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 WOMEN ARE INTERESTED IN LMN, LIFETIME MOVIE NETWORK, 
AND THE CALLS TO OUR VIEWER RESPONSE LINE PROVE IT! 

ONLY LMN BRINGS WOMEN THE MOVIES THEY LOVE, ALL DAY, ALL 
NIGHT, SEVEN DAYS A WEEK. MOVIES MADE WITH WOMEN IN MIND 
FROM LIFETIME, THE BRAND THAT'S BEEN ENTERTAINING WOMEN 
FOR OVER A DECADE. 

THOSE 250,000 CALLERS* ARE YOUR CUSTOMERS...IT'S TIME TO 

GIVE THEM WHAT THEY WANT- LAUNCH LMN! 

u Ja n e me an as we Rock the Fillmáre 

NEW YORK: 212.424.7261 DALLAS: 972.458.4600 LOS ANGELES: 310.556.7500 

www.lifetimetv.com 
©1999 LIFETIME ENTERTAINMENT SERVICES 
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FCC may OK duopolies 
Move would come in agency's planned Aug. 5 rewrite of broadcast ownership rules 

By Bill McConnell 

To get Republican mem- 
bers to support long - 
delayed broadcast own- 

ership -rule changes, the FCC 
may significantly relax its 
restrictions on TV duopolies. 
Agency staffers are expected 
to present the proposed 
changes to the commissioners 
this week. 

Briefing papers outlining 
the proffered changes were 
scheduled to have been circu- 
lated to the five commission- 
ers on July 15, but some key 
details were still being 
worked out late Friday. 
Nonetheless, an FCC 
spokesman said Chairman 
William Kennard intends to 
bring the ownership rules to a vote at 
the Aug. 5 meeting. 

Under plans being considered, 
broadcast owners would be allowed to 
own two television stations in the same 
market, reversing the agency's ban on 
TV duopolies, according to industry 
sources familiar with the deliberations. 
Some limitation on duopolies would 
still remain, however. In order to pre- 
vent an owner from dominating a mar- 
ket, one of the stations would be 
required to be either a start-up opera- 
tion, financially struggling, or unaffili- 
ated with a major network. Previously, 
the Mass Media Bureau was expected 
to recommend that duopolies be 
allowed if the second station were 
financially struggling. 

Industry lobbyists who have been 
directly briefed on the plan, including 
officials from the National Associa- 
tion of Broadcasters and the Associa- 
tion of Local Television Stations, 
declined to comment on the recom- 
mendations. Chairman Kennard has 
asked industry officials who have 
been provided a partial outline of the 
plan to stay mum, but details have 
begun to leak to other broadcast lob- 
byists. 

Another contentious detail is a pro- 
vision that would tighten the policy on 

The FCC is also expected 
to tighten its rules for 
attributing nonvoting or 
other minority investments 
toward local, national and 
crossownership limits. 
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local radio /TV crossownership. The 
Mass Media Bureau was expected to 
urge the commission to limit a TV sta- 
tion to no more than six radio outlets in 
its market. Although crossownership is 
now technically banned, the current 
liberal waiver policy allows a TV 
owner to have up to eight radio stations 
in a market and Republicans are said to 
be balking at the change because it 
would force some current waiver hold- 
ers to divest some stations. 

Further easing the duopoly restric- 
tions, the FCC would allow an owner to 
operate stations with overlapping sig- 
nals as long as the outlets serve sepa- 
rate Designated Market Areas. Current- 
ly a company is barred from operating 
stations whose outer signal areas, or 
Grade B contours, overlap. The pro- 
posed change would permit an owner 
to hold stations in nearby cities, such as 
Washington and Baltimore. 

The staff plan is expected to let stand 
existing local marketing agreements. 

