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House Telecommunications
Subcommittee Chairman Billy
Tauzin (R-La.) plans to intro-
duce by this summer a bill
that would reform the FCC,
Tauzin spokesman Ken Johnson
said. Tauzin would like the FCC
to be a less regulatory and small-
er agency. He met this week with
House Commerce Committee
Chairman Tom Bliley (R-Va.),
who gave Tauzin the green light
to go ahead with the bill. Tauzin
plans to work with House Com-
merce Committee ranking mem-
ber John Dingell (D-Mich.) on the
bill. Tauzin also met with FCC
Chairman William Kennard and
asked him to “come up with a list
of suggestions on how the FCC
will work in the 21st century,”
Johnson said. Tauzin plans to
make the same request of each
commissioner, Johnson said.
Tauzin and Kennard also dis-
cussed satellite TV issues, but
Johnson would not reveal details.

Statistical Research Inc. said
last week it has “begun work
on the national rollout” of its
TV ratings service, SMART
(System for Measuring and
Reporting Television). But the
rollout itself is still contingent
upon SRI’s completion of negoti-
ations with a strategic partner
with the money needed to fund
the service. It will cost an esti-
mated $100 million to take
SMART national, in competition
with Nielsen Media Research’s
national TV ratings service,
known as NTI. SRI President
Gale Metzer confirmed that talks
continued, but declined to pro-
vide details. He did say he hopes
to have a deal completed “within
weeks.” SRI said it was closing
down its SMART laboratory in
Philadelphia and replacing it with
a panel of 50 TV households in
central New Jersey, not far from
the company’s Westfield, N.J.,
headquarters. Meanwhile, as SRI
tries to compete with NMR in TV
ratings, Arbitron confirms it is
considering launching a new
radio network ratings service to
compete with SRI’s existing
RADAR service.

For more “In Briefs,” see
pages 16 and 18

Hicks loses appetite

As Chancellor stock lags, once-insatiable station buyer suddenly seeking suitor

By Elizabeth A. Rathbun
and John M. Higgins

n a quick arrest of his ravenous
appetite for acquisitions, Chancel-
lor Media Chairman Tom Hicks is
reversing course and looking to put
the company into someone else’s hands.
Chancellor has been the
most aggressive buyer of
radio, TV and outdoor ad
properties, cutting 24 sepa-
rate media transactions since
1997. That’s created a port-
folio estimated to be worth
$16 billion to $25 billion.
Hicks insists the disclosure
that he has tapped an invest-
ment banker to “structure a
range of strategic alterna-
tives” does not mean he’s
commencing an auction for
an outright sale.

Instead, he said he would prefer a
stock swap where his leveraged buyout
fund Hicks, Muse, Tate & Furst would
wind up the largest shareholder. That
would keep the package of assets he’s
assembled somewhat intact.

“We’ve made a great profit for our
investors but we think we can make a

Hicks, Muse, Tate & Furst Inc.

Media holdings

® Chancellor Media Corp. (110 radio stations, AMFM
Radio Networks, rep firms Katz Media and Petry
Media, approximately 35,000 billboards)

# Capstar Broadcasting Corp. (355 radio stations)

# LIN Television Corp. (13 TV stations)

® Sunrise Television Corp. (14 TV stations)

Hicks Muse is in the process of merging Capstar and LIN into
Chancellor.

Combined, LIN and Sunrise represent the nation's 19th-largest
TV group with 27 stations and coverage of nearly 8% of the
nation's TV homes. (Coverage is based on FCC's criteria, in
which coverage of UHF stations is discounted by half.)

DirecTV bags Primestar

Picks up two million subs in $1.82 billion deal

By Price Colman

irecTV’s acquisition
of Primestar and
Tempo signals the end

of the cable industry’s strug-
gle to figure out how it could
leverage its DBS investment
into something more than a
defense of its borders.

For DirecTV, the $1.82
billion deal pushes it to
around 7 million subscribers
and gives it enough satellite capacity to
deliver 370 channels. As a result,
DirecTV will gain the critical mass it
needs to begin making a profit.

“l believe these transactions repre-
sent an inflection point in the direct-to-
home industry,” says Michael Smith,
chairman/CEO of DirecTV parent GM-
Hughes Electronics. “We’re well posi-
tioned to compete better against our
real competitor—cable.”

With new revenues from the acquisi-
tions, DirecTV should report its first
operating profit this year and an operat-

President/CEO
Eddy Hartenstei
now counts
seven million
subs, 370
channels

ing profit of $300 million to $400 mil-
lion in 2000, Smith says. But with the
fire-sale prices that DirecTV is paying
for Primestar’s subscribers and TCI
Satellite Entertainment subsidiary
Tempo’s transponders and satellites,
cable’s problems with its DBS foray are
far from over.

DirecTV is paying $1.3 billion for
Primestar’s medium-power customers,
plus $500 million for Tempo’s 11
transponders at 119 degrees west longi-
tude, and two satellites. The deal trans-

Continues on page 129

much better approach...by making
these assets keep working,” he said.

“We’re talking to several people.”
Among the companies mentioned as
possible candidates for all or part of
Chancellor were Clear Channel Com-
munications Inc.; Infinity Broadcasting
Corp.; General Electric Co.’s NBC Inc.;
Continues on page 128

FCC unllkely
to force
unbundling

But commissioners
. battle over whether to
\ launch inquiry

By Bill McConnell

\ he FCC will not try to force
T cable companies to open their
broadband networks to Inter-
| net competitors, at least not yet.
Although most commissioners
have indicated opposition to
unbundling requirements, last week
| they continued to battle over whether
to keep open the option to adopt
unbundling rules in the future.
Internet providers and telephone
| companies argue that cable
| unbundling rules are necessary to
| prevent MSOs from using their |
{ high-speed networks to one day |
| dominate the Internet
| Not surprisingly, America Online,
; MindSpring and other conventional
| dial-up Internet providers have lob-
| bied aggressively for the FCC to rec-
| ommend telephone-style unbundling
| rules in a report the agency sends to
| Congress Thursday. '
| The commissioners late last week
| continued to work on a few para-
\
|
|
\
|
\
L.

graphs in that report that would call
for the agency to continue to moni-
tor the broadband rollout. On one |
side are FCC Chairman William

Continues on page 128 |
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The old and the new

At Home's $6.7B purchase of Excite is driven
by marketing needs of TV and the Internet
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By John M. Higgins

or all the cyberbragging about
Internet “portals” being the
new media, they’re running
pretty quickly to the old media.

The $6.7 billion sale of search
engine Excite to cable-operator-con-
trolled At Home marks the latest move
by a Web portal into the hands of good
old traditional media giants.

Snap! recently hooked up with NBC.
Infoseek has linked up with The Walt
Disney Corp. And Lycos is seeking
offers from media companies, with Wall
Street sources citing Time Warner and
Viacom as possible buyers or partners.

The deal pace among portals points to
a developing mutual dependency
between old and new media. Aside from
missing out on the multibillion-dollar
valuations being created on slender rev-
enues streams, “old” media companies
have begun feeling the Internet’s drain of
eyeballs away from TV, newspapers and
magazines. Launching CBS.com or
MTV.com is only a partial salve.

At the same time, the portal sites sub-
sist on a steady stream of surfers coming
to their site. To keep the traffic lively,
they need to go beyond sprinkling but-
ton and banner ads around other peo-
ple’s web sites. They need old media.

“It’s become increasingly clear that
as a search-and-directory player, you
can’t exist without cross-promotion
through a broadcast or cable outlet,”
says Mark Mooradian, analyst for
Jupiter Communications. With the
meager revenue a search engine gener-
ates, Snap! could never afford the kind
of on-air promotion it’s been getting
from new partner NBC.

The portal business is staggering in
part because the cost of actually provid-
ing the product is so small. After all the
costs of servers, communications and
royalties on licensed technology, Excite’s

Where to find
us at NATPE

BROADCASTING & CABLE's press
room at NATPE will be located in
the Rosedown Room of the New
Orleans Hilton Riverside. Call 504-
586-46010r fax at 504-586-4608.

gross margin is an incredible 82%.

What’s expensive is the cost of driv-
ing traffic to the site. Advertising and a
trafficking deal with Netscape eats up
54% of revenues. At the end of the day,
Excite posted a $33 million loss for
1998 on revenues of $154 million.

“Anything that drives traffic is a
good thing,” said Jeff Gralnick, the
former head of ABCNews.com. “The
lifeblood is eyeballs. It’s all about eye-
balls and that’s a relationship that’s
going to draw eyeballs.”

Traffic, of course runs two ways,
and that’s in large part what At Home’s
Excite deal is about. The high-speed
cable Internet company’s chairman
Tom Jermoluk said that the deal was
spurred by the need for reach beyond
broadband world to “narrowband”
surfers using plain old telephones.

Having a well-known product in the
“narrowband” world gives At Home a
broader reach to offer advertisers. He also
emphasized how he expects it to help
market the broadband service to other
Internet users and migrate them over.

Marketing costs for the @Home
service are high. “Cable operators are
probably paying $150 per subscriber
acquired,” Jermoluk said, excluding
hardware and labor costs of actually
hooking them up.

Excite has 20 million registered users
who visit the site at least once a month
and two million that visit daily. “If
Excite makes it easier, that’s hundreds
of millions of dollars,” Jermoluk said.

Owning Excite—ranked by Media
Metrix as the sixth most active Web
site in December—will allow him
boost his service’s subscriber targets
by 20%, he said.

That puzzled some industry and Wall
Street players because at this stage of
development, At Home’s growth pace
hinges on physical issues. Operators are
slow to upgrade their systems and
modem manufacturers have been slow
to perfect equipment abiding by the
cable modem standard that will allow
retailers to sell the modems to sub-
scribers rather than have operators carry
the burden of leasing them.

“Demand is not the problem,” said an
executive with one of At Home’s MSO
partners. “Supply is the problem.”

Charles Moldow, At Home vice pres-

Continues on page 129
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Cable’s next originals

At TCA, networks showcase made-for-cable programming

By Donna Petrozzello

everal cable networks
unveiled their latest original
offerings at the Television
Critics Association tour in
Pasadena, Calif., last week. More
reports from TCA start on page 110.

Showtime

True to its “no limits” image cam-
paign, Showtime’s original movie
offerings for 1999 lean toward contro-
versy. The Devil's Arithmetic tells a
tale of the Holocaust as seen by a child
and is based on the book by Jane
Yolen. Showtime is targeting the film
to general audiences, but the film
includes such graphic violence, pro-
gramming president Jerry Offsay says
Showtime may need to edit a softer
version that would be appropriate for
children. Offsay said in that scenario,
Showtime would air both versions of
the film at different times.

Speaking to TV critics in Pasadena,
Calif., last week, the film’s executive
producer Dustin Hoffman said, “Par-
ents will have to decide whether they
want their children to watch this film,”
though he encouraged Showtime not
to dilute the film or its message. “Our
youngest child is 11 and I suspect that
it will hurt her to watch it. But it will

On Super S _

30), Disne,

be an important hurt.”

