him a "limited -pur- 
pose public figure." 
McLemore got closer to 
the action than other 
reporters did, the court 
noted, and "assumed a risk 
that his involvement in the 
event would be subject to 
public debate." Moreover, 
the court noted, the reporter 
discussed his "considerable 
personal risk," and "por- 
tray[edj himself as a hero 
in assisting wounded ATF 
agents while his journalis- 
tic colleagues" were pinned 
down in a ditch. 

Sullivan's travels 
obert Sullivan-who 
left Gannett's flagship 

station, wusA(TV) Wash- 
ington, in July -has resur- 
faced with the Broadcast 
Image Group. Sullivan's 
tenure at WUSA was a diffi- 
cult one, with considerable 
bad press about low morale 

and low ratings -although 
he maintained that leaving 
was his own idea, prompt- 
ed by a desire to move his 
family back West. He'll 
have that opportunity with 
the San Antonio based 
consulting group. 

After a successful run at 
KPNx(TV) Phoenix, Sullivan 
was a star at Gannett 
before he took over at 
WUSA. He was even consid- 
ered a possible successor to 
president Cecil Walker. 
He'll likely have a chance 
to put his experience with 
that company to work; 
Broadcast Image Group is 
considered popular among 
Gannett stations. 

Nexis connection 
Veteran TV newsman 
Kevin Roach showed 

up at RTNDA's San Anto- 
nio annual conference late 
last month, but not as a 
news director. He has 
become associate publisher, 
media, for Lexis -Nexis 
(which is co -owned with 
BROADCASTING & CABLE). 
In June, Roach and a dozen 
others lost their jobs at 
wDTN(TV) when Sunrise 
Television took over, 
Roach who had previously 
worked for ABC News and 
New England Cable News, 
will help develop Web - 
based Nexis products for 
the news industry, includ- 
ing customizable search 
tools similar to those on the 
Internet. 

Roach's station had 
recently won a slew of 
RTNDA, AP and Cleve- 
land Press Association 
awards. But it seemed like 
a good time to make a 
move-or not make a 
move; as the Lexis -Nexis 
position made it possible 
for Roach and family to 
remain in Dayton. 

All news is local. Con- 
tact Dan Trigoboff at 
(202) 463 -3710, fax (202) 
429 -0651 or e -mail to 
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And away we...report 
Jane Pauley says TV news is too loud 

By Steve McClellan 

Dairline NBC anchor Jane Pauley 
says TV news could use some 
toning down. "I would like to see 

less volume on the news," she said. 
"It's as if Jackie Gleason was running 
the show. Everybody's shouting." 

Pauley made her comments in her 
Paul White Award acceptance speech at 
the Radio -Television News Directors 
Association convention Saturday, Sept. 
26. The award recognizes the recipi- 
ent's achievements in and contributions 
to the field of television journalism. 

Pauley also said the news business 
has "taken some self -inflicted hits" to its 
credibility. "We simply have to earn it 

back," she said. She cited two complete- 
ly fabricated tales in the tabloid press 
about her own life. She also cited a fab- 
ricated quote, pulled from the Internet, 
allegedly made by special prosecutor 
Kenneth Starr in a 60 Minutes inter - 
view-an interview he never gave. 

With some glee, Pauley noted that the 
circulation of some tabloid newspapers 
has declined. "I think we can all guess 

Pax passes 
Conspicuous by its absence at the 
Hollywood Radio and Television 
Society's annual fall programming 
luncheon two weeks ago was Pax 
TV. The network start-up, launched 
on Aug. 31, was the only one of the 
seven broadcast networks net to 
send a top programming executive 
to the lunch at L.A.'s cosh Century 
Plaza Hotel. Paxson Communica- 
tions President Jeff Sagansky, who 
is based at Pax TV's West Palm 
Beach, Fla., headcuarters and 
spends about a week a month in 
Los Angeles, "had wanted to do it, 

and his schedule was very busy, 
and he couldn't work it out," a Pax 
TV official said. HRTS executive 
director Gene Herd said he expects 
Sagansky to be invited next year. 
Separately, Pax TV said it recorded 
a 1.1 rating average in its first four 
weeks, according to Nielsen Media 
Research metered -market ratings. 
National numbers have yet to be 
released. - Michael Stroud 

why," she said. "You couldn't make up 
the stuff we've been reporting lately." 

With so much competition, Pauley 
said, "never has the distinction be- 
tween journalists and showmen and 
charlatans and manipulators been more 
critical." 

On a positive note, Pauley said it was 
good news that prime time magazines 
have been "thoroughly integrated, by 

gender at least. 
We've even seen 
evidence that it's 
OK for a woman 
to get older." 

Like Dan Ra- 
ther, last year's 
Paul White 
Award recipient, 
Pauley said she 
didn't deserve it. 
"In the mean- 
time, I will ac- 
cept on the condition that it comes with 
the expectation that I spend the rest of 
my career trying to live up to it." 

BROADCASTING 

Pauley says TV 
news has to regain 
its credibility. 

You're never too old to learn 
A 13- episode series described as "Sesame Street for adults" will debut on 
PBS stations this fall. TV411, from the Adult Literacy Media Alliance 
(ALMA) and executive producer Marian Schwarz, is a half -hour that targets 
adults using an instructional approach "designed to enhance reading, writ- 
ing and math skills," but delivered in sitcom, talk show, documentary and 
sports show settings. Among the celebrities featured in the show are the 
late Florence Griffith Joyner, Liz Torres, Phoebe Snow, Oscar winner 
Kathy Bates and members of the Dallas Cowboys and the WNBA's Detroit 
Shock. Among the stations are wNET(Tv) New York, woED(TV) Pittsburgh, 
KcTS -TV Seattle. ALMA is a video -based literacy project with major funding 
from the Ford Foundation. -John Eggerton 

EB 
COMMUNICATIONS 

EQUITY 
ASSOCIATES 
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Communications Equity Associates 

invites you to attend 

The CEA Financial Breakfast 
at the 

NAB Radio Show 
Seattle, Il its /rington 

with a keynote 'note address hl' 

Harold W. Furchtgott -Roth 
FCC Commissioner 

Followed by a panel oftop industry experts discussing: 

What does the turmoil in the 
financial markets 

mean for broadcasters? 

Thursday, October 15, 1998 
7:30 a.m. - 8:45 a,m. 

Washington State Convention & Trade ('enter 
Room 6E 
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GET WITH THE PROGRAM 

By Michael Stroud and Joe :chlosser 

Fox wraps up 
New Line package 

Fo Broadcasting 
appears to have 

emerged as the winner in 
the bidding for a package 
of broadcast TV rights 
for New Line films that 
include recent Jackie 
Chan action hit "Rush 
Hour," as well as 
"Blade" and "Lost in 
Space." Sources say Fox 
has all but wrapped up 
the rights in a five -year 
contract at an undis- 
closed price. Fox and 
New Line officials 
declined comment. 

Paramount clears 
`Sabrina,' `Clueless' 

I-aramount Domestic 
Television has 

cleared Sabrina. the 
Teenage Witch and Clue- 

Sabrina works her magic 
on Tribune's top three. 

less to the Tribune - 
owned stations in the top 
three U.S. markets. The 
series will debut on wPtx- 
TV New York, KTLA(TV) 
Los Angeles and WGN -TV 
Chicago in Sept. 2000. 
Both series are entering 
their third seasons in 
prime time, Sabrina on 
ABC and Clueless on 

UPN. Both series are 
now being sold to sta- 
tions, Sabrina on a cash - 
plus basis and Clueless 
on straight barter. 

Sabrina the 
preteen witch 

Buena Vista Television 
is adding an animated 

version of the ABC live - 
action series Sabrina. the 
Teenage Witch to its two - 
hour children's program- 
ming block set to debut 
in 1999. DIC Entertain- 
ment and Paul 
Hart/Heartbreak Produc- 
tions are co- producing 
the series. The show, a 

prequel to the prime time 
series, introduces the 
witch at age 12. Melissa 
Joan Hart and Nick 
Bakay are two of the 
celebrities lending their 
voices to the project. 

NAIPE 
registration up 

R_istration for the 
1 999 NATPE Confer- 

ence in New Orleans is 
pacing 25% ahead of last 
year, executives from the 
nonprofit organization 
say. Already, 335 compa- 
nies -100 of them inter- 
national -have signed on 
to be exhibitors. The con- 
ference has already sold 
365,100 square feet of 
the conference floor. 

Pearson launches 
mall strip 

I-uson Television has 
offcially launched its 

proposed syndicated talk 
show for fall 1999, Chris- 
topher and Camilla at the 
Mall. The hour strip will 
be produced and taped at a 
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major U.S. shopping mall 
and will draw from stores 
and shoppers for the con- 
tent of the show. Chris- 
topher Lowell, formerly 
the host of Discovery 
Channel's Interior 
Motives, and Camilla 
Scott, who for the past 
three years has hosted her 
own talk show in Canada, 
are the show's hosts. 

Kasem counts 
the money 

Parson has added Casey 
Kasem to its soon -to- 

launch game show 100%. 
Kasem, known for his 
long- running syndicated 
radio program, Americian 
Top 40, will serve as the 
game's "quiz master," who 
is heard but not seen. Pear- 
son executives are selling 
100% into syndication for a 

January 1999 launch. The 
game, which Pearson 
already produces interna- 
tionally, features three con- 
testants in a fast -paced 
Jeopardy -like format com- 
peting for as much as 
$100,000. 

Povich scores 
aury Povich's syndi- 
cated talk show, which 

changed distributors this 
season (from Paramount to 
Studios USA), averaged a 

3.1 rating/I2 share during 
its second week of the sea- 
son, according to Nielsen 
Media Research. Porich 
improved over its first 
week of the year, in which 
the show scored a 2.8/11 in 
the metered markets. On 
wNBc(Tv) New York, 
Maury scored a 3.9/14 last 
week, up from a 2.8/11 its 
first week of the new TV 
year. 

`Roseanne' signed 
for 37 territories 

K mg World Interna- 
tional has signed 

agreements to broadcast 
The Roseanne Show in 37 
different international 
territories. The former 
sitcom star's new day- 
time talker will be seen 

Roseanne's going overseas. 

in the United Kingdom 
(Channel 5 and UK Liv- 
ing), Australia (Network 
10), South Africa 
(SABC3) and a number 
of other countries. 

ATAS picks 8 
inductees 

The Academy of Tele- 
vision Arts & Sci- 

ences has selected eight 
new inductees for its Hall 
of Fame. This year's list 
consists of Herb Brodkin 
(The Defenders), Carl 
Reiner (The Dick Van 
Dyke Show; 12 Emmys), 
Robert MacNeil and Jim 
Lehrer (MacNeil /Lehrer 
Hour), Fred Silverman 
(head of programming at 
CBS, NBC and ABC) 
Lome Michaels (Satur- 
day Night Live), Ethel 
Winant (the first female 
vice president at CBS) 
and Fred Rogers (Mr. 
Rogers' Neighborhood). 
The announcement was 
made last Monday (Sept. 
28) at Disney -MGM Stu- 
dios in Orlando. 
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9.9/1f 

70. Melrose Place 6.4,10 

74. The X -Files 5.7/9 
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ratings according In Nielsen 
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PEOPLE'S 

12.9/20 
42 NFL S'case /Blast8 5 15 

7. NFL Monday Night 

Football -Dallas 
Cowboys vs. New York 

Giants 13.1/21 

8.4/14 
15. Home Imprvmt 10.5/17 

16. The Hughleys* 10.4/16 

22. Spin City 10.1/16 

38. Sports Night 8.7/14 

76 Sex with Cindy 

Crawford 5 5 9 

9.0/14 
16. Dharma & Greg 10.4.18 

35. Two Guys, a Girl 8.9/14 

19. Drew Carey 10.3/15 

} 
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tn 

10:00 

4(Ex AVG 
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57. Whose Line Is It 7.5/11 

12.20/20 8.4/14 

7.6/12 

54. ABC Thursday Night 
Movie -Executive 
Decision 7.612 

8.8/16 

9.3/14 
36 Cosby 8 8 14 

25. King of 0 peens' 9.8/15 

19. Ev Lys Raymd 10.3/15 

58. Brian Benben' 7.4/11 

23. L.A. Doct )rs 9.9/16 

9.6/16 

16. JAG 10.4/17 

30. CBS Tuesday Movie - 
Primal Fear 9 3 16 

12.3/19 

9. 32nd Annual Country 

Music Association 
Awards 12 3/19 

8.5/13 

3 Diagnosis Murder 

9.0/14 

3.148Hours 7612 

7.4/14 
64 Kids /Darndest r 1 14 

CHOICE 
BROADCASTING 

NBC's new Thursday lineup took the top five slots in Week #1. with 
the season premiere of 'ER' finishing first -but CBS won the week. 

NBC 
8.5/13 7.8/12 

38. Suddenly Susan 8 7.14 

65. Conrad Bloom' 7.0/11 

47. Caroline in /City 8.1/12 

41 Will & Grace* 8.6/12 

32. Dateline NBC 9.2/15 

10.3/17 
21. Mad About You 10.2/17 

38. Encore! Encore!'8.7 /14 

30. Ally McBeal 9.3/14 

5.7/9 
80. King of the Hill 5.1,8 

86. Costello 4.0/6 

1.6/2 
106. In the House 1.7/3 

106 Malcolm 8 Eddie 1.7/3 

106. In the House 1.7,'2 

113. Malcolm 8 Eddie 1.4/3 

1.6/2 
110. Moesha 

110. Clueless 

1.613 

1.6/2 

3.6/5 

85 7th Heaven 1 4 

88. Hyperion Bay' 

14. Just Shoot Me 10.7/17 

41. Working 8.6/13 

11. Dateline NBC 11.7/20 

9.4/15 

50 Dateline NBC 7 9/13 

47 3rd Rock fr /Sun 8.1/12 

28 NewsRadio 9.5/14 

12. Law & Order 11.4/13 

19.6/31 
2. Friends 

4. Jesse' 

3. Frasier 

20.0/33 

18.1/23 

18.8/23 

5. Veronica's Gist 16.8/25 

1 E 
7.6/14 

21.7/35 

67. Guinness World 

Records 6.8/10 

7.0/11 
66. Beverly Hills, 90210 

6.9/11 

63. Party of Five 7.2/11 

4.8/7 
81. World's Wildest Police 

Videos 5.0/8 

84. Fox Files 4.6/7 

2.7/5 
88 Liv'g in Captivity 2 `i 5 

33. Sabrina /Witch 9.0/16 

54. Brothr's Keeper' 7.6/14 

23.20/20 

5.3/10 
82. Neighbors from Hell 

47/9 

73. Fantasy Island' 5.9/11 

78 Cupid' 5.2/10 

8.5/14 

53 Wonderful World of 

Disney -George of the 

Jungle 7.7/13 

25.20/20 9.8/15 

36. The Practice 8.8/14 

8.6/14 

61. Candid Camera 7.3/14 

67. Buddy Faro' 6.8/12 

47. Nash Bridges 8.1/15 

9.0/17 

58. Early Edition 7.4/15 

45. Martial Law' 8.3/15 

13. Walker, Texas Ranger 

11.121 

13.8/22 

10.60 Minutes 12 1 22 

8. Touched by an Angel 

13.0/21 

B. CBS Sunday Movie - 
Forever Love 1 ; 1 2? 

10.2/17 

51. Dateline NBC 7 8/14 

61. Homicide: Life on the 
Streets 7 3 13 

5.5/10 
87. Death Defying Thrills 

3.6/7 

70 Bad Boys of SNl 6 4 '2 

9.0/15 

fitI Dateline NBC b 6. 2 

25 NBC Sunday Night 

Movie -GoldenEye 
9 8/15 

88. Getting Personal 2.8 5 

93. Millennium 2.6/5 

5.1/10 
82. Cops 4.7 10 

76. Cops 5.5/11 

78. AMW: America Fights 
Back 5.2/10 

6.9/11 
inn NFL Game 2 8 8 17 

75. NFL Sunday Post 5.6,10 

58. The Simpsons 7.4/12 

72. That '70s Show 6.3/10 

110. Moesha 

113. Clueless 

1.6/3 

1.4/2 

2.2/3 

103. The Sentinel 2 073 

96. Star Trek: Voyager 
.1 

2.3/4 
91 Bully the Vampire 

Slayer 2.7/5 

104. Hyperion Bay 1 9/4 

2.5/4 

97 Dawson's Creek 2 4.4 

91. Dawson's Creek 2.7/4 

2.1/4 
106. The Wayans Bros 1.7/3 

101. Jamie Foxx 2.2/4 

97. Steve Harvey 2.4/5 

101. For Your Love 2.2/4 

KEY: RANKING /SHCW TITLE /PROGRAM RATING /SHARE 

TOP TEN SHOWS OF THE WEEK ARE NUMBERED IN RED 

TELEVISION UNIVERSE ESTIMATED AT 99.4 MILLION 

HOUSEHOLDS: ONE RATINGS POINT IS EQUAL TO 994.000 TV 

HOMES YELLOW TINT IS WINNER OF TIME SLOT 

(NR)=NOT RANKED: RATING /SHARE ESTIMATED FOR PERI 

OD SHOWN 'PREMIERE SOURCES: NIELSEN MEDIA 

RESEARCH. CBS RESEARCH GRAPHIC BY KENNETH RAY 

2.4/4 
97 7th Heaven Beginnings 

2.4 4 

100. Sister, Sister 2.3/4 

93. The Smart Guy 2.6/4 

93. Unhap Ever After 2.6/4 

104. The Army Show 1.9/3 

2.6/4 
8.6/14 10.2/17 2.6/4 
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Radio Show will tune in on 
consolidation, competition 
Scuttle convention runs Oct. 14-17 

By Elizabeth A. Rathbun 

Radio broadcasters may he sleep- 
less in Seattle next week during 
the annual NAB Radio Show, 

where a stimulating mix of hot topics 
and provocative speakers should prove 
as eye -opening as a cup of home- 
grown Starbucks coffee. 

The convention floor also is likely to 
be abuzz: The industrys continuing 
consolidation. the ongoing "correction" 
of the stock market and increasing com- 
petition from pirate. Internet and satel- 
lite radio are probable subjects. 

"And." promises John David. execu- 
tive vice president of the National 
Association of Broadcaster's radio 
department. "it's not going to rain." 

So far this gear. registration is run- 
ning 25' -30'; ahead of last year's 
attendance of 7.246. with exhibitor 
space at the Washington State Conven- 
tion Center sold out to 170 companies. 
Broadcasters clearly are looking for- 
ward to meeting in Seattle for the first 

tine. David says. 
Rain or shine, 

billionaire Sani 
Zell may be fiarced 
to address rumors that his Jacor Commu- 
nications Inc. is for sale. Zell is the 
keynote speaker for the show. which 
convenes next Wednesday (Oct. 141 and 
ends Saturday (Oct. 171. Rumors of a 

Jacor deal. which have swirled for a 

year, recently heated up again as Chan- 
cellor Media Corp. and CBS Corp. battle 
to be the nation's largest radio group. 

"There are a lot of issues very much 
on people's minds right now." says 
William L. McElveen. NAB Radio 
Board chairman and executive vice 
president of Bloomington Broadcast- 
ing Corp. For example. "How far is 
Iconsol idat ion I going to go?" 

The unsteady stock market has made 
it more difficult to attract new capital. 
trimming some aggressive expansion 
plans. McElveen says. It also has cooled 
plans for initial public offerings, he says. 

With many radio groups already com- 

THE NAB 

pined in major markets. smaller markets 
are the next logical targets. That's one of 
the reasons that this year's annual panel 
of radio group chief's will include offi- 
cials from companies with holdings in 

smaller markets, such as Citadel 
Communications Corp. and Cumu- 
lus Media Inc.. David say s. 

Also during the panel, Chancel- 
lor President Jeffrey A. Marcus is 
expected to explain how his compa- 
ny is redefining consolidation. 

Chancellor is pulling together radio. TV 
and billboard holdings and trying to sell 
advertisers on overlapping buys that 
Marcus says are more efficient than buy- 
ing space in the local newspaper. 

Consolidation is the centerpiece of 
Wednesday morning's eighth -annual 
"Broadcast Financing for the 1990s" 
which will address acquisition oppor- 
tunities and financing R\o years after 
the the Telecommunications Act of 
1996. David W. Beier, Vice President 
Gore's chief domestic policy adviser, 
is to make the opening remarks. 

FCC Chairman William Kennard is 
scheduled to address the convention next 
Friday. with Commissioner Harold 
Furchtgott -Roth making an appearance 
the day before. Broadcasters are looking 
to the commissioners to address minori- 
ty ownership. microradio and low -power 
and "pirate" radio. David sacs. 

`Day in the life' details listening 
Do more listeners tune into radio near the top of the 
hour? Are more people listening at 6 p.m. than at 6 
a.m.? Does listening drop to almost nothing during TV's 
prime time hours? According to a first -of- its -kind analy- 
sis by Interep Research, the answer is an emphatic "no" 
to all of the above. 

In a report based on average numbers for the top 10 
markets in the spring 1998 Arbitron survey, there appears 
to be no discernible pattern in tune -in habits among the 
four quarter -hours (no more tune -ins at the top of the hour 
than, say, at a quarter past), although the study authors 
caution that some formats and specific programming and 
promotional campaigns will affect these generic trackings. 

Throughout the typical broadcast day, average quarter 
hour (AQH) listening remains "fairly steady," with the daily 
peak coming at 7 -9 a.m. and the top AQH at 7:30 -7:45 
a.m. weekdays. There is one exception to this peak AQH 
in the top 10 metros: Houston peaks earlier -at 7:15 -7:30 
a.m. In the day's top -rated hour -7 -8 a.m. -nearly six of 
every 10 Americans 12 years and older (58 %) are tuned to 
their favorite stations. The runner -up peak hour for all -per- 
sons listening is the 8 -9 a.m. block. 

Besides a.m. drive -time, there are noticeable peaks 
around noon and 4 p.m., and audience reach for all per- 
sons never dips below 50% from noon to 5 p.m. Through 
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the AQH tracking of 6 a.m. midnight, the scale shows a 
dramatic jump of tune -ins beginning at 6 a.m., a 7:30 a.m. 
spike, a slow decrease until about 11 a.m., a less dramat- 
ic spike at noon, a slow decline to midafternoon, a rise and 
steady listening between 3 -5 p.m., and then a gradual 
decrease after 6 p.m. until the least- listened -to dayparts of 
late night and overnight. 

Although the smallest audiences in the top 10 metros 
come during the 8 -11 p.m. period (TV's prime time), the 
study finds that radio still reaches about 25% or more of all 
persons 12 -plus, hourly. At -work listening can be charted 
via a logical bell curve, climbing dramatically during the 8- 
9 a.m. hour, remaining steady across the late morning and 
early afternoon, and then rising slightly in the later after- 
noon before dipping after 4 p.m., when workers begin to 
leave offices and factories. 

At this stage, the at -work numbers evolve into in -car 
listening ratings, with a sharp jump at 4 -5 p.m. and an 
overall peak in the 5 -6 p.m. hour. 

The first in -car peak, however, comes in the 7 -9 
a.m. slot. The morning cume peak for all persons is 
slightly below its afternoon counterpart, according to 
Arbitron's Maximi$er: The 7 -8 a.m. peak achieves a 
cume rating of 58.1, while the late- afternoon cume 
peak registers 55.9. -John Merli 
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Basic breaks more records 
News helps power cable to personal best in 3rd quarter 

By Donna Petrozzello 

Bousted by breaking news cover- 
age. sports and strong summer 
ratings. basic cable networks 

belted out their best -ever ratings and 
audience shares for a third quarter. 

According to Nielsen Media Re- 
search. the top 35 basic cable networks 
averaged a 23.8 rating /44 share for a 

total of 23.4 million homes in third 
quarter 1998 (June 29 to Sept. 27). 
record- setting levels for a quarter. 
Cable's third -quarter rat- 
ing and share each 
marked a 13% increase 
over third -quarter 1997 
levels. 

Basic cable networks 
also celebrated another 
ratings victory during the 
week of September 21- 
27. season premiere 
week among the broad- 
cast networks. 

During that week, the 
top 35 cable networks 
increased their prime 
time ratings and share by 14 %/r com- 
pared with their performance during 
broadcast networks' season premiere 
week a year earlier. According to an 
analysis of Nielsen data by the 
Cabletelevision Advertising Bureau. 
basic cable networks averaged a 23.2 
rating /38.5 share with 23 million 
homes in prime time for the week of 
Sept. 21 -27. 

By contrast, the CAB reported that 
broadcasters ABC /CBS/NBC and Fox 
averaged a 34.4 rating/57 share with 34 
million homes in prime time, represent- 
ing an 8.5% loss in rating. a 9.1% loss 
of share and a 7.3'; decline in house- 
hold delivery during its most recent 
week of season premieres as compared 
with season- premiere week last year. 