Kennard floated a plan last fall that 
would have eliminated virtually all in- 
market LMAs, but met fierce resistance 
from the industry and Capitol Hill. 
Although new LMAs would be prohib- 
ited in the new plan, the new duopoly 
rules would be liberal enough so that 
roughly half of today's LMAs would 

pass muster, according to sources. 
"The LMA guys should be pretty 

happy," said one industry source. 
The FCC is also expected to tighten 

its rules for attributing nonvoting or 
other minority investments toward 
local, national and crossownership 
limits. While no current exemptions 
would be eliminated, media compa- 
nies that have minority stakes in sta- 
tions located in the same market or in 
stations they supply with program- 
ming would have their investments 
counted as if they owned the station if 
their share of ownership were more 
than 33 %. 

Though Kennard has apparently 
agreed to more lenient rules than the 
ones he championed last fall, it is 
unclear whether the commission's 
other two Democrats, Susan Ness and 
Gloria Tristani, will go along. Also, the 
Clinton administration has yet to weigh 
in publicly. Officially, the administra- 
tion has stuck to its plan to eliminate 
LMAs and clamp down on radio/TV 
crossownership. But Washington 
sources said Vice President Albert 
Gore is encouraging the administration 
to back off, in hopes of dissuading a 
key business sector from turning to the 
Republicans during the 2000 presiden- 
tial campaign. 
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TOP OF THE WEEK 

List swapping angers GOP 
Sharing of donors with Democrats threatens funding of public TV and radio stations 

By Paige Albiniak 

ublic broadcasting went from 
rags, to possible riches, then back 
to rags last week. 

After members of Congress learned 
that public TV station WGBH -TV Boston 
had exchanged donor lists with the 
Democratic National Committee, Rep. 
Billy Tauzin (R -La.) pulled a bill that 
would have generously funded public 
TV and radio for several years. 

"If this is not illegal already, we are 
going to make it illegal," says Tauzin 
spokesman Ken Johnson. "This implies 
a cozy relationship between a group 
that receives federal funds and a parti- 
san political organization. We are 
going to put an end to it." 

Tauzin plans to redraft his bill, sub- 
stantially cutting the funding levels he 
originally proposed. "Billy will think 
twice before he sticks his neck out for 
public broadcasting again," Johnson said. 

WGBH -TV is not the only station that 
trades lists with political organizations. 
WETA in Washington and WNET in New 
York last week both said they exchange 

Tauzin yanked a 
funding bill for 
public TV and radio. 

lists with both 
conservatives and 
liberals. On Fri- 
day, Johnson said 
he also had confir- 
mations that pub- 
lic TV stations 
KQED in San Fran- 
cisco, WTTW in 
Chicago and KCET 

in Los Angeles 
also had partici- 
pated in such 
exchanges, possi- 

bly without their knowledge. 
Tauzin plans a July 20 hearing to 

examine the list swaps -as well as over- 
all funding levels for public broadcasting. 

Noncommercial stations are not 
allowed to lobby or raise money for 
political organizations, according to 
Internal Revenue Service rules, 
although they can exchange lists as 
long as they offer them to all parties on 
a nonpartisan basis. 

Members of the House Telecommu- 
nications Subcommittee, which Tauzin 
chairs, learned about the list exchange 

NBC bails on `Roseanne' 
Is this the end of the line for The Roseanne Shout/? The NBC TV stations 
have decided to pull King World's low -rated syndicated talk show off the 
air in September and the distributor is now looking to find other outlets for 
the show in major markets. 

Ten of 13 NBC O &Os currently carry the first -year talk show and are 
signed on to carry it through the end of next year. NBC executives say they 
will pay King World for the show's second season, but they won't even air 
it late at night. 

"We are disappointed that the audience did not accept The Roseanne 
Show. Roseanne is a great star. We did our part in trying to promote the 
show...and even tried different time periods in several markets without 
success," said Pat Wallace, president of NBC Television Stations, in a 

statement. "It also hurts the programs which follow it and we cannot allow 
this to continue." 

King World, which cleared the show in over 90% of the country for two 
seasons, stands to make a hefty profit off the show whether it airs on the 
NBC stations or not. King World executives say they will stand by the show 
for a second season, and said in a statement that they are disappointed 
with NBC's decision. 