Other original Showtime movies on
tap for 1999 include Love Songs, a tri-
ology of stories set in an urban context
played out by an African American
cast; That Championship Season, a
remake of the play and directed by
Paul Sorvino; Bonanno: A Godfather s
Story, a six-hour miniseries about
Mafia boss Joseph Bonanno; The Pas-
sion of Ayn Rand featuring Henry
Fonda; and Freak City, about friend-
ships that develop among residents of
a special-care facility.

iR Following the debut
of Showtime’s first
original series Linc’s
and Rude Awakening
last summer, Show-
time unveiled plans to
premiere two new
series, The Hardwood
and Beggars and
Choosers later this
summer. The Hard-
wood examines the
lives of three pro bas-
ketball players, each
struggling in different
phases of their careers
and each facing differ-
ent types of pressure.
Beggars and
Choosers is an offbeat
comedy about the tele-
vision business and the people who try to
eam a living in the business. Offsay also
says Showtime has renewed Lincs for
another season.

Disney Channel

Beginning in April, Disney Channel
encourages kids to meld their TV
viewing and online habits with a new
original series, Z Games, a show in
which kids are given 20 minutes and
an assortment of common household

Continues on page 129

Pearson pushes power couple

Washington-based syndication effort will try to
do for broadcast what legal shows did for cable

By Joe Schlosser

earson Televi-
sion executives
are looking to
give local
broadcast stations a
show to take what has
become a stock-in-
trade of cable networks
in recent years—a
Washington-based day-
and-date legal forum.

Prosecution, Defense
& Spin with Toensing
& diGenova is set for a
fall launch as a late
night half-hour from
the syndicator.

The nightly show
will be hosted by the
prominent husband-
and-wife legal team of
Victoria Toensing and Joseph diGeno-
va, who have done their share of Ger-
aldo Rivera and CNN legal shows in
the past. The political/legal roundtable
will be based in Washington and will
feature nightly guests from all seg-
ments of the political and legal spec-

Joe diGenova (I) and Victoria Toensing
former federal prosecutors

trum.

“All the current shows of this nature
have been cable shows,” says Prosecu-
tion, Defense & Spin’s producer Neil
Russell. “There is nothing like this in
broadcast syndication that is produced
on a nightly basis.”

6 BROADCASTING & CABLE / JANUARY 25, 1999

Toensing and diGenova have
become one of Washington’s high-pro-
file power couples over the last few
years. Toensing is a former deputy
assistant attorney general who led the
U.S. Justice Department’s Terrorism
unit and diGenova formerly ran the
U.S. Attorney’s office in Washington.
The couple first met at the 1980
Republican National Convention in
Detroit and married soon after. In
1992, the couple opened their own
Washington law office.

“Joe and Victoria come at this from
a legal standpoint. Everything is root-
ed in legal issues,” says Russell. “They
have been large-scale prosecutors as
well as defense attorneys who have
been in the trenches on a lot of high-
profile cases. They are very clever and
play off each other very well.”

Pearson Television President Robert
Turner says the point of the show is to
examine hot public issues from a legal
perspective. “Whether it’s a Washing-
ton event or something big that’s from
outside the city, any high profile event
that touches on the law will be dis-
cussed,” Turner says. “We want to
have a ‘topic of the day’ in our half-
hour show, and we will likely only
tackle one or two issues per show.”

The show is available on a barter
basis. |

Sinclair
claims 5
takers

Group expects to
close time auction

deal at NATPE

By Joe Schlosser

inclair Broadcasting execu-
tives claim five syndicators

wanted to enter their week-
end time-period auction.

Less than a week after most of
Hollywood’s top syndication stu-
dio executives denounced Sin-
clair’s $1 million asking price to
clear an hour weekend program on
34 Sinclair stations, executives at
the Baltimore-based station group
were claiming they had had dis-
cussions with five interested pro-
grammers and that four had
ponied up the price of admission
to the precedent-setting auction.

Bill Butler, Sinclair’s top program-
ming executive, didn’t disclose the
identity of those five parties last week,
saying only that negotiations for Sin-
clair’s offering of three separate mil-
lion-dollar station packages was about
to get under way. Earlier in the month,
Sinclair sent out a letter to 20 top Hol-
lywood TV studios inviting interested
parties to join an auction-like setup for
prime weekend time periods on vari-
ous Sinclair stations ranging from the
nation’s 14th-largest market (WTTA-TV
Tampa) to number 120 (WMMP-TV
Charleston, S.C).

“We are having discussions with
five people, one of which I have
already [turned down] because the
money was not there,” Butler says.
“We have conversations set up
with these people during NATPE
and we’ll probably wrap it up right
after the conference.”

Butler’s letter asked for bids on the
three separate station packages (the
least expensive package had an ask-
ing price of $967,000) to be phoned
into him by Friday, Jan.15. When
word of the unusual Sinclair offer got
out in the Hollywood community
two weeks ago, many top studio
executives didn’t warm to the pro-
posal. In last week’s BROADCASTING
AND CABLE, one syndicator called the
letter “obnoxious and arrogant” and
another said it was “the most disgust-
ing letter” he had ever read.

Stations generally have paid and
still do pay the studios for their syn-
dicated programming, so the Sin-
clair letter seemed to catch many of
the top syndication executives off
guard. “I was kind of surprised at
the reaction, the vehemence,” Butler
said. “I’ve got to think it’s a reflex
reaction that was done without
thinking it through.” "
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TOP OF TNE WEEK

At S1 million,
Valenti takes
home honors

MPAA chief maintains position as
highest paid media association exec

By Paige Albiniak

fter 32 years leading the
film industry’s lobby, lack
Valenti’s salary has topped
the $1 million mark. And
his raise helped secure his spot as
Washington’s highest-paid media
association lobbyist.

In 1997, Valenti earned $1,033,130
for heading the Motion Picture Asso-
ciation of America’s lobbying effort.
And most of his peers would say he
earned his keep, shepherding three
bills through Congress and strength-
ening the copyright protection of the
Hollywood studios he represents (see
story, page 11).

The hgures are culled from publicly
available IRS documents, the latest
obtainable dating from 1997.

Decker Anstrom, president of the
National Cable Television Associa-
tion, came in second, earning
$821,634 in 1997. That’s a 13%

increase from his 1996 paycheck of

$724,785.

National Association of Broadcast-
ers President Eddie Fritts flip-flopped
in the salary rankings again this year
with United States Telephone Associ-
ation President Roy Neel. Fritts pulled
in $639,992, up 22% over 1996. Neel
carned $533,845, which is down from
last year’s $606,737, but Neel also
was paid $189,419 in benefits and
bonuses in 1997 that weren’t included
in his salary.

The Cable Telecommunications
Association’s President, Steve Effros,
leads the next tier of lobbyists, having
earned $367,500 in 1997, up 5% over
his 1996 salary of $350,000. If CATA
merges with NCTA, which the organi-
zations of both boards are slated to
decide in February, Effros’ job (and
compensation) may change signifi-
cantly in 1998.

Chuck Hewitt, president of the
Satellite Broadcasting and Communi-
cations Association, made $334,233
in 1997, almost 12% over his 1996
salary of $299,030.

Jim Hedlund, president of the Asso-
ciation for Local Television Stations,
received a $310,000 paycheck in
1997, nearly 6% above the $293,000
he earned in 1996.

Margita White, president of the
Association for Maximum Service
Television, in 1997 earned $215,000,
almost 9% more than the $198,000
salary she made in 1996.

David Brugger, president of the
Association of America’s Public Tele-
vision Stations, in 1997 was paid
$165,000, a small increase over the
$162,500 he made in 1996.

Andrew Kreig, president of the
Wireless Communications Associa-
tion, made $150,000 annually in
WCA’s last two fiscal years, which
end on Aug. 31. In 1996 Kreig
received $20,000 in bonuses and ben-
efits. In 1997 he received $15,000 on
top of his salary.

Although they are not registered
lobbyists, leaders of professional soci-
eties have influence in Washington
and on the industry as a whole. Bruce
Johansen, president of the National
Association of Television Program-
ming Executives (NATPE), was paid
$382.609 in 1997, up 25% from the
$306,975 he made in 1996.

Char Beales, president ot the Cable
Television Industry’s Marketing Soci-
ety (CTAM), earned $310,623 in
1997, a 19% increase from her salary
of $261,465 in 1996.

A number of advocacy groups also
work to protect the public interest in
Washington. The Media Institute, led
by Patrick Maines, fights against
measures that threaten the media’s
First Amendment rights. Maines
earned $96,000 in 1997 for his eftorts.
He was paid $94,878 in 1996.

Media Access Project’s Andrew
Schwartzman earned $82,250 in 1997,
up a bit from the $78,250 he made in
1996. Schwartzman’s nonprofit law
firm fights to make sure that broad-
casters, cable operators and satellite
TV providers offer adequate public
service.

The Center for Media Education’s
top two executives, president Kathryn
Montgomery and executive Jeft
Chester, evenly splita $118,862 salary
in 1997.

The two, who are married, together
earned $121,082 in 1996. CME focus-
es on keeping media safe for children
as well as on the behalf of the public
interest. |
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Who makes what?

Here’s what the top association executives got paid in 1997,
the last year for which IRS records are available (The 1996
figures are in parentheses).

JACK VALENTI
Motion Picture Assn. of America
$1,033,130 ($950,000)

EDDIE FRITTS
National Assn. of Broadcasters
$639,992 ($525,008)

Cable Telecommunications Assn.
$367,500 ($350,000)

JIM HEDLUND
Association for Local TV Stations
$310,000 ($293,000)

DAVID BRUGGER
Association of America's Public
TV Stations
$165,000 ($162,500)

DECKER ANSTROM
National Cable Television Assn.
$821,634 ($724,785)

ROY NEEL
United States Tetephone Association
$533,845 [+ $189.419 in bonuses and
benefits] ($606,737)

CHUCK HEWITT
Satellite Broadcasting and
Communications Assn.
$334,233 ($299,030)

MARGITA WHITE
Association for Maximum
Service Television
$215,000 ($198,000)

ANDREW KREIG
Wireless Communications
Association
$150,000 ($150,000)




~ Valenti earns his keep

The lobbyist’s lobbyist scores legislative hat trick in 1998

By Paige Albiniak

hen the Starr Report hit
Congress last September,
Motion Picture Associa-
tion of America President
Jack Valenti realized he had a problem.

Independent prosecutor Kenneth
Starr’s report recommending Presi-
dent Clinton’s impeachment was
threatening to stall three pieces of leg-
islation vital to the interests of Valen-
ti’s Hollywood members. Those bills
were needed to grant stronger copy-
right protection to digital works,
extend copyrights for 20 more years
and implement treaties to protect digi-
tal content worldwide.

So Valenti picked up the phone.

House Judiciary Committee Chair-
man Henry Hyde (R-I11.), although
bogged down in the beginning of par-
tisan battles over impeachment pro-
ceedings, returned Valenti’s calls and
gave his assurances. All three pieces
of legislation passed, making 1998—
by Valenti’s reckoning—the most suc-
cessful legislative year he has had in
32 years of lobbying for the MPAA.

Valenti’s continued success in
Washington shows that no matter how
much the lobbying game may have
changed over the past three decades,
having lofly connections remains the
lobbyist’s most important weapon.

One of the principal lessons Valenti
learned as an aide to Lyndon Johnson
was how to win friends and influence
people on Capitol Hill. Whatever their
rank, “you give them all equal
respect,” says Valenti, 77. “You have
to build friendships and alliances on
both sides of the aisle. You can’t sur-
vive in this town if you are partisan.

“The second thing that you learn is
that you can never skirt the truth. You
never fudge your position. The con-
gressmen and the senators must
always know the pros and cons. They
must know the merits and vulnerabili-
ties. And you have to let them know
that. The big LBJ shibboleth was
‘Never surprise me.” Never surprise
anybody. You must always keep them
informed on the Hill.”