While cable was doing a victory 
dance, the Television Bureau of Adver- 
tising maintains that the analysis of rat- 
ings by Turner and the CAB is unfairly 
skewed to maximize basic cable rat- 
ings and scale back ratings for broad- 
cast networks. TVB vice president of 
research and development, Harold 
Simpson. says their analysis compares 

"all of basic. ad- supported cable net- 
works to selected broadcast networks," 
which he described as "inappropriate." 
Simpson says rather than provide the 
average rating of the top four broad- 
casters as 24.1. the analysts should add 
in ratings generated by independent 
broadcast groups, including Univision. 
Pax TV, Telemundo and scattered 
other local broadcast stations. not to 
mention The WB and UPN, which 
would elevate broadcasters' prime time 
average rating last quarter to 30.4. 

"Their analysis excludes 
the newer broadcast net- 
works such as Pax TV, 
The WB and UPN, 
which by definition are 
the ones that are grow- 
ing." says Simpson. "To 
simply not include them. 
from a research and ethi- 
cal standpoint. is wrong." 

USA was the top -rated 
network for the third 
quarter, averaging a 

2.2/1.6 million homes 
compared with last year's 

2.1/1.5 million. Nickelodeon/ Nick at 
Nite ranked second in prime time. earn- 
ing a 2.1/1.5 million homes for the most 
recent quarter. TNT ranked third, with a 

1.9/1.4 million homes. 
Although TNT's ratings were solid 

enough to rank it third in prime time. 
they were down from TNT's prime time 
average 2.4 rating in third quarter 1997. 
Last year, TNT ratings were boosted 
largely by its NFL coverage, which 
shifted to ESPN beginning with the 
1998 -99 season. Turner officials con- 
tend that, excluding football events. 
TNT ratings in third quarter 1997 would 
have averaged a 1.9. Turner also says 
that TNT's household delivery in prime 
time was up 4% in the most recent quar- 
ter. to 1,397.000, from 1,337.000 last 
year. 

CNN continued to lead basic cable 
news channels for the quarter. CNN's 
prime time ratings improved to a 1.2/ 
859,0(X). compared with a I.0/737.(X)0 
in prime time last year. In total day. 
CNN earned a 0.6/434.000 for the 
quarter. compared with a 0.5/372,000. 

Fox News Channel averaged a 

In total -day ratings for 
the most recent 

quarter, Nickelodeon 
ranked first with a 

1.6 /1.1 million homes, 
Cartoon Network 

ranked second with a 
11 rating/546, 000 

homes and TBS Super - 
station ranked third 
with 10/782,000. 

BASIC CABLE'S RECORD 

3RD QUARTER PRIME TIME 

(Mon. -Sun., 8 -11 p.m.) 
Q3 '9E Q3 '97 %CHG. 

NETWORK RATING RATING '98 VS. '97 

USA 2.2 2.1 5% 
NICK 2.1 1.9 11% 
TNT 1.9 2.4 -21% 
TBS 1.9 2.0 -5% 
ESPN 1.8 1.5 20% 
LIFETIME 1.6 1.6 0% 
CARTOON 1.6 1.3 23% 
FAMILY 1.3 1.0 30% 
A &E 1.3 1.4 -7% 
CNN 1.2 1.0 20% 
DISC 1.' 1.1 0% 
MTV 0.9 0.8 13% 
WGNC 0.9 0.8 13% 
TNN 0.8 0.8 0% 
CNBC 0.8 0.4 100% 
TLC 0.8 0.7 14% 
FX 0.8 0.8 0% 
SCI -FI 0.7 0.7 0% 
COMEDY 0.7 0.5 40% 
HISTORY 0.7 0.5 40% 
TVLD 0.7 0.6 17% 
BET 0.5 0.4 25% 
VH1 0.5 0.4 25% 
EN 0.5 0.3 67% 
HGTV 0.5 0.4 25% 
MSNBC 0.5 0.3 67% 
WEATHER 0.4 0.3 33% 
ESP2 0.4 0.4 0% 
PREVUE 0.4 0.4 0% 
APL 0.4 0.3 33% 
FOX NEWS 0.4 0.1 300% 
HEADLINE 0.3 0.3 0% 
CMT 0.3 0.3 0% 
FOOD 0.:3 0.2 50% 
BRAVO 0.:3 0.3 0% 
TRAVEL 0.2 0.1 100% 
COURT 0.1 0.1 0% 

Notes: All rat ngs cased on coverage 
homes for each network. Prime time is 
M -Su 8 -11p i. Taal day is M -Su 
6p.m. -6a.m. fir household and demo- 
graphic performance. A &E, Bravo, 
Comedy Certral, CNBC, Discovery, 
ENT, FX, FOOD, HST, Lifetime, TLC, 
and TNN tota -day Derformance based 
on the network's iota) definitions as 
reported by Nielsen. All others M -Su 
6a.m. -6a.m. Non -report weeks exclud- 
ed from averages. Source: Turner 
Entertainmert research from Nielsen 
Media Research data. 1997: 
6/30 -9:28/98:1998 6/29/98 -9/27/98. 
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CARE 

0.4/147,000 in prime time in third quarter 
1998, compared with a 0.1/23,000 for 
third quarter 1997. In total -day ratings, 
FNC recorded a 0.2/72,000 compared 
with 0.1/17,000 homes for the same 
quarter last year. Some of that growth 
could be explained by the fact that over 
the past year, FNC's household universe 
has increased from 24 million to 34 mil- 
lion subs, according to Nielsen. 

CNBC's ratings also spiked in the 
most recent quarter, averaging a 

0.8/532,000 homes in prime time, com- 
pared with a 0.4/258,000 homes in 
prime time in third quarter 1997. In 
total day, CNBC earned a 0.5/304,000 
in the most recent quarter, compared 
with a 0.3/169,000 last year. 

MSNBC averaged a 0.5/201,000 in 
prime time in third quarter 1998, com- 
pared with 0.3/99,000 last year. In total 
day for third quarter 1998, MSNBC 
averaged a 0.3/142,000 homes, com- 
pared with a 0.2/68,000 last year. 

Propelled by coverage of a reinvigo- 
rated Major League Baseball, ESPN's 

prime time ratings jumped to 1.8/1.3 
million, from 1.5/I million last year. 

Overall, cable networks celebrated 
their ratings against the backdrop of an 
overall ratings decline among the broad- 
cast networks for third quarter 1998. 

According to Turner Broadcasting 
System's analysis of Nielsen data, 
broadcasters ABC /CBS/NBC/Fox/WB 
and UPN averaged a prime time rating 
of 25.4, a 10% decrease from third quar- 
ter 1997. Likewise, the six networks 
averaged a 25 million household audi- 
ence in prime time for the past quarter, a 

9% decrease from a year ago, according 
to Turner (based on Nielsen data). 

Several networks recorded the best 
ratings quarter in their history. 

The Learning Channel finished its 
best quarter ever, earning a 0.8/626,000 
homes in prime time, up 14% in ratings 
and 35% in delivery for prime time com- 
pared with the same quarter a year ago, 
according to Nielsen. Likewise, History 
Channel celebrated its highest quarterly 
ratings ever, earning a 0.7/337,000 

homes in prime time, up 40% in ratings 
and 61% in delivery over last year. 

Meanwhile, The Weather Channel 
tallied its best -ever weekly ratings and 
household delivery -0.9/619,000 
homes in total day -when Hurricane 
Georges blasted the Gulf Coast. 

Cartoon Network set a new household 
delivery record, bringing in an average 
809,000 homes in prime time and 
546,000 homes total day, according to 
Cartoon. Cartoon also matched its high- 
est ratings to date, averaging a 1.6 in 
prime time for the past quarter. 

MTV saw an average 20% gain in 
total -day ratings and 13% gain in prime 
time ratings over the past quarter. E! 
posted a 67% increase in prime time 
and a 59% increase in delivery over the 
past quarter, earning a 0.5/233,000, 
compared with a 0.3/147,000 homes in 
prime time last year. 

Sci -Fi Channel reported its best Sep- 
tember ratings ever, a 0.8/ 397,000 
homes in prime time, boosted by remas- 
tered original Star Trek episodes. 

Liberty creates interactive TV division 
By Price Colman 

After years of false starts, stumbles 
and failures, interactive televi- 
sion appears poised for at least a 

modest revival, according to the brain 
trust at Liberty Media Corp. 

Based on that cautious optimism, 
Liberty has created a new division - 
Liberty Interactive -to serve as mid- 
wife at interactive TV's rebirth. Liber- 
ty executives see the development of 
advanced digital set -top boxes and 
other "convergence appliances" as the 
enabling tools for interactive TV. 

Coupled with the announcement of 
the venture's formation, Liberty Media 

Masters moves 
from cable to 'Net. 

President Robert "Doh.' Bennett 
named E! Entertainment head honcho 
Lee Masters president of Liberty Inter- 
active and TCI interactivity guru Bruce 
Ravenel executive vice president and 
chief technology officer. 

Unlike most other interactive TV 
start-ups, the Liberty division is holding 
several face cards that could help make 
the wager on interactivity a winner. 

First, Liberty Interactive has access 
to distribution through TCI (soon to be 
AT &T Consumer Services Co.) cable 
systems. Sources familiar with the 
companies say that Liberty and AT &T 
have what amounts to an agreement in 
principle giving Liberty interactive 

Masters joining Liberty 
Former E! Entertainment Network President Lee Mas- 
ters is joining Liberty Media Corp. to head Liberty 
Interactive, a new division designed to develop inter- 
active programming for use on emerging digital set - 
top boxes and the Internet (see story, this page). Two 
weeks ago, Masters announced he was leaving E! 
after almost nine years at the channel and said he 
was "intrigued by the convergence of the set -top box 
and the Web and television." Masters says he'll work 
through his contract term with E!, which expires Dec. 
31, before joining Liberty in January. 
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access to what will be TCI's roughly 
10.5 million U.S. cable customers once 
it closes on all pending deals. 

Although a deal between Liberty 
and AT &T "is not worked out in any 
detail," says a source, "there is an 
arrangement that provides access to 
distribution for interactive channels." 

Next, Liberty holds interests in the 
strongest programming stable in cable, 
with pieces of everything from Discov- 
ery, Fox/Liberty Sports and Rainbow 
to USA Network and entities in TO 
Music. Liberty Media is contributing 
its 86% interest in ICI Music to the 
interactive venture. 

Nonetheless, there's still a good deal 
of lingering skepticism about interac- 
tive TV in financial circles. 

"Show me a product and I'll tell you 
what I think," says Mark Riely of 
Media Group Research. "I don't know 
if the economics are there." 

The music venue, through The Box 
on cable and SonicNet on the Internet, 
is a prime candidate for adding interac- 
tivity that could include point- and -click 
access to supplemental information 
about artists and easy ordering of CDs, 
says Masters, who takes over at Liberty 
Interactive Jan. I. 

Masters acknowledges that interac- 
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believe in technology Z 

Call for Help, 
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Regional Director of Affiliae Sales 
Southeast Region 404 -814 -8965 
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Western Ragion 415 -551 -4526 

Mike Nickerson 
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tive television is still a concept in 
search of a viable business plan. 

"My job is to figure out how to make 
money," he says. "One of the reasons 
they're bringing me in is to work with 
Bruce and Dob and create a business 
model that makes sense. Do we have it all 
nailed down today? The answer is no." 

In the wake of TCf's merger with 
AT &T and Liberty's own merger with 
TCI Ventures Group. Liberty will have 
$5.5 billion in cash and has committed 
to providing unspecified but "appropri- 
ate financing and other resources" to 
back the interactive venture. 

Masters, who is credited with turn- 
ing E! Entertainment into a success on 
a limited budget. says the first order of 
business at Liberty Interactive will be 
developing solid programming. 

"In the past. the programming and the 
technology weren't there" for interactive 
television to be a success, he says. Now 
the technology is there, but the consumer 
doesn't care about the technology. There 
has to be TV, has to be video first. The 
reason ¡Bennett I asked me to be CEO is 
we know how to create compelling con- 
tent very cost effectively." 

From Ravenel's perspective. main- 
taining realistic expectations is key. 

"My view is that in interactive TV 
round one, convergence round one. 
there was a huge assumption that the 
TV and computer merged and you start- 
ed doing PC -like things on the TV." he 
says. "I don't see the devices converg- 
ing at all. I think interactive TV is an 
outgrowth of what TV is today. It's a 
very minor, gradual shift of behavior. 
It's not a huge leap to a great new 
world. It's a gradual transition that will 
take some period of time." 

Potential sources for generating rev- 
enue are targeted interactive advertis- 
ing. e- commerce and games that offer 
prizes, says Ravenel. who was instru- 
mental in developing the relationship 
among @Home. BankAmerica and 
Intuit to deliver financial services via 
cable to PCs and TVs. While the rev- 
enue potential of that deal is yet to be 
realized, it was a crucial step for TCI in 
reducing the costs of advanced digital 
set -tops and thus speeding deployment 
to consumers. 

The birth of Liberty Interactive fol- 
lows closely Liberty Media's $5 mil- 
lion investment in ACTV, a develop- 
ment -stage programming company that 
adds interactive features to televised 
sports and advertising. Both are moves 
aimed at exploiting the potential of 
convergence. round two. 

Echostar outlines giveaway 
DirecTV, Primestar don't appear inclined to shot, 
similar largess in ternes of giving away hardware 

By Price Colman 

Wrah EchoStar Communications 
Corp.'s Charlie Ergen upping 
the ante again in the subscriber 

acquisition game -this time with a free 
hardware offer -the question is: Will 
competitors follow suit? 

EchoStar's Dish Network last week 
said it is offering free satellite system 
hardware to new customers who sign up 
for a one -year subscription to Dish Net- 
work's America's Top 100 CD pro- 
gramming package (BROAIX'AsTING & 

CABLE. Sept. 28). Customers must buy 
the $249 worth of hardware -dish and 
receiver -but receive an equal rebate 
upon payment of the first bill. The pro- 
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motion runs through Dec. 31. encom- 
passing the DBS industry's prime selling 
season. 

EchoStar's promotion strongly tar- 
gets high -end subscribers. not Dish 
Network's strongest segment. The 
company has told analysts that it 
expects no more than 25` -30C /r of new 
customers to opt for the offer, which 
translates into only a modest $50 -$75 
increase in per -subscriber acquisition 
costs. Some analysts think the sub- 
scriber gains through the promotion 
will be much lower. 

"If they get 5c4, that will be huge." 
says Curt Alexander of Media Group 
Research. 

So far. DirecTV and Primestar aren't 

CABLE'S TOP 25 

PEOPLE'S CHOICE 
ESPN's NFL coverage of Cincinnati vs. 
Baltimore on Sunday. Sept. 27. pulled in a 6.9 
rating 5.2 million homes. making it basic 
cable's most -watched show of the week. 

Following are the top 25 basic cable programs for the week of Sept. 21 -27, ranked by rating. Cable rat- 
ing is coverage area rating within each basic cable network's universe: U.S. rating is of 98 million TV 

households. Sources: Nielsen Media Research, Turner Entertainment. Rating riras Cable 
Rank Program 

1 NFL: Cincinnati vs. Baltimore 
2 Clinton Grand Jury Testimony 
3 South Park 
4 WCW Monday Nitro 
5 WWF Wrestling 
5 Rugrats Family Tree 
7 Investigating President 
8 Rugrats 
9 WCW Thunder 

10 WCW Monday Nitro 
10 WWF Wrestling 
10 NFL Primetime 
10 Rugrats 
14 Investigating President 
14 WCW Monday Nitro 
16 Rugrats Family Tree 
16 Cousin Skeeter 
18 NASCAR /NAPA Autocare 500 
18 Rugrats Family Tree 
18 Rugrats 
21 WWF Wrestling 
21 Rugrats 
21 All That 
24 Wild Thornberrys 
25 Larry King Live 

25 Kenan & Kel 

25 Sat. Nicktoons TV 

25 MLB /Chicago © Houston 

Network Day Time Duration Cable U.S. (000) 

ESPN Sun 8:15P 192 6.9 5.2 5193 
CNN Mon 9:25A 270 5.5 4.1 4098 

CMDY Wed 10:00P 30 4.8 2.6 2565 
TNT Mon 8:00P 60 4.3 3.2 3208 
USA Mon 9:OOP 60 4.2 3.2 3148 
NICK Mon 8:00P 30 4.2 3.1 3107 
CNN Mon 9:OOA 25 4.1 3.1 3095 
NICK Tue 7:30P 30 4.0 2.9 2913 
TBS Thu 9:08P 63 3.9 2.9 2919 
TNT Mon 10:00P 66 3.8 2.9 2861 
USA Mon 10:00P 66 3.8 2.9 2852 

ESPN Sun 7:30P 45 3.8 2.8 2822 
NICK Mon 7:30P 30 3.8 2.8 2765 
CNN Mon 1:55P 65 3.6 2.7 2668 
TNT Mon 9:00P 60 3.6 2.7 2662 
NICK Sat 8:00P 30 3.5 2.6 2615 
NICK Tue 8:30P 30 3.5 2.6 2547 
ESPN Sun 12:40P 231 3.4 2.6 2552 
NICK Sun 10:OOA 30 3.4 2.5 2509 
NICK Wed 7:30P 30 3.4 2.5 2487 
USA Sun 7:00P 60 3.3 2.5 2480 
NICK Thu 7:30P 30 3.3 2.5 2469 
NICK Sat 8:30P 30 3.3 2.5 2436 
NICK Tue 8:00P 30 3.2 2.4 2356 
CNN Mon 9:00P 60 3.1 2.3 2296 
NICK Sat 9:00P 30 3.1 2.3 2260 
NICK Sat 9:OOA 30 3.1 2.3 2256 

WGNC Sun 2:30P 223 3.1 1.4 1432 

Share 

10.8 
15.7 

7.2 
6.2 
5.8 
6.2 

14.7 
6.8 
5.9 
6.0 
6.0 
6.5 
6.0 

10.8 
5.0 
6.9 
5.2 
7.8 
9.8 
5.9 
5.7 
5.8 
6.1 

5.0 
4.4 
5.4 
9.8 
6.4 
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Wherever they live, whatever their tastes -THE BOX Music Network 

hones in on what 12 -34 year olds in your market really want and serves up a music video 

mix and local programming that's customized for them. THE BOX is the only music network 

that caters to the musical tastes of its audience, market by market -no matter what 

they're hungry for. BOX Calendar tells them what's up in music around town. 

BOX BigBreak gives local bands a shot. Sound tasty? We knew you'd think so. 

,Box 
music network 

visit our website ® www.thebox.com 
LA: 310.441.8425 x233 NYC: 212.253.1720 x24 
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planning to match, although both have 
their own promotions in effect. Direc- 
TV already is offering $200 worth of 
free programming to customers who 
sign up for its full- season NFL Sunday 
Ticket package. DirecTV also plans to 
repeat its past practice of giving away 
the last six weeks of the NFL Sunday 
Ticket package to new DirecTV cus- 
tomers who sign up after Nov. I. 

Primestar in late August launched its 
"value lease" promotion, which essen- 
tially offers Primestar hardware for 
$98. Primestar, which has the highest 
subscriber acquisition costs in the 
industry, has no plans to give away 
equipment. a spokesperson says. 

DBS industry analysts generally 
consider EchoStar's offer a savvy 
move, but give mixed assessments on 
whether there will be in -kind respons- 
es. They note that EchoStar, which 
makes its own equipment. has the low- 

est hardware costs in the DBS business 
and thus may be better equipped to dis- 
count hardware without getting hit too 
hard on the top and bottom lines. 

"DirecTV typically has followed suit. 
but this time around they say they're not 
going to do it," says Bear Steams ana- 
lyst Vijay Jayant. EchoStar's move is no 
surprise, Jayant says, given DBS com- 
panies' practice of offering new incen- 
tives when sub growth slackens. 
EchoStar stayed close to DirecTV in sub 
growth most of the second and third 
quarters -until August when DirecTV 
widened the gap. 

Curt Alexander of Media Group 
Research says that while EchoStar's pro- 
motion has merits, DirecTV's approach 
of giving away programming may be 
better in the long run. "The more you 
devalue hardware, the more you increase 
the likelihood of chum," he says. 

Jimmy Schaeffler of The Carmel 

USA takes 
the `Heat' 
Inone ofhis 
first an- 

nouncements 
since taking 
over as presi- Two more yea 

dent of pro- 'Sunday Night 

gramming and marketing 
for USA Networks, 
Stephen Chao said last 
week that USA will extend 
its World Wrestling Federa- 
tion Sunday Night Heat 
weekly series for an addi- 
tional two years. Although 
USA intended to air WWF 
Sunday Night Heat as a 

special summer series, its 
3.3 rating/2.5 million 
homes average over the 
past six weeks encouraged 
USA to extend its run, says 
Chao. USA says WWF Sun- 
day, Night Heat earned 22% 
better ratings on average in 
the Sunday night 7 p.m. -8 
p.m. time slot than pro- 
gramming that aired there a 

year ago, according to 
USA, based on Nielsen 

rs for WWF's 
Heat.' 

data. With 
WWF Sun- 
day Night 
Heat, USA 
airs five 
hours of 
WWF cover- 
age weekly 
in regular 

timeslots on Monday, Sat- 
urday and Sunday. USA 
debuted Sunday -night 
WWF on Aug. 2. 

Ad revenue up 
A vertising revenues for 
22 leading basic cable 

networks during the first 
half of 1998 totaled $2.7 
billion, up more than $395 
million from the same peri- 
od in 1997, according to a 

monthly survey conducted 
by the Broadcast Cable Fi- 
nancial Management Asso- 
ciation and reported by the 
Cabletelevision Advertis- 
ing Bureau (CAB). Based 
on strong early -year reve- 
nue gains, the CAB is pre- 
dicting 1998 revenue for all 
basic cable networks to 
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reach nearly $7 bil- 
lion. Last year's total 
was $6 billion. 

Discriminating 
software 

atellite TV dis- 
tributor Prime - 

Time 24 has signed a 

contract to use Deci- 
sionMark's software to 
identify whether potential 
customers can subscribe to 
PrimeTime 24's service. 
PrimeTime 24 provides dis- 
tant network signals for 
satellite TV companies, 
such as DirecTV. Decision - 
Mark's software will help 
PrimeTime 24 determine 
which subscribers must be 

cut off in compliance with a 

preliminary injunction 
against PrimeTime 24 
issued by a federal district 
court in Miami . That in- 
junction says PrimeTime 24 
must disconnect all sub- 
scribers who signed up after 
March I L 1997, and live in 
areas where they clearly 
receive over -the -air broad- 
cast signals more than half 
the time. 

Country mouse 
Buena Vista Television is 
getting into the pay -per- 

view business. The Walt 

Group, publisher of DBS Investor 
newsletter, says whether and when 
competitors respond will largely be a 

function of how successful EchoStar's 
promotion is. 

"If the number of subscribers gained 
is mighty. there will be some mighty big 
moves toward doing the same thing." 
Schaeffer says. "The other companies 
can't resist. They hate it, but when Char- 
lie does this, they have to tbllow." 

As for whether DBS providers will 
ultimately give away hardware, that 
will depend on how tough the battle for 
subscribers gets. 

"They have a product that's desir- 
able." says Janco Partners' Ted Hen- 
derson. "There are hardware and pro- 
gramming costs to it. They can fiddle 
with it to make it look like a different 
offer. But the costs are sunk. It comes 
down to getting hooked up to the home 
and subscriber." 

Vea 
PPV fo 
Vista i 

nvood goes 
r Buena 

n November. 

Disney Co. 
syndication unit 
is distributing a 

country music 
concert with 
Trisha Year- 
wood on Nov. 
20, marking the 
company's first 
PPV event. The 

90- minute concert, called 
Trisha Yearwood. A Magi- 
cal Night, will be taped at 
Walt Disney World and on 
Disney's new cruise ship, 
Disney Magic. The show 
will be available through 
DirecTV, EchoStar, View- 
er's Choice and TVN. 

Falcon/TCI 
partnership sealed 

Falcon Holding Group LP 
yesterday completed its 

deal with Tele- Communi- 
cations Inc. The deal com- 
pletely restructures Falcon 
and boosts its subscriber 
base to 1 million homes. 
Falcon is taking control of 
TCI systems serving 
295,000 subscribers in 
small towns in Alabama, 
California, Oregon and 
Washington. Falcon already 
has more than 700.000 sub- 
scribers in nearby markets. 
ICI will have a 46% stake 
in the new partnership. 
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ae, °love 
books 

Offer your customers the most 
extensive book programming on TV. 

Saturdays at 8 am to 
Mondays at 8 am ET 
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202.737.3220 
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CWS logs into Internet access 
Launches sen ire to small and midsize operators 
By Donna Petrozzello 

With one cable operator affiliate 
already signed up, Cable Web 
Services is preparing a nation- 

al rollout of an alternative high -speed 
cable Internet access service. 

Last April, MetroCable of Philadel- 
phia became the first to sign on to 
CWS's HomeStream cable data ser- 

vice, which the Philadelphia -based 
CWS intends to make available to 
small and midsize cable operators 
starting today (Oct. 5). 