NBC alone reportedly paid $25 million for two years of the program. It 

debuted last September. and has averaged a 1.6 national household rat- 
ing season -to -date, according to Nielsen Media Research. Most recently, 
the talk show has slipped, scoring a 1.4 national household rating (0.8 rat- 
ing among women 18- to -49) during the May sweeps. Meanwhile, King 
World is close to concluding its acquisition by CBS. -Joe Schlosser 
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from a May article in The Boston 
Globe, which was circulated among 
committee members last week. WGBH- 

TV, one of the biggest public TV sta- 
tions in the country, said in the article 
that it had only swapped lists once and 
it was a mistake made by a new 
employee (see story, B &C, May 17). 

The station immediately apologized in 
writing and on the air. 

The DNC later said it had first given 
names to WGBH -TV from its donor list in 
1993, then again in 1994. That year, 
WGBH -TV changed its policy to forbid list 
exchanges with political organizations. 
WGBH -TV still owed the DNC names 
from previous swaps, however, and the 
station said it supplied them to the DNC 
over the next five years. WGBH -TV 
spokeswoman Jeanne Hopkins says the 
station's independent auditor is review- 
ing the situation to determine exactly 
when the list exchanges took place. 

The House Telecommunications 
Subcommittee last week had planned 
to vote on a bill, sponsored by Tauzin, 
that would have given the Corporation 
for Public Broadcasting as much as 
$475 million in 2002. Tauzin's plan 
also would have given CPB a total of 
$300 million from 2000 through 2002 
for the transition to digital television. 

Other Republicans balked at the pro- 
posed funding levels. Rep. Michael 
Oxley (R- Ohio) - Tauzin's chief rival to 
head the House Commerce Committee 
in 2000 -and Rep. Steve Largent (R- 
Okla.) teed up a substitute amendment 
that would have capped CPB's funding 
at $350 million in 2002. Oxley's bill also 
would have given CPB $60 million from 
2000 -2002 for its digital transition. 

Sources say committee Republicans 
lined up behind Oxley's measure. 
However, Johnson says Tauzin planned 
to offer a manager's amendment, 
which would have included Oxley's 
lower funding levels. 

Johnson says that when members 
found out about the list swaps, amend- 
ments hostile to Tauzin's proposal 
began to appear. Sources say, however, 
that Republicans were already pre- 
pared to introduce such amendments. 
"List swap or no list swap, there was an 
Oxley amendment," says Oxley 
spokeswoman Peggy Peterson. 
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AN NBì WE'R 
STILL 

WINNING 
THE WAR! 

THE JERRY SPRINGER SHOW CONTINUES TO LEAD THE TALK SHDLV PACK. 

TOP 5 TALK SHOWS 118 -34 A18-49 A25-54 

1.JERRY SPRINGER 
2. Oprah 
3. Ricki (:) 

3. Rosie 
5. Sally (.) 

5. Montel 
Source : NSS, Dailies Fn, FenkedbyA1S-495/31-6/27/.9. 

3.3 3.3 
2.5 
1.7 
1.7 
1.5 
1.5 

3.1 
2.6 

'.3 
'.5 
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We gave Peace a crance -and guess what? The Jerry Sxríng&r Show care out on top 
again, beating Oprah, Rjsie and ar-liES of othar tale corteiders r every kkmo. Proving 
that wher it comes to -at.ings, you don't have figit to w n 

S T U D I D S 

'i. 1£99 Studios SA.A1 rchts *served. 
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TOP OF THE WEEK 

FCC cuts lowest allowable bids 
After a market review, minimum prices for many licenses up for auction will be dropped 

By Bill McConnell 

The government has given a break 
to some would -be broadcasters 
by lowering minimum bids for 

eight of the 26 TV stations slated to be 
auctioned this fall. 

The FCC last week slashed the low- 
est allowable bids for the channels after 
eligible bidders complained that the 
agency had a wildly inflated opinion of 
the outlets' earning potential. Three 
channels allotted for western states 
enjoyed the largest bid reductions, with 
cuts of more than $1 million. The 
biggest drop was set for ch. 6 in Silver 
City, N.M., which was axed by $2.16 

million after the FCC backed off its 
original prediction that the station 
would serve the El Paso, Texas, market. 