Whatever the rules, they work for
Valenti. “He has no equal in terms of
his ability to reach senior Republicans
and senior Democrats,” says Tony
Podesta, chairman of Podesta.com, a
Washington lobbying firm.

“Valenti clearly can pick up a phone
and have someone take a call and you
can’t discount that,” notes one Hill
staffer. “There aren’t many lobbyists
that can still do that with almost every
member of the House, the Senate and
the administration.”

Valenti’s biggest win this year was
gaining passage of bills that ratified
and implemented treaties that were

negotiated in December 1996 by the
World Intellectual Properties Organi-
zation (WIPO), a branch of the United
Nations. The laws protect digital
products online and give copyright
holders the means to prosecute copy-
right thieves all over the world.

In addition, Congress also approved
a bill that extends for 20 more years
copyrights on such works as books,
TV and movie scripts. The MPAA also
scored a small victory when Congress
failed to move a bill that would have
delayed an increase to satellite TV
carriers’ royalties.

No one grants Valenti all the credit
for the tremendous effort that brought
about three major copyright wins in
one year. Hilary Rosen, president of
the Recording Industry Association of
America, was an ever-present force
throughout the long process. And a
small army of lobbyists from trade
associations, corporations and outside
firms assaulted the Hill daily during
the final months of the 105th Con-
gress to push the legislation through.

“Giving Valenti all the credit wouldn’t
ring true to the world,” said one studio
lobbyist. “But he was very important to
the process and sort of the senior figure
among all the trade associations. He was
critical to the process.”

Valenti served as a kind of general
for the effort—a general who had the
good fortune to have other factors tilt-
ed in his favor.

Most powerful lobbies—including
broadcasters, small business and the
American Association of Retired Per-
sons—gain their strength by having

“Compromise

is not an ignoble
word—that’s
how the
government
functions.”

many influential and outspoken citizens
as members. The MPAA membership
roster comprises seven movie studios—
powerful members to be sure—but con-
centrated in Los Angeles and void of
any regular-guy voices. But lobbying
Congress for digital copyright protec-
tion brought the MPAA together with
enough other powerful industries from
all over the country that an ad hoc coali-
tion sprang up around them.

The copyright coalition grew until
it included the movie studios, record-
ing industry, software publishers,
book publishers, telephone companies
and online service providers. By the
time the final details were being ham-
mered out in closed-door, late-night
meetings, only the consumer electron-
ics industry and the universities and
libraries were still sitting on the other
side of the negotiating table.

“We formed a seamless alliance,”
Valenti said. “It was a cooperative
venture that never once foundered. It
was unified at the beginning and uni-
fied at the end.”

“Working with the other members of
the coalition was fortuitious for all of us
because it gave us a grassroots lobby
that MPAA lacked and it gave other
groups a political power that they
lacked in Jack Valenti,” says one studio
executive who works in Washington.

Still, once the digital copyright bill
was wrapped up by Congress and sent to
the President, there were parts with
which no one was entirely happy. For
instance, the MPAA and recording
industry would have liked the online
service providers to bear more liability
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for copyrighted material taken from their
networks. In the end, Congress did not
require online service providers—such
as cable operators and telephone compa-
nies—to bear any responsibility for the
actions of their customers. Valenti,
Rosen and their coalition were forced to
give in because the telephone companies
were ready to kill the bill over the issue.

But all the groups recognize that the
final compromise was a necessary and
expected evil.

“At the end of any kind of long, tor-
menting Congressional journey where
negotiations have to be conducted, no
one is entirely satisfied with every
aspect of it,” Valenti remarks. “Compro-
mise is not an ignoble word-—that’s how
the government functions. | think that
what we did was exemplary in the sense
that we had three important pieces of
legislation all moving along. We forged
what 1 thought were some reasonable
and necessary compromises. In the end,
what was finally constructive was a
piece of Congressional architecture that
keeps the rain off for all of us.”

“It’s fairly rare that anyone ends up a
100% winner at the end of a session
where the parties are relatively equally
divided and it’s hard to get anything
through. With Congress distracted by
campaigns, impeachment and everything
else, this was not easy,” Podesta notes.

“Was it our wish list of what we
would have really liked to see? Not a
chance,” says a source with the Digi-
tal Future Coalition, a group of 42
member bodies including academics,
libraries, scholars and technologists
concerned about privacy and overreg-
ulation of the Internet. “But was it an
incredible improvement from what we
had to start with? Definitely.”

Besides overwhelming support
from many influential industries,
members of Congress recognized that
they needed to deal with digital copy-
right protection this year.

“More than Jack Valenti’s clever
lobbying, there was a consensus in
Congress on this bill,” notes one Sen-
ate staffer. “We believed it was the
right legislative path to take. Beyond
that, it was a very heavily lobbied bill
with very little lobbying against it,
with the exception of the [consumer
electronics industries].”

Congress also was highly motivated
to pass the digital copyright bill this
year because it did not want to start
the entire process over again this year.
“People had spent up to four years try-
ing to get this bill passed,” says one
studio executive. “It already had a lot
of history and thousands of hours of
time. People on the Hill just didn’t
want to spend any more time.”

Considering all the time he himself
has spent on lobbying issues for these
past 30 years, one might think Valenti
would be ready to call it quits. He’s just
had the best legislative year of his career.
He could go out on top. But no, he says.

“Retire, what’s that?” Valenti asks.
“As long as you are having fun, put-
ting in 18 hours a day and still eager to
face the next day... then why not?” m
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Gaming ads ride
on Supreme Court

High court will consider conflicting rulings,
constitutionality of gambling ad restrictions

By Paige Albiniak

he U.S. Supreme Court is

expected to hear arguments on

whether radio and TV broad-

casters can legally air ads for
casino gambling.

The high court agreed
to take the case after two
appeals court decisions
split on the issue. The
Ninth Circuit Court of
Appeals in San Francisco
in 1997 ruled that broad-
casters could air the ads. Also, a U.S.
District Court in New Jersey last year
agreed with the Ninth Circuit after Play-
ers International and the National Asso-
ciation of Broadcasters sued to strike
down the law there. The government
appealed its case to the Third Circuit
Court in Philadelphia, but Players and
the NAB asked the court to put off the
case until the Supreme Court had an
opportunity to hear it.

The case seemed to be headed to the
high court last summer, after the Fifth
Circuit Court of Appeals in New Orleans
disagreed with the Ninth Circuit. A split
between circuit courts usually forces the
Supreme Court to settle the issue. It was
unclear whether the high court will hear
the case this session or later.

The Fifth Circuit Court judges ruled
2-to-1 in favor of upholding the ban,
with that court’s chief judge dissent-
ing. Chief Judge Henry Politz wrote
that the government had “totally failed
to meet its burden of proving that a
nationwide ban is mandated.”

Judge Edith Jones of the New Orleans
court, affirming the ban, wrote that
enough media outlets are legally avail-
able to casinos without needing to adver-
tise gaming on radio or TV, especially
since casinos can advertise as long as
they do not show gambling. That court
also said that radio and TV ads are espe-
cially compelling and available to chil-
dren. Finally, Jones wrote that the ban
needs to remain in place to protect states
in which gambling still is illegal.

“That the broadcast advertising
ban...directly advances the govern-
ment’s policies must be evident from
the casinos’ vigorous pursuit of litiga-

tion to overturn it,” Jones wrote.

Broadcasters in the Fifth Circuit, repre-
sented by the Greater New Orleans
Broadcasters Association (GNOBA),
argue that the federal statute violates their
right to advertise legal products. GNOBA
based its argument on a
legal test that first was
established in 1980. That
test requires the govern-
ment to prove that a ban on
commercial speech directly
advances a substantial gov-
ernment interest. In this
case, the government has to prove that the
public is less inclined to gamble if it is not
exposed to gaming advertisements.

Passing that test becomes difficult,
GNOBA'’s attorneys argue, because
federal law allows for exceptions.
Broadcasters can air ads for casinos
located on Indian reservations, for
instance, or for state-run lotteries.

“Each exception waters the ban
down,” says one GNOBA attorney.
“When you take a ban like that and put
exceptions into it, then the burden
becomes a heavy one.”

Don Cooper, GNOBA'’s executive
director, says he thinks the case could
be “the landmark free commercial
speech case for years to come ... This
has broad implications for a number of
commercial free-speech issues.”

Broadcasters’ victories in two
regional courts already has allowed
them to air gaming ads in New Jersey
and in the nine Western states the
Ninth Circuit covers, unless a state law
forbidding gaming ads already is in
place. If the Supreme Court strikes
down the ban, broadcasters will have
to check the laws of their state.

Broadcasters still may choose not to
run gaming ads even if the Supreme
Court deems such spots legal, because
broadcasters risk drawing the negative
attention of lawmakers and public
interest advocates if they run such ads.

The NAB is neither encouraging nor
discouraging its members to begin
running gambling spots. “We support a
local station’s right to decide whether
to air gaming ads and ads for other
legal products,” said NAB spokesman
Dennis Wharton. ]
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GLOSED GIRGUIT

BEHIND THE SCENES, BEFORE THE FACT

NEW ORLEANS
ABC'’s of affiliate issues

ABC Television Network President
Pat Fili-Krushel was set to present
a “conceptual outline™ of the net-
work’s position on program repur-
posing, digital networks, compen-
sation and exclusivity to key affili-
ate board members late Friday or
over the weekend, sources say.

If the feedback from those board
members is positive, the outline
would be spelled out at today’s
affiliate meeting in New Orleans,
sources say. Otherwise, the outline
will be shelved until the network
and the affiliate board can agree on
the broad strokes.

NEW YORK

Gralnick leaves ABC News

A Long-time ABC News veteran
who helped drive the news divi-
sion’s online effort, departed sud-
denly last week. Jeff Gralnick, vice
president and executive producer
of special events for ABC News,
cited budget concerns for his
change in status. “ABC News has
various budget problems and [I
was| judged the odd person out by
the news management and told to
go away, so I’m going away,” said
Gralnick, who had spent 25 of the
past 28 years with the network. He
indicated his next stop would be
Barbados before his next career
move. ABC spokespeople were
unavailable to comment at
presstime late Friday.

WASHINGTON
No Bulls, just ball

It will be a rebuilding year for the
NBA on TV as the broadcast and
cable schedules reflect the exodus
of Michael Jordan and other Chica-
go Bulls stars.

You won't be seeing the Bulls at
all on TV unless you live in New
York or Chicago, said Ed Markey,
vice president of sports press for
NBC. Turner Sports, which com-
bined with NBC last year for a
$2.64 billion, four-year deal for the
NBA, will show no Bulls games on
WTBS or TNT. Even the rematch
of last year’s finalists, the Bulls
and Utah Jazz, on the season’s Feb.
5 opening night will not be shown.
The Bulls will appear only once,
Feb. 21, in a regional telecast.

While all five prime time games
on NBC last year featured Jordan
and the Bulls, none of this year’s 11
prime time games will include the
defending champs. It’s a clear
acknowledgement that both NBC
and Turner realize that this year’s
edition will not be the same domi-
nant Bulls team of the 1990s. Typi-
cally, the team appeared nearly 20
times nationally during most regu-
lar seasons in the 1990s, and about

as many times during playoffs.
Besides Jordan, Scottie Pippen will
shoot for the Houston Rockets. And
while career plans for Dennis Rod-
man remain as uncertain as his hair
color, it’s unlikely he’ll be a Bull.