CWS co- founder and chief technolo- 
gy officer Steve Getz is hoping that the 
relative low cost of HomeStream to 
operators will help lure smaller opera- 
tors. He contends that these smaller 
operators have not yet added Internet 

GET A HANGLE ON THE NEWEST TOOLS IN TARGET MARKETING 

"TARGETING CUSTOMERS IN A COMPETITIVE WORLD" 

NOV. 30 -DEC. 1, ANAHEIM, CA 

CTAM'S PRE -WESTERN SHOW WORKSHOP 

Segmentation and targeting are 

the best ways to excel in today's 

wrenching marketplace. And the 

best way to be up -to- the -minute 

is by attending CTAM's New 

Tools" workshop. We'll even 

guarantee you three new ideas 

or your money back. So register 
now. And get a grip. 

David Shepard 
Author, The New 
Direct Marketing: 
How to Implement 
a Prolit- Driven 
Database 
Marketing 
Strategy 

Mark Gill 
President/ 
Miramax L.A. 
Miramax 
Films 

TO JOIN 703 549 4200 or www. clam .corn 
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access to their menu of services 
because it has been cost -prohibitive. 

Unlike the cable Internet access 
standard service DOCSIS (Data Over 
Cable Service Interface Specification), 
which requires cable operators to pur- 
chase modems and equipment, Getz 
says HomeStream provides free cable 
headend equipment for MSOs and free 
high -speed modems to subscribers. 

In the HomeStream business model, 
the subscriber will pay for access to the 
Internet service provider of his choice 
and will pay an additional $19.95 charge 
per month for cable access. Getz says 
CWS and the operators take equal shares 

of revenue from the cable access month- 
ly fee. 

Customers will also pay to have an 

additional cable outlet installed near 
their PC at home and to have the 
modem installed, typically a one -time 
charge of about $50, says Getz. Con- 
sumers typically may pay more than 
$200 for a modem to connect them to 
various ISP providers, he says. 

The MSO provides and pays for the 
connection from the Internet to the cable 
headend, which Getz pegs at nearly 
$2,000 per month, and for marketing 
support for HomeStream. CWS Vice 
President of Marketing Geri Gleeson 
estimates that marketing costs will range 
from $12,000 per year for small MSOs 
(systems with about 10,000 subscribers) 
to $30,000 for midsize MSOs (systems 
with about 50,000 subscribers). 

"The company looked at the stan- 
dard DOCSIS equipment and believed 
that the costs associated with it, both at 
the consumer level and at the opera- 
tor's level, were exorbitant," says Getz. 

Michael Ross and James Horton are 

co- founders of CWS with Getz. Before 
launching the company, Getz was co- 
founder of computer backup technolo- 
gy company Vortex Systems, was a 

director at NetFrame Systems and also 
founded Workhorse Systems, a sys- 
tems- integration company. 

Horton, a communications system 
design technician, also co- founded 
Vortex; Ross was manager of investor 
relations, mergers and acquisitions at 
Cheyenne Software. 

Getz says CWS is privately funded 
with more than $2 million but has been 
actively soliciting venture capitalists. 
The company is hoping to reach a 

break -even point in 18 months, he says. 

CWS predicts MSOs can break even 
after one year with HomeStream and 
that they will sign up 15% of their sub- 
scribers after five years. 
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KRYR goes virtual with Discreet Logic /Delvin 
Liltle Kurl; station revamps news sel and graphics eyuihmen1 

By Karen Anderson 

When KKYK(TV) Little 
Rua.:\rk.. started its 
lie \\, ,,Aerations last year. 

it ,:t \\:' ;nceptable but bor- 
ing." says the ,tati, m's chief oper- 
ating officer. Neal : \rdman. Build- 
ing a new hard set would be costly 
in itself. but in order to give the 
news programs an updated and 
polished look. the station also 
would have to upgrade its graphics 
systems. So Ardman began shop- 
ping around for virtual sets. 

The WB affiliate chose Discreet 
Logic's Frost broadcast graphics 
and virtual set system with Devlin 
Design Group's SoftSet virtual studio 
design and service system working with 
Silicon Graphics Onyx-2 workstations. 

The S I million system combines Soft - 
Set's library of virtual set designs with 
Discreet Logic's Frost real -time 3 -D 
broadcast graphics. According to Dan 
Devlin. Devlin CEO and creative direc- 
tor. KKYK can chose six set designs for 
sports, business. interviews. election 
coverage and other uses. 

Doug Krile . KKYK news director and 
anchor. says: "The creativity is the 
biggest advantage. It absolutely remn\ es 
all of the boxes.... You no longer think 
[of just I over- the -shoulder graphics for 
your talent." 

KKYK's set will incorporate video 
walls that can display live video from 
remote feeds or tapes. "You have to 
completely rethink everything you know 
about the way things are supposed to 
look." Krile says. 

He attributes the set's realistic look to 
Dcvlins use of computer generated 
models of its hard sets. "When you look 
at most of the virtual sets ... around, my 
definition of them is cartoonish," Krile 
says. 

A rdman agrees: "The other sets 
looked surreal. [The talents looked like 
they were in a video game." 

Ardman says that Devlin and Discreet 
Logic were the only companies to offer 
solid solutions for integrating the set into 
its existing DVCPRO format and 
Kavouris weather system. "It wasn't 

KKYK can choose from six virtual set designs. 

vaporware: it really worked." 
To offset the cost of the new set, the 

station plans to make it available l'or out - 
sice projects. such as music video and 
commercial production. Ardman says he 
believes the system eventually will pay 
for itself, but not for several years. 

Krile says it was an economically 
smart decision because the station need- 
ed to replace an old video switcher and 

upgrade its graphics equipment. 
"By the time you buy new a 
switcher. upgrade the Chyron and 
add the effects -compare the 
price." he says. "That's where it 
begins to be cost- effective for us." 

And from the perspective of on- 
air talent he says. "I'm thrilled to 
death with it." 

The set is lit with a Videssence 
fluorescent lighting system. which 
eliminates excess heat. "Sitting 
under fluorescent light makes a 

spectacularly easier environment 
to work in," Krile says. 

And although anchors sit at a 

blue desk surrounded by blue 
walls, the set offers them a relatively nat- 
ural feel when they are anchoring, says 
Krile. The toughest part. he says, is 
learning to walk around in this virtual 
world and deal with perspective. In the 
virtual environment. an anchor standing 
within two feet of a co- anchor may 
appear on screen to he across the room. 

The new set is slated to make its debut 
today (Oct. 5). 

Mississippi ETV Goes DTV with Acrodyne 
When Jackson, Miss., NBC affiliate wLBr(rv)'s transmitter tower collapsed 
last October, PBS affiliate WMPN -Tv, which leased space there, was dis- 
placed. The Mississippi Authority for ETV station was forced to find a new 
transmission site and to buy a new transmitter. 

Last week the station took delivery of an Acrodyne AuD -2S solid -state 
2000W DTV transmitter. (Acrodyne had lent the station a 1 kw transmitter 
in the interim.) The 2.5 kw digital transmitter and Janpro side -mounted 
panel antenna are on a 300 foot self- supporting tower at ETV's production 
center in Jackson. 

The station also has ordered an EFData SDM -2020 digital satellite video 
demodulator which will receive and feed PBS digital signals to a Nucomm 
DVB -to -SMPTE 310 converter. A Zenith 8 VSB modulator will output a 
- 9.4 Mb /s serial digital signal to the transmitter. 

Martin Mangold, Mississippi ETV director of telecommunications, says 
the station initially will broadcast 10801 HDTV passthrou;h programming 
from PBS and plans to multicast beginning early next year. WMPN -TV also is 
preparing to provide original HDTV programming and is awaiting its FCC 
license to begin digital transmission. 

If the station receives its permit in time, it will participate in PBS DTV 
week starting Nov. 11. PBS will provide one SDTV program full time with 
one 10801 HDTV prime time event. The network also wil send two feeds 
with multiple 4801 SDTV and time -delayed HDTV. All 10831 HDTV content 
will originate from a Sencore file server, and SDTV content will originate 
from Hewlett- Packard servers. -Karen Anderson 
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TECHNOLOGY 

MSG employs 0rad virtual set 
Technology 'makes the show look bigger'; network also sees advertising potential 

By Glen Dickson 

The Madison Square Garden Net - 
work k using a virtual set from 
Orad to give its MSG Sports Desk 

a new look. 
The cable sports network has been 

successfully using the Orad Cyberset 
M system since Sept. 14. when sports- 
caster Mary Albert made his return to 
television as the show's host. Accord- 
ing to Mike McCarthy. MSG Network 
senior vice president and executive 
producer. the biggest advantage of the 
virtual set is that it disguises MSG's 
cramped studio space -the blue 
screen grid for the virtual set is only 
12 feet by 12 feet. 

"It makes the show look bigger." 
McCarthy says. "We've always been 
limited in terms of TV studio space, 
being at a sports facility -we have 
nothing here you would call spacious. 
That's why N1 started to look at virtu- 
al sets at NAB." 

After lengthy research conducted 
by Dave Shaw. MSG Network vice 
president of technical operations. the 
network decided on a combination of 
Orad's virtual set technology with 
software modeling by SMA Fly 
Design. a division of New York pro- 
duction house SMA Video. SMA 
Video which has been using an Orad 
set for more than a year, has used it to 

MARV ALBERT IVPO D%S" 

Marv's back -with a virtual set. 

produce shows for Discovery Channel 
and ABC News. 

The midrange Cyberset M system 
selected by MSG sells l'or just under 
S300.000 and includes an Ultimatte 
chroma keyer. an SGI Onyx super- 
computer and Orad software. SMA 
Fly Design has created l'ive different 
set designs as part of the deal. 
says McCarthy. 

The timing for getting MSG's 
turnkey system on the air was tight. 
according to Matt Straeb. Orad vice 
president /GM of North American Oper- 

ations. "We got the order. and three 
weeks later it was on the air." Straeb 
says. MSG's Shaw says the network 
tested the ss stem for only four days 
before going on the air with it. 

McCarthy says that he was confi- 
dent about Orad's technology, partly 
from MSG's previous experimenta- 
tion with Orad's Imadgine virtual sig- 
nage system for Knicks games and the 
WTA Tennis Championships. "We're 
in an interesting position here at 
MSG." he adds. "We're not so small 
that we can't contemplate a technolo- 
gy like this, but we're not so big that 
we have to take a lot of time to work 
out a lot of imperfections. We had to 
take a chance. and we were confident. 
There was only one way to find out if 
it was going to work." 

So tar. McCarthy has been pleased 
with the system. but there have been 
some growing pains. Because MSG 
bought only one SGI Onyx with the 
system. there is no preview function 
t'or one of its t\1 o Sports Desk cameras 
(that would require a second Onyx). 
"That was a big adjustment at first - 
the camera guys not seeing a return." 
McCarthy says. He adds that MSG 
cameramen avoid blocking in the pic- 
ture by making sure not to move their 
focus off the grid. 

While MSG has yet to go full speed 
with all of the Orad set's capabilities. 
Sports Desk routinely uses the virtual 
technology to insert graphics. drop in 
virtual monitors for remote interviews 
and bring up Yankee Stadium as a live 
background behind Albert. The set 

Time Warner to test SeaChange VOD system 
Time Warner Cable has chosen SeaChange Interna- 
tional as the first video -server supplier that it will evalu- 
ate as part of its Pegasus video -on- demand test. 

Time Warner plans to test SeaChange's MediaClus- 
ter video server and its interactive television software in 

delivering VOD to viewers at an undisclosed system. 
"This isn't a trial," says Jim Chiddix, Time Warner 

Cable chief technical officer. "We already know a lot 
about video on demand from Orlando [site of the Full 
Service Network trial]. This is a test of their equipment, 
which is a cost -effective server product for video on 
demand. Before we deploy it, we want to make sure we 
know it works." 

Chiddix says there is no set timetable for the Pegasus 
VOD test. "This is all based on rolling digital set -tops out 
into the field," he says. He adds that testing of both Pio- 
neer and Scientific -Atlanta set -tops in Austin, Tex., is 
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going well, but "they're not quite ready for prime time yet. 
There's nothing to be gained here by putting out things 
that aren't rock -solid stable and ready for our customers." 

The SeaChange servers and software will be tested 
in conjunction with Scientific -Atlanta Explorer 2000 dig- 
ital set -tops by delivering VOD to customers with VCR - 
like functionality, including rewind, pause and fast -for- 
ward capabilities. "lt will be VOD of the type we trialed in 

Orlando, but a lot cheaper," Chiddix says, referring to 
the high cost of the prototype equipment used in the Full 
Service Network trial. 

Chiddix says the market knowledge that Time Warn- 
er gained in Orlando is "invaluable." Now that hardware 
prices have come down, the MSO may be able to turn 
that knowledge into revenue. "SeaChange's pricing is 
very interesting in terms of making video on demand 
into a good business," he adds. -Glen Dickson 
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also is being integrated into pregame, 
intermission and postgame coverage 
for MSG and Fox Sports Net New 
York. 

McCarthy thinks the set also holds 

great advertising potential. "One thing 
where we're going to realize more 
benefit than we thought is the mobili- 
ty of sponsored signage on the set," he 
says. "You can have different people 

TECHNOLOGY 

buying different parts of an evening, 
and virtually pinning logos around the 
set. It can be tastefully done, and you 
don't have to give away the store to 
one guy." 

Belo upgrades its news 
By Karen Anderson 

As stations sink big bucks into their 
DTV conversion, they often have 
to tighten their belts in the news 

operations area. But A.H. Belo has made 
a commitment to upgrade its news sys- 
tems as part of a major overhaul of its 
network affiliates and cable operations. 

"We are very proactive in high -def- 
inition conversion, but news is our pri- 
mary franchise in most of our mar- 
kets," says Craig Harper, Belo assistant 
manager of engineering. "So we spend 
the lion's share of our capital funds 
every year at each one of our stations 

on news and newsgathering.' 
In a move to increase its efficiency, 

Belo. which has been using 
Avid/BASYS since 1982, is upgrading 
its stations to AvidNews Newsroom 
Computer Systems and plans eventually 
to interconnect all of its news bureaus. 
Harper says that desktop editing capabil- 
ities also will help increase productivity: 
"We believe [Avid's] partnership with 
Tektronix will only advance Avid's abil- 
ity to do desktop editing." 

He says the group will first use desk- 
top editing integrated with Sony equip- 
ment at Texas Cable News (TXCN), 
which will convert to AvidNews in 

CUTTING EDGE 

NBC taps Tiernan 
HDTV encoders 
id BC has selected Tier- 
III nun HDTV encoders 
tiff the delivery of 10801 
HDTV programming :o its 
affiliates and owned -and- 
operated stations. NBC 
will be using both Tiernan 
THE -1 and THE -10 mod- 
ular DTV encoders and 
TDR6 modular integrated 
receiver /decoders. The 
encoders and decoders can 
be configured to support 
both HDTV and SDTV 
programming and can be 
operated in either satellite 
or terrestrial networks. In 
other Tiernan news, ABC 
affiliate KOMO -TV Seattle 
has selected Tiernan 
HDTV encoders and 
decoders to support its 
launch of 720P HDTV 

By brui Mum ad Glu DBcMsn 

transmission this fall. 

CBS picks 
Mitsubishi/Tektronix 
encoders rt BS Corp. has chosen 

the Mitsubishifl'ektron- 
ix line of second- generation 
HDTV compression prod- 
ucts to launch its HDTV 
service this fall. CBS will 
use the Mitsubishiffektron- 
ix MH -1100E encoder for 
return of contribution pro- 
gramming from CBS Tele- 
vision City in Los Angeles 
to its New York Broadcast 
Operations Center. The 
MH -1100E encoder outputs 
a 4:2:2 compressed signal 
at up to 100 Mb /s. In addi- 
tion, the CBS Television 
Stations Group will use 
MH- 1100EL encoders at 
four of its O &Os that are 

January. Sony will provide facility 
design and equipment for TXCN's new 
news production center in Dallas. 

"When we advance Avid's ability to 
do desktop editing ... we will be able to 
actually start editing on the Sony servers 
using the Avid system on our desks." 

Sony BZN -3000 news production 
software with SXnet technology will 
control Sony MPEG -2 MAV -1000 
video servers working with DSM -series 
MPEG -2 4:2:2 @ML encoders and 
decoders. SXnet will allow users to 
move video and audio files between 
DNE -700 and DNE -1000 nonlinear edit 
stations and Betacam SX hybrid 
recorders linked via WAN and ethernet. 
TXCN will add Betacam SX ClipServ- 
er/ClipEdit desktop editing systems 
when the products are released. 

scheduled to begin 
transmitting DTV 
this November: 
WCBS -TV New York, 
wcAU(TV) Philadel- 
phia, KPtx -Tv San 
Francisco and KCBS- 

TV Los Angeles. The 
MH -I I00EL is a 

lower -cost 4:2:0 HDTV 
encoder designed for local 
terrestrial and satellite 
broadcasters. 

KDFW -DT and WFAA 
stack up for HDTV 

ndrew Corp. has sup- 
plied Dallas Fox affili- 

ate KDFW -DT and ABC 
affiliate WFAA -TV with a 
TRASAR antenna and sup- 
port mast for a stacked 
broadcast DTV transmis- 
sion system. The new 
TRASAR traveling -wave, 
elliptically polarized anten- 
na is side- mounted on a 

free standing mast with 
WFAA -TV's new broadcast 
antenna top- mounted on 
the same mast. The offset 
stacked antennas are locat- 
ed at the stations' tower 
site at Cedar Hill just south 
of Dallas. According to 
Barry Cohen, Andrew 

business unit 
manager, the 
offstack 
antenna con- 
figuration 
helps con- 
serve tower 
space and 
provides 
broadcasters 
with a way 
of transmit- 
ting HDTV 
signals on 
existing 
tower sites. 

! / /.1 
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KDFW -DT installs its Andrew TRASAR 
antenna which is side- mounted with 
WFAA's new antenna. 
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AOL builds toward broadband competition 
Online service makes content, sot i'nre. personnel moves 

By Richard Tedesco 

America Online struck out in sev- 
eral directions last week with a 

single goal: to recast itself for 
the broadband market. 

In quick succession, AOL bundled 
RealNetworks streaming technology 
into its latest software, revamped its 

games channel and raided Time 
Warner's Road Runner to hire Mario 
Vecchi as vice president of broadband 
development. Vecchi had been Road 
Runner's senior vice president and 
chief technical officer. 

The inclusion of RealPlayer 5.0 in 
AOLs new 4.0 CD -ROM gives AOL 
members immediate access to 
streamed multimedia content. The 
improved games channel offers AOL 
users a better -organized. cheaper set 

of games. Both changes lend them- 
selves to high -speed Internet access 
services, and the addition of Vecchi 
clearly indicates AOLs intention of 
being a serious player in that arena. 

GAMES t 
paror 

V 4, Al 

(ord Games, 

Board Games. 

and More... 

alTn e 
ta ows 
ONLINE 

Game Shows 
and More... 

St) IVT their businesses. Doherty 
sees AOL poised to parlay 
its brand name into strategic 
broadband partnerships with 
MSOs such as MediaOnc 
and Cablevision Systems 
Corp., which are pushing 
their own stand -alone high- 
speed 'Net access services. 
"It's a case of whether peo- 
ple in the next several 
months think this is an 
@Hone /Road Runner 
world or an @Home/Road 

OA UU 
Action, 
Adventure, 
Strategy, 
and More... 

t0l Come, ImM.. PC6onN.a, 

:01 Lune,,, i,1MGan., 1.., 

The beat games ache, toe 
he Wimp I and Werc,M 
ae)& me auras 
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The play's the thing on AOL's revamped games channel. 

"With 13 million consumers served 
and a growing number of businesses, 
you can't rule them out as a major 
force." says Richard Doherty, analyst 
for The Envisioneering Group. 
"They're as big as the biggest MSOs. 
and they're in the territory of the 
MSOs." 

As @Home and Road Runner halt- 
ingly advance the consumer side of 

Runner /AOL world," says 
Doherty. who sees Vecchi 

as AOL's savvy cable insider: "Mario 
knows how you actually bring these 
homes and nodes to producing black 
ink." 

AOL's TV strategy is to migrate 
some of its features to the TV screen. 
including an electronic program 
guide and the ability to interact with 
other AOL users, according to Bob 
Pittman, AOL's chief operating offi- 

CNN `Cold War' site gives chilling insight 
Students of 20th century history and 
nostalgia buffs alike can benefit from 
the Cold War Website that CNN Inter- 
active has created as companion to 
the network's current serialized docu- 
mentary. 

Featuring episode synopses and 
historic highlights in QuickTime from 
the 24 -part series, the site provides 
both primary source documents and 
multimedia to add detail to the on -air 
treatment. Expanded interviews of key 
figures from the series also are acces- 
sible online. CNN plans to gradually 
archive highlights of the 24 hours of 
the series on the site for streaming in 
RealVideo and NetShow. 

Ultimately, CNN will amass more than 10,000 pages 
of content about the protracted confrontation between 
the Soviet bloc and the Western democracies, accord- 
ing to Scott Woelfel, vice president and editor in chief of 
CNN Interactive, who says the intention was to give the 
site its own distinctive look, apart from the on -air series. 
The content conveys both the political and cultural aura 
of the time, with a look back at popular 1950s and 

,. 
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The 'Cold War' site is CNN's most 
expensive -and expansive. 
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1960s TV shows. "We really wanted to 
do something that stands apart," 
Woelfel says. 

Many of the principal political figures 
from the Cold War era are still alive. 
Online was the perfect place to use 
interview material that didn't make the 
on -air production. 

Along with audio and video, the site 
is rich in background about key 
events and issues of the Cold War 
era, including some declassified gov- 
ernment documents. PC users can 
learn of the CIA's role in overthrowing 
Chilean Marxist leader Salvador 
Allende or the origins of the story that 
the AIDS virus was created in a U.S. 

military lab. IPIX technology is used for a 360 -degree 
panorama of historic sites, such as the Buchenwald 
death camp, and for an interactive map of Europe 
before, during and after World War II. 

This is CNN Interactive's most costly online project to 
date, according to Woelfel, who declined to talk num- 
bers. Series about the millennium and the 20th century 
are in the works. -Richard Tedesco 
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cer. "We are clearly playing broad- 
band already, but it's not ready for 
prime time yet," he said last Thursday 
at a Forrester Research forum held in 
New York. 

AOL reported net income of $7.1 
million for its 1998 fiscal fourth quar- 
ter last week, compared with a net loss 
of $11.8 million for the same quarter 
last year. Net annual income was 
$91.8 million, against a net loss of 
nearly $500 million last year. That 
was on the strength of 3.9 million new 
members added this year, compared 
with 2.4 million in '97: commerce and 
ad revenue that doubled to $439 mil- 
lion, in '98. and service revenue that 
rose 51 %, $2.2 billion. 

So AOL would be dealing from a 

position of relative financial strength 
in seeking alliances with operators 
who presumably could improve pene- 
tration for their high -speed 'Net ser- 
vices by packaging AOL's exclusive 
content with them. And games would 

fit nicely into that package. 
But Seema Williams, an analyst 

with Forrester Research, says it's 
unclear how successful AOL's gamcs 
have been, and she sees the reduced 
parlor game price as a continued 
impediment in attracting PC users 
who can find those games for free 
elsewhere. "It's a deterrent, but not 
horribly expensive," she says of the 
99 -cent- per -hour rate. 

AOL's recent acquisition of 
NetChannel suggests a strategy to 
build its own AOL TV set -top. AOL 
has been conducting trials of offering 
its content via digital subscriber line 
(DSL) service in an undisclosed num- 
ber of U.S. cities, with plans to offer a 

$49.95 package. 
But Josh Bernoff, senior analyst at 

Forrester, sees AOL as ill- prepared 
for a transition to TV: "They're too 
rooted in the online world to realize 
the imperative of what's needed for a 

TV service." 

Sony introduces `Dawson' desktop 
By Richard Tedesco 

As part of a revamp of 
its Columbia TriStar 
Television site. Sony 

is launching an online 
interactive parallel uni- 
verse to The WB's Daw- 
son's Creek. 

The site will plug PC 
users into the fictional desk- 

72awsmh 6010 

Explore the online world of ¡)au',on's Creek 

Log on to IJawson's Desktop October 7th 

PC users can get into Dawson's desktop at 
spe.sony.com/tv/shows/dawson 

top of the series' lead character, com- 
plete with recent e-mails sent and 
received by aspiring filmmaker Dawson 
Leery and his favorite Websites. There's 
also QuickTime video. 

In a strategy suggesting the tack 
NBC took online with its Homicide 
police drama, some characters intro- 
duced through Dawson's Desktop 
eventually may appear on the show. 
And series plot lines will he enhanced 
online, according to Andrew Schnei- 
der, director of marketing for Colum- 
bia TriStar Interactive: "We don't want 
to alienate our TV audience, but we 
want to empower our online audience." 

The potential online audience appar- 
ently is considerable: Columbia TriStar 
estimates that there are some 500 unof- 
ficial Dawson's Creek sites on the 'Net. 
It hopes to draw some of those Web vis- 
itors (from the show's mostly female 

I2 -I8 demographic) to the official site. 
In addition to visiting the virtual 

mind of Dawson on his desktop, fans 
will be able to chat with series writers 
who will make occasional appearances 
in various character "voices." 