The bid for ch. 12 in Logan, Utah, 
which the FCC predicted would serve 
Salt Lake City, was cut by $1.9 million. 
Both stations will be operated in the 
distant fringes of the bigger markets. 
The original bid levels were altered 
after FCC staffers reviewed the market 
size and industry cash flow of the chan- 
nels up for bid. 

The agency refused, however, to 
wholly revamp its bid - setting formula 
and set a flat rate of $1 per home for 
TV stations and 20 cents for FM out- 
lets, as some bidders suggested. The 

auction, set for Sept. 28, is intended to 
clear the FCC's backlog of contested 
broadcast license applications. In all, 
almost 200 full -power TV and radio 
construction permits will be put out for 
bid along with permits for low -power 
TV and broadcast translator stations. 

Only channels with competing 
license applications pending as of July 
1, 1997, will be included in the auction. 
A seminar to instruct eligible bidders 
on auction procedures will be held 
Aug. 3. Formal applications to bid 
must be received at the FCC by Aug. 
20, and a mock auction will be con- 
ducted Sept. 24 to familiarize everyone 
with the procedures. 

WASHINGTON 

Broadcasters fight 
must -carry breakup 
Broadcasters oppose an 
FCC plan to break its digi- 
tal must -carry proceeding 
into two parts. Regulators 
are mulling whether they 
should settle some impor- 
tant side issues now or 
wait for a decision on the 
main question of whether 
cable systems will be 
required to transmit digital 
signals of local broadcast- 
ers in their service areas 
during the transition from 
analog transmissions. The 
Association of Local Tele- 
vision Stations last week 
told the FCC that splitting 
up the decision will hurt 
small and independent sta- 
tions that need must -carry 
rules the most. `Bifurca- 
tion would favor the inter- 
ests of those least in need 
of must carry at the 
expense of those whose 
ability to enter the digital 
era depends on prompt 

By Bill McConnell and Paige Alhiniak 

adoption of must carry 
rules," ALTV wrote in a 
letter to Cable Services 
Bureau Chief Deborah 
Lathen. The non -carriage 
issues include retransmis- 
sion consent, signal degra- 
dation limits, tier place- 
ment and channel posi- 
tion. The agency has con- 
sidered dividing the deci- 
sion to alleviate at least 
some of the lingering 
questions surrounding the 
DTV transition. 

McCain to FCC: 

Check TV ratings 
Broadcast and cable net- 
works are not rating 
enough of their program- 
ming and when they are, 
local broadcasters often 
are not passing those rat- 
ings through to con- 
sumers, Senate Com- 
merce Committee Chair- 
man John McCain (R- 
Ariz.) wrote FCC Chair- 
man William Kennard last 

week. McCain asked 
Kennard to direct the V- 
Chip Task Force, headed 
by FCC Commissioner 
Gloria Tristan, to study 
those issues for 30 days 
and report back to him. 
"The effectiveness of the 
V -chip will ultimately be 
determined by three fac- 
tors: the availability of V- 
chip technology to con- 
sumers; the accurate and 
comprehensive rating of 
television and cable pro- 
gramming; and the use of 
such technology and rat- 
ings by parents," McCain 
wrote. Most broadcast 
and cable networks have 
added age- and content - 
based markets to all of 
their programming, 
except news and sports. 

Captioning the 
DIV transition 
Digital televisions would 
have to be capable of dis- 
playing closed captioning 

in a variety of type sizes, 
colors and screen positions 
under a proposal the FCC 
issued Wednesday. The 
plan is being considered 
because the FCC wants 
digital TVs to use their 
greater capacity to offer 
closed -captioning options. 
The FCC is proposing that 
digital sets be equipped to 
display captions formatted 
according to standards 
agreed to by the Electronic 
Industry Alliance. The EIA 
standard gives viewers a 
variety of captioning 
options not available under 
analog. Once digital cap- 
tioning rules are adopted, 
distributors of digital pro- 
gramming would be sub- 
ject to the same transition 
schedule for captioning 
new programming as ana- 
log providers. By Jan. 1, 

2000 video distributors 
must caption at least 450 
hours of new programs per 
channel per quarter. The 
amount increase to 900 
hours per quarter in 2002, 
to 1,350 hours in 2004 and 
100% of all new nonex- 
empt programs by 2006. 
The due date for com- 
ments on the plan has not 
been set. 
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"Sony's Betacam SX equipment is rugged enough for 
reporters aid flexible enough to handle backward compatibility. 