That gives television and the
NBA the chore, or the opportunity,
of exposing new stars and con-
tenders. Each team will play 50
games in the lockout-shortened
season, with six non-conference
games each and no all-star game.
NBC and Turner will televise 89
games, 28 on NBC and the rest on
TBS or TNT.

The Los Angeles Lakers, with
the telegenic stars Shaquille
O’Neal and Kobe Bryant, look to
get the most exposure, with 12
games on cable and 11 on broad-
cast. Other top-ranked teams--th
New York Knicks, Indiana Pacers,
and the Jazz--will also be getting
more air time..

TV wonk

Gore Commission Co-chairman
Norm Ornstein wants broadcasters
to do more in the public interest,
but maybe what he secretly wants
from broadcasters is a job. Orn-
stein certainly doesn’t shy away
from the spotlight.

In November, he wowed a crowd
at Washington’s Improv comedy
club with self-deprecating tales of
his less-than-lustful marriage. And
this month he made a surprise
appearance on Lateline, comedian
Al Franken’s NBC show that
spoofs Nightline.

Ornstein appeared as himself, a
policy wonk at the American
Enterprise Institute. Lateline pro-
ducers put him on the show only
after all their other guests fail to
show up. Ornstein gained the
exposure because he is a friend
and a sometime co-worker of
Franken. Asked whether he has
any plans to expand his moonlight-
ing stints, Ornstein says: “No, |
don’t plan to quit my day job.” But
that doesn’t mean he would reject
any offers, either.

CHICAGO

CNN Newsource opens

Chicago bureau

CNN Newsource will announce
tomorrow (Jan. 26) that it is open-
ing a bureau in Chicago on March
1. The syndicated news service’s
three other bureaus are in Los
Angeles, Washington and Atlanta.
At NATPE in New Orleans this
week, CNN Newsource will be
highlighting its new Mrs. FixIt
home repair series for local news-
casts. The series is cleared in 35
markets, on stations including
KCBS-TV Los Angeles, WPVI(TV)
Philadelphia and wraA-Tv Dallas.
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Rep. Benjamin Cardin (D-Md.)
last week asked the FCC not to
place new restrictions on local
marketing agreements and in-
market radio/TV combinations. ‘|
most strongly insist the commission
refrain from contemplating, let alone
adopting, such rules,” Cardin wrote
in a letter to FCC Chairman William
Kennard. “Such actions run counter
to the Telecommunications Act of
1996 and the intent of Congress.”
Cardin noted that an LMA with Sin-
clair Broadcasting allowed wNuv-Tv
in Baltimore to become financially
sound and upgrade its program-
ming. “Wnuv launched Baltimore’s
first new evening news program in
decades,” he said. “l strongly
believe the FCC should be examin-
ing opportunities to provide addi-
tional relief to over-the-air broad-
casters so they can survive and
compete in today’s multi-channel
world.” FCC staffers have drafted a
plan that would make LMAs count
toward local and national ownership
caps. If that happens, Sinclair might
be forced to exit the LMA or sell its
own Baltimore station,wBFF-Tv,
because one company cannot own
two stations in the same market.

PolyGram Television has cleared
its new half-hour relationship
series, Blind Date, in 55% of the
country for next fall. Blind Date
has been cleared in the top two
markets on Chris Craft United Tele-
vision stations wwor-Tv New York
and kcop-Tv Los Angeles. Other
clearances include wpwr-Tv Chica-
go, KBHK-TV San Francisco, KUTP-Tv
Phoenix and kTvb-Tv Denver.

Carsey-Werner Distribution has
cleared NBC Studios’ Profilerin
70 markets representing 57% of the
country for next fall. Station groups
clearing the one-hour series include
a number of the NBC O&O'’s, ABC
0&0O’s and Scripps-Howard stations.

‘NOVA’ nabs the Gold Baton

NOVA, the pioneer PBS science news series, was awarded the Gold Baton at the 57th annual Alfred
duPont-Columbia University Awards ceremony. The series, produced at wasH-Tv Boston, was recognized
for five programs: Everest: The Death Zone, The Brain Eater, Supersonic Spies, China’s Mysterious
Mummies and Coma. Columbia University President George Rupp, while presenting the prize to execu-
tive producer Paula Apsell, said of NOVA: “[It's] the series that brings us elegant photography, thorough
research, often suspense and always good reporting—to teach us about the world”

The event was held Jan. 20 at Columbia University in New York and was hosted by 60 Minutes corre-
spondent Ed Bradley. The awards honor excellence in broadcast journalism. Recipients were selected
from 634 submissions that first aired between July 1, 1997 and June 30, 1998.

Eleven Silver Batons for overall excellence were also presented:

BroadcastingeCable

IN BRIEF

Profiler is cleared in seven of the top
ten markets and the off-network sale
will include 64 hours in its initial dis-
tribution package.

Buena Vista Television is launch-
ing Disney’s New True Life
Adventures nature specials on
the ABC-owned and operated sta-
tions. The series of four one-hour
documentaries revives a tradition
started by Disney in the 1940s with
the Academy Award-winning Dis-
ney’s True Life Adventures. The four
specials are available in syndication
on a barter basis (8/6) with one spe-
cial available per quarter starting in
January 2000. Buena Vista is also
offering a new syndicated movie
package at NATPE entitled Martial
Arts Masters 1: The Best of Jackie
Chan and Jet Li. The package con-
sists of nine titles including Super-
cop 2 and Operation Condor 2.

The Public Broadcasting Service
unveiled a new drama/history
slate at the TV Critics Press tour
that includes a new Masterpiece
Theater series that focuses on
American authors. PBS is also
developing a new series called
Stage on Screen that will showcase
new and classic works from the
nation’s leading theater companies.
PBS said it has also commissioned
Foto-Novellas I, a news series of
four original half-hour dramas
inspired by Mexican and Latin
American pulp novels. PBS is also
developing three history programs in
collaboration with Devillier Donegan
Enterprises that focus on Genghis
Khan and the Roman and Biritish
Empires. In other PBS programming
news, actor/comedian Michael Palin
will do a three-part series on Ernest
Hemingway called Hemingway's
Travels; composer Zubin Mehta will
recount his 40-year career in Zubin
Mehta: a World Full of Music. Next
fall, PBS plans to present Indepen-

African-American Steelworkers on PBS.
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dent Lens, a ten-week series devot-
ed to the works of independent
video and filmmakers. PBS also
announced that its PBS Sponsor-
ship Group, public television’s
national corporate marketing con-
sortium, attracted $12.2 million in
program sponsorships during the
quarter ending Dec. 31.

Tribune’s fourth quarter and year
end financial results are in. Fourth
quarter operating revenues for the
company’s broadcasting and entertain-
ment were up 6% to $299 million, while
operating profits were up 6% to $96
million. Year end results for that division:
revenues up 9% to $4.153 billion, with
an 11% gain in operating profit to a little
more than $317 million. Overall, Tri-
bune Co. posted an 8% gain in rev-
enue in the fourth quarter to $765.4
million with profits of $188 million. For
the year, revenues were up 10% to
$2.98 billion with a 9% gain in operat-
ing profit to just over $702 million.

USSB reported a net operating
loss of $31.8 million for the
fourth quarter, an 11% increase
from the comparable period in 1997.
Fourth-quarter revenues increased
12.4% to $144.7 million while the net
loss increased 12.8% to $30.9 mil-
lion, or 34 cents per share. Quarterly
results were affected by a one-time
charge of $20.7 million, or 23 cents
per share, related to the termination
of contracts stemming from USSB’s
pending acquisition by Hughes Elec-
tronics. Excluding the one-time
charges, USSB’s net loss was $10.2
million, or 11 cents per share.
USSB's net operating loss for the full
year declined 34% to $60.7 million.
USSB reported that 1998 revenues
increased 20.6% to $550.8 million
while the net loss declined 35% to
$56.6 million, or 63 cents per share.
Absent the one-time charges,
USSB's net loss would have been
$35.9 million, or 40 cents per share.

—NMara Reinstein

Pax TV will air its original two-
hour special Quest For Noah’s
Ark on Sunday, Feb. 7. The special
will examine the legend of Noah’s
Ark through recreations and
through historical evidence.

CNN Newsource Sales will host
Larry King in its NATPE Confer-
ence booth on Tuesday, Jan. 26.
That day King will be one of the fea-
tured speakers at the conference’s
opening general session.

Paramount Domestic Televi-
sion’s reality strip Real TV has
improved 27% in the last three
weeks in the national Nielsen
Media Research ratings. For the
week ending Jan. 10, Real TV
scored its highest rating of the sea-
son, a 3.3. The show’s adult 18-to-
49 demo rating rose 6% that week,
to a season-high 1.7.

Robert H. Levi has been named
president of worldwide program
planning and acquisitions at
Turner Entertainment Group. Levi
was formerly executive vice presi-
dent of worldwide program planning
and acquisitions for Turner Enter-
tainment Group.

MediaOne Group has made a
strategic investment in online
banking firm Wit Capital. The
amount wasn't disclosed but
MediaOne says it's the equivalent of
a 4% stake in privately held Wit.
From September 1998 through year
end, Wit has obtained $21 million in
venture financing, the company says.
Wit has handled more than 40 public
stock offerings over the Internet since
launching its investment banking
service in September 1997. The
company now acts as a co-manager,
or e-Manager, in public offerings. Wit
intends to launch the Web’s first digi-
tal stock market permitting direct buy-
ing and selling between investors in
the second quarter.

A scene from NOVA's award-winning ‘China’s

Mysterious Mummies.’

ABC News’ Nightline and Ted Koppel for Crime & Punishment.
Laura Angelica Simon, Tracey Trench and P.O.V. for Fear and Learning at Hoover Elementary on PBS.
WRAL-Tv Raleigh and Stuart Watson for a series of investigative reports on military medicine.
Wews-Tv Cleveland and Bill Sheil for Final Mission.

CBS Evening News, Eric Engberg and Vince Gonzales for Tomb of the Unknowns.
Dan Collison, Rebecca Perl, Tom Jennings and This American Life for Scenes from a Transplant on Public
Radio International.

Raymond Henderson, Tony Buba and the Independent Television Service for Struggles in Steel: A Story of

WeBM-Tv Chicago and Carol Marin for coverage of Congressman William Lipinski’s primary campaign.

CBS News’ 60 Minutes and Mike Wallace for an investigation of the international pharmaceutical industry.
Wwmaa-Tv Chicago and Renee Ferguson for Strip-Searched at O’Hare.
Vanessa Roth and Thirteen/wNeT(Tv) New York for Taken In: The Lives of American’s Foster Children on PBS.




Entertainment!

eThe World Wrestling Federation Television
Network increased 87% in Household Ratings
(4th Qtr ‘97 vs. 4th Qtr ‘98) and will generate
over 1 Billion television impressions in the
United States in 1999.

“source: Nielsen Media Researci

eThe World Wrestling Federation is the #1
Pay-Per-View producer of 1998 generating over
130 million dollars.

eWorld Wrestling Federation Television
Programming airs in more than 120 countries
and is available in 9 languages.

eQver 32 Million fans have paid to attend
World Wrestling Federation Live Events in the
last decade.

ein 1999, the World Wrestling Federation Web Slte
W .. will generate over 750 million
page views within its site.

eThe World Wrestling Federation is the #1 :
licensed property in North America, generating |
over $500 Million in retail sales in 1998.