Columbia expects PC users to spend 
up to 20 minutes on the site during the 
first visit and as much as 10 minutes on 
the daily additions, according to Schnei- 
der. It has advertisers lined up for five 
product categories: autos, music, cloth- 
ing. software and hardware. 

The recast TriStar TV site will 
include an interactive experience based 
on its new V.I.P. syndicated series star- 
ring Pamela Anderson Lee. PC users 
will be able to train as operatives in her 
detective agency. learning techniques - 
for surveillance and for diffusing 
bombs. They also will have access to 
video clips 

SITE OF THE WEEK 
www.ticketl050.com 

KTCT(AM) 
"The Ticket" 

San Francisco 
1050 khz, sports talk 

Site features: Live audio of 24- 
hour sports /talk format with local 
team coverage, including play -by- 
play of Oakland Raiders football, 
Stanford Cardinals football and 
basketball and San Jose Saber 
Cats arena football; link through 
Broadcast.com for live audio; links 
to Baylnsider.com, Cox Interactive 
Media's sports site, and to San 
Franciso Giants team site 
Site launched: December 1997 
Site director: Janet Magleby, 
KTCT marketing director 
Number of employees: 5 
Design: Cox Interactive Media, 
San Francisco 
Streaming technology: RealAudio 
Traffic generated: Traffic peaked 
at more than 300,000 visits in March 
Advertising: Banners sold for 
online promos 
Revenue: N/A 
Highlights: As a tangent to cover- 
ing Stanford University's basket- 
ball team in the NCAA tourna- 
ment, Icrcr created its own online 
March Madness, with a Queen of 
the Hardwood contest -a female 
celebrity face -off that drew 11,000 
visitors daily to the four -month -old 
site. (TV's Daisy Fuentes ultimate- 
ly topped the field.) 

-Richard Tedesco 
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CHANGING HANDS 
The week's tabulation of station sales 

COMBOS 

WCHR(AM)- WNJO(FM) Trenton, N.J. 
Price: $20 million 
Buyer. Nassau Broadcasting Partners 
LP, Princeton, N.J. (Louis F. Merca- 
tanti, president); also owns /is buying 
six AMs and eight FMs 
Seller. Great Scott Broadcasting, 
Pottstown, Pa. (Faye Scott, presi- 
dent); also owns /is buying four AMs 
and seven FMs 
Facilities: wcHR: 920 khz, 1.4 kw; 
wNJO: 105.7 mhz, 4.1 kw, ant. 456 ft. 
Formats: WCHR: Christian; WNJO: 

oldies 
Broker. Americom 

KBUR(AM)- KGRS(FM) Burlington, Iowa 
Price: $5.7 million 
Buyer. Jacor Communications Inc., 
Cincinnati (Samuel Zell, chairman; 
Randy Michaels, CEO; Zell /Chilmark 
Fund LP, 30% owner; David H. 
Crawl, president, Radio Division); 
owns /is buying one TV, 141 FMs 
and 79 AMs 
Seller. LWM Inc., Burlington, Iowa 
(John Weir, owner); no other broad- 
cast interests 

PROPOSED STATION TRADES 
By dollar volume and number of sales: 

does not include mergers or acquisition 3 

involving substantial non-station assets 

THIS w 
TVs SO O 

Combos $32,750,000 7 

FMs $17,924,500 10 

AMs $12,048,800 8 

Total . _ $62,723,300 _25 

SO FAR N11: 
TVs $8,804,263,010 68 

Combos $5,589,206,240 223 
FMs $891,384,827 282 
AMs $589,749,040 177 

Total $15,820,600,117 750 

SAME PERIOO N 1197 
TVs u $6,082,398,684. _ 90 

Combos _. $6,830,205,051 _i 256 
FMs u $1,788,516,728 326 
AMs u $312,467,481 181 

Total u $14,997,577,944 853 

gm= BROAOCASTNC B CARE 

AMRESCO 
11.1, iT,,ii.c.l., 

$47,000,000 

Senior Secured Credit Facility to 

Nassau Broadcasting 
L 

A M R E S C O 

Proven performance. Promising future. 

d,rm_h,.n m,. t.. ,,,,.1. a,> t, ,..1 Au,_;Lmi .I t,..,, 
..n,Ih.,J.p.vi.. 7;;.;,nhP.ul.I`.dL,..Io.. ";i201 .1'14iu;t;;:.' h, , h,9 d,,,,,,, ,, ,,,,,, ,....i.., A\I\IR 

WA' 7 
66 BROADCASTING & CABLE OCTOBER 5, 1998 

Facilities: KBUR: 1490 khz, 1 kw; KGRS: 

107.3 mhz, 100 kw, ant. 429 ft. 
Formats: Both AC 
Broker: The Connelly Co. 

WCHI(AMI- WFCBIFM) Chillicothe, Ohio 
Price: $4 million 
Buyer. Jacor Communications Inc., 
Cincinnati (Samuel Zell, chairman; 
Randy Michaels, CEO; Zell /Chilmark 
Fund LP, 30% owner; David H. 
Crawl, president, Radio Division); 
owns /is buying one TV, 141 FMs 
and 79 AMs. 
Seller. Wyandot Radio Corp., Chilli- 
cothe (Dave and Annette Smith, 
owners); no other broadcast interests 
Facilities: WCHI: 1350 khz, 1 kw day, 
250 night; wFCB: 94.3 mhz, 25 kw, 
ant. 266 ft. 
Formats: wcHI: country; wFCB: lite 
rock/oldies 

KF(NIAM)- KFYZ -FM Bonham, Tex. 
Price: $1.15 million 
Buyer. North Texas Radio, Dallas 
(Richard Witkovski, owner); no other 
broadcast interests 
Seller. Bonham Broadcasting, Bon- 
ham, Tex. (Roy Floyd, president); no 
other broadcast interests 
Facilities: KFYN: 1420 khz, 250 w day, 
148 w night; KFYZ -FM: 98.3 mhz, 25 
kw, ant. 300 ft. 
Formats: KFYN: country; KFYZ -FM: oldies 
Broker. George Moore & Associates 

KNETIAMI- KYYK(FM) Palestine, Tex. 
Price: $1,025,000 
Buyer. North Texas Radio Group, 
Dallas (Richard Witkovski, owner); 
no other broadcast interests 
Seller. Quail Management Co., Hous- 
ton (Clive Runnells, president); no 
other broadcast interests 
Facilities: KNET: 1450 khz, 1 kw,; 
KYYK: 98.3 mhz, 50 kw, ant. 492 ft. 
Formats: KNET: oldies; KYYK: contem- 
porary country 
Broker: George Moore & Associates 

WKAM(AM)- WZOW(FM) Goshen, Ind. 
Price: $500,000 
Buyer: Van Hawke- Johnson Commu- 
nications LLC, Dowagiac, Mich. (R. 
Douglas and Mary Hawkes, 50 %, 
and Carl Klosinski and Marilynn 
Johnson, 50 %); the Hawkes also 
own woow(AM)- wvHo(FM) Dowagiac 
Seller. Northern Indiana Broadcasters, 
Goshen, Ind. (Lynn Bradley, presi- 
dent); no other broadcast interests 
Facilities: wKAM: 1460 mhz, 2.5 kw 
day, 500 w night; wzow: 97.7 mhz, 
2.9 kw, ant. 482 ft. 
Formats: WKAM: AC; wzow: rock 
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KEYLIAM) Long Prairie, and KXDLIFM) 
Browerville, both Minn. 
Price: $375.000 for stock 
Buyer: G &C Ventures Ltd., Long 
Prairie, Minn. (Gene Sullivan and 
Charles Leverich, CEOs); no other 
broadcast interests 
Seller: Donald D. Schermerhorn, 
Charleen J. Schermerhorn and Dar- 
rell R. Anderson, Long Prairie, Minn.: 
no other broadcast interests 
Facilities: KEYL: 1400 khz, 1 kw; KXDL: 

99.7 mhz, 6 kw, ant. 328 ft. 
Formats: KEYL: country; KXDL: AC 

FMs 

WFUN -FM Bethalto, III. 
Price: $6 million 
Buyer. Marathon Media LLC, Chicago 
(Bruce Buzil, principal): also owns 
two AMs and six FMs 
Seller. Coltre Broadcasting Inc., 
Bethalto, Ill. (Bob Howe, president); 
no other broadcast interests 
Facilities: 95.5 mhz. 6 kw, ant. 328 ft. 
Format: Children's programming 

WGUL -FM Dade City, Fla.. 
Price: $3.5 million 
Buyer: Mega Communications Inc., 
Englewood Cliffs, N.J. (Alfredo Alon- 

BY THE NUMBERS 

BROADCAST STATIONS 

Service Total 

Commercial AM 4,724 

Commercial FM 5,591 

Educational FM 1,961 

Total Radio 12,276 

VHF LPTV 559 

UHF LPTV 1,515 

Total LPTV 2.074 

FM translators & boosters 2,928 

VHF translators 2248 
UHF translators 2,752 

Total Translators 7,928 

Commercial VHF TV 558 

Commercial UHF TV 651 

Educational VHF TV 125 

Educational UHF TV 242 

Total TV 1,576 

Total systems 11,600 

Basic subscribers 64,800,000 

Homes passed 93,790,000 

Basic penetration' 66.1% 

Yr aa: FCC, Nelsen. Paul Kagan Assoclat 
serti 

so, CEO); also owns /is buying eight 
AMs and one FM 
Seller. WGUL -FM Inc., Dade City 
(Carl Marcocci, CEO); no other 
broadcast interests 
Facilities: 96.1 mhz, 3.8 kw, ant. 
413 ft. 
Format: Music of Your Life 
Broker: Norman Fischer & Associates 

60% of KZMSIFM) Patterson, Calif 
Price: $10,000, plus $3 million in 
stock of buyer 
Buyer. Z- Spanish Media Corp., 
Sacramento, Calif. (Amador Bustos, 
CEO /president); also owns /is buying 
eight AMs and 16 FMs 
Seller. J.B. Broadcasting Inc., Mo- 
desto, Calif. (John Bustos, principal); 
Bustos is VP, treasurer and a direc- 
tor of Z- Spanish Media Corp. (the 
buyer) 
Facilities: 97.1 mhz, 3 kw, ant. 164 ft. 
Format: Spanish 

WYLAIFM) Lacombe and WYLK(FM) 
Folsom, both La. 
Price: $1.7 million 
Buyer. Styles Broadcasting of 
Louisiana Inc., Panama City Beach, 
Fla. (Kim Styles, president); also 
owns one AM and four FMs 
Seller: The Radio Company Inc., 

CHANGING HANDS 

Mandeville, La. (Charles K. Winstan- 
ley, president); Winstanley also owrs 
woLP(AM) Panama City Beach, Fla. 
Facilities: wYLA: 94.7 mhz, 6 kw, ant 
450 ft.: WYLK: 104.7 mhz, 6 kw, ant. 
328 ft. 
Format: Both country 

KOCCIFM) Oklahoma City 
Price: $1.2 million 
Buyer: Educational Media Founda- 
tion, Sacramento, Calif. (K. Richard 
Jenkins, president); also owns /is 
buying two AMs and 16 FMs 
Seller. Oklahoma Christian University, 
Oklahoma City (W.J. Watson, princi- 
pal): no other broadcast interests 
Facilities: 88.9 mhz, 4.3 kw, ant. 
502 ft. 
Format: AC 

WQSSIFM) Camden, and construction 
permit for WAYD -FM Isleboro, both 
Maine 
Price: $882.000 
Buyer. Gopher Hill Communications, 
Bangor, Maine (Charles Hutchins, 
president/owner); also owns 
wAeI(AM)- wwex(FM) Bangor 
Seller. Megunticook Gramophone 
and Radio Inc., Camden (Kevin 
Keogh, president); no other broad- 
cast interests 

PATRICK COMMUNICATIONS 
at the 

NAB RADIO SHOW 
SHERATON SUITE 2527 

Call Today to Discuss Your Brokerage 
and Financing Needs 

Larry Patrick Susan Patrick Terry Greenwood 
President E.recrctire l'ice President Vice President 

.,44 
PATRICK COMMUNICATIONS 
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CHANCING NAND$ 

Facilities: woss: 102.5 mhz, 7.9 kw, 
ant. 300 m; wAYo -FM: 105.5 mhz, 25 
kw, ant. 93 m 
Formats: woss: AC; WAYD -FM: dark 

KPLVIFM) Port Lavaca, Tex. 
Price: $500,000 
Buyer. Victoria Radio Works Ltd., San 
Antonio (John W. Barger, president); 
also owns two AMs and seven FMs 
Seller. Coastal Wireless Comp., Vic- 
toria, Tex. (William Sterett, presi- 
dent): no other broadcast interests 
Facilities: 93.3 mhz, 100 kw, ant. 
450 ft. 
Format: Country 

KBOCIFM) Bridgeport, Tex. 
Price: $520,000 
Buyer: North Texas Radio Group LP, 
Dallas (Richard Witkovski, owner); 
no other broadcast interests 
Seller. Community Broadcast Net- 
work, Bridgeport, Tex. (Ted Haynes, 
CEO); no other broadcast interests 
Facilities: 98.3 mhz, 3 kw, ant. 226 ft. 
Format: Country 
Broker: George Moore & Associates 

WCLSIFM) Oscoda, Mich. 
Price: $312.500 
Buyer. Ives Broadcasting Inc., Alpe- 
na, Mich. (Robert M. Currier, presi- 
dent/owner); also owns one AM and 
five FMs 
Seller. Spectrum Communications 
Inc., Grand Ledge, Mich. (James 
Leighty, chairman); no other broad- 
cast interests 
Facilities: 100.7 mhz, 20.5 kw, ant. 
300 ft. 
Format: Soft AC 

KKRR(FM) Casper, Wyo. 
Price: $300,000 
Buyer. Mount Rushmore Broadcast- 
ing Inc., Casper (Jan Charles Gray, 
president); also owns /is buying five 
AMs and eight FMs 
Seller. Rule Communications, 
Cheyenne (Robert Rule, principal); 
also owns KPiN(FM) Pindale and 
KRRR(FM) Cheyenne, both Wyo. 
Facilities: 102.5 mhz, 740 w, ant. 
-331 ft. 
Format: Dark 

AMs 

KBETIAMI Los Angeles 
Price: $3 million 
Buyer. Jacor Communications Inc., 
Cincinnati (Samuel Zell, chairman; 
Randy Michaels, CEO; Zell/ 
Chilmark Fund LP, 30% owner; 
David H. Crowl, president, radio divi- 
sion); owns /is buying one TV, 141 
FMs and 79 AMs 
Seller. Saddleback Broadcasting Inc., 
Santa Clarita, Calif. (Carl Goldman, 

Big Deals 
Chancellor Media Corp. is acquiring 
six of the top radio stations in the 
Cleveland market for $275 million 
(B &C, Aug. 17). Pending FCC ap- 
proval, Chancellor will buy WRMR 
(AM)- WDOK(FM) from Independent 
Group LP for $95 million; wzAK(FM) 
and WJMO(AM)- wzJM(FM) from Zapis 
Communications and a related 
company for $128.75 million, and 
woAL(FM) from ML Media Partners 
for $51.25 million. After these trans- 
actions close, Chancellor Media will 
own 330 FMs and 147 AMs. The 
stations' formats and facilities: 
wRMR(AM): nostalgia, 850 khz, 10 
kw day, 5 kw night; WDOK(FM): soft 
AC, 102.1 mhz, 12 kw, ant. 1,004 
ft.; wzAK(FM): urban contemporary, 
93.1 mhz, 27.5 kw, ant. 620 ft.; 
WJMO(AM): solid gold soul, 1490 khz, 
1 kw; WZJM(FM): CHR, 92.3 mhz, 40 
kw, ant. 548 ft.; WOAL(FM): AC, 
104.1 mhz, 11 kw, ant. 1,060 ft. 

CEO): no other broadcast interests 
Facilities: 1220 khz, 1 kw day, 500 w 
night 
Format: AC 
Broker: Jorgenson Broadcast Broker- 
age 

WNFTIAM) Boston 
Price: $5 million 
Buyer. Mega Communications Inc., 
Englewood Cliffs, N.J. (Alfredo Alon- 
so, CEO); also owns /is buying eight 
AMs and one FM 
Seller: Westinghouse Electric Co./ 
CBS Corp., New York (Mel Karmazin, 
CEO, CBS Station Group); owns /is 
buying 14 TVs, 41 FMs and 28 AMs 
Facilities: 1150 khz, 5 kw 
Format: Urban AC 
Broker: Norman Fischer & Associates 

WSSJIAM) Camden, N.J. 
Price: $2 million 
Buyer. Mega Communications Inc., 
Englewood Cliffs, N.J. (Alfredo 
Alfonso, CEO); also owns /is buying 
eight AMs and one FM 
Seller: WSSJ Broadcasting LP, Cam- 
den, N.J.(Pat Delsi, president); no 
other broadcast interests 
Facilities: 1310 khz, 1 kw day, 250 w 
night 
Format: Ethnic 
Broker. Force Communications 

WNTN(AM) Newton, Mass. 
Price: $602,800 
Buyer. Colt Communications, Brook- 
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line, Mass. (Robert Rudnick, princi- 
pal); no other broadcast interests 
Seller. Newton Broadcasting Corp., 
Newton (Orestes T. Demetriades, 
president); no other broadcast inter- 
ests 
Facilities: 1550 khz, 10 kw 
Format: Variety 

KTURIAM) Tooele, Utah 
Price: $585,000 
Buyer. InteliQuest Media Corp., Salt 
Lake City (Richard W. Linford, CEO); 
no other broadcast interests 
Seller: KTUR Inc., Salt Lake City 
(Robert W. Turley, principal); no 
other broadcast interests 
Facilities: 1010 khz, 5 kw day, 13 w 
night 
Format: News 

KFEL(AM) Pueblo, Colo. 
Price: $390,000 
Buyer. Wellsprings Harvest Ministries 
Inc., Pueblo (Allen Bickle, president); 
no other broadcast interests 
Seller: Metropolitan Radio Group 
Inc., Flower Mound, Tex. (Liliane St. 
Claire, general manager); also owns 
12 AMs and five FMs 
Facilities: 970 khz, 3.2 kw day, 184 w 
night 
Format: Christian country 

WATOIAM) Oak Ridge, Tenn. 
Price: $289,000 
Buyer. MetroWest Radio LLC, Knox- 
ville, Tenn. (Susan K. Horne, chief 
manager); also owns /is buying wESK 
(FM)- WLOD(AM) Loudon and WBLC(AM) 
Lenoir City, all Tenn. 
Seller: WATO Inc., Oak Ridge (Ron- 
ald C. Meredith Jr., president); no 
other broadcast interests 
Facilities: 1290 khz, 5 kw day, 500 w 
night 
Format: News /talk 

KTJSIAM) Hobart, Okla. 
Price: $182,000 
Buyer. Fuchs Broadcasting Co., 
Hobart, Okla. (A.R. Fuchs, presi- 
dent); no other broadcast interests 
Seller. Altus Radio Inc., Altus, Okla. 
(Galen O. Gilbert, president); Gilbert 
also owns /is buying three AMs and 
five FMs 
Facilities: 1420 khz, 1 kw day, 360 w 
night 
Format: Country 

-Compiled by Alisa Holmes 

Amplification 
The Apogeo Co.'s purchase of 
KHRR(TV) Tucson, AriZ., for $12 mil- 
lion (B &C, Sept. 28) was brokered 
by Kalil & Co. 
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HELP WANTED ANNOUNCER 

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

SITUATIONS WANTED MANAGEMENT 

General Manager- 15 year + veteran with sales. 
programming and technical expertise including 
ownership and multi -unit operations. Current sta- 
tions being sold. Ed 1- 800 -827 -2483 

PUBLIC NOTICE 

* Outstanding Investment Opportunity * 

ABSOLUTE 
AUCTION 

REGARDLESS OF PRICE 
IO STATION 1570AM (WBux) 

INCL. BROADCASTING FACIUTY ON 10! ACRES 

40 Rickert. Road 
Doylestown, Bucks Co., PA 18901 - Sole on premises - 
THURSDAY, OCTOBER 15 AT 1:00PM 
Located approx. 10 miles north of Philadelphia, station Is posi- 

tioned within 30 mile radius of 4.5a million ptpulamm. Over 

S340.000 in recent upgrades including four new towers, Model 

A.M -5, 5600 watt transmutes broadcast podunon and air stu- 

dio offices, computer warms & suppomng equipment. Station 

power: 5,000 warts daytime; 900 watts nighmme. 

Broker Participation Invited 
Terms of Sale 550,000 deposit in certified funds at time of sale 

For Complete Terms of Sale, including a detailed 
description of facility & inspection info., contact 
Auctioneer. 
Wdlusni Z. Fox, Auctioneer, PA Auction Luc. #A U(x/.t 141 L 

MICHAEL FOX .___ 
I N T E R N A T I O N A L 

800-722.3334 410.653.4000 FAX 410-653-4069 
e-mail. info®michaelfox corn www.mlchaelfox.corn 

\\,olds,d, \...I Noni.,. Nlo I916 

TELEVISION 

HELP WANTED MANAGEMENT 

General Manager. WHTM -TV, ABC affiliate in 

the Harrisburg- Lancaver- Lebanon -York. PA 
market. needs an experienced, hands -on leader 
for our successful operation. Hyphenated market 
presents challenges for individual with previous 
track record of success. Solid station in an at- 
tractive market. owned by an aggressive. grow- 
ing group. Market experience helpful, strong 
management background a necessity. Send re- 

sume, cover letter and salary history to Ray P. 
Grimes, Il, WHTM -TV, 3235 Hoffman Street, Har- 
risburg, PA 17110. No phone calls, please. EOE 
M /F. 

Broadcasliou &Cable 

CLASSIFIEDS 

HELP WANTED SALES 

G R E E N V I L L E 

TRAFFIC MANAGER 
Meredith Broadcasting Group seeks a 
Traffic Manager. 

The successful candidate will have a 
minimum of 2 years of experience in a 
television station traffic department. 
Must have strong computer skills, the 
ability to meet deadlines and handle 
multiple tasks. Knowledge of BIAS 
essential. 

Location: Greenville, SC 

Send resume and salary history in 
confidence to: 

Personnel - TM 
WHNS TV 

21 Interstate Court 
Greenville, SC 29615 

WHNS is an EEO employer 

AlBROADCASTING GROUP 

eredith 

ACCOUNT EXECUTIVE 1 
Come join your new & exciting network 
in the 01 market. WPXN is looking for 
creative, hard -working individual whim 
understands how to sell in a competitive. 
environment. 3 -5 yrs. media sales exp 
required. 

Contact: Lew Freifeld at 212 -956 095 1 

TRAFFIC MANAGER 
Station in Top 10 Market seeking a 

motivated individual to join our team. 
Responsibilities: daily logs, sales contracts, 
traffic reports, log verifications. 3 -5 years. 
Exp. Reply to Box 01432. 

Sales Management. We are a growing broad- 
cast group looking for additional sales manage- 
ment (general and local). We offer excellent com- 
pensation and fringe benefits with growth op- 
portunities. Please send resume to Box 01430 
EOE. 

WBIR -TV, Knoxville, Tennessee's #1 station in 

64th Market. is looking for a Local Sales Mar - 
ager to direct all operations of the Local Sales 
Department. including managing all account ex- 
ecutives and local sales assistants. Will work ei 
conjunction with the General Sales Manager and 
National Sales Manager in determining pricing 
strategies. controlling inventory and budget prep- 
aration. Candidate must have ability to lead and 
motivate sales team in the achievement of re- 
venue goals, special selling goals and pro- 
fessional development. Must demonstrate proven 
ability to prepare. present and close local sales. 
have extensive knowledge of inventory and trafic 
functions. and must have experience using Leigh 
Stowell or related research data. Must have work- 
ing knowledge of vendor support and retail 
marketing plans and have personal computer 
skills with Microsoft Office experience. College 
degree required and 2 -3 years local sales man- 
agement preferred. Submit resume to: General 
Sales Manager. WBIR -TV. 1513 Hutchinson 
Ave.. Knoxville, TN 37917. 

National Sales Manager. WUTV (FOX), the 
Sinclair station in Buffalo, New York has an im- 
mediate opening for a National Sales Manager. 
Candidates must possess knowledge and expe- 
rience in inventory control. forecasting, and sell- 
ing sports. Minimum 2 years of national experi- 
ence with good organizational, communications 
and computer skills. FOX and Independent tele- 
vision experience is a real plus. This position will 
be selling 2 stations in the Buffalo market w th 
the opportunity to be on the ground floor of an 
LMA start-up. Send resume to Diane Fanchar, 
WUTV. 951 Whitehaven Road. Grand Island. NY 
14072. WUTV is an EOE. 

Local Sales Manager. WISC -TV is currently ac- 
cepting applications for a Local Sales Manager. 
This is a great opportunity for an aggressive out 
of the box thinker with great people skills. Indi- 
vidual must have 5 -7 years of broadcasting sales 
background with a proven demonstrative track re- 
cord in creative selling. Negotiation skills a mist 
as well as knowledge of qualitative research. All 
replies are strictly confidential Please send cover 
letter and resume by 10 -12 -98 to: Janet Klug, 
Human Resources Department, WISC -TV. PO 
Box 44965, Madison. WI 53744 -4965. EOE M -F. 
No Phone Calls Please. 