-Bob Turner, Vice President of Engineering, Belo Corp. 

77 

"Reporters do their jobs in all kinds of conditions. Rain. Extreme heat. Dust. But now 

they're also going to need to do it in the realm of DTV," says Bob Turner, Vice President 

of Engineering at 3elo Corp. "And Sony Betacam SX products can handle is all." Which is why he found 

Sony's Betacam SX equipment the perfect choice for the next ENG generation. "Sony's robust Betacam SX 

technology gives Ls a light, rugged camcorder and a way into the new DTV 

world,' Turner points out. "We also need equipment that's flexible, and with 

Betacam SX's backward compatibility with Betacam SP tapes, we don't need to DNW -A75 VTR 

have an analog tape machine in every edit suite just to playback our vast library of archive tapes. With SX's 

format flexibility, one SX machine will do the work of two." The 4:2:2 Betacam 

SX sampling rate was also a plus for Belo because "you always want to start out 

with the highest resolution possible. And with 4:2:2, we can upconvert the 

Betacam SX signal to our HDTV channel and still maintain the superior 

picture quality of the original image," Turner is quick to add. "Ruggedness 

in the field, backward compatibility, and the superior resolution 

of 4:2:2 sampling are the features that have made Betacarn SX 

equipment the choice for news production and migration 

to the HDTV future in the Belo stations." 

BErACAMg13 

Cl ' Sony Electronics Inc_ MI rights rese :.. Fear..uchon in 

wwv..sony.eom/sx 

We're ready. Are you ?" 

1-800-635-SONY ext. SXB 

prohibí ed, Sony, Bateman 

SONY 
y re you? are t abamarks of Sony. Features and specifications subject to change without Mica. 
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Lining üp at Warner Bros. 
Who will replace departing Daly -Semel team? Buzz includes Moonves, Bewkes, Meyer 

By Joe Schlosser 

Following the surprise resignations 
last week of Bob Daly and Terry 
Semel, Hollywood TV and film 

executives were buzzing over who 
would succeed them at the top of Warn- 
er Bros. 

Daly and Semel, who had been run- 
ning the Time Warner -owned studio 
together since March of 1994, said they 
would step aside at the end of the year 
to pursue other opportunities. The pair 
had responsibility for the Warner Bros. 
film, television and music divisions. 

Some Hollywood insiders speculat- 
ed that Time Warner head Gerald Levin 
will name three executives to run the 
studios' three divisions. But others say 
it may be one lone top gun. 

In any event, most expected Warner 
Bros. President and COO Barry Meyer, 
who is currently in charge of domestic 
and international television, to be mov- 
ing up into a new, higher position. 

Warner Bros. executives were not 
commenting on the succession. 

Others being talked about for the top 
post or posts are CBS Television CEO 
Leslie Moonves; Jeff Bewkes, who has 
been HBO's chairman and CEO since 
1995; The WB head Jamie Kellner; 
Walt Disney Studios head Joe Roth; 
and new Warner Bros. Television Pres- 
ident Peter Roth. 

Before joining CBS, Moonves ran 
Warner Bros. Television and made the 
studio the top network supplier in the 
early 1990s with such hits as NBC's 
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CBS' Leslie Moonves (I) used to run Warner Bros. TV division; Jeff Bewkes (r) has 
kept Time Warner's HBO on its upward track. 

ER and Friends. Time Warner Chair- 
man Gerald Levin, who wasn't talking 
about potential successors last week, is 
said to be a big fan of Moonves' charis- 
matic style. Sources say Moonves 
would not come back to Warner Bros. 
unless he were running the whole stu- 
dio, not the television division alone. 
Moonves had no comment. 