And That's
The Bottom ILine!
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Cablevision links 900
schools to the Internet

’

!

New York City Mayor Rudy Guiliani () and Cablevision Systems
President James Dolan (r) announce the cablie operator’s commit-
ment to spend $50 million on high-speed cable Internet service to
900 schools in Brooklyn and The Bronx. The announcement was
made at one of three learning centers Cablevision is heiping estab-
lish to train teachers classroom use of high-speed access.

Road Runner, the high-speed
online service jointly owned by
Time Warner, MediaOne Group,
Microsoft Corp., Compaq Corp.,
and Advance/Newhouse, tallied
180,000 customers at year-end
1998, the company says. In addi-
tion, customer demand in the fourth
quarter exceeded company expec-
tations with an average of more than
4,000 new customers a week sign-
ing up. AtHome, a similar service
owned primarily by cable operators
with TCI as its largest investor,
reported about 330,000 customers
at year-end. Road Runner says its
largest customer cluster is in the
Northeast, where it has about
40,000 customers. San Diego, Calif.,
is Road Runner’s single largest
urban deployment with 16,500 cus-
tomers while Portland, Maine, has
the highest penetration with 12.23%
of all homes passed within 20
months of launch. Road Runner is
available to roughly 7 million homes.

Scientific-Atlanta is developing

technology to increase hybrid
fiber-coax network reverse path
capacity and improve perform-
ance in an effort to hasten
deployment of high-volume inter-
active media traffic, the company
says. S-A is using time division mul-
tiplexing and digital reverse lasers at
the node and expects those
enhancements to allow cable opera-
tors to serve up to four times more
subscribers with one fiber and trans-
mit signals over longer distances.

STC Cable Partners | acquired the
assets of Galaxy Management Inc.,
encompassing about 1,750 basic
cable subscribers in Sequoinsville,
Tenn. Financial terms weren't dis-
closed, but at the common industry
price of $2,000 per subscriber, the
deal would be worth roughly $3.5 mil-
lion. Pat Thompson of Daniels & Asso-
ciates represented Galaxy Manage-
ment in the transaction.

Mount Prospect, lll., is the latest
addition to Ameritech New
Media's cable TV franchises. The

Mount Prospect Village Board's
unanimous approval of a15-year
agreement means Ameritech will
compete against incumbent cable
provider TCI. Mount Prospect has
about 21,600 households. With the
Mount Prospect franchise,
Ameritech now has 74 cable fran-
chises in lllinois and 93 total
throughout its Midwest region.

Cable MSO Insight Communica-
tions will use General Instrument
DCT-2000 and DCT-5000+ interac-
tive digital set-top boxes to pro-
vide digital cable, e-mail, video-
on-demand and high-speed Inter-
net access to customers in Rock-
ford, Ill., and Columbus, Ohio.
Insight's Rockford system has about
66,000 subscribers and the Colum-
bus system about 90,000 cus-
tomers. New York City-based Insight
owns and operates cable systems in
California, Georgia, lllinois, Indiana,
Kentucky, Ohio and Virginia.

RCN Corp. had received open
video systems (OVS) approvals to
pass more than 6 million homes
by the end of last year, the compa-
ny says. RCN says that, as a result, it
has received more OVS grants than
all other operational telecommunica-
tions carriers combined.

EchoStar CEO Charlie Ergen, NCTA
President Decker Anstrom and
Consumers Union Co-Director Gene
Kimmelman plan to testify at a Jan.
27 hearing on satellite TV company
EchoStar’s plans to purchase the
satellite assets of News Corp. and
MCI WoridCom. Senate Antitrust Sub-
committee Chairman Mike DeWine
(R-Ohio) will hold the hearing.

The satellite TV industry and
copyright holders last week
fought over royalty fees before
a three-judge panel at the U.S.
Court of Appeals in the D.C. Cir-
cuit. The U.S. Copyright Office last
year raised to 27 cents per sub-
scriber per month the fees that
satellite TV companies must pay to
import network signals and to
retransmit superstations. According
to the law, Congress directed the
Copyright Office to assign fees so
that they would reflect “fair market
value,” which is what satellite TV
companies might pay if they negoti-
ated each fee separately with each

Lhe person you describe
is the person we deliver.

Joe Sullivan & Associates, Inc.
Executive Search & Recruitment

9 Feather Hill, Southold, NY 1971

(516) 765-5050

www.joesullivanassociates.com
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copyright holder instead of having it
set for them. John Seiver, attorney
for the Satellite Broadcasting and
Communications Association,
argued that satellite copyright fees
should be equal to cable’s, which
are approximately 10 cents for
superstations and 2.5 cents for
imported TV networks. The copy-
right holders, which include movie
studios and sports, argue that the
fees should stay as they are, which
still is much less than the networks
or sports leagues would prefer that
they pay, said Robert Garrett, an
attorney with the law firm Arnold
and Porter who represents sports.

Fox Sports Net has signed a
major cash sponsorship agree-
ment with the New York Yacht
Club/Young America Challenge
for the America’s Cup 2000 sail-
ing regatta, which begins in New
Zealand this fall. Fox Sports Net's
sponsorship package includes
extensive corporate hospitality start-
ing in Newport, R.I. this summer and
continuing to Auckland, N.Z., where
the Challenger Races for the Louis
Vuitton Cup start in October. Other
sponsor benefits include logo sig-
nage on Young American’s sails and
hulls of its two racing boats, signage
at Young America venues and place-
ment within Young America’s
newsletter and Web site. Fox will
also receive a number of “17th man”
crew member positions, which allow
spectators to ride aboard the racing
vessel itself. But perhaps the biggest
benefits Fox Sports will receive is
the opportunity to advertise its
brand on cable sports competitor
ESPN, which owns U.S. coverage
rights to the America’s Cup.

FCC Commissioners Susan Ness
and Harold Furchtgott-Roth, along
with National Telecommunica-
tions and Information Administra-
tion chief Larry Irving today (Jan.
25) get to turn the tables on
broadcasters during a panel dis-
cussion sponsored by the Associa-
tion of Local Television Stations.
Rather than being in the hot seat
themselves, the three officials are
scheduled to grill five executives on
a variety of industry issues. “People
get bored when commissioners sit
on panels and say predictable things
like ‘My mind is not made up’ and
‘We're considering all the issues,’”
says ALTV President James Hed-
lund. “In this format, the officials can
be devil's advocates. It can be very
entertaining.” ALTV is hosting its
annual convention today in New
Orleans in conjunction with the
NATPE annual conference. The
three officials are slated to quiz
Barry Baker, president of Sinclair
Communications; Tony Cassara,
president of Paramount Stations
Group; Dennis FitzSimons, president
of Tribune Broadcasting; Kevin
O’'Brien, general manager of KTvu-
Tv, and John Siegel, chairman of
United Television. Also on ALTV’s
lineup today are luncheon speaker
Rep. Billy Tauzin (R-La.) and evening
speaker Sen. John McCain (R-Ariz.).
A breakfast roundtable discussion
with FCC, administration and con-
gressional staffers is also scheduled.
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The debate
continues.

No debate.

No matter how the confusion
around DTV and worldwide
broadcast standards shakes out,
you can be certain of this:
when you originate your
creative vision on film, it
lives in the highest resolution
possible and transfers beautifully
to any format,

anywhere, anytime.

Kodak

Motion Picture Film
What high definition is shooting for.

© Eastman Kodak Company, 1999. Kodak and EXR are trademarks.




It’s showtime: NAT

ALTV
Highlights

All events are slated for the
Morial Convention Center.

Monday (Jan. 25)

» Opening session: State-of-tiie-
industry addresses by ALTV
Chairman Stuart Swartz, KMSP-TV
Minneapolis-St. Paul, and ALTV
President James Hedlund. 9:30-
10 a.m. Rooms 243-245.

» Panel session: The Grand Inqui-
sition—FCC Commissioners
Susan Ness and Harold Furchgott-
Roth; Larry Irving, head of the
National Telecommunications and
information Administration; Barry
Baker, Sinclair, Tony Cassara,
Paramount Stations; Dennis FitzSi-
mons, Tribune Broadcasting;
Kevin O’Brien, kTvu-Tv San Fran-
cisco, and John Siegel, United
Television. 11:15-Noon. Rooms
243-245.

» Luncheon: Keynote speech by
HouseTelecommunications Sub-
committee Chairman Billy Tauzin
(R-La.); presentation of ALTV Dis-
tinquished Service Award to
William Frank, retired, Chris Craft-
United Television Broadcast
Group. 12:30-2 p.m. Rooms 356-
o7

» Panel session: A Network Per-
spective—Susanne Daniels, The
WB; Steven Glick, William Morris
Agency; Larry Jacobson, Fox;
Tom Nunan, UPN; Jeff Sagansky,
Pax TV, and Marc Schacher, Tri-
bune Broadcasting. 2-3:30 p.m.
Rooms 243-245.

= Panel session: A Syndication
Perspective—Joel Berman and
Frank Kelly, Paramount; Scott
Carlin, Warner Bros.; Stephanie
Drachkovitch and Janice Marinel-
li, Buena Vista, Lawrence Lyttle,
Big Ticket Television; Jim Para-
tore, Telepictures, and John
Ryan, Worldvision Enterprises.
3:30-5 p.m. Rooms 243-245.

m Address (co-sponsored with
NATPE). Senate Commerce
Committee Chairman John
McCain (R-Ariz.). Rooms 343-
345.

A tough business

Talk shows some, but they mostly
go. Of 50 that have been offered
since since 1993, only two are left

standing./ 20

www.hroadcastingcable.com

NATPE

he 36th Annual

NATPE Confer-

ence & Exhibi-

tion gets under-
way this week in New
Orleans with more than
700 different exhibitors
from around the globe
selling their wares. Of
those coming to the con-
ference, more than 300
are from outside the Unit-
ed States. And not sur-
prisingly, it’s the interna-
tional markets that are
driving up attendance and
the amount of dollars (or
whatever form of curren-
cy is being used) that will
be changing hands.

This year, the confer-
ence floor will feature
more than 400,000 square
feet of exhibition space
and multimillion dollar
booths from some of the
top domestic syndicators.

So far, registration is
outpacing last year’s by
3% and international reg-
istration is up 6% over
last year, according to

‘98 <
»

NATPE executives. Last
year, 17,250 people
attended the convention.
For the first time, there
will be a pavilion from
Israel on the conference
floor along with a Swiss-
Belgium pavilion featur-
ing four different produc-
tion companies.

The highlights for
Monday, Jan. 25, include
the all-day ALTV (Asso-
ciation of Local Televi-
sion Stations) session, the
“2nd Annual NATPE
International Forum™ and
“The Cable Connection
Luncheon” sponsored by
the National Cable Tele-
vision Association.