Local Sales Manager - WMC TV. Successfully 
motivate local sales to incremental revenue 
growth through traditional and non -traditional sell- 
ing. Must be able to plan and execute sales 
strategies. projects. pricing. package and incen- 
tive programs. Must direct departmental func- 
tions: hiring. training, evaluations and prepare 
and submit revenue budgets for Local Saes. 
Please send resume to: LSM, WMC Stations. 
1960 Union. Mphs, TN 38104. Must be able to 
pass drug test. 

General Sales Manager. Lead, motivate. direct 
all sales efforts for station. Forecast revenues. 
set rates, develop sales promotions. Great op- 
portunity to shine. Experience required. Replies 
kept confidential. Send resume to: Fred Jordan. 
General Manager, KBMT -TV, PO Box 1550, 
Beaumont. Texas 77704. EOE. 
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General Sales Manager. Candidate's resume 
should demonstrate detailed experience, man- 
agement. organization, and leadership skills. No 
beginners. Equal Opportunity Employer. Resume 
to Kathy Cowan, KFVS12, Box 100. Cape 
Girardeau. MO 63702 -0100. 

General Sales Manager. WTKR -TV in Norfolk 
Virginia Beach is seeking an aggressive sales 
leader whose goal is to outperform the competi- 
tion! We need a strong, motivated individual with 
a proven ability to train and motivate our sales 
force. If you are an outside -the -box thinker with 
strong interpersonal, customer focused and non- 
traditional revenue skills this could be the perfect 
focused and non -traditional revenue skills this 
could be the perfect opportunity for you. The 
ideal candidate will be organized. possess strong 
negotiation skills and be able to work with a 
talented and cohesive management team. We 
are owned by the New York Times Company and 
also offer a great quality of life location. Must 
have a minimum of three years television sales 
management experience. Send letter and re- 
sume to: Sandi Yost. VP and Station Manager. 
WTKR -TV, 720 Boush Street. Norfolk. VA 23510. 

HELP WANTED TECHNICAL 

Computer 

SENIOR INFORMATION 
SYSTEMS ANALYST 

NBC4 seeks a Senior Information Systems 
Analyst to be resp. for the daily operation and 
support of all NBC4 IT systems & clients. 
Candidate must possess strong knowledge & 
system mgmt. exp. NetWare, WindowsNT, 
AS /400 & UNIX & LAN /WAN exp. in 
Ethernet TokenRing topologies, components 
& protocols including TCP /IP, IPX & Apple 
Talk. 

BA /BS degree or 5 yrs. exp. at a 

commercial TV station prefd; MCSE & 

CNE certification desired. Must be on -call 
& able to work some nights, weekend & 

holidays as needed to troubleshoot & 

upgrade systems. Must possess excellent 
leadership; strong communication skills; & 

the ability to work under pressure & well 
w /all levels of stations management. 
Candidate must be a self -directed, highly 
organized & detail- oriented individual who 
can function well in a confidential, fast - 
paced, multi- cultural environment. 

As Southern California's #1 station, NBC4 
offers a competitive compensation package 
& an exciting, culturally diverse work 
environment. Please mail resume to: 
NBC4, Attn: Workforce Diversity, Dept. 
SISA /BC, 3000 W. Alameda Avenue. 
Burbank, CA 91523. 

Equal Opportunity Employer 

4st 
NBC 
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Broadcast Engineers 

WABC -TV has excellent opportunities 
for the right candidates in the #1 televi- 
sion market in the country. We have 
several positions available for experi- 
enced Broadcast Engineers at WABC in 

New York. 

STUDIO MAINTENANCE 
ENGINEER -Must be able to per- 
form the following duties: install and 
maintain studio and transmission equip- 
ment including video switchers, audio 
consoles, DVE, CG, SS, cameras and 
robotics. Familiarity with automation sys- 
tems and master control environment. 
Should possess a general computer /net- 
working background. Must be able to 
work on a rotating shift schedule. 

MEDIA CENTER 
MAINTENANCE 
ENGINEER- Must be able to per- 
form the following duties: install and 
maintain equipment in a post produc- 
tion and non -linear edit -room environ- 
ment. Must be able to work on beta, 3/4 
and 1" tape machines. Willingness to 
work outside in remote/live environment 
to support field operations as needed. 
Ability to work on ENG field equipment 
including cameras. 

RF MAINTENANCE 
ENGINEER- Must be able to per- 
form the following duties: install and 
maintain RF related equipment in a stu- 
dio. transmitter and remote site environ- 
ment. Must be able to work on 
VHF /UHF solid state transmitters and all 
associated transmitter equipment. 
Ability to align and repair microwave 
TX/RX and all wireless equipment such 
as microphones and IFB. Knowledge of 
FCC rules and regulations. 

You must possess knowledge of ana- 
log/digital systems and a minimum of five 
years broadcast television experience. 
Applicants must able to do component 
level repair and work well under pressure. 
Candidates should have an engineering 
degree or equivalent technical training. 
SBE/FCC certification is a plus. 

If you want to be a part of the exciting 
transition to HDTV in the most exciting 
city in the world, please send your 
resume and cover letter to Kurt Hanson, 
WABC -TV, 7 Lincoln Square, New 
York, NY 10023 (No phone calls/faxes) . 

We are an equal opportunity employer. 

Chief Engineer needed for Florence'Myrtle 
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. Attention: WBTW 
Position. Six Blackstone Valley Place, STE 109. 
Lincoln. RI 02685. Fax 401- 334 -0261. EOE /M -F. 

Chief Engineer. Fast growing Southern Califor- 
nia full power UHF station needs experienced 
chief engineer with strong R.F. background for 
dual klystron transmitter. L.P. and microwave 
knowledge helpful also. Please fax resume to: 
KSTV 818- 757 -7533. 

Chief Videographer: Augusta's top -rated news 
team looking for someone to supervise photography 
staff and oversee quality control procedures relat- 
ing to all news video. Two years minimum expe- 
rience as news videographer at a commercial TV 
station desired. Must be dedicated, possess 
strong management skills and knowledge of ENG 
equipment specifically DVC Pro and live truck. Ex- 
cellent opportunity for videographer looking to ex- 
pand his role /resume as manager. Resumes, 
tapes and cover letter to: Human Resources Of- 
ficer, WRDW -TV, P.O. Box 1212, Augusta, GA 
30903 -1212. Pre -Employment Drug Screening. 
EEO. 

WTVR -TV, a Raycom Media station, has an im- 
mediate opening for an experienced Director/ 
Technical Director capable of directing fast - 
paced newscasts. Experience with GVG 300 
switcher and DPM 700 DVE preferable. 
Thorough knowledge of studio operations re- 
quired. Minimum of 1 -2 years directing experi- 
ence required. Degree desired. We are an EOE 
and qualified minorities and females are en- 
couraged to apply. Pre -employment drug screen- 
ing required. Please send resume. tape with 
Director's track, and salary requirements to (no 
phone calls): Matt Heffernan, Director of Opera- 
tions and Technology, WTVR -TV. 3301 West 
Broad Street, Richmond, VA 23230. 

HELP WANTED NEWS 

NEWSWRITER 
K(ìO -TV is seeking a newswriter for one 

of its five daily newscasts. Candidates must 
have excellent writing skills, production 
skills and creative ability. Should have a 

minimum of 3 -5 years newswriting experi- 
ence in a major market with prior producer 
experience preferred. Application deadline 
is October 9. 1998. Please send resume. 

cover letter and videotape to: 

KGOTELEVISION 

KGO- TV /ABC7 
900 Front Street 

San Francisco, CA 94111 
Attn: Kathryn Cox, Personnel Manager 

as equal Oppmamq employer 

Writer /Researcher. Politics discussion TV 
show. Required: strong experience w/ interna- 
tional and domestic public policy, ability to create 
under deadline in Word '97. Strong research 
skills & media contacts. Find facts fast. Strong 
print/TV background. high energy and adaptabili- 
ty critical. Freelance and full -time staff positions 
available. Top compensation and benefits. 
Fax lo: SC. 202-785-8670. 

You can simply fax 

your to 

Br able 

at (212)206 -8327. 
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Fox News Channel is looking for expe- 
rienced Assignment Editors in the New 
York Metropolitan Area. Candidates 
should have at least f ve years televi- 
sion news experience as an assign- 
ment editor at a major network or major 
market affiliate. Interviews will be con- 
ducted for freelance and staff opportu- 
nities. Please send your resume with 
cover letter to: 

FOX NEWS CHANNEL 
C -1 Level, Assignment Desk 

1211 Avenue of the Americas 
New York, NY 10036 

We are an equal opportunity employer 

Weekday Assignment Editor... Develops news 
stories; monitors police radios, moves crews: han- 
dles telephones... You basically make the day 
work." Must have excellent communication and 
people skills /Must be able to work under pre- 
ssure and motivate people. Very competitive 
market. Minimum of 2 -3 years experience re- 
quired. No calls. Resumes, salary requirements 
and references to: M. Workman, Assistant News 
Director, KLAS TV. 3228 Channel 8 Dr., Las 
Vegas. NV 89109. or e-mail same to: 
workmanm@vegas.infi.net 

WTVR -TV, a Raycom Media station, has an 
opening for a Newscast Co- Anchor /Reporter. Re- 
sponsibilities include co- anchoring morning 
newscast and contributing a regular franchise to 
the station's 5:00/5:30pm newscasts. We are an 
EOE and qualified minorities and females are en- 
couraged to apply. Pre -employment drug screen- 
ing and motor vehicle report required. Please 
send resume and pay requirements to (no phone 
calls): Rob Cizek, News Director, WTVR -TV, 
3301 West Broad Street, Richmond, VA 23230. 

WRDW -TV, Augusta's #1 news station, looking 
for commercial /newscast director. Must be able 
to pall multiple -personality crew into cohesive 
team working towards common goal. Thorough 
knowledge of directing and production techni- 
ques a must: prior experience preferred. Cover let- 
ter /resume to: Human Resource Officer. WRDW- 
TV, PO Box 1212, Augusta, GA 30903 -1212. 
Pre -employment drug screening required. EEO. 

WOIO/WUAB in Cleveland, a Raycom Media 
station, has an immediate opening for News 
Director. Candidate must have solid news creden- 
tials. be a proven newsroom leader with excellent 
people skills and product knowledge. Ideal can- 
didate will be marketing savvy, sales friendly and 
entrepreneurial in pursuit of local news lead- 
ership. We are an EOE and qualified minorities 
and females are encouraged to apply. Submit re- 
sume and pay requirements to (no phone calls): 
Tom Griesdorn- General Manager, 1717 E. 12th 
Street, Cleveland, OH 44114 or Fax: 216 -515- 
7170. 

Reporters. WPGH -TV in Pittsburgh is looking for 
aggressive communicators. New News Director 
wants reporters who like to beat the competition. 
No calls. Send tapes to: Tom Burke, News 
Director, WPGH FOX -53. 750 Ivory Avenue. Pit- 
tsburgh, PA 15214. EOE /M /F. 

Reporter: Looking for solid aggressive storyteller 
with creative ideas. Must have prior television 
news reporting experience and be a team player. 
Must have college degree in related field. Send 
non -refundable tape and resume to: Sharon 
Quackenbush, General Manager Assistant/EEO 
Officer, WEYI -TV NBC25, 2225 W. Willard Road, 
Clio, MI 48420. Must be received by deadline of 
October 30. 1998. An Equal Opportunity 
Employer. 

Producer. We're the #1 station in the 37th 
market. We have a satellite truck and three live 
trucks to help you put together the best product, 
and are in the middle of a digital conversion. We 
need a Producer who knows how to use all the 
hardware to put together a creative. energetic 
product. You're the person if you have at least 
two years producing experience. if your'e in 

touch with your audience and what it is looking 
for, and if you have an innovative approach to 
presenting the news. Send your resume. re- 
ferences and a non -returnable tape of today's 
newscast to: Patti McGettigan. Executive Pro- 
ducer, WOOD TV8, 120 College Avenue. SE. 
Grand Rapids. MI 49503. No phone calls, please. 
WOOD TV8 is an Equal Opportunity Employer. 

Photojournalist. Strong NPPA shop looking for 
a photojournalist with good shooting, editing, light- 
ing, and audio skills who knows when to 
use the tripod and when to go handheld. Mini- 
mum two years news photojournalist experience 
who can work well under pressure and operate a 
microwave van. Must have positive attitude and 
willing to work all shifts. Send resume, tape to: 
Ron Baylor, Manager of News Operations, 
KLAS -TV, 3228 Channel Eight Drive, Las Vegas. 
NV 89119. KLAS is an Equal Opportunity 
Employer. 

Ohio's outstanding news operation and best 
regularly scheduled news wants to take it to an- 
other level. We're looking for a top notch 
electronic journalist to fill the position of assistant 
news director. Duties include supervising produc- 
tion and content of newscasts and special pro- 
jects. Work with the managing editor to direct dai- 
ly operation of news department and supervise 
news producers. At least 3 to 5 years of suc- 
cessful TV news producing experience required. 
Send resume to: News Director, WYTV, 3800 
Shady Run Road, Youngstown, OH 44502. EEO 
employer. 

Nightside Assignment Editor. Top rated NBC 
station in the 37th market is looking for a multi- 
talented newshound. Applicants should have one 
to two years of assignment editing experience in 
their background. If you're looking for a fast - 
paced job that offers a path for career advance- 
ment, then send your resume and references to: 
Doug DeYoung, Assignment Manager, WOOD 
TV8. 120 College Avenue, SE, Grand Rapids, MI 
49503. No phone calls. please. WOOD TV8 is an 
Equal Opportunity E /mployer. 

CLAliIFIE1i 

Newscast Producer. The top -rated station n 

Nashville is looking for a Monday- Friday evening 
newscast producer who can meet our high stan- 
dards. Must know how to package the big story 
and capture the audience every day! We need an 
excellent writer, capable of directing the work of 
reporters. photographers, editors and associate 
producers. Prefer two years experience and a col- 
lege degree. Please send a resume and tape to 
Sandy Boonstra, Executive Producer /New ;. 
WTVF- NewsChannel 5. 474 James Robertson 
Parkway. Nashville. TN 37219. EOE. 

News Director. Aggressive leadership posi- 
tion. Lead a 4- person news and sports depa-t- 
ment at a local cable station serving 28,000 plus 
subscribers. You will supervise and train oar 
young, energetic news reporters. Plus, you will 
lead by example. Arranging. monitoring. gather- 
ing. shooting. editing. and reporting your own 
stories on our morning and evening newscasts. 
College degree. experience, and equipment 
knowledge required. Must reside or be wiling to 
relocate to Carroll County. Maryland. Long hours, 
hard work, but excellent opportunity for the right 
person. Send your resume along with a cover let- 
ter as to why you are the right person for this job 
and include a VHS or 3/4" tape showing what you 
can do to: General Manager, PrestigeVision 3, 
265 Clifton Blvd.. Westminster. MD 21157. EOE 

News Director: CBS affiliate seeks experienced 
News Director to lead a growing news depart- 
ment in a competitive market. Will oversee day to 
day television and radio news operation including 
budget administration. Must be able to lead and 
motivate. Progressive news management experi- 
ence required. Send tape and resume to: Kendra 
Cooper. WMBD- AM/TV. 3131 N. University. 
Peoria, IL 61604. No calls please. EOE. 

Line Producer for FREEDOM SPEAKS, a week- 
ly half hour public affairs broadcast produced by 
the Freedom Forum's Media Studies Center in 
NY. Wanted: Seasoned producer with line produc- 
ing, writing, booking and field producing skills. 
Duties will include creating lineups. pre interview- 
ing guests. writing scripts and taking the Shaw 
into the control room. Applicant should have fve 
plus years producing experience in news or pub- 
lic affairs. Interest in and knowledge of media 
issues a must. We are an equal opportunity 
employer. Send cover letter and resume to MSC 
Broadcast Department, 580 Madison Avenue. 42 
floor, New York, NY 10022 or Fax 212- 317- 7553. 

KTXL FOX40, a Tribune broadcasting station, 
is seeking an experienced Executive Produce- to 
help shape the production and promotion of the 
nightly newscast. Minimum 5 years actual 
newscast productions experience, superior writ- 
ing skills and a strong visual sense. Familiarity 
with non -linear edit systems and graphic creation 
systems desired. Major responsibilities will in- 
clude shaping the content of the newscast by 
working with reporters, photographers and pro- 
ducers to mold stories into the Fox broadcasting 
style. Other duties will include copy- editing the 
show. writing and executing the nightly pr me 
time updates /teases and maintaining a com- 
petitive overview of other stations Please send; 
fax your resume, sample tape and a letter de- 
scribing your vision of a credible, winning 
newscast that stands out in a crowd of competi- 
tion to: Human Resources, KTXL FOX40, 4355 
Fruitridge Road. Sacramento. CA 95820. Fax 
(916) 739 -1079. Please indicate source from 
which you are applying. EOE. 
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FOX NEWS in the Fort Myers Naples market 
seeks a Co- Anchor for its established and award - 
winning newscast. Minimum five years anchor 
experience preferred. Accomplished reporter a 
plus. Send non -returnable tape and resume to 
FOX WFTX -TV, Attn: Mark Pierce, 621 SW Pine 
Island Road. Cape Coral, FL 33991. WFTX -TV is 

an Equal Opportunity Employer. 

Assignment Editor (Job *300 AEIP): WGNX 
CBS46 is seeking an aggressive, highly or- 
ganized journalist to run our dayside assignment 
desk. Must have superb people skills. Knowledge 
of Atlanta and Georgia news definitely a plus. 
Successful candidate will have at least 3 to 5 

years experience in a medium or major market. 
Send resume to: Paul Powers. Assignment Man- 
ager, WGNX -TV. 1810 Briarcliff Rd., NE. Atlanta. 
GA 30329 or email to: ppowers @wgnx.com. No 
calls please! 

HELP WANTED PROMOTION 

Promotions Producer. Create cutting edge 
on -air promotions including image and news 
topicals. Must have 3 -5 years experience with 
strong news promotion background. Submit re- 
sume. tape and who your favorite super hero is 

to Brent Struense. KYW -TV 3 Creative Services. 
101 S. Independence Mall East. Philadelphia. PA 
19106 (no phone calls. please). EOE M/F ADA. 

Promotion Producer. WYFF -TV, the NBC af- 
filiate in Greenville. SC is looking for a talented. 
creative. and energetic Promotion Writer Pro- 
ducer to join our team of professionals. You will 
be responsible for daily news topicals. pops. 
series and other news promotion. The qualified 
candidate will possess strong writing skills and 
have at least 2 -3 years experience in News pro- 
motion. AVID editing a plus! Send resume and 
reel to: WYFF TV. Human Resources Manager. 
P.O. Box 788. Greenville. SC 29602. WYFF is an 
Equal Opportunity Employer. 

Promotion Manager. Midwest CBS affiliate 
owned by one of America's premier multi- station 
broadcast groups has an immediate opening for 
an experienced and creative Promotion Manager. 
The person will need to be well- organized with 
strong management and team skills. Must be 
able to implement and schedule News and sta- 
tion program promotions to bring viewers to the 
station. Knowledge of digital editing is essential. 
The station has been recognized nationally for its 
hard -hitting and creative Promotion and News 
campaigns. It was a national Emmy finalist in 
1998 and winner of many other awards. If you 
think you fit the bill and want to be part of an ag- 
gressive and professional local affiliate. send 
videotape. resume. references. and cover letter 
stating your professional experience to: Human 
Resources. WANE -TV. 2915 W. State Boulevard. 
Fort Wayne. IN 46808. Please. no phone calls. 
EOE. 

TV Promotion Producer. Albany, NY FOX af- 
filiate seeks experienced, self -motivated. highly 
creative promotion producer. Able to produce out- 
standing news topical and station image promo- 
tions. Strong writing skills a must. Shooting and 
editing experience required. Join the most 
creative promotion department in NY's capital re- 
gion! Resume and non -returnable tape to: 
Personnel, WXXA -TV FOX23, 28 Corporate Cir- 
cie Albany NY 12203 No calls. EOE 
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HELP WANTED CREATIVE SERVICES 

GRAPHIC I)F,SI(:1F,R 
KGO-TV is seeking a graphic designer to 
produce daily news graphics. support 
promotion. print and web design. Must he 

available to work flexible hours and overtime. 
Must have a minimum of 3 years experience in 
television graphics and he proficient with 
Macintosh and Quantel equipment. Paintbox. 
Picturebox and Hal experience is a plus. 
Application deadline is October 9. 1998. Please 
send resume. cover letter. non -returnable tape 
and print samples to: 

KOOTELEVISION 

KGO- TV /ABC7 
900 Front Street 

San Francisco, CA 94111 
Ann: Kathryn Cox, Personnel Manager 

1a ILpad Og ssfl il/v Erephva -r 

KADN -TV FOX 15, the new number one TV sta- 
tion in Lafayette. LA.. is seeking a director of 
creative services. Candidates should be able to 
perform all functions of creating, writing, and pro- 
ducing all on -air elements for station promotions. 
If you feel like your creative freedom has been sti- 
fled. you can let loose here. Off the wall, in- 
novative, head -turning. MTV style promotional 
spots are what we want. If you can deliver, we 
want you! Send your resume to Mike Reed. Gen- 
eral Manager. KADN -TV, 1500 Eraste Landry 
Rd.. Lafayette, LA 70506. EOE 

Post -Production /Promotions Editor: CBS O &O 
is looking for a dynamic editor to create cutting 
edge on -air promotion, graphic animation beds, 
and commercials. Must have at least 3 years of 
advanced post- production experience; be able to 
work independently and /or with a producer; and 
be proficient in Windows 95 and technical 
equipment DVE 9100 Edit Cont, Abekas A -8150 
switcher, A -57 DVE, A -72 character generator, 
and D /ESAM 800. Send resume and tape to 
Brent Struense. KYW -TV 3 Creative Services 
101 S. Independence Mall East. Philadelphia, PA 
19106 (no phone calls, please). EOE M/F ADA. 

Graphic Designer. WOIO /WUAB TV in 
Cleveland. Ohio. a Raycom Media station, has 
an immediate opening for a Graphic Designer. 
Requires a degree in graphic design. 3+ years 
experience in TV broadcasting, proficiency with 
Macintosh desktop systems, and production of 
on air graphics. We are an EOE and qualified 
minorities and females are encouraged to apply. 
Submit resume and pay requirements to (no 
phone calls): Don Zavesky, Art Director, WOIO/ 
WUAB TV, 1717 E. 12th St., Cleveland, Ohio 
44114, Fax 216 -515 -7185. 

HELP WANTED PRODUCTION 

Production Manager. WPGH in Pittsburgh is 
looking for Production Manager to oversee pro- 
duction for all materials for air. Background in 
News critical. 3 -5 years exp. as Production Man- 
ager preferred. Director exp. a must. No calls. Re- 
sume to Stuart Powell. Regional Dir., WPGH 
FOX 53, 750 Ivory Avenue. Pittsburgh, PA 
15214. EOE M /F. 

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. 

Producer /Editor /Director: Touching people 
through television has never been so exciting 
and rewarding. Growing network of full power 
Christian TV stations seeks a Producer /Editor 
Director to create breakthrough promos, com- 
mercials and programs. If you have out- of -the- 
box ideas; 2 years of directing, producing and 
editing experience; strong visual sense; non- 
linear editing knowledge: writing skills and a 

passion for propelling the gospel via TV... We 
want you! We offer excellent working conditions 
and salary and the opportunity to grow with us. 
Send your hot demo reel and resume to Carlos 
Rodriguez, The Victory Television Network, 701 
Napa Valley Dr., Little Rock, AR 72211. EOE. 

Former Network TV News Producer sought for 
lucrative ($75K +) NYC. DC, SF, LA -based posi- 
tion as a consultant to an expanding, high - 
powered SF -based TV publicity firm with national 
clients and contacts. We do publicity to high 
journalistic standards. We require the same com- 
mitment plus a good working relationship with in- 
fluential contacts at the network TV news level. 
Must be e-mail and Internet savvy. Work from 
your home year -round, on easy schedule. Send 
resume plus general outline of areas of media in- 
fluence to: Primetime Publicity. 30 Hamilton 
Lane. Mill Valley, CA, 94941. 

Audio Operator /Computer Editor. WISH -TV 
has an opportunity available for a full time audio 
operator /computer editor. Editing experience with 
Ampex DCT 500e editor. Chyron MAX, Ampex Vis- 
ta switcher and ADO. ADM and Wheatstone 
1000 audio board. Will edit projects for all station 
departments and outside clients. Good people 
skills a must. Computer literacy and scheduling 
flexibility necessary. College degree in field, ex- 
perience in studio production. No phone calls. Re- 
sume to Production Manager, WISH -TV, PO Box 
7088. Indianapolis, IN 46207. M /F, EOE. Equal 
Opportunity Employer. 