Daly and Semel broke the news to 
Levin last week only hours after the 
premiere of the new Warner Bros. film 
Eyes Wide Shut. In a statement, the 
executives jointly said, "Because this 
company and its people at every level 
have meant so much to our careers and 
to us personally, our decision to leave 

did not come easily. For some months 
now, we have been giving careful 
thought to the possibility of pursuing 
new professional challenges and 
opportunities.... As a result of all of 
our many hours of shared thinking and 
discussion, we concluded that now is 
the right time for us to move on." 

Daly has been with Warner Bros. 
since 1980, when he was named chair- 
man and CEO. Semel began his career 
as an intern in Warner Bros.' New York 
office and rose to vice chairman of the 
board and COO in 1981. In 1994, Daly 
and Semel decided to share the two 
titles and both added the music respon- 
sibilities in March of 1995. 
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CLOSED CIRCUIT 
BEHIND THE SCENES, BEFORE THE FACT 

DEN' 

AOL, le deal in works 
Amid t iblic wrangling over 
open ac to cable networks, 
America ine is talking with 
AT &T any. ,ne Warner behind the 
scenes about.. -a1, sources say. 
There's optimism a.:-'me quarters 
that AOL and AT &T will reach an 
agreement by fall that gives AOL 
access to AT &T's network. Others 
say it may take considerably 
longer, but will eventually happen. 
"They will come to a solution that 
doesn't require federal legislation," 
says a Wall Street source. Such a 
solution could leave the OpenNet 
Coalition, of which AOL is a 
founding member, out in the cold. 
OpenNet has mounted a noisy and 
thus far reasonably successful cam- 
paign aimed at getting local gov- 
ernments to force cable operators to 
open their networks to outside 
Internet service providers, includ- 
ing AOL. But if AOL negotiates a 
"separate peace" in the business 
arena (which is what AT &T has 
argued for all along), it would be a 
tacit acknowledgement that Open - 
Net was taking the wrong tack. 

OpenNet co- director Greg 
Simon shrugged off reports of 
AOL -cable talks as simply rumors 
and said it was "way too hypotheti- 
cal" to speculate about the impact 
of an AOL -cable deal on OpenNet. 
A representative at GTE, also part 
of OpenNet, said such a deal 
would validate GTE's position as 
long as AOL didn't strike an exclu- 
sive agreement. 

Broadcasters denied 
The Jefferson County Planning 
commission last Tuesday rejected 
the plans of three Denver broad- 
casters to build a "supertower" that 
would consolidate the stations' 
towers and accommodate their 
DTV antennas. Lake Cedar Group, 
the consortium of the three sta- 
tions-NBC affiliate KUSA -TV, 

CBS O &O xcNC -TV and ABC affil- 
iate xMGH -TV, have met opposition 
from local groups concerned about 

the possible effects of electromag- 
netic radiation on the surrounding 
neighborhood, which is mainly res- 
idential. According to Myron Olin - 
er, chief engineer at xusA -TV, the 
board denied the rezoning proposal 
on the grounds that the stations did 
not do a "good enough job seeking 
alternatives." But the so- called 
alternatives, which include satellite 
and fiber -optic delivery and build- 
ing a tower on another mountain, 
are not viable solutions, he says. 
"They've done everything imagina- 
ble to keep us from going into digi- 
tal television," Oliner says. KMGH- 
Tv is already broadcasting from a 
temporary antenna side -mounted 
on its existing tower, but xusA -Tv 
and xcxc -Tv will miss the Nov. 1 

FCC -mandated deadline. 

WASHINGTON 

D.C. discord 
Relations between the NAB and 
the networks remain rocky, and a 
recent agreement between the 
association and DirecTV may not 
have helped. Sources say the net- 
works were "furious" when the 
NAB told them that it had come to 
an agreement with DirecTV over 
outstanding issues on satellite TV 
reform legislation without first 
consulting network representatives. 
The networks signed on to the 
deal, but Hill sources say ABC and 
CBS aren't particularly enthusias- 
tic about it. Still, Preston Padden, 
ABC's head lobbyist, had nothing 
but praise for the association. 
"ABC believes that the NAB did 
the industry a great service by 
securing this marker with 
DirecTV," Padden said. Others said 
the network grumbling is just fur- 
ther evidence of the power struggle 
going on between the networks and 
their affiliates that is being played 
out through the NAB. "The reason 
you have an NAB is so they can go 
out and negotiate these things," 
said one Washington attorney. "If 
the networks want to grouse at 
NAB, they are just using this as an 
excuse" 