Tuesday, Jan. 26, kicks
off with NATPE’s “Coffee
With...” series, featuring a
7:30 a.m. chat with A/ly
MecBeal producer David E.
Kelley. CNN’s Larry King
follows with opening
remarks at 9 a.m. and the
NATPE Creative Achieve-
ment Award presentation
for Imagine Entertain-

What’s inside

The top 25

More programmings decisions are
being made at the station-group level.
Here’s the programming thinking of
the 25 with the longest reach. / 27

BAILIES

ment’s Ron Howard and
Brian Grazer.
Wednesday, Jan. 27,
gets going with South
Park creators Trey Parker
and Matt Stone handling
the “Coffee With...”
chores at 7:30 a.m.
Howard Stern will
address the general ses-
sion, and Hearst-Argyle’s
John Conomikes’s will
receive the Chairman’s
Award at 9 a.m.
Thursday, Jan. 28, is
Internet day at NATPE,
with various sessions and
demonstrations about the
industry. The conference
will close Thursday night
with a “NATPE Wrap”
party featuring The Neville
Brothers and Dr. John.
Other interesting events
next week include a Wash-
ington Update session
with  Senator John
McCain, the traditional
5K-run, as well as a num-
ber of parties sponsored
by the major studios. =

The NATPE universe

A complete listing of who will be
offering what programming next
week at the New Orleans conven-
tion center. / 66

99

NATPE
Highlights

All events are slated for the
Morial Convention Center.

Tuesday (Jan. 26)

» Coffee with David E. Kelley, cre-
ator of Ally McBeal, The Practice,
Chicago Hope and Picket Fences.
7:30-8:45 a.m. Room 245.

» General Session: Larry King
interviews Bill Maher and Martin
Short. Presentation of the Cre-
ative Achievement Award to Imag-
ine Entertainment (Ron Howard
and Brian Grazer accepting). 9-
10:15 a.m. La Nouvelle Orleans
Ballroom I1.

m Seminar: Digital/HDTV
Update—Jill Botway, The Botway
Group; Colleen Brown, Lee
Broadcasting; Preston Davis,
ABC-TV, Alan McCollough, Circuit
City, and Pat Scott, Fisher Broad-
casting.171:45-1 p.m. Room 345.

» Exhibition: 10 a.m.-6 p.m.
Wednesday (Jan. 27)

» Coffee with Trey Parker and
Matt Stone, creators of Comedy
Central’'s South Park. 7:30-8:45
a.m. Room 245.

» General session: Address by
radio and TV personality Howard
Stern. Presentation of the Chair-
man’s Award to John G
Conomikes, Hearst-Argyle TV.
Address by NATPE Chairman
Bruce Johansen. 9-10 a.m. La
Nouvelle Ballroom II.

» Seminar: The Economics of
Media—Jessica Reif-Cohen,
Merrill-Lynch; Mario Gabelli,
Gabelli & Associates; Larry Ger-
brandt, Paul Kagan Associates,
and Bud Paxson, Pax TV. 10:15-
11:30 a.m. Room 345.

» Exhibition: 10 a.m.-6 p.m.
Thursday (dJan. 28)

= Seminar: Video on the Internet—
Brian Black, Pittard Sullivan; Nick
DeMartino, American Film Market;
Ed Hugeuz, InterVu; Ken Park,
Hyperlock Technologies, and John
Reed, Source Media. 10:30-11:45
a.m. Room 345.

» NATPE Wrap Party featuring Dr.
John and the Neville Brothers. 7
p.m.-Midnight, Generations Hall.

» Exhibition: 10 a.m.-6 p.m.
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Talk a

"t cheap

Talked out

Here are the three dozen talk shows that
have debuted over the past six seasons.
The five still on the air are shown in red.

Creating a success in the genre is a tough proposition

By Joe Schlosser

he talk show business is not an

easy one to crack. Just ask

Suzanne Somers or Tempestt

Bledsoe or Magic Johnson for
that matter.

Since the 1993-94 television season,
nearly 50 talk shows—daytime and late
night—have been offered at the annual
NATPE Conference in first-run syndi-
cation. Thirty-six actually made it on
the air. Of the 36, only five remain
standing. And those five include three
celebrity-driven talk shows that
debuted this past summer and fall—The
Roseanne Show, Donny & Marie and
Howie Mandel—which  many
observers don’t give much of a chance
of lasting past one or two seasons.

Over a six-year time frame, the only
two talk shows still alive are Columbia
TriStar Television Distribution’s Ricki
Lake, which debuted in fall 1993, and
Warner Bros.” 1995 launch of the Rosie
O’Donnell Show. Both Lake and
O’Donnell have proven to be strong TV
personalities. And at the time they
debuted, both formats offered something
a little different from the other talk
shows. Lake targeted an urban teen audi-
ence that other talk shows had never
tried to reach. And O’Donnell brought a
Tonight Show-like format to daytime.

Between Ricki’s low key launch six
years ago and King World Productions’
high-profile start this past fall for The
Roseanne Show, the list of celebrities and
non-celebrities that have failed in syndi-
cation is mind-numbing. The losses for
distributors and syndicators are in the
hundreds of millions of dollars, accord-
ing to some TV analysts. And unlike
other syndication genres—such as the
action hours, where a show can be stored
in a studio vault and dusted off for anoth-
er round of sales—talk
shows, for the most
part, are one-time,
day-and-date
product.

“There is a
tendency in this

‘The

Roseanne
Show’

20

‘The Donny & N
Marie Show’

business to look at a show that’s work-
ing and extrapolate out and say the
audience is ready for a big expansion in
that genre,” says Frank Kelly, co-presi-
dent of Paramount Domestic Televi-
sion, the studio that launched The Mon-
tel Williams Show in 1992 and The
Howie Mandel Show this past season.
“We all make this mistake occasional-
ly. Basically, it’s not about the
genre, because people don’t buy
or watch genres. They watch TV
shows and personalities,” he
says.
“I think a big chunk
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1993-94

of those shows that came out

Gordon Elliott

Show

Show Syndicator
']‘he Rosie O m LesBrown ... (King World)
_ P - Bertice Berry ... (Twentieth Television)
Ricki Lake ..................... (Columbia TriStar)
Rolondase 2. s e a . (King World)
Show Syndicator
Suzanne Somers ... (MCA)
Jon Stewart ... . (Paramount)
Marilu ........................ (Eyemark/Group W)
Dennis Prager ... (MCA/Multimedia)
Susan Powter ... (MCA/Multimedia)
Charles Perez ... (Tribune)
RichardBey .................... (All American)

......... (Twentieth Television)

1995-96

Syndicator

post-Ricki were from syndicators
who said this genre is working,
‘So my gosh, let’s put a whole

Stephanie Miller
Rosie O’Donnell

.................. (Buena Vista)
................ (Warner Bros.)

bunch on the air because the Gabrielle Rt Er ey, ! (Twentieth)
audience is looking for this Dann_y .................................... (Buena Vista)
genre.” They don’t look for gen- CEVIE ot o & e (Warner Bros.)
t.h lodb | d Tempestt ... (Columbia TriStar)
res’, A s it 1 e Mark Wahlberg ................ (Twentieth/New
that’s what we have to constantly World/Genesis)
remain focused on,” says Kelly. Georgeand Alana ... (Rysher)
Just as a number of studios  Lauren Hutton and... ................ (Turner)
followed Lake’s lead, Scott Crook & Chase ............ (MCA/Multimedia)

Carlin, executive vice presi-
dent of Warner Bros. Domestic

1996-97

Television Distribution, says Show Syndicator
the same is true of O’Donnell.

“Everyone thought it was the SCOOPI vl Bt O (ACI)
talk-variety, celebrity-driven PatBullard .. .......... .. .. ... (MCA)
talk show format that propelled Bradshaw Difference ... .. ... (MGM)

Rosie to where she was, and that
if you could just knock off that
format and plug in a new host
that you could replicate Rosie’s

in Person with
Maureen O’Boyle

....... (Warner Bros.)

1997-98

success,” says Carlin. “Obvi- Show Syndicator
otisly .that AR the Gascyit ha'd Arthel & Fred ..................... (All American)
very little to do with the celebri- Hore Toam with

ties and more with Rosie and Terry Bradshaw ... (Twentieth)
how she dealt with her guests.” R (Columbia TriStar)

The six-year stretch

From the 1993-94 season, Les
Brown, Rolonda Watts and
Bertice Berry all gave the talk

The Keenen Ivory
Wayans Show
The Magic Hour ...... (Twentieth Television)

..... (Buena Vista Television)

1998-99

show route a shot. Rolonda Show Syndicator
lasted a few seasons, but King

World gave up on her show a HOMIET £ 8. SR e (Paramount)
lot faster than Oprah Winfrey'’s. The Roseanne Show ........... (King World)

The season turned out to be

Ricki Lake’s coming-out

party and Columbia TriStar’s new,

first-run syndication division was off
successfully in its first attempt in the
business.

In 1994, Suzanne Somers, Jon Stew-
art, Dennis Prager, Charles Perez and
others inciuding Gordon Elliott sat
down on a couch or behind a desk.
Twentieth Television’s talker with

Elliott stuck around awhile, but

Elliott is now preparing to be
the host of Buena Vista’s

Donny & Marie

............. (Columbia TriStar)

upcoming revival of Let'’s Make a
Deal. As for Stewart, he has also taken
a new gig as the host of Comedy Cen-
tral’s The Daily Show.

In 1995, Buena Vista tried a pair of talk
shows, one with Stephanie Miller and
another with The Partridge Family’s
Danny Bonaduce. Warner Bros. took a
shot with two talkers, O’Donnell’s and
another with singer Carnie Wilson. Mark
Wahlberg was given a chance by Twenti-
eth and New World, as was George




‘Oprah Winfrey’

‘The Jerry Springer Show’

‘Sally Jessy Raphael’

NATPE
i

Hamilton with his ex-wife on George and
Alana, while Lauren Hutton and former
Cosby star Tempestt Bledsoe also were
handed microphones. With 10 talk shows
launched that year, 1995 produced the
worst results of all the seasons through
1998.

1995°s results probably explained
the lack of celebrity-driven or even just
plain-old talk shows launched the next
fall. MCA tried its hand with Pat
Bullard, now the host of the newly
revived Love Connection and Warner
Bros. brought /n Person with Maureen
O’Boyle. Since then, O’Boyle has been
anchoring Warner’s syndicated news
magazine Extra.

The 1997-98 season brought some of
the most expensive and most talked
about failures in syndication history.
There were the three late night talk
shows: Twentieth Television’s The
Magic Hour with Magic Johnson,
which lasted nine weeks; Buena Vista
Television’s The Keenen Ivory Wayans
Show, which failed to make it through
the entire season; and Columbia Tri-
Star’s Vibe, which went through two
hosts (including comedian Sinbad) in
less than one season. Also that year,
Twentieth Television brought former
Pittsburgh Steeler quarterback and Fox
NFL analyst Terry Bradshaw into the
daytime market with Home Team and
All American’s Arthel & Fred had its
troubles from the outset.

This season’s trio of celebrity-guest
format talk shows are all averaging
below a 2.0 rating, but the studios behind
them are still talking about renewals for
the 1999-2000 season. King World has
The Roseanne Show signed on for two
full seasons in the majority of the coun-
try, Columbia TriStar executives also
have two-season deals for Donny &
Marie and Paramount executives say
they are currently renewing Mandel for a
second go-round.

How long will it last?

A glance at the list of the latest Nielsen
Media Research top-ten talk shows pret-
ty much sums up the current situation.
Jerry Springer, with his new free-
swinging format, has been going back
and forth with Oprah Winfrey atop the
national ratings for the past two sea-
sons. Sally Jessy Raphael, Montel
Williams, Live with Regis and Kathie
Lee, Maury Povich and Jenny Jones,
along with O’Donnell and Lake consis-
tently round out the top-rated shows.
All of the veteran talkers have been on
Monday through Friday daytime slots
since at least the 1992-93 season—the
year Springer, Williams and even Rush
Limbaugh got started. But then again,
that fall also saw the debuts of Whoopi
Goldberg, Vicki Lawrence and Jane
Whitney in daytime talk show formats.
“The established guys are still run-
ning the house,” says Aaron Cohen,
executive vice president of Horizon
Media’s national broadcast division.
“Montel never left the scene, Sally
never left the scene, Springer has been
making the most noise and Oprah isn’t

1888

- ‘Forgive or
Forget’

exactly sliding off the face of the earth.
You’ve had a number of people that
have come up and tried and some are
still hanging on by their fingernails.
But for the most part the talk show
domain is that of the talkers who start-
ed in the late *80s and early ’90s.”