HELP WANTED ADMINISTRATION 

Full -time broadcast TV lecturer for academic 
years 1999 -2000 and 2000 -2001. Teach televi- 
sion news, production, and related courses. 
Advise student TV station in addition to teaching 
beginners' reporting and newswriting. Other 
courses within the candidate's areas of specialty 
or interest available. Salary commensurate with 
qualifications and experience. Master's in journal- 
ism or related field preferred. Professional expe- 
rience experience as a reporter for broadcast 
media required. Bachelor's acceptable with subs- 
tantial recent experience in a metro broadcast 
market. Multimedia expertise a definite plus. 
Teaching experience at college level is desirable. 
Refer to Recruitment Code #93025 and send let- 
ter of application, resume. three current letters of 
reference, and official transcripts to Dr. Nishan 
Havandjian. Head, Journalism Department. Cal 
Poly State University, San Luis Obispo, CA 
93407. Applications must be postmarked by 
November 9, 1998. Cal Poly is strongly committed 
to achieving excellence through cultural diversity. 
The university actively encourages applications 
and nominations of women, persons of color. 
applicants with disabilities, and members of other 
underrepresented groups. AA/EEO. 
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HELP WANTED MISCELLANEOUS 

Belo owns 17 television stations reaching 14% of the 

country including: 4 ABC affiliates, 6 CBS affiliates, 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 listed 

below. When sending your resume. please indicate (by 

job number) in which position you have interest. 

Tulsa, OK, KOTV CBS 
Technical Director 
Two fears experience in production at broadcast facility in 

technical directing and college degree preferred. #BC18 -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 versatility M all types of studio 
equipment. #BC18 -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 have sold 
advertising, preferably radio or television and, in par- 

ticular, News/Talk Radio. Skills in communication both 
written and oral, are important: dependable trans- 
portation is required. Minimum 2 years sales experi- 
ence. #BC18 -03 -1 

San Antonio, TX, KENS CBS 
Account Executive (TV) 

Qualified applicants should have a minimum of 2 

years outside sales experience, a working knowledge 
of Nielson ratings and applications. basic computer 
skits, and a familiarity with meda and production; 
dependable transportation and professional appear- 
ance are also prerequisites. A desire to succeed and 
self -motivation will reward you with additional respon- 
sibilities and an above average income. #8C18.032 -1 

Spokane, WA, KREM CBS 
News Producer 
A unique opportunity to join in our news staff of experi- 

enced journalists committed to you success. News is #1 

and our viewers deserve the best producer we can find to 

bring them the most watchable local newscast in Spokane. 
Rush resume and non -returnable lape. #13C18 -04 -1 

Boise, ID, KTVB NBC 
Executive News Director 
Responsible for the overall journalistic standard and 
strategic direction of the top media company in the 
State of Idaho. 2 -3 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 as a public spokesperson. #BC18 -05 -1 

Hampton -Norfolk, VA, WVEC ABC 
News Producer 
Belo's ABC affiliate in the Hampton Roads are of Vir- 

ginia. WVEC -TV, has an ,mmediate opening for an 
experienced (minimum of three years) News Producer 
who will supervise Reporters in their assignments and 
be responsible for timing and controlling the flow of 

the newscast during air time. Journalism degree pre- 

ferred. Send non -returnable VHS tape with resume. 

#BC18 -06 -1 

Sacramento, CA, KXTV ABC 

Promotion Manager 
Seeking highly creative and organized individual. Mini- 
mum 3 -5 years experience in TV promotion and mar- 

keting. College degree preferred. #BC18 -07 -1 

St. Louis, MO, KMOV CBS 

Sales Research Analyst 
Minimum 2 -3 years computer experience and exten- 

sive working knowledge of MS Office software. Mini- 
mum 1 -2 years sales, advertising and research experi- 
ence. College degree required. #BC18.09 -1 

Houston, TX, KHOU CBS 
Morning Show Executive Producer 
We are seeking a journalist first and foremost. Primary 
responsibilities will include scheduling, coaching. writ- 
ing. and production critiques. Create a sizzle each 
newscast. 3 years experience in top 30 market pre- 
ferred. #BC18 -10 -1 

Houston, TX, KHOU CBS 

Graphic Artist 
Must have 3 -5 years of broadcast experience. We are 
looking for a seasoned paint box designer with experi- 

ence on Hal and SGI. #BC18 -102 -1 

Charlotte, NC, WCNC NBC 

Producer 
Looking for 2 years news producing experience in a 

small to mid -size market. #BC18 -11 -1 

Portland, OR, KGW NBC 

Executive Producer 
Executive produce daily newscasts. Work with produc- 

ers, assignment desk personnel, and other news man- 

agers and staff to coordinate and execute high quality, 

journalistically sound newscasts. Requires a proven 
news manager with at least 5 years local news producing 

experience and leadership abiliy. #BC18 -13 -1 

Portland, OR, KGW NBC 

Traffic Operations 
Seeking a candidate with 2 years experience in televi- 
sion traffic, 2 years experience in BIAS traffic comput- 
er system, and 1 year experience with Windows - 
based programs. Responsibilities for production of 

traffic logs include inventory maintenance. pre -log 
check of daily spot placements and best use of inven- 
tory. #BC18 -132 -1 

Dallas, TX, TXCN 

Research Director 
Belo's 24 -hour Texas Cable News Channel seeking candi- 

date with 2 years experience in local media research. Col- 
lege degree in related field required. #BC18 -14 -1 

Dallas, TX, TXCN 

Newscast Producer 
Belo's 24 -hour Texas Cable News Channel seeking 
news producers with 1 -2 years experience writing and 
producing local news. Understanding of news automa- 
tion and non -linear editing systems. College degree in 

related field required. #BC18 -142 -1 

New Orleans, LA, WWL CBS 

Director of Sales and Marketing 
Responsible for overall sales and marketing opera- 
tions of the station. Minimum 5 years sales manage- 
ment experience. #BC18 -15 -1 

Seattle- Tacoma, WA KING NBC 
Assistant News Director 
Minimum 3 years news management experience 
preferably in the top 30 markets. Proven leadership 

skills. and a strong passion for developing an enter- 
prising culture. #BC18 -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 ma-- 

keting presentations for current and potential advertis- 

ers. Minimum 2 -5 years television experience required. 

College degree in marketing or business preferred. 
Knowledge of WordPerfect 6.1. TV Scan. Scarborougn. 

Excel and LAN necessary. #BC18 -17 -1 

Louisville, KY, WHAS ABC 

Internet Sales Person 
WHAS11. market leader, is looking for a dynamic individ- 

ual with 2 -3 years of marketing, sales experience in 

media. Requires excellent communication skills and the 

ability to deliver creative. high -impact sales presenta- 

tions. Good organizational and prospecting skills are 

essential. Must possess a thorough understanding of she 

Internet and related Microsoft systems. College degree 

preferred. #BC18-18 -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 approach- 

es to producing the news. Must exercise good news 

judgement and have the ability to adapt quickly to 

changes during live broadcasts. College degree pre- 
ferred. #BC1 B -182 -1 

Seattle, WA, NWCN 

Director of Sales and Marketing 
Responsible for budgeting. forecasting, inventory control. 

market research. and new business development. Must 

have 3 years sales management experience. #BC18 -19 -1 

Seattle, WA, NWCN 

General Sales Manager 
We are seeking someone who is aggressive, creatve. 
and possess strong management skills. Will report 
directly to the President. #BC18-192-1 

Albuquerque, NM, KASA FOX 

General Sales Manager 
Our current GSM is off to be a General Manager. so "your 
Home Team" is looking for a new sales LEADER. 

Responsibilities include overseeing generation of all tradi- 

tional and non -traditional revenues (with a heavy local 

emphasis). sales budget. strategic planning, sales promo- 

tions, ideas. motivator. guidance. counselor. etc.; the 

whole package for a television sales operation. If you're 
motivated...ready for a challenge and a great opporturity 
in a wonderful place to live...come "Home- to KASA. 

#818 -20 -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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CLASSIFIEDS 

HELP WANTED MARKETING 

KMSS FOX 33 Shreveport has an immediate 
opening for a Promotions Marketing Director. 
Qualified applicants should send their resumes to 
KMSSTV. Attn: Joe Sugg. 3519 Jewella Ave. 
Shreveport, LA 71109. 

BUSINESS OPPORTUNITIES 

The Frankie V. Radio/TV Show. For on -air. syn- 
dication and investment work. Call 508- 999 -7327 
or E -mail: frankie_v @Hotmail.com. 

CABLE 

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 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). 

ALLIED FIELDS 

HELP WANTED INSTRUCTION 

Doctoral Assistantships. The University of 
Tennessee seeks outstanding candidates for 
doctoral study. Coursework emphasizes commu- 
nication theory and research. Broadcasting, jour- 
nalism. P.R.. advertising. speech communication. 
and information sciences concentrations. M.S. 
degree and GRE required. 2 -3 years coursework, 
plus dissertation. Teaching assistantships possi- 
ble. Application for Fall 1999 due March 1. Also. 
M.S. in media management. Contact Dr. H. 

Howard. Communications, University of Ten- 
nessee. Knoxville. TN 37996 -0347. 

HELP WANTED TECHNICAL 

Maintenance Engineer. Southern California 
Broadcast Rental company has a great op- 
portunity for a hands-on experienced individual 
with thorough knowledge of broadcast equip- 
ment, post production systems and related 
equipment. Associate degree in electrical 
engineering or electrical technology preferred. 
minimum 5 years experience repairing & maintain- 
ing equipment at the component level required in- 
cluding. a high level knowledge of video systems 
& signals. Fax resume & salary history to Wexler 
Video 818/563 -5951. 

WANT TO RESPOND TO A BROADCASTING & 

CABLE BLIND BOX ? 

Send resume tape to: 
Box 

245 West 17th St.. New York, New York 10011 
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Burk Technology, a manufacturer of transmit- 
ter remote control systems. audio switchers and 
EAS equipment. has an immediate opening for a 

Sales Engineer. This individual will have a 
broadcast engineering background. Familiarity 
with transmitters. STL's, TRL's. remote control in- 
terconnection and DOS /Windows computers is re- 
quired. SBE Certification as well as experience 
with Microsoft Office software. drawing /CAD pro- 
grams. and Novell is a plus. The Sales Engineer 
will assist customers and dealers with system con 
figuration and equipment specification, and will 
provide technical support. The position demands 
excellent verbal and written skills, and the ability 
to deal with clients in a patient. methodical way. 
This is an excellent opportunity for the engineer 
looking to move into sales and manufacturing. 
Burk Technology is an Equal Opportunity 
Employer. Forward resumes to: Sales Manager. 
Burk Technology, 7 Beaver Brook Road. Lit- 
tleton, MA 01460. FAX to: (508) 486 -0081. No phone 
calls please. 

HELP WANTED MARKETING 

Customer 
Communications 

Manager 
PanAmSat Corporation, the world's largest 

commercial provider of satellite services, 

seeks a communications and marketing 

professional to develop and manage 

global customer communications for our 

Greenwich, CT office. 

Candidate should have 3 -5 years special- 

ized corporate business -to- business 
experience. A strategic thinker with 
superior written and oral communication 

skills, strong organizational skills, ability 

to develop InterneUFxtranet, collateral 
material and marketing presentations. 

Understanding of broadcast or telecom 

markets a plus. 

Send cover letter, resume and salary 
requirements to: MT Braun, PanAmSat, 
One Pickwick Plaza, Greenwich, 
CT 06830 or FAX: (203) 622 -9163, 
Attn: Corp. Comm. Recruiting. We 

provide a competitive salary and benefits 

package. Please visit our website at: 

www.panamsat.com. EOE 

PanAmSat 
HELP WANTED MANAGEMENT 

GENERAL MANAGERS 
Major Broadcast Svice Co. has openings for General Mgrs in 

Northeast markets. Exp must include radio or TV station &for 
sales mgt with a 'hands-on' work approach. Ideal candi- 
date will be able to maximize profitability. build relationships 
8 hire great people. Northeast contacts a e. Our client's 
employees are aware of this ad. Call ASAP: Laurie Kahn, 
(312) 944 -9190, Media Staffing Network. Candidates can 
also schedule appt w /Laune ® the NAB conference. 

SENIOR SALES MANAGEMENT 
Summer is over, time to concentrate on your career. 
Media Staffing Network (formerly Rep Temps) has 
been hired to fill several Sr. Sales Management 
positions in broadcasting. Please contact us imme- 
diately if you or someone you know is interested in 
making a move. All inquiries are confidential. 

Call Laurie Kahn (312) 944 -9194 

HELP WANTED PRODUCTION 

Producer or Public Relations Pro for Book Pro- 
ject. Must have experience and excellent con- 
tacts for booking celebrity and everyday people 
for interviews. Call (610) 667 -1908 or Fax re- 
sume (610) 660 -9188. 

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. etc.). 
Published biweekly. For subscription information: 

(800) 335 -4335 

Entertainment Employment JournalTM 
email: info @eej.com 

Just For Starters: Entry-level jobs and "hands - 
on" internships in TV and radio news. National 
listings. For a sample lead sheet call: 800 -680- 
7513. 

WANTED TO BUY EQUIPMENT 

Used videotape: Cash for 3/4" SP. M2 -90's, 
Betacam SP's. Call Carpel Video 301 -694 -3500. 

FOR SALE EQUIPMENT 

STOCK 
ANSWERS. 

For video duplication, demos, 
audition reels, work tapes, our 
recycled tapes are technically 
up to any task and downright 
bargains. All formats, fully guar- 
anteed. Toordercall: 

(800)238 -4300 CARPEL 
VIDEO 

Lowest prices on videotape! Since 1979 we 
have been beating the high cost of videotape. 
Call Carpel for a catalog. 800 -238 -4300. 

AM and FM transmitters, used. excellent condi- 
tion. tuned and tested your frequency. Guaran- 
teed. Financing available. Transcom. 800 -441- 
8454.215- 884 -0888. Fax 215- 884 -0738. 
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FOR SALE STATIONS 

Nebraska small- market AM /FM combo 

Solid revenue base, positive cash flow 

Ideal for owner /operator or regional group 

Attractively priced 

Some seller financing available 

West Virginia small- market AM /FM combo 
Established revenue base, growth available 

Ideal for owner /operator 

Attractively priced 

Seller financing available 

Fax expression of interest in either property to (410) 740 -7222 

('OI \IUNICA'I'IONS 

Profitable NC AM - $265,000 

Central VA FM - $750,000 

Shenandoah Valley Combo - $1.3 M 

8NOWDEN Associates 
Tan Snowdon - 2oph Potts 
252455-0327 F. 252.355.8386 

Midwest Duopoly 
2 FM duopoly in un -rated 

Midwest market 

Rapidly growing revenues and cash 
flow 

Perfect for owner /operator or reg'l 
group owner 

Priced at $1,800,000 

Very attractive multiple of cash 
flow 

Fax expression of interest to 
(410) 740-7222 

..ry 
l'.a:TRICK II CO\M Mll'N I( - \T1ONS 

Radio Acquisition Seminar 
Learn how to get financing and buy right. 
Six hours. one -on -one. Topics: 1998 
industry update, search. values, negotiation. 
market and .union due diligence and others 
v,w ch,o.e from evpeneneed 0kner. 
I-ut dclail. call Kubin Martin - 21122- 919.911911 

The Deer River Group 

FM DUOPOLY 
Big Class "C" & rights to 

LMA /Buy new "Cl" on same 
tower serving central 

AZ/Phoenix. 
$7.5M cash, firm 

SERAFIN BROS. 
813- 885 -6060 

CENTRAL MAINE 
recreational market FM. Only station 
in its county. Real community radio. 

New equipment. Solid staff. 
$250,000. 

Mel Stone 

Kozacko Media Services 

Call 207 -799 -8804 

FLORIDA & CAROLINA'S 
FM- Class C2 FI. Resort Market $1.3M 
AM /FM Class C Coastal Carolina's ..31.850M 
AM/FM Class C 100 Kw FI. coastal ....$11.0M 
FM- Class A Coastal Carolinas $750K 
FM- FI. Atlantic Coast Class C3 $2.7M 

HADDEN & ASSOC. 
(0) 407-365-7832 (FAX) 407-366-8801 

Full -Time AM station near major NE market - 
good potential for upgrade. Absentee owner. 
Profitable. 500K. Sales Group 781 -848 -4201. 

Missouri: AM/FM combo near St. Louis. 
$1.95M firm. Qualified Principals. 573- 449 -3883. 

CLASSIFIEDS 

Buying or selling a station? 
Call lawyer who's been there. 

Barry Skidelsky, Esq. 
5 years' experience 

programrring, sales & management. 
655 Madison Avenue, 19th floor 

New York NY 10021 
(212) 832 -4800 
At NAB /Seattle 

Call for appoinment 
or contact at Seattle Sheraton 

CAPTIONING SERVICES 

CI boning For Less! 
Digital Captioning 

and Subtitling 
2 -3566 

Broadcastin 
&Cable 

OMMI-E 
Place Your 
Ad Today. « 

Classified adtrertisets it 
Bloaccasting Et Cab e can post 
the r ad on our website Updated 
drily, it's the industy's most rad 
and most corepreheisie orliin_ 
list ng. Plus, as the inikstry's only 
cstzcorized online fisting, you-ac 
iseasier to find. 
Placeyour ad today -see it today! 

... See Resumes 
Tomorrow 

For more inform2tion: 
Anb nette Pellegrino 212337.70:3 
email: spellegrirlo(d cahner.com 

Fraice:ca Mazzucca 212.337.8962 
email: finaaucca:a cahrers.om 

ADVERTISE on 
www.troadcastinscable.com 

Broadcasting 
C ìble 

OCTOBER 5,1018 / BROADCA3TIN6 & CABE_ 75 

www.americanradiohistory.com

www.americanradiohistory.com


CIAaaIFIE1i 

K 

Glasìfieils 
Order Blank (Fax or Mail) 

CLASSIFIED RATES 

Display rate: Display ads are $218 per column inch. Greater frequency 
rates are available in units of 1 inch or larger. 
Non -Display rates: Non -Display classified rates (text only) are $2.50 per 
word with a minimum charge of $50 per advertisement. Situations Wanted 
rates are $1.35 per word with a minimum charge of $27 per advertisement. 
Blind Boxes: Add $35.00 per advertisement 
Deadlines: Copy must be in typewritten form by the Monday prior to pub- 
lishing date. 

Category: 

Ad Copy: 

Date(s) of insertion: 

Line ad -I Display 

Amount enclosed: 

Name: 

Company: 

Address: 

City: State: Zip: 

Authorized Signature: 

Check 1 

Credit Card #: 

Payment: 
Visa -I MasterCard 1 

Name on Card: 

Exp. Date: Phone:_ 

Amex 

Clip and Fax or Mail this form to: 
B&C 

245 W. 17 Street NYC 10011 Attention. Antoinette Pellegrino or Francesca Mazzucca 

FAX NUMBER: 212-206-8327 
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BROADCASTING 8 CABLE'S CLASSIFIED RATES 

All orders to place classified ads 8 all correspon- 
dence pertaining to this section should be sent to 
BROADCASTING 8 CABLE. Classified Department, 
245 West 17th Street. New York, NY 10011. For infor- 
mation call Antoinette Pellegrino at (212) 337 -7073 
or Francesca Mazzucca at (212)337 -6962 . 

Payable in advance. Check, money order or credit 
card (Visa. Mastercard or American Express). Full 

and correct payment must be in writing by either let- 
ter or Fax (212) 206 -8327. It payment is made by 
credit card, indicate card number. expiration date 
and daytime phone number. 

Deadline is Monday at 5:00pm Eastern Time for the 

following Mondays issue. Earlier deadlines apply for 
issues published during a week containing a legal 
holiday. A special notice announcing the earlier dead- 
line will be published. Orders, changes, and /or can- 
cellations must be submitted in writing. NO TELE- 
PHONE ORDERS. CHANGES. AND /OR CANCELLA- 
TIONS WILL BE ACCEPTED. 

When placing an ad, indicate the EXACT category 
desired: Television. Radio, Cable or Allied Fields: Help 
Wanted or Situations Wanted: Management, Sales. 
News. etc. If this information is omitted. we will 
determine the appropriate category according to the 
copy. NO make goods will run if all information is not 
included. No personal ads. 

The publisher is not responsible for errors in print- 
ing due to illegible copy -all copy must be clearly 
typed or printed. Any and all errors must be reported 
to the Classified Advertising Department within 7 

days of publication date. No credits or make goods 
will be made on errors which do not materially affect 
the advertisement. Publisher reserves the right to 
alter classified copy to conform with the provisions 
of Title VII of the Civil Rights Act of 1964. as amend- 
ed. Publisher reserves the right to abbreviate. alter or 
reject any copy. 

Rates: Classified listings (non -display). Per issue: 
Help Wanted: $2.50 per word. $50 weekly minimum. 
Situations Wanted: 1.35e per word, $27 weekly mini- 
mum. Optional formats: Bold Type: $2.90 per word. 
Screened Background: $3.00. Expanded Type: $3.70 
Bold. Screened, Expanded Type: $4.20 per word. All 
other classifications: $2.50 per word. $50 weekly 
minimum. 

Word count: Count each abbreviation, initial. single 
figure or group of figures or letters as one word each. 
Symbols such as 35mm, COD, PD etc.. count as one 
word each. A phone number with area code and the 
zip code count as one word each. 

Rates: Classified display (minimum 1 inch, upward 
in half inch increments). Per issue: Help Wanted: 
$218 per inch. Situations Wanted: S109 per inch. 
Public Notice 8 Business Opportunities advertising 
require display space. Agency commission only on 

display space (when camera-ready art is provided). 
Frequency rates available. 

Color Classified Rates 
Non -Display: Highlighted Position Title: $75. Dis- 

play: Logo 4 /C: $250. All 4 /C: $500. 
Online Rates: $50 additional to cost of ad in magazine 

Blind Box Service: (In addition to basic advertising 
costs) Situations Wanted: No charge. All other classi- 
fications: $35 per issue. The charge for the blind box 
service applies to advertisers running listings and 
display ads. Each advertisement must have a separate 
box number. BROADCASTING 8 CABLE will now for- 
ward tapes, but will not forward transcripts. portfo- 
lios. writing samples. or other oversized materials: 
such are returned to sender. Do not use folders, 
binders or the like. Replies to ads with Blind Box 
numbers should be addressed to: Box (number). c/o 
Broadcasting 8 Cable. 245 W. 17th Street. New York, 

NY 10011 

Confidential Service. To protect your identity seal 

your reply in an envelope addressed to the box num- 
ber. In a separate note list the companies and sub- 
sidiaries you do not want your reply to reach. Then. 
enclose both in a second envelope addressed to CON- 
FIDENTIAL SERVICE. Broadcasting 8 Cable Maga- 
zine. at the address above. 
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PROFESSIONAL CARDS 

du Trell, Lundin & Rackley, Inc 
Consulting Engineers 

240 N. Washington Blvd. Suitt 700 
Sarasota. FL 34236 

PHONE:(941)366 -2611 
FAX:(941)366 -5533 

Member AFCCE 

John F.X. Browne 
& Associates 

A Professional Corporation 
Member AFCCE 

BROADCAST / TELECOMMUNICATIONS 
Bloom /geld Hills, MI Washington. DC 
248.642 6226 (TB) 272.293 2020 
248 642 6027 (FAA) 202 293 2021 

www )Fxb coin 

E. Harold Munn, Jr., 
& Associates, Inc. 

Broadcast Engineering Consultants 

Box 220 
Coldwater, Michigan 49036 

Phone: 517- 278 -7339 

MMUN`` 

ICATIONS TECHNOt.OG1FS 1hc. 
M(IAIX'.STl:xcdF}}IIw,Y(xniT.YR 

Clarence M Beverage 
Laura M Murals 

PO 0o. 61130. Manton. NI Cn15! 

16011 98541177 FAX: )609) 9$S -8124 

=CARL T. JONES= 
CORPORATIOV 

CONSULTING ENGINEERS 

7901 YARNWOOD COURT 
SPRINGFIELD, VIRGINIA 22153 

( 703) 569.7704 
aEarBO 4/CCI 

HAMMETT & EDISON, INC. 
I l )NSVI I IN(. INS.INI I It 

Bo. 280068 
San Francesco ( hlorni 94128 

HE 707/996-5200 
202/396 -5200 

r MAC rnYn.'h+ ., n 

Mullaney Engineering, Inc. 
Consulting Telecommunications Engineers 

9049 Shady Grove Court 
Gaithersburg, MD 20877 

301- 921 -0115 

Member AFCCE 

LOHNES AND ('l'LVER 
CONSULTING RADIO ENGINEERS 

8309 Cnelry Lane 
laurel. MD 20707 4830 

1301) '76 4488 
' Lr)C 

Sa.;- war Member AFCCE 

CARL E. SMITH 
CONSULTING ENGINEERS 

AM FM TV Engineenng Consultants 
Complete Tower and Rigging Services 

..11.lint Ihr h. exhio usi injuries Iles 
nowl NI,lrl., 

Box 807 Bath, Ohio 44210 
(330) 659-4440 

COHEN. DIPPELL AND EVEN1T. P.C. 

CONSULTINO ENGINEERS 
Donsmic Ind Intem.wnel Come unicenon. 