Why is it still holding true?
Dick Kurlander, Petry Television vice
president and director of programming,
says the answer is obvious.

“There are too many shows chasing the
same audience. And more importantly,
the same guests, with sometimes margin-
al hosts, and that seems to be a recipe for
failure more often than not,” says Kurlan-
der. “There is a finite number of A- and B-
quality guests that are around and they are
very difficult to book. And just because a
person is a celebrity or a comedian in one
area of show business doesn’t mean they
can necessarily host a talk show well.”

Twentieth Television President Rick
Jacobson, whose studio launched the
unique talk-relationship show Forgive or
Forget last year, says many talk shows
just aren’t given enough time to succeed.
He says Oprah Winfrey, Live With Regis
and Kathie Lee and others were afforded
more opportunities to find an audience
than many of today’s talk shows.

“You’ve got to give daytime a
chance to grow,” Jacobson says.
“There are so many examples of it, and
nobody does it. | promise you that you
could have picked three or four shows
over the last seven years, and if you
would have left them alone for just two
years, they could have become moder-
ate to big-time success stories.”

Dick Askin, Tribune Entertainment’s
president, says we are in a numbers-
crunching period that does not lend
itself to that kind of patience in televi-

sion. Askin is set to launch Richard Sim-
mons’ Dream Maker in daytime syndi-
cation this fall and the show is being
billed as “not your everyday talk show.”

“There is no doubt that with the
increasing number of [Nielsen]
overnight markets, you are starting to
get a report card much faster than you
used to,” Askin says. “And it’s not that
shows are getting canceled too quickly.
But | have found a much more disturb-
ing pattern, that shows are downgraded
too quickly. Some shows are moved
even before the November books are
out. That’s getting a little ridiculous.”

Studios USA president Steve Rosen-
berg, the studio that distributes The Jerry
Springer Show, Sally Jessy Raphael and
Maury, says many times a show looks
good on paper and winds up being a dis-
aster once it hits the airwaves.

“My feeling is that too often we get
seduced by what we think will sell and
not what we think will work,” says
Rosenberg. “And sometimes you don’t
have a good show. At some point,
everybody has to agree on that—you
don’t want to stick with a bad show just
because you think that if you give it
time, people will then watch bad
shows. They won’t.”

So how do you cultivate a new talk
show in such a hostile environment?
Jacobson and Buena Vista Television
president Mort Marcus say the answer
goes back to the way Winfrey, Williams
and others got started—with practice in
local markets. King World executives
found Winfrey on a local Chicago talk
show in 1985. Williams started on a
local basis and so did many of the other
top talkers of the past and present.

Jacobson, whose parent company
Fox owns 22 local stations, is looking
to start small talk shows on the Fox
0&Os in the near future and Marcus
already has a few projects in the works
at a number of ABC O&Os.

“It’s really a good model—that’s
how Oprah started, how Jerry Springer
started and a lot of the others,” Jacob-
son says. “What it says is that it is real-
ly hard for these shows to happen. And
when you come out the first day, they
are not going to be as good as they will
be two years from now. If you can find
a way to get a laboratory going, you’ve
got a better chance of success when you
get to the big show.” ©
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Late-night blues

NATPE
[ 4

Why last year s big shows— ‘Magic,
‘Keenen’and ‘Vibe’—went south

By Joe Schlosser

n 1989, Paramount Domestic Tele-

vision executives were lauded for

changing the late-night climate

with the launch of The Arsenio
Hall Show in syndication.

The show broke new ground in the
late-night arena, invading a time period
and a genre that had mostly been domi-
nated by white guys for more than three
decades. Hall not only attracted an urban
audience, observed many at the time, but
he also took away some of The Tonight
Show and David Letterman viewers.

Since Hall’s demise in 1995, many
Hollywood studios have tested the late-
night waters with similar talk-variety
shows, but none has lasted more than two
seasons. Plenty have used celebrities as
hosts, and most of those have been quick-
ly killed-off after their launch. Last year
alone, Keenen Ivory Wayans, Sinbad and
former basketball star Earvin “Magic”
Johnson all took a crack at late night tel-
evision and came away empty. The three
late-night failures in 1997 and 1998 cost
their respective studios millions of dol-
lars and inhibited development of the
late-night talk shows this year. HBO’s
Chris Rock Show seems to be the glaring
exception. The half-hour weekly late
night show has been renewed for another
season. And HBO has been scoring
decent, if not good ratings for its late-Fri-
day time slot.

However, at this week’s NATPE Con-
ference in New Orleans, you won’t find a
single late-night talk show on the docket.
The story for this fall in the late night
time period is off-network sitcoms, Jerry
Springer, Judge Judy, and new reality

half-hours, such as Telepictures Distribu-
tion’s first-year series Change of Heart
and PolyGram’s upcoming Blind Date.

But many television and syndication
executives are not quite ready to put
the late-night, urban-audience, talk-
variety show to bed for good—at least
not yet. A number of syndicators in
Hollywood say they are just letting the
viewer’s distaste dissipate before they
give it another go round. And many
still say Arsenio proved there is an
audience to be had in the late night
arena—it just has to be tapped.

“I think when a company comes up
with a show that they believe in, they’ll
gel back in,” says Frank Kelly, Para-
mount Domestic Television’s co-presi-
dent. “I think there is a tendency to

think that because a show like Arsenio
Hall broke through, that you can bring
an alternative program to the late night
marketplace and just because it feels
alternative, that it will work. I think
we’ve been through a period that
shows that it isn’t necessarily the case.

Late-night 1999

The top new show in late night this season—aside from off-network sitcoms
like Friends—is Telepictures Distribution’s Change of Heart—a half-hour strip
that fits right into Magid Associates’ late-night research findings. Change of
Heart, which is paired with a new version of Love Connection in late night, has
shown national ratings growth and the right demographics from the start.

The show takes two couples that have been dating for less than six
months and gives each partner an opportunity to go out on a date with
someone else. The end result is often messy with arguments on both
sides and lots of laughs from the studio audience.

“People are starting to experiment in late night and | think Love Connec-
tion and Change of Heart have really shown there is life after 11 p.m.,” says
Bill Carroll, vice president and director of programming at Katz Television.

Scott Carlin, executive vice president of Telepictures Distribution, says he
and other company executives felt there was going to be a “huge” opportuni-
ty in late night this past fall after the most recent entries were cancelled.

“We made a bet that the shows that were there last year, would not be there
this year. Or certainly they would not all be there and that stations were going
to need programming,” Carlin notes. “Change of Heart and Love Connection
are certainly economical ways for stations to program late night.”

And coming this fall from PolyGram Television is another half-hour reality-
relationship-type show called Blind Date. The series is going to follow young
adults on real blind dates. The feedback from many station general man-
agers and station rep firms has been extremely positive.
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Mort Marcus, president of
Buena Vista Television, the
Disney-owned syndicator
which brought The Keenen
Ivory Wayans Show to TV in
the fall of 1997, says the
high-priced late-night talk
show may be a thing of the
past—at least in syndication.
Vibe, Wavans® show and The
Magic Hour reportedly cost
the three studios close to $10 million
apiece.

“I think a lot of us took a real swing
there and lost a lot of money,” Marcus
says. “Three companies lost a lot of
money and | think it would be hard for
someone to make the financial com-
mitment that Columbia [with Vibe],
Fox [with The Magic Hour] and Dis-
ney made again. Someone will enter
because there are more time periods
available in late night.

¥

Y

Y

‘The Arsenio Hall Show’

Not many syndicators were saying
they wanted to bring the next Vibe or
Arsenio Hall Show into syndication.
But a few of Hollywood’s top studios
haven’t ruled out the possibility of re-
entering that time period. King World
executives may already be plotting a
late night course for the fall of 2000.

“l think late night is an area where
you could have a lot of success,” says
King World’s programming head Andy
Friendly. “I think people are a little gun-
shy right now after the failure of three
high-profile programs, but our business
is cyclical and by next season you will
see some new late-night shows com-
ing along and we could be one of
them.”

King World recently signed come-
dian and Homicide co-star Richard
Belzer to a development deal for
a potential late-night show.
It is unclear if Belzer’s proj-
ect will be for cable or syn-
dication.

Dave Smith, the president
of the entertainment divi-
sion at Frank N. Magid
Associates, a TV research
firm, has conducted a
number of surveys and
done extensive analyses

‘The Magic Hour’

of the latest late-night failures. Smith
says his company’s studies have shown
there is an audience to be had, but the
way to attract viewers outside the tradi-
tional late night arena is not as cut-and-
dried as some Hollywood studios
believe.

“It’s a very delicate mix to get that
available audience in late night and yet
get a broad enough audience so that it is
profitable too,” Smith says. “Clearly
Leno and Letterman leave some audi-
ences unserved, specifically women,
older women and ethnic audiences—pri-
marily Hispanic and African Americans.”

Smith says most of the syndicators
that have attempted to copy the Arsenio
Hall format have gone after African
American viewers, which he says are
the most underserved by The Tonight
Show and The Late Show with David
Letterman. But he says even if a new
late-night talk show were to attract “all
of the African-American audience that
is available in the time period,” it still
would not be a large enough to make a
show successful. Smith says that the
core African American late-night audi-
ence is only in the 1.6 to 1.7 national rat-
ing range. “You still have to attract pri-
marily a young urban audience of mixed
ethnicity to get a 2.0 or a 2.5 rating,” he
says. “And ideally you want to get a 2.5
rating to reach a level of profitability.”

So what’s the answer to the multimil-
lion dollar late night question? Well
according to Smith’s findings, it is to pro-
duce a much cheaper program that can
attract the audience that is out there. And
it doesn’t have to be a talk-
variety show, he says. “If
you can produce a show

for a third of the cost of a
late-night variety show,
then you have a shot.” m

‘Vibe’
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Plenty. Here's a genre-by-genre look at what the major syndicators will be

offering next week in New Orleans. A complete listing of NATPE exhibitors

and their programming wares starts on page 66.