Since 1937 
l' sr8(11, x. e.. 0,1E .IDO 

wEANDEGE061. De 20006 
000841 (2021 890 0111 rRx. 12071 8980095 

E man: odepCQwoddnet eNeei 
Member AFCCE 

DENNY 
Member AICCE 

Denny & Associates,Pc 
Consulting Engineers 

Px 202 452 5630 

ir 202 452 5620 

(M into mtennycorn 

HATFIELD & DAWSON 
4e\sl 1 rra. I \4.1 \FI H 

'19111) ()RI I \s4w1U AV .. `. 
SI >I II I, u 4H11\4.l4,] 981113 

!IR.1'\i91c1 I x, 21111 'Su 14 

\II Still x Al 11 

F.W HANNF.L & ASSOCIATES 
Hegr.xlered Pr, dess,nmd .$ rrquieen- 

91 I Edward Street 
Henry. Illinois 61537 

( 309) :k;4 -0903 
Fax (309) 364 -3775 

YOUR CARD HERE 

Call: 
(202) 659 -2340 

WALLACE 

Dennis Wallace 

SPECIALIZING 

IN DIGITAL TELEVISION 

101 West Ohio St. 

206 Floor 

Indianapolis, IN 

46204 

(3)7) 684.6154 
wallacedh@ool.com 

Cavell, Mertz & Perryman, Inc. 
Engineering. Technnlogv 
& .tlanugernenl Solutions 

10:310 Eaton ('lace. Sorte 2111) 

Fairfax. VA 22030 
(703) 59141110 (2021 :132411 10 

FAX 1703) 591.1)115 

Shoolbrcd I':nnjnc(r,. 

Towers and Antenna Structures 
Ruhen A Shun llhred, 

1040 Morrison Drive 
Charleston, S.C. 29403 (803) 577 -4681 

Brokers 
Get your company out in 

front of the industry 

by advertising in the 

Service Directory. 

Use a card ad to do 

your talking... 

Broadcast Towers 
Analog Digital 
Transmitters lC 
LeB(ANC Broadcast Inc. 

Tel: (972) 664 -1817 Bob Groothnd 
Fax: (972) 664-7476 e.ee,aent 

NATIONWIDE TOWER COMPANY 
1 N11 Ili INN 1INI,N111. 11.11 N\\-1!11 WE 
l I 15 551 NII\INI n II R\I \\1Iy.Ix1's1\I 

INS1'It INI\\R14,11 .1.11.1IRI\1 

1t0 . 1)1)5 1829111:N18.14s' .1 12419 -1927 

PHONE (302) 869.{011 I 1 A !) 869-85011 

24 HOUR EMEHGFA'(1 'n : ! .11'Á11_4n F 

Phone 114 3111177 

114116111 
Fat 114.3811111 

e YM/Ar/1( 
4N71 .Y91S fFSYSTEMS 

Repeat VHF'I'HF FAI 'RIRi4 fine 
'Cawbinn6 FM VHF N4gai4e 
COMPLETE SYSTEM SOLI'TIONS 

Lt -mall /unpre@ns nel hnp'7rwwpmpro corn 

Shively Labs 
FM 8 TV Antennas 

Pattern Studies & RSL Maps 
Filters & Combine 

MumstatIon Solutions 

Tel: (207) 647-3327 
Fab: (207) 6474273 

Web site: www.Mlsey.eom 

YOUR CARD HERE 
Call: 

(202) 659 -2340 

East Coast Video Systems 
Consultants engineers systems integrators 

3 Mars Court 
Boonton. NJ 07005 
201 402 0104 
Fax 201 402 0208 
www ecvs corn on line tn Ume 

RATES 
13 weeks 

$105 /week 

26 weeks 
$90 /week 

52 weeks 
$75 /week 
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DATEBOON 
Oct. 13-1 5-"East Coast Cable '98," conference and exhibi- 
tion presented by Atlantic Cable Show. Baltimore Convention 
Center, Baltimore. Contact: (609) 848 -1000. 
Oct. 14- 17- National Association of Broadcasters Radio 
Show. Washington State Convention and Trade Center, Seat- 
tle. Contact: (800) 342 -2460. 
Oct. 26-28- Southern Cable Telecommunications Associa- 
tion Eastern Show. Orange County Convention Center, Orlan- 
do, Fla. Contact: Patti Hall, (404) 255 -1608. 

Oct. 27- 29- Society of Broadcast Engineers national meeting 
and electronic media expo. Meydenbauer Center, Bellevue 
(Seattle), Wash. Contact: John Poray, (317) 253 -1640. 

Oct. 28-31- Society of Motion Picture and Television Engi- 
neers 140th technical conference and exhibition. Pasadena 
Convention Center, Pasadena, Calif. Contact: (914) 761 -1100. 

Nov. 9- BROADCASTING & CABLE 1998 Hall of Fame Dinner. 
Marriott Marquis Hotel, New York City. Contact: Cahners Busi- 

ness Information, (212) 337 -7158. 

Dec. 1 -4-The Western Show, conference and exhibition pre- 
sented by the California Cable Television Association. Anaheim 
Convention Center, Anaheim, Calif. Contact: (510) 428 -2225. 

Jan. 25.28, 1999 -35th annual National Association of Tele- 
vision Programming Executives program conference and exhibi- 
tion. Ernest Morial Convention Center. New Orleans. Contact: 
(310) 453 -4440. 
April 19-20- Television Bureau of Advertising annual market- 
ing conference. Las Vegas Convention Center, Las Vegas. Con- 
tact: (212) 486 -1111. 
April 19 -22, 1999 -National Association of Broadcasters 
annual convention. Las Vegas Convention Center, Las Vegas. 
Contact: (202) 429 -5300. 
June 13-16, 1999 -48th annual National Cable Television 
Association convention and exposition. McCormick Place, 
Chicago. Contact: Bobbie Boyd, (202) 775 -3669. 

T1118 WEEK 
Oct. 5- Pennsylvania 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- 9- MIPCOM'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. 5.9- "Harris /PBS DTV Express." DTV dual 
seminar series featuring technical and business 
operations seminars presented by Harris Corp. 
and PBS. Boston. Contact: (888) 733 -3883. 
Oct. 6- Pennsylvania Association of Broadcast- 
ers creative advertising seminar. United Artists 
Movie Theater, Manayunk (Philadelphia). Pa. 
Contact: (717) 534 -2504. 
Oct. 6- "Directing Your Career from the Inside," 
breakfast seminar presented by the Rocky Moun- 
tain chapter of Women in Cable & Telecommuni- 
cations. ICI Headquarters, Englewood. Colo. 
Contact: Amy Caudrado, (303) 267 -4349. 
Oct. 7- "Building Value in the Tower Business: 
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. 7- Pennsylvania Association of Broadcast- 
ers creative advertising seminar. Hershey Lodge 
and Convention Center, Hershey, Pa. Contact: 
(717) 534-2504. 
Oct. 8.12- Association of National Advertisers 
89th annual meeting and business conference. 
Naples.Fla. Contact: Gail Roberts, (212) 697 -5950. 

OCTOBER 
Oct. 12.14- Inter -union Satellite Operations 
Group Tripartite 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. Contact: 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 -41st annual Mid -America Cable 
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- 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 -"On the Front Line of Public Inter- 
est," 24th annual National Broadcast Association 
for Community Affairs convention. Philadelphia 

Marriott, Philadelphia. Contact: (202) 857 -1155. 
Oct. 15.17- Alliance for Community Media cen- 
tral states region fall conference. Holiday Inn, Mid- 
land, Mich. Contact: Ron Beacom, (517) 837 -3474. 

Oct. 19- 23-- "Harris /PBS DTV Express," DTV 
dual seminar series featuring technical and busi- 
ness operations seminars presented by Harris Corp. 
and PBS. Indianapolis. Contact: (888) 733 -3883. 

Oct. 20- Leibowitz & Associates P.A. 7th annual 
telecommunications seminar. Orlando Airport 
Marriott, Orlando, Fla. Contact: Patricia Parra, 
(305) 530-1322. 
Oct. 22.23- "Cable Television Law 1998 
Update: Competition in Video Franchising, Inter- 
net and Telephony." course presented by the 
Practising Law Institute. Hyatt Regency, Chicago. 
Contact: (800) 260 -4754. 
Oct. 22.24- Society of Professional Journalists 
national convention. Universal Hilton & Towers, 
Los Angeles. Contact: (317) 653 -3333. 
Oct. 25.27 -North Carolina Association of 
Broadcsters annual convention. Grove Park Inn, 
Asheville, N.C. Contact: (919) 821 -7300. 
Oct. 26- Hollywood Radio and Television Soci- 
ety newsmaker luncheon featuring Gen. Colin 
Powell. Beverly Hilton Hotel. Los Angeles. Con- 
tact: (818) 789 -1182. 
Oct. 26 -Nov. 6- Museum of Television & 

Radio 4th annual Radio Festival. Museum of Tele- 
vision & Radio, New York City. Contact: Chris 
Catanese, (212) 621 -6735. 
Oct. 27 -Women in Cable & Telecommunications 
Washington Gala. J.W. Marriott Hotel, Washing- 
ton. Contact: Janice Alderman. (908) 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. 
Oct. 27- Federal Communications Bar Associa- 
tion Midwest Chapter luncheon featuring FCC 
Comissioner Harold Furchtgott-Roth. Hotel Inter- 
continental, Chicago. Contact: Paula Friedman, 
(202) 736-8640. 
Oct. 27- 28- "Radio Acquisitions and Finance," 
seminar presented by Kagan Seminars Inc. The 
Park Lane Hotel, New York City. Contact: Tim 
Akin, (408) 624 -1536. 
Oct. 28- Federal Communications Bar Associa- 
tion luncheon featuring FCC Comissioner Michael 
Powell. Capital Hilton Hotel, Washington. Contact: 
Paula Friedman, (202) 736 -8640. 
Oct. 28- "Moving Toward the New Millennium," 
lunch seminar presented by the Broadcast Adver- 
tising Club of Chicago. Loyola University Business 
School, Chicago. Contact: (312) 440 -0540. 
Oct. 29-"TV Acquisitions and Finance," semi- 
nar presented by Kagan Seminars Inc. The Park 
Lane Hotel. New York City. Contact: Tim Akin, 
(408) 624-1536. 

NOVEMBER 
Nov. 1.3- Canadian Association of Broadcasters 
Broadcasting '98 convention and national media ex- 
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po. Vancouver Trade and Convention Center, Van- 
couver. British Columbia. Contact: 613 -233 -4035. 
Nov. 4- Pennsylvania Association of Broadcast- 
ers engineering conference. Hershey Lodge and 
Convention center, Hershey, Pa. Contact: (717) 
534 -2504. 
Nov. 4 -12th annual Achievement in Media 
Awards recognizing excellence in Washington - 

area radio. presented by The March of Dimes. 
Omni Shoreham Hotel, Washington. Contact: 
Cynthia Byers. (703) 824 -0111. 
Nov. 11.15- National Association of Farm Broad- 
casters 54th annual convention. Westin Crown Cen- 
ter, Kansas City, Mo. Contact: (612) 224 -0508. 
Nov. 12.13- "Internet and the Law: Legal Fun- 
damentals for the Internet User," seminar present- 
ed by Government Institutes. The Latham Hotel, 
Washington. Contact: (301) 921 -2345. 
Nov. 14- Television News Center reporter train- 
ing seminar, conducted by ABC News correspon- 
dent John Cochran and TNC President Herb Bru- 
baker. Ventana Productions. Washington. Con- 
tact: Herb Brubaker, (301) 340 -6160. 
Nov. 15.17 -National Association of Broadcast- 
ers 1998 European Radio Conference. The 
Palace Hotel, Madrid. Contact: Mark Rebholz, 
(202) 429 -3191. 
Nov. 19- "Gender Differences: Leadership and 
Influence," seminar presented by Women in Cable 
& Telecommunications. Westin Tabor Center. 
Denver. Contact: Laurie Empen, (312) 634 -2353. 
Nov. 19- Federal Communications Bar Associa- 
tion Ninth Annual Charity Auction to benefit See 
Forever/The Maya Angelou Public Charter 
School. Gran Hyatt Hotel, Washington. Contact: 
Paula Friedman, (202) 736 -8640. 
Nov. 19.20- Arizona Broadcasters Association 
46th annual convention and SBE exhibition. 
Tempe Mission Palms Hotel. Tempe, Ariz. Con- 
tact: Art Brooks, 602 -274 -1418. 
Nov. 19 -20- Institut de l'Audiovisuel et des 
Telecommunications en Europe international con- 
ference. Le Corum, Montpellier, France. Contact: 
+33 (0)4 67 14 44 44. 
Nov. 19.20 -Third U.N. Television Forum, pre- 
sented by the International Council of NATAS, 
NHK and RAI. United Nations Bldg., New York 
City. Contact: Linda Alexander, (212) 489 -6969. 
Nov. 23 -26th annual International Emmy 
Awards, presented by the International Council of 
NATAS. New York Hilton Hotel. New York City. 
Contact: Linda Alexander, (212) 489 -6969. 
Nov. 24-8th annual International Press Free- 
dom Awards Dinner to benefit the Committee to 
Protect Journalists. Waldorf- Astoria, New York 
City. Contact: (212) 465 -9344. 
Nov. 30 -Dec. 1 -"New Tools for the New 
Rules: Targeting Customers in a Competitive 
World," pre -Western Show workshop presented 
by CTAM. Anaheim Marriott Hotel. Anaheim, Calif. 
Contact: (703) 549 -4200. 

Major Meeting dates in red 
-Compiled by Kenneth Ray 

(ken.rayOcahners. corn) 
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FIFTH ESTATER 

Comedy Central sales no laughing matter 
Brad Samuels is blessed with the job 
of selling a network that has perhaps 
the hottest series on cable and is 

well over the hump of achieving critical 
mass at a time when other networks are 
either starving or forking over tens of mil- 
lions of dollars for carriage. 

But Comedy Central's senior vice presi- 
dent of affiliate sales still faces the huge 
chore of filling in the remaining gaps in the 
network's distribution base. Most large sys- 
tems have finally added the network -even 
those of giant Tele- Communications Inc., 
which had been slow to give carriage in 
large part because of other disputes with 
Comedy Central's 50% partner, Viacom Inc. 

Now, armed with his own dedicated 
sales force for the first time in the net- 
work's six -year existence, Samuels is 
charged with lifting the network from 54 
million subscribers to 70 million. 

But instead of expanding at the rate of 
100,000, 200,000, or in the case of DBS 
deals, a million subscribers at a clip, Samuels 
has to make headway 5,(100 or 10.000 at a 
time on smaller systems. A runaway hit like 
South Park may have cable customers clam- 
oring for the channel in some markets. but 
getting the room is another issue. 

Aiming for that, Comedy Central created 
its own sales force last year, reclaiming that 
function from Viacom's MTV Networks. 

"We expect to add 5 or 6 million subs 
next year, but we still have to find sys- 
tems," Samuels says. "That's pretty chal- 
lenging when most of the systems are 
20,000 subscribers or less." 

Samuels grew up around radio. His 
father, Perry, spent most of his career in 
the industry, selling ads for stations in 
Albany, N.Y., and Washington and even- 
tually winding up as a senior vice presi- 
dent for the radio operations of Cincin- 
nati -based Avco Group. Perry Samuels 
then bought w1.YK(Fnt), at the time a 

Cincinnati easy -listening station. 
Between college and grad school, 

Samuels worked at his father's station for 
two years, selling ads to local businesses. 

"I honestly don't think he'd have cared 
if I'd been a plumber," Samuels says. But 
he followed his father into the media 
game, going to Michigan State for a bach- 
elor's degree in communications and 
returning for an MA. 

His first job was not in radio but in 
cable, as an affiliate sales account execu- 
tive for Pro Am Sports, the regional sports 

"If we can keep our 
rates reasonable, 
which we intend to 
do, keep a high - 
demand channel, 
which we are, there 
are still opportuni- 
ties out there." 

Brad Johnson 
Samuels 
Senior vice president for affiliate 
sales, Comedy Central, New 
York; b. Aug. 5, 1960, Glen 
Cove, N.Y.; BA, communications, 
Michigan State University, 1982; 
MA, telecommunications, 
Michigan State University, 1985; 
advertising sa es, WLYK -FM, 

Cincinnati, 1982 -84; affiliate 
sales account executive, Pro Am 
Sports, 1985 -36; MTV 
Networks, Chicago: Midwest 
account manager, 1986 -87; 
account director, 1987.90; 
sales director. 1990 -93; vice 
president, affiliate sales, 
Comedy Central, New York, 
1993 -97; current position since 
September 1997; m. Cynthia 
Stanley, May 1990; children: 
Brian, 6, Abby, 4, Emily, 1 

network in Detroit. Alter two years he had 
job opportunities in two places: MTV 
Networks' Chicago affiliate sales office 
and ESPN's Bristol, Conn., headquarters. 

"I just thought MTV would be a little 
bit more fun," Samuels says. He joined in 
1986, working for Rich Cronin, who later 
became general manager of MTV Net- 
work's TV Land and now is president of 
Fox Family Channel. 

After covering Midwest cable systems 
for seven years, Samuels was tapped by 
Bob Kreek. who had been named president 
of Comedy Central. When mounting losses 
forced MTVN's Ha! and Home Box 
Office's Comedy Channel to merge, both 
sides agreed that MTVN should handle 
affiliate sales, building on the clout of its 
other basic cable networks, MTV and Nick- 
elodeon. Kreek still wanted an in -house 
executive to coordinate distribution sales, 
the most critical challenge for a start-up. 

MTVN's affiliate -relations executives 
sell all the programmer's products, not a 
single network. So Samuels was account- 
able for Comedy Central's distribution 
without direct authority over or the full 
attention of the sales force. 

Comedy Central wasn't complaining too 
much. MTVN was able to drive Comedy 
Central into systems and DBS packages 
serving more than 40 million homes by 
1996 -well beyond the critical mass point. 

Last year was a great one: Comedy 
Central increased distribution 17e%. from 
46 million to 54 million. Much of that 
increase came from deals that already 
were in place but were accelerated, partly 
by the success of South Park. Another 
chunk came from a switch from low -pen- 
etration DBS service USSB to DirecTV. 

But Comedy Central faces competition 
for space from dozens of other networks. 
particularly other midsized networks - 
like Cartoon Network. Sci -Fi Channel and 
E! -which also are hammering on those 
same small systems. Comedy Central isn't 
willing to allow operators to add the net- 
work on digital tiers, which will have sub- 
stantially lower penetration than basic. 

"If we can keep our rates reasonable. 
which we intend to do, keep a high -demand 
channel, which we are, there are still oppor- 
tunities out there." Samuels says. "People 
are rebuilding: people do switch channels 
out." Court TV is particularly vulnerable to 
being replaced because of its cable -base- 
ment ratings. he says. -loli,, M. Higgins 
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FATES & FORTUNES 

BROADCAST TV 

John Ross, VP. 
prime time, late 
night and 
Olympic sales, 
CBS Television, 
New York, 
named executive 
VP, sales. 

Appointments at 
NBC Entertain- 
ment, New York: 
Frank Accanino, 
VP, news, entertainment and facilities 
operations, expands his responsibilities 
to include East Coast entertainment 
production operations, NBC News 
operations and New York facility oper- 
ations: Mark Zulli, quality leader, broad- 
cast and network operations, named 
VP, production operations: Lany Thaler, 
director, NBC News studio operations, 
engineering and maintenance, named 
project director, broadcast and network 
operations: Steve Fastook, director, East 
Coast studio operations, expands his 
responsibilities to include news and 
entertainment studio operations. main- 
tenance and engineering: MaryBeth Scali- 

ci, manager, Brooklyn studio opera- 
tions, named director. 

James Ryan, CFO. Busse Broadcasting 
Corp., joins Gray Communications 
Systems Inc., Albany, Ga.. as VP, 
finance and CFO. 

Kimberly Godwin -Webb, news director, 
woto(Tv) Shaker Heights, Ohio, joins 
KXAS -TV Dallas/Fort Worth, Tex.. as 

VP, news. 

Kirk Black, VP /GM, WIBW -TV Topeka. 
Kan., joins WNEM -TV Flint /Saginaw, 
Mich., as GM. 

Jeff LoGrasso, inedia assistant, Saatchi & 

Ross 

Errata 
The picture that accompanied the 
listing for Jeff Apodaca, executive VP, 
sales, at Pseudo Programs Inc., 
Hollywood (Fates & Fortunes, Sept. 
21), was not of Mr. Apodaca. Pic- 
tured was Art Berke, director of com- 
munications, Sports Illustrated, 
New York, who has been named 
VP of communications. We apolo- 
gize for the mistake and ask that 
photo submissions be labeled for 
easy identification. 
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Saatchi Advertising, Los Angeles, joins 
KsDK(TV) St. Louis as producer, cre- 
ative services department. 

Nick Magnini, general sales manager, 
wcm.-TV Charlotte, N.C., joins 
wuTv(Tv) Buffalo, N.Y., in same 
capacity. 

Joe Snelson, director, engineering, 
Meredith Broadcasting's Kcrv(TV) 
Kansas City, Mo., named group VP, 
engineering, Meredith Broadcasting 
Group. 

Stephen Scollard, general sales manager, 
KMVT(TV) Twin Falls, Idaho, joins 
Catamount Broadcast Group, Norwalk, 
Conn.. as director of sales for the 
group's television station properties. 

Appointments at wJLA -Tv Washington: 
Christopher Pike, GM, wHTM -TV Harris- 
burg. Pa., joins as president /GM: Mark 
Burdette, VP /general sales manager, 
accepts additional responsiblities as sta- 
tion manager. 

PROGRAMMING 

Andrew Carl Wilk, 
senior VP, pro- 
gramming and 
production, 
National Geo- 
graphic Televi- 
sion, Washington, 
named executive 
VP. 

Patrick Talamantes, 
Wilk director of corpo- 

rate finance, Sin- 
clair Broadcast Group Inc., Baltimore, 
named treasurer. 

Jerry Giaquinta, VP, corporate market- 
ing, Silicon Graphics, joins Sony Pic- 
tures Entertainment, Culver City, 
Calif.. as senior VP, corporate commu- 
nications. 

Thomas Tardivo, divisional controller. 
Telco Communications Group Inc., 
Chantilly, Va., joins Public Broadcast- 
ing Service, Alexandria, Va., as con- 
troller, PBS Learning Media unit. 

David Brooks, independent consultant, 
joins Miramax Films, New York, as 

executive VP, new ventures and mar- 
keting. 

Faye Consadine, sales administrator, Syd- 
ney Swans (football organization). Syd- 
ney, Australia, joins Twentieth Century 
Fox International Television, Sydney, 
as director of sales administration. 

& CABLE / OCTOBER 5, 1998 

Margaret Albright, manager. new busi- 
ness development. The Caption Center 
at WGBH -TV Boston, joins American 
Program Service, Boston, in same 

capacity. 

Christopher Roe, senior director of mar- 
keting. Tim Girvin Design Inc.. Seattle, 
joins The Ackerley Group, Seattle, as 

director, marketing. 

JOURNALISM 

Appointments at NewsChannel 5 Net- 
work, Nashville: Lyn Plantinga, execu- 
tive producer, named executive direc- 
tor, NewsChannel 5+ (local cable chan- 
nel): Doug Johnson, coverage coordina- 
tor, WREG -TV Memphis. Tenn.. joins 
NewsChannel 5 (broadcast channel). as 

managing editor: Sandy Boonstra, news- 
cast producer. named executive produc- 
er, NewsChannel 5. 

Appointments at WTMJ -TV Milwaukee: 
Tisha Calabrese, producer, KRNV(TV) 
Reno, Nev., joins as 6 p.m. newscast 
producer: Diane Irving, producer. Live at 
//. named producer, News Now; Jim 

Stoll, producer. Internet site. named 
associate producer, Daybreak and Live 
at I I: Steve Hanson named engineer in 
charge. 

Mark Vittorio, assistant news director/ 
managing editor, wFRV -TV Green Bay, 
Wis., joins WIFR(TV) Rockford. Ill., as 

news director. 

Verna Collins, reporter. WPrv(Tv) West 
Palm Beach, Fla., joins WTNH -TV New 
Haven. Conn., in same capacity. 

Sam Crenshaw, sports anchor /reporter, 
wFx1y -Ty Greensboro, N.C., joins 
WXIA -TV Atlanta as weekend sports 
anchor. 

Appointments at WTVT(TV) Tampa. 
Fla.: Ken Suarez joins as reporter: Debo- 

rah Bowden joins as reporter /anchor: Jan 

Thornburg joins as reporter. 

Mike Barz, feature reporter /anchor. 
wr.t h -ry Green Bay. Wis., joins WGN- 

TV Chicago as WGN Morning News 
sports anchor. 

RADIO 

Neil Johnston, manager of financial 
reporting. Cox Enterprises Inc.. 
Atlanta. named controller, Cox Radio 
Inc. 

Mark Krieschen, local sales manager. 
WGN(AM) Chicago, named director of 
sales. 
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Jerry Staus, general sales manager of 
eight Jacor stations in Dayton, Ohio, 
joins Clear Channel Communications 
Inc.. as sales manager. wcKT(FM) and 
WQNU(FM) Fort Myers. Fla. 

Brian Bieler, VP /GM, K(X)L-AM-FM 
Phoenix, Ariz., joins KTxQ(FM) Fort 
Worth. Tex., in same capacity. 

Daryl Doss, GM /chief engineer. Host 
Communications Broadcast Center, 
Lexington. Ky., named VP. broadcast 
operations, Host Communications Inc. 

Jim Darby, president, Backstage Produc- 
tions, joins Jones Radio Network and 
Capstar Broadcasting. Englewood. 
Colo., as executive producer, Nashville 
,h'i;lrcc. 

Natalie Swed Stone, national account 
manager and marketing director. 
MediaAmerica Inc., joins The Media 
Edge. New York. as VP /manager, net - 
work radio. 

Kevin Schneider, promotions director, 
WMIL(FM) /WOKY(AM) Milwaukee, joins 
WKTI(FM) Milwaukee in same capacity. 

Ken Wiliants and David landau, co- 
founders and presidents /CEOs, Multi - 
verse, join Premiere Radio Networks as 
it restructures its sales division, merging 
Multiverse Networks and Premiere's 
sales staff. Williams will be based in 
Los Angeles, Landau in New York. 

CABLE 

Cynthia Barnett, president /owner, Spe- 
cial forces Marketing Group. joins 
Jones Network Sales, Denver, as direc- 

Barnett Jones 

tor of marketing: Robed Jones, VP, pro- 
gramming. Jones International, named 
acting group VP /GM. Jones Interna- 
tional Ltd.'s Knowledge TV and 
Knowledge Store business units. 

Greg Willis, VP, digital networks, 
Scripps Network, joins The Box, 
Miami Beach. as senior VP, affiliate 
sales and marketing. 
Tisi Aylward, director, talent. E! Enter- 
tainment Television, Los Angeles, joins 
TNN, Nashville. Tenn., as producer, 

Prime Time Country. 
Michael Isaacs, VP, government and cor- 
porate relations, The Providence Jour- 
nal Co., joins Bresnan Communica- 
tions. White Plains. N.Y., as VP, devel- 
opment. 

Appointments at Discovery Channel. 
Bethesda. Md.: George Stephanopoulos, 
VP. business and legal affairs. Golden 

Books Family Entertainment. New 
York. joins as director, business affairs: 
Dan Salerno, director, programming, 
named VP. 

Matt Bass, national marketing manager, 
Universal Marketing Associates, joins 
Fox Sports South. Atlanta, as director 
of marketing. 

Hank Ratner, executive VP. Rainbow 
Media Holdings Inc.. Woodbury, N.Y., 
named COO. 

Bob Danielle, director, broadcast opera- 
tions, KsTw(Tv) SeattleiTacoma, 
Wash., joins NorthWest Cable News, 
Seattle, as director, operations. 

Appointments at Cablevision Systems 
Corp., Woodbury, N.Y.: Cynthia Bar- 
bera, VP, Scholastic Inc.. joins as VP, 
education, communications and public 
affairs group: Robert Astarita named 

-së iöfVP; crpore sécurity - - 
William Hooks, executive VP, HBO 
International, New York. moves to 
London office to oversee HBO's inter- 
ests in Hungary. the Czech Republic, 
Slovakia, Poland and Romania. 

Gerard Gruosso, senior VP, finance, 
A &E Television Networks, New York. 
named senior VP /CFO. 

Bob Ropiak, director, financial and 
strategic planning, USA Networks. 
New York, named VP. 

ADVERTISING/MARKETING/ 
PUBLIC RELATIONS 

Bob Greenstein, senior VP, Eastern 
region, ,MMG Domestic Television 
Distribution, joins BKS/Bastes Enter- 
tainment. New York. as senior 

FATES & FORTUNES 

VP /national sales manager. 

Marjorie Eilertsen Brown, director of 
media training, Weber/Ryan McGinn, 
Arlington. Va.. named VP. 

Michelle Waxman, VP /general sales man- 
ager, Pearson Television, joins 
Abrams- Rubaloff & Lawrence, Los 
Angeles, as VP. news department. 

Kristine Barakat, associate director, affil- 
iate relations. Central region, ABC 
Television Network, New York, joins 
Frank N. Magid Associates, London, as 
director, international marketing. 

ALLIED FIELDS 

Karin Knieger, director, state legislation. 
Motion Picture Association of Ameri- 
ca, Washington. named VP. 

Blake Rosen, director, business develop- 
ment, site services group, American 
Tower Corp., Boston, named director. 
new business development, Northeast. 

Richard Zacken, principal. Media Edge 
Inc.. joins Myers Consulting Group, 
New York, as senior VP. research. 

W.D. Bloom, VP, sales, Netcom On -Line 
Communications Services Inc., joins 
Virage Inc., San Mateo. Calif.. in same 
capacity. 

Dana Voorhees, 
head of marketing 
and development. 
Speer Internation- 
al, joins Crawford 
Communications 
Inc. in its new 
Takoma Park, 
Md., office, as 

head of business 
development. 

Chip Pascarella, 
director, production, Pacific Ocean 
Post, joins Encore Santa Monica as 
director, production /sales. 

Scott Rollins, VP, sales, EDS Digital 
Studios, joins Tell -A- Vision Post, Hol- 
lywood, as director of sales. 

Jessica Gleason, operations manager. 
Pisces, Boston, joins Beehive, New 
York. as head of production. 

TECHNOLOGY 

Carl Gardner, marketing manager, Utah 
Scientific division of Artel Video Sys- 
tems, joins Vela Broadcast, Salt Lake 
City, as director of sales. 

Appointments at AMS Neve Inc., New 
York: Bruce Maley joins as senior busi- 
ness development manager: Chris Albert, 
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free -lance audio engineer, joins as busi- 
ness development manager. 

Roland Boucher, senior marketing man- 
ager, Avid Technology Inc., joins Vib- 
rint Technologies Inc., Bedford, Mass.. 
as VP, marketing. 

Appointments at Panasonic Broadcast 
& Digital Systems Co., Los Angeles: 
Jeffrey Merritt, director, production oper- 
ations, Channel One Network, joins as 

product marketing manager, advanced 
digital TV and video: Steven Crouch, 

GM, Chesystems Inc., joins as district 
sales manager, southern California. 

Dawn Johnston, VP, finance, Cardion 
Inc., joins Chyron Corp., Melville, 
N.Y., as senior VP /CFO. 

INTERNET 

Ken Boyle, manager, electronic com- 
merce. Delta Airlines, joins iXL Inc., 
Atlanta. as director, marketing and busi- 
ness development, interactive travel 
group. 

Appointments at Turner Interactive 
Sales, New York: David Beckman, 
VP /sales manager, Time Warner's 
Goodwill Games, joins as VP, New 
York sales: Nicole Vogel, manager, sys- 

tems integration and strategic planning. 
TBS, named VP, business develop- 
ment, Turner Interactive Sales. 

SATELLITE/WIRELESS 

Robert Murphy, chief of police, New 
Paltz, N.Y.. joins MediaOne, Ossining, 
N.Y., as signal security supervisor, 
New York system. 

Edward Berger, managing director. Tay - 
lor-DeJongh (financial advisory firm), 
joins Comsat Corp., Bethesda, Md., as 

treasurer. 

Coleman Breland, senior VP, Turner 
Home Satellite, Atlanta, will assume 
the day -to -day management responsi- 
bilities for Turner Home Satellite's C- 
band and CBS wholesale business at 

the end of the year. 

DEATHS 

Jeffrey Moss, 56, co- founder of Sesame 
Street, died of colon cancer Sept. 24 at 

his home in New York. When he 

entered the job market in the 1960s, 
Moss was offered two positions at 

CBS: one as a writer in the news divi- 
sion, the other as a production assistant 
on its morning children's program - 
Captain Kangaroo. He took the second 
job. While working on Captain Kanga- 

too, Moss was recruited by Muppets 
creator Jim Henson and musical direc- 
tor Joe Raposo to create a PBS televi- 
sion program for children that was 
enlightening and entertaining: Sesame 
Street, a huge success. Many of the 
Muppet characters have had starring 
roles in other television shows and 
movies. Moss helped to create the 
cookie monster and Oscar the Grouch 
and wrote the "Rubber Duckie" and the 
"I Love Trash" tunes. He is survived by 
his wife and two sons. 

Sam Locke, 81, writer for radio, televi- 
sion and theater, died Sept. 18 in San 
Diego. Locke wrote the scripts for such 
classic radio programs as Grand Cen- 
tral Station and Inner Sanctum. He also 
wrote sketches for comedians and 
episodes of such television series as 

McHale's Navy, The Lucy Show, and 
All in the Family. Although he had suc- 
cess in writing for radio, television and 
entertainers, writing for his first love, 
the theater, was not as lucrative. One of 
his plays. "Fair Game," made it to 
Broadway. Locke, who was divorced 
twice. leaves no immediate survivors. 

knot Walker, 44. press representative, 
died of complications from pneumonia 
Sept. 27 in New York. Walker had been 

a longtime press representative for ABC 
News's World News Tonight and for 
anchor Peter Jennings. He joined ABC 
News in 1990 after a career in politics: 
he worked on several congressional and 

presidential campaigns. Walker is sur- 
vived by his parents, five siblings and 

his companion. Nilson Cruz. 

Dick Pompa, 55, news anchor, died 
Sept. 7. Pompa was in Rochester, 
Mich., attending his brother's funeral 
on Thursday, Sept. 3. He had a stroke 
on Friday and remained in a coma until 
his death on Monday. For the past 20 
years, he had been news anchor and 
news director at KFBB -TV Great Falls, 
Mont. Pompa is survived by his wife, 
Joyce, and four children. 

Randy Meg Goldman, 50. producer, direc- 
tor and writer of documentaries, died 
Sept. 30 at her home in Washington. 
Goldman won several awards for her 
documentary, The Holocaust: In Mem- 
ory of Millions. Other credits include 
Live From the White House and From 
Junlpsteet: The Story of Black Music. 
Goldman also was an editor of The 
Lawmakers. 
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on the assumption that spectrum is scarce is 

tantamount to a "willful densa, of reality ." 
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CBS President Mel Karp 
mazin said last week his 
company should be 
allowed to have a TV 
outlet in every market 
and urged the FCC to lift 
the 35% cap on national 
audience reach for station 
owners. "We need to have 
more places to bring in rev- 

enue," he told a group of 
telecommunications attor- 
neys last week. No, he's not 
being greedy, he insisted, 
just trying to compete with 
cable. "Because of audience 
fragmentation, networks and 
stations will become less 
profitable," he said. Regard- 
ing the shift to digital broad- 
casting, he said CBS -owned 
stations are on schedule, 
but he wondered who will be 
watching. "They probably 
will be seen only in two Cir- 
cuit City stores, but we're 
doing our part." Karmazin 
lamented that it will take at 
least five years before there 
are enough digital TVs in 

use to determine what type 
of digital services con- 
sumers want. He said four 

kalcahi'ta Ie 
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company -owned stations 
will broadcast digital signals 
on Nov. 1, 1999, when the 
FCC requires network affili- 
ates in the top 25 markets to 

begin offering digital. The 
markets are New York, 
Philadelphia, Los Angeles 
and San Francisco. 

Martha Stewart will be in 
the kitchen for a full- 
hour each day starting 
next January. Eyemark 
Entertainment executives 
have decided to change the 
daily syndicated series from 
a half hour to a one -hour 
daily format. The series, 
cleared in more than 93% of 
the country, already is dou- 
ble -run in nearly 60% of 
those markets. The week- 
end edition of Martha Stew- 
art Living will continue to be 
distributed as a half hour. 

The Virginia Supreme 
Court cleared the way 
Friday for Michele Finn, 
wife of former wAvE(TV) 

Louisville anchor Hugh 
Finn to remove feeding 
tubes from her husband, 

who has been in a vegeta- 
tive state since a 1995 traf- 
fic accident. Mrs. Finn had 
to overcome resistance 
from some family members 
and from Virginia Gov. 
James Gilmore, who 
appealed a lower court rul- 
ing allowing withdrawal of 
nutrition and fluids. 

Viacom's Sumner Red- 
stone is the richest 
working media and 
entertainment mogul in 
the U.S., coming in 15th 
with $6.4 billion, according 
to Forbes magazine listing 
of the 400 richest people in 

America. News Corp. CEO 
Rupert Murdoch followed 
Redstone with $5.6 billion at 
number 18, edging out his 

arch -rival Time Warner Vice 
Chairman Ted Turner with 
$5 billion at number 19. 

Cable barons TCI Chairman 
John Malone and unem- 
ployed Amos Hostetter, 
Continental Cablevision 
founder, tied for 60th place 
with $2.5 billion apiece. But 
even though media and 
entertainment is booming, 

UPN show draws fire from L.A. 
The Secret Diary of Desmond Pfeiffer, the UPN farce 
set in the Lincoln White House, found itself in the middle 
of a controversy last week. 

UPN was preparing to launch the series despite an 
unusual resolution passed unanimously by the Los 
Angeles City Council calling for the show's Oct. 5 debut 
to be postponed. The council called the sitcom "a bad 
idea destined to fan the flames of racial discord." The 
resolution also called on the city's human relations com- 
mission to screen the show and review its content. 

The show also was the subject of a demonstration 
last week in Los Angeles by the National Association for 
the Advancement of Colored People and the Brother- 
hood Crusade. 

The Washington -based National Campaign for Free- 
dom of Expression attacked the city council resolution, 
calling it appalling, and UPN Chief Executive Dean 
Valentine called the measure "an unconscionable and 
ill- thought -out attack on the First Amendment." 

The resolution was passed last Tuesday (Sept. 29). 
That was the same day that UPN, in deference to the 
African -American community, said it was planning to 
debut the series with an episode other than the pilot 
episode that had drawn the council's ire. A UPN official 
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it's not enough to overcome 
the Microsoft billionaires that 
again topped the list. Also 
weighing in at number 11 is 

former Metromedia mogul 
John Kluge at $9.8 billion. 

The radio industry 
marked its sixth year of 
consecutive monthly 
sales increases with a 
9% rise in August, 
according to the Radio 
Advertising Bureau. Com- 
bined local and national 
advertising revenue 
climbed for the 72nd 
straight month. Local 
August sales jumped 7 %, 
and national sales climbed 
16 %, compared with 
August 1997. Through the 
first eight months of this 
year, national sales have 
risen 15 %, and local sales 
are up 10 %. Combined fig- 
ures show an overall 
increase of 11% this year 
over the first eight months 
of 1997. Local sales got 
their biggest boost in 

August from the West 
(15 %), the only region with 
a double -digit increase. 

said the network did not hear about the council's resolution 
until after it had decided to move the episode. 

The series will debut with the episode entitled "Abe 
Online," which depicts Lincoln engaging in "telegraph sex." 

Still, Valentine disputes the city council's contention 
that the original premiere episode contained "a 
deplorable lynching scene" cut "only after a protest was 
staged at the network's headquarters." 

For one thing, he said, the scene in question original- 
ly "had two dead white men hanging. It had nothing to do 
with a lynching. Zero. Nothing." For another, the UPN 
chief said, the issue is moot because he ordered the 
scene cut two and a half months before last week's 
protest. The scene was cut not because it offended the 
sensibilities of African Americans -who, Valentine said, 
loved the show in focus groups -but because "it was 
two dead bodies at the beginning of a sitcom. There is 

no racial insensitivity in the show," he said. 
Mark Ridley- Thomas, the sponsor of the Los Angles 

City Council bill, said that the resolution wasn't censor- 
ship: "Everyone has a right to freedom of expression. 
That includes council members. I'm not an entertain- 
ment watchdog. I'm an elected official trying to raise 
public concern." -Michael Stroud 
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National sales. on the other 
hand, tapped in with dou- 
ble -digit numbers in all five 
regions, with the West and 
Southeast at 19% and the 
East up 17%. 

An amended version of 
the Children's Online 
Privacy Protection Act 
passed the U.S. Senate 
Commerce Committee 
late last week. The bill 
would require solicitors to 
obtain parental permission 
before culling personal data 
from children under age 12. 
The full Senate considers it 

next. Meanwhile, the Sen- 
ate postponed action on the 
Internet Tax Freedom Act. 
already passed by the 
House, which would make 
the 'Net a free tax zone for 
three years. 

The same day last week 
that Senate Commerce 
Committee Chairman 
John McCain (R- Ariz.) 
pulled his satellite TV 
bill from the legislative 
schedule, House 
Telecommunications 
Subcommittee Chairman 
Billy Tauzin (R -La.) intro- 
duced his. Tauzin's bit! 
would allow satellite TV 
providers to offer local sig- 
nals without having to carry 
every local channel until 
Jan. 1. 2002, or until satellite 
broadcasters have 15% of 
the local market, whichever 
came first. Without Senate 
action, however, Tauzin's bill 
is merely a placeholder for 
next year. when Congress is 
likely to pass satellite TV 
legislation. The law that gov- 
erns the copyright and car- 
riage rules of the satellite TV 
industry. the Satellite Home 
Viewer Act, expires at the 
end of 1999. 

Back to head Unapix 
All American Television chairman and co- founder 
George Back is leaving the syndication company to run 
the newly formed Unapix Syndication, New York, a sub- 
sidiary of Unapix Entertainment. Back, a 30 year -plus 
veteran of the syndication business, formed All Ameri- 
can in 1982. It was sold to UK -based Pearson last year 
for $515 million. 

Back says he's been talking with Unapix for a couple 
of months, although he's known executives at the com- 
pany for years. Over the next month or two, he'll focus on 
possible new projects to bring to NATPE in January, in 
addition to a movie package and the 17th Annual Coun- 
try Showdown special. One other possible project for 
syndication is Ushia: The Ultimate Adventure, a reality - 
based adventure series that Unapix produces for CNBC. 
Back also says that he will be combing the company's 
film library for potential new series. -Steve McClellan 

General Instrument 
Corp. is predicting 
record results for the 
third quarter ended Sept. 
30. while competitor Scien- 
tific- Atlanta expects to take 
a big hit for the period. GI 
projects strong improve- 
ments in virtually every cat- 
egory: net income up 44 %- 
56 %, to as much as $39 
million: earnings per share 
up roughly 24 %, to 21 cents 
per share: operating 
income up 57 % -77 %, to as 
much as $60 million, and 
revenue up 11.4 %, to $518 
million. The reason: Strong 
sales of digital cable sys- 
tems. including advanced 
digital set -tops. On the 
dark side of the eco- 
nomic coin, S -A projects 
earnings per share of 2 
cents -5 cents, a huge drop 
from the 21 cents per share 
the company earned in the 
comparable quarter last 
year and far from the 22 
cents that First Call was 
projecting for this year's first 
quarter. In previewing 
results for its fiscal first 

quarter, S -A is projecting a 
13% drop in revenue, to 
roughly $257 million. Pre- 
dictably, S -A shares plum- 
meted on the projections, 
falling $7.5625, or 37 %, to 
$12.8125. The bad news 
dragged down GI shares as 
well, which fell 56.25 cents, 
to $19.375. The main culprit 
for S -A: international mar- 
kets, where sales fell 54 %, 
to roughly $54 million. 
because of weakness in 
demand for S -A's satellite 
products. Surprisingly, the 
Asia -Pacific region wasn't 
the weakest sector: Europe 
and Latin America were. 
Domestic sales, benefiting 
from demand for digital 
cable systems and related 
products, were up about 
13%. But S -A says that 
even on the domestic side, 
it suffered from customer 
delays in digital rollouts. 

The Senate Commerce 
Committee last week 
passed a measure that 
gives low-power TV sta- 
tions permanent licens- 
es so they won't lose their 
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licenses once the industry 
converts to digital. The bill, 
sponsored by Senator Wen- 
dell Ford (D -Ky.), requires 
LPTV stations to broadcast 
a minimum of 18 hours each 
day, with three hours per 
week of local programming. 
The bill does not give LPTVs 
any must -carry rights, 
according to a Ford aide. 

Broadcast news direc- 
tors have no dog in the 
fight over industry own- 
ership limits, Barbara 
Cochran, president of the 
Radio -Television News 
Directors Association said 
last week. "RTNDA has 
never involved itself as an 
organizaticn in ownership 
deregulation and has had no 
discussion of doing so in the 
future," she wrote in a letter 
to FCC Chairman William 
Kennard. She was respond- 
ing to comments Kennard 
made at the group's annua 
convention two weeks ago. 
Kennard complained that 
the group supported 'virtual- 
ly every ownership deregu- 
lation proposal that has 
come down the pike." Con- 
centration of ownership, he 
warned, would lead to small- 
er newsroom budgets and 
less diverse news coverage. 
In a response to Cochran, 
Kennard toned down his 
earlier criticism. "I did not 
mean to leave the impres- 
sion that RTNDA had active- 
ly taken positions on legisla- 
tion or regulations where 
your organization had not." 
He added, however, that 
previous RTNDA president 
David Bartlett once told 
Columbia Journalism 
Review that large broadcast 
organizations could devote 
more resources to news and 
public affairs. 
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Hang together 
AMENDMENT AND THE FIFTH ESTATE 

tant signals via satellite even though they are well within 
the range of local towers. 

This legislation is coming back next year. When it does, 

it will be time for the satellite operators to concede on dis- 
tant signals as the broadcasters did last week on must carry. 

If satellite carriers want to get into the business of retrans- 
mitting local broadcast signals, they should be prepared to 

get out of the business of retransmitting distant ones. 

We share Senator McCain's frustration with last week's 
collapse of legislation that would have permitted satellite 
TV companies to offer local broadcast signals. "The 
lawyers and lobbyists have lawyered and lobbied the satel- 

lite and broadcast TV industries into a place that neither 
industry wants to be in," McCain complained. 

As we have argued here before, such legislation would 
benefit all affected businesses. Satellite companies would 
get the programming viewers want most, broadcasters 
would get another high -quality pathway into homes and 

cable operators would get a powerful new argument against 
rate regulation (a fully competitive satellite service). 

For a short time, it looked as though the legislation might 
come together after the NAB said it could live without a 

must -carry provision for three years. In other words, satellite 
companies would not have to immediately carry all the 

broadcast signals in a market. It was a crucial concession. 
The satellite companies don't have enough capacity to 
accommodate every station in every market they need to 
serve. To give them the right to offer local stations tied to the 

obligation of immediate must carry is to give them nothing. 
What ultimately killed the bill was the satellite industry's 

insistence on expanding the so- called white areas, the 

fringe areas beyond the reach of local stations where satel- 
lite companies may import signals from distant markets. 
Broadcasters loathe the idea of competing with signals 
from other markets, particularly those affiliated with the 
same network. One reason they agreed to local service sans 

must carry is the expectation that demand for distant sig- 

nals will abate with the availability of local service. The 
last thing broadcasters will accept (or should accept) is an 

enlargement of the distant -signal zone. And lawmakers 
should reject it too. It undermines localism and condones 
the widespread cheating that exists under the current 
regime. Hundreds of thousands of homes are receiving dis- 

Crisis in the White House 
The fictional goings -on in the original Lincoln bedroom 
were the subject of a modern -day controversy last week 
when UPN's White House farce, The Secret Diary of 
Desmond Pfeiffer, became the target of an L.A. City Coun- 
cil resolution that "the broadcast of this show to a national 
audience must be postponed until such time that it is made 

clear that this show does not trivialize slavery." The council 
also said that the city's human relations commission should 
screen the pilot and "conduct a review of the content of the 

program." While the resolution had no legal force, it was 

the kind of government bullying. with language like "must 
postpone," that raises more flags than the signal corps. 

UPN has acted more than responsibly. In deference to the 

African Americans who had concerns about the show, UPN 
pulled the offending episode for now, replacing it with 
another that had been scheduled to air later in the season. 

We've seen that episode -and frankly, the African- Ameri- 
can Desmond has more dignity than the other characters, 
who are broad and obvious lampoons. UPN chief Dean 

Valentine also points out that a scene in the pilot that particu- 
larly disturbed the council already had been cut months ago 

for reasons of humor-or lack of it- rather than political 
pressure. Nonetheless, the council stood by its resolution. 

We think the council should stop trying to tell UPN how 
to program its network, and we bet UPN will agree not to 
interfere in municipal decisions. 
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Broadcasting & Cable SPECIAL REPORT AZ 

A Cable Special That's 

truly Original 
Isom 

epic movies 

to lavish weekly series, 

cable networks are paying big 

money for original productions. And 
they're winning large audiences in the process 

On October 26, Broadcasting & Cable will include 
a special section dedicated to original cable programming 

This in -depth report will analyze the types of shows being made for cable. 
And we' I protiide a comprehensive look at new offerings and perennial favorites. 

Your message in Broadcasting & Cable will reach every cable 
executive that creates, buys and sells cable programming. 

So call your sales representative today. And be 
part of a truly original 

special. 
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ON OCTOBER 10TH, 
THE TOUGHEST WARRIORS OF ALL TIME 

WILL FIGHT ONE OF THE 
GREATEST BATTLES OF ALL TIME... 

M I L I T A R Y 
C H A N N E L 

A N E W C O N C E P T I N S P O a T 

NAVY vs AIR FORCE 

LIVE 
FREE FOR YOUR VIEWERS 
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