Latifa Telepictures cash-plus-3.5/10.5 35% Fall '99
Christopher and Camilla Pearson barter-7/7 35% Fall 99
The Ainsley Harriott Show Buena Vista cash-plus-3.5/10.5 NA Fall '99
Dr. Joy Browne Eyemark cash-plus-3.5/10.5 60% Fall '99
Leeza Paramount cash-plus-3.5/10.5 NA Fall '99
The Martin Short Show King World cash-plus-3.5/10.5 NA Fall '99
Richard Simmons’ Dream Maker Tribune cash-plus 55% Fall '99
Relic Hunter Rysher Entertainment barter-8/6 NA Fall 'a9
Avalon Paramount barter NA Fall '99
Doyle's The Lost World New Line barter-7/7 NA Fall '99
Total Recall 2070 PolyGram barter-8/6 NA Fall '99
Beastmaster: The Legend Continues  Tribune Entertainment barter-8/6 60% Fall '99
Peter Benchley's Amazon Eyemark/Alliance Atlantis barter-8/6 NA Fali "99
Your Big Break Buena Vista barter-8/6 NA Fall '99
Dream Team BKS Bates barter-8/6 NA Fall '99
Who Knew? Paramount cash plus-5.5/1.5 NA Fall ’99
Family Feud Pearson cash plus-1.5/5.5 40% Fall '99
Let's Make a Deal Buena Vista cash plus-3.5/10.5 NA Fall "99
100 Percent Pearson barter-3/4 30% Jan. '99
Blind Date PolyGram cash plus-3.5/3.5 NA Fall '99
National Enquirer MGM Domestic barter-3.5/3.5 76% Fall ’99
Free Speech Studios USA cash-plus-1.5/5.5 NA Fall '99
Judge Mathis Warner Bros. cash plus-3.5/10.5 60% Fall '99
Divorce Court Twentieth cash plus-5.5/1.5 70% Fall '99
Caroline in the City Eyemark cash-plus-1.5/5.5 85% Fall '99
The Drew Carey Show Warner Bros. cash-plus-1.5/5.5 84% Fall "99
In the House Warner Bros. cash-plus-barter 82% Fall '99
The Parent’Hood Warner Bros. cash-plus-harter 80% Fall '99
3rd Rock From the Sun Carsey-Werner cash-plus-barter 92% Fall °99
Unhappily Ever After Buena Vista cash-plus NA Fall '99
The Wayans Brothers Warner Bros. cash-plus-1/6 79% Fall '99
The Profiler Carsey-Werner 7/1 barter split NA Fall '99
Screen Gems Network Columbia NA NA Fall 99
Clueless Paramount cash-plus-3.5/3.5 70% Fall ‘00
The Jamie Foxx Show Telepictures cash plus-1/6 78% Fall 00
Moesha Worldvision cash-plus-6/8 65% Fall '00
Sabrina Paramount cash-plus-1.5/5.5 70% Fall '00
Spin City DreamWorks/Paramount cash-plus-1.5/5.5 90% Fall ’00
Suddenly Susan Warner Bros. cash plus-1.5/5.5 84% Fall '00
Raymond Eyemark Entertainment cash-plus-1.5/5.5 NA Fall '00
King of the Hill Twentieth cash-plus-5.5/1.5 94% Fall 00
7th Heaven Worldvision barter 6/8 12% Fall '00
Buffy: The Vampire Slayer Twentieth 17/ NA Fall '01

1 Syndtcated shows are offered on either a “barter” or a “cash-plus” basis In straight barter deals, the syndicator and station split advertising time. In

VANDITERS Sy 3 :
oF L N “‘

cash-plus deal. the syndicator recetves money plus a share of the advertising time In this column, the first number is the syndicator's share of the advertis-
Ing time (in minutes); the second figure Is the station’s
2 Percentage of Nielsen's 99 4 million TV homes covered by TV stations to which the program has already been sold
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B&C looks at the
shopping lists and
syndication strategies
of the nation’s largest
station group owners

glevisio
Groups

Meredith
Fox Television Cox Broadcasting
Stations Inc. ABC Inc. A.H. Belo Corp. Broadcasting Group
Chris Craft Sinclair
CBS Television/United Broadcast Young Raycom
Stations Inc. Television Inc. Group Inc. Broadcasting Media Inc.
Paxson
Communica- Gannett Paramount E.W. Scripps Media
tions Corp. Broadcasting Stations Group Co. General
Univision Clear Channel
Tribune Hearst-Argyle Communica- Hicks Muse Communi-
Broadcasting Television Inc. tions Inc. Tate & Furst cations Inc.
Post-
USA Telemundo Newsweek Granite
NBC Broadcasting Group Inc. Stations Inc. Broadcasting

World Radio Histo
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22 One-Hour Episodes

Premiering on Showtime in March 1999
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Launching with stations representing
these outstanding groups:

® CHRIS CRAFI/UNITED TELEVISION STATIONS
® TRIBUNE BROADCASTING

® HEARST ARGYLE TELEVISION

©® PARAMOUNT STATION GROUP

® ACME TELEVISION STATIONS

BLIND DATE... a hilarious 1/2 hour
strip that lets you peek in on
a couple’s first date!

MAKE A DATE FOR FALL 1999
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he first stop for nearly every syndicator these days is Mitch Stern’s Los Angeles

office. As head of the top TV group, in terms of reach, the newly crowned chairman

and chief executive officer of Fox Television Stations carries the most clout in the

TV station business, and he's looking for more. Stern, who joined Fox in 1986 as

vice president and chief financiul officer of the station group, now controls the 22

Fox owned and operated stations, which reach a combined 40% of TV homes (or
35%, using FCC criteria, upon which the exclusive B&C Top 25 Station Groups rankings are
based). Fox parent News Corp. is currently lobbying hard in Washington to loosen network own-
ership rules so that it can buy more stations.

Last June, when he was named chairman of the station group, Stern added oversight of Fox s
syndication division, Twentieth Television, to his portfolio. That makes him both a station-minded
syndicator and a syndication-minded station group head. He has final say on what first-run pro-
grams are launched and where the 20th Century Fox network programming goes in syndication.
Stern and Twentieth Television President Rick Jacobson are working on a full slate of original
first-run product to fill a number of daytime voids on the owned and operated stations.

Since the 1996 acquisition of 10 New World TV stations, which boosted station hodlings from 12 to
22, Stern has been busy tryving to get all the markets on the same Fox wavelength. Fox executives say
that 18 of the 22 owned and operated stations are now number one in prime time in their markets (for
the November book) and that the four stations that are not number one are running a close second.

Stern, from his office at KTTV-TV Los Angeles, talked candidly with BROADCASTING & CABLEs
Joe Schlosser about the station group and Twentieth Television s prospects for the next millenium.
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Why were you put in charge of the Twentieth Televi-
sion division, and would you explain your new role?

I think it’s because much of the program development
is so easily launched, and Rick Jacobson and | have
been working as partners since we have been here
anyway. | think there were some synergies that were
just more quickly, more efficiently organized.

What are your plans for the division?

From a program development standpoint, daytime is
our number-one priority. What I’ve done, and the same
would be true for the television stations, is to try and
ask the right kind of questions. Get into a business and
say, “Sure, you’re in this culture, you think it has to be
this way, why?” When you mix some of these compa-
nies together, Twentieth and the stations mixed togeth-
er, you get things you didn’t expect. You get positive
reactions to things. So, when I have explained things to
the Twentieth sales or programming people about why
stations think [a certain way], all of a sudden they are
not [thinking] parochially and then we find a meeting
of the minds. The best thing a syndication company
can do is to be station-oriented. The best syndicators
really work well with stations and come from a station
background. The criticism of a lot of programmers is
that they have never worked at television stations; they
are guessing. Things that are logical don’t necessarily
work. You can take a lot of short cuts if you have a few
smart people working for you saying, “Iry something
new.” If | can bring anything to Twentieth, it is to
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approach things in a station-minded way.

What about syndication in general? Is everything
that you are setting out to develop going to be for
the Fox stations only or will it be available to sta-
tion groups in general?

There may be ideas that are not really going to be for
the [Fox-owned] stations. There might be things that
are just for cable, including off-network product. Right
now, Twentieth is syndicating Forgive or Forget and,
in the majority of markets, they are not Fox stations.
So, no, its Twentieth’s job to make a lot of money. If
we can’t clear shows, they’ll go on other stations.

Are you going to use the stations as a test bed for
syndicated shows? | know Buena Vista Television
is looking to do that with the ABC station group.

Actually, | had a meeting today about developing what
might be a syndicated show out of one of the stations.
And it could be tested on one, or a number, of our sta-
tions. That way, you don’t have to incur all the costs and
energy trying to clear a show only to take it off quickly.
Especially the kind of daytime shows that we are talk-
ing about, which are not the kind of show where you are
going to get a big-name star to host the program.

We are talking about some kind of an ensemble,
quasi-news entertainment type show. The interesting
thing on Twentieth is that all the first-run shows that
have ever been developed, that have been success-
ful—which are 4 Current Affair, Studs, Cops and
America’s Most Wanted—were done out of the sta-
tions first. KTTV-TV Los Angeles did Studs; America’s
Most Wanted was in Washington; 4 Current Affair
came out of New York. That's sort of the old days, but
that formula worked. It’s not that you shouldn’t do the
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high-end shows with a big-name star. You can do that,
too. But, somehow that connection was cut off, and
that was a mistake because it was a formula that
worked. And there were a lot of shows with names you
would never remember because they were tried on a
couple of stations and they didn’t work. But they were
very inexpensive trials. That is something that we are
working on. It is very possible that in the near future
we could be rolling shows out like that in a few mar-
kets, and we don’t have to wait for NATPE.

This group produces over 100 hours a day of news,
and a lot of the morning shows we do are news-struc-
tured but with a lot of entertainment features in them.
The thing to do is to have a core of talent and produc-
ers that can think a little more toward daytime. And if
you can grow some things out of there, fantastic.

How important are the Fox owned-and-operated
stations to the overall strength of the Fox net-
work? Are there plans to acquire more stations?

In terms of the O&O’s [owned and operated stations]
importance to the network, I’ll just give you the one
piece of information | like to pass on. In the Novem-
ber book, 18 of our 22 owned stations were number
one in their markets. The other four were number two.
These stations, unlike other stations, have made prime
time the most important daypart, as if it were their
own daypart. Many other groups would say late news,
or some other time, is their most important daypart.
We actually overload our promotion toward prime and
the results show it. Our programming strategy of mak-
ing prime time our number-one priority goes back a
long way. To do that, we thought that making [prime
time] access work would be the promotional base for
that and would also be a good financial investment for

‘.—

us. And then, third, making late news work and branch
out that way. I think that strategy has worked, and |
don’t see anyone else not trying the exact same thing.

Is that strategy at the expense of other dayparts?

Well, that’s an interesting question because it’s hard to
talk about the group when you get outside of prime time
because the majority of stations now are more in the
early afternoon news model, not the kids model. For all
those stations, daytime is very important: daytime
meaning 9 am. to 5 p.m. And we are very strong on
most of these stations and have made major investments
that, for the most part, have worked. The other stations,
you get three hours of kids [programming], so now you
are talking about 9 a.m. to 2 p.m. The most expensive
daytime shows are really those targeted between 3 p.m.
and 5 p.m. because they are news lead-ins. So, in day-
time you have to look at two different things in terms of
the original O&QO’s. Daytime certainly was less impor-
tant than access, early fringe or prime time.

Are you at a point where you can put more empha-
sis on daytime?

Yes, | think we are, and we have. Since Twentieth
Television and the stations were combined under me,
the emphasis has been on developing programming,
primarily for daytime. And the show coming out this
year [Divorce Court] is probably the best idea we have
had in a while. It’s a genre that works and we know it
works. It’s got a great title and we found the right
judge and | think it’s going to be great. We developed
it for daytime but I’m sure it’s going to be airing on a
lot of stations in much higher-profile dayparts.

That's one show. Are there more?

If you take, for example, the New World stations,
which are just packed with daytime shows, they don’t
have much room for anything new. It depends on the
station, but most of them have Rosie O 'Donnell. A lot
of them have Jerry Springer. Regis & Kathie Lee, all
the shows that you know. The idea is for all of our sta-
tions to develop more and more product.
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