TOP OF THE WEEK 

DìreclV nears 
signal deals 
By Paige Albiniak 

DirecTV is close to finalizing 
deals with the broadcast net- 
works that would allow it to 

carry the signals of the networks' 
owned - and -operated stations in their 
local markets, sources said last week. 

DirecTV also is close to deals that 
would allow it to continue to deliver dis- 
tant network signals to subscribers who 
can also receive local network signals. 
DirecTV is offering the networks 50 -75 
cents per subscriber per month for the 
privilege. A federal district court last year 
ordered satellite broadcasters to stop 
sending out -of- market TV signals to sub- 
scribers who can receive their local affili- 
ates over the air with a rooftop antenna. 

Sources said DirecTV does not plan 
to announce the deals until Congress 
passes pending satellite TV reform leg- 
islation. The House and Senate have 
passed their own versions of a bill and 
members of a House -Senate conference 
must reconcile the two measures before 
bringing a final package to a vote, 
which is expected in October. 

DirecTV is waiting to see if the confer- 
ees decide to allow satellite broadcasters 
to continue providing the distant network 
signals. "DirecTV isn't going to commit 
itself to paying for anything unless every- 
one has to pay;' one source noted. 

Broadcasters are not yet negotiating 
retransmission consent deals with 
EchoStar CEO Charlie Ergen. Broad- 
casters would prefer to first close deals 
with DirecTV and then offer similar 
deals to Ergen, according to sources. 

Earlier this month, DirecTV and the 
NAB settled their differences on satel- 
lite legislation. But Hill staffers and 
lobbyists say that agreement isn't 
gaining much ground on Capitol Hill. 
"The agreement helped to identify the 
issues, but that's about it," one Hill 
source said. 

Broadcasfing&Cable 
wow 011RINE 
What cleared? What bombed? 

Who swept the sweeps? Stay tuned to 

www.broadcastingcable.com 
for breaking TV news 
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NAACP Decries 
TV `Whitewash' 

Networks dispute assessment, 
and say more minority cast 

members are on deck 

SFeakin jot the NAACP convention in 
New York, President Kweisi Mfume 
threatens boycotts and legal action in 
effort to reverse what the civil rights 
group says is a lack of diversity on the 
Big Four's fall schedules. 

By Steve McClellan 

The major networks have never 
been known as bastions of pro- 
gramming diversity. Indeed, they 
have historically aired programs 

with a few tried -and -true formats, featur- 
ing predominantly white casts. As the 
comedian Fred Allen put it several 
decades ago: "Imitation is the sincerest 
form of television:' And television was 
imitating both itself and a society that 
was also sometimes slow to change. 

TV's record has improved over the 
years -with more diversity in ensem- 
ble casts and stronger roles for minori- 
ties -but not enough, says the National 
Association for the Advancement of 
Colored People. 

Last week, the NAACP took the 
industry to task for what its president, 
Kweisi Mfume, called the "whitewash" 
in network prime time programming. 
Citing the "clueless and careless" efforts 
of the four major networks, which, 
Mfume said, last May unveiled 26 new 
shows with no minorities in lead roles, 
the NAACP executive unveiled the orga- 
nization's "Television and Film Diversity 
Campaign?' 
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In a speech at the NAACP convention 
in New York, Mfume said the campaign 
would include lawsuits and boycotts 
aimed at both networks and the advertis- 
ers who support "these highly segregated 
shows." In a speech before the same 
group, Vice President Al Gore endorsed 
the effort. 

The campaign will be anchored in 
Hollywood, where the NAACP will 
open an office in October. Mfume said 
the campaign would be supervised by 
the yet -to -be -named head of the Holly- 
wood office. 

The networks responded quickly 
last week with their own assessments 
of the new shows. They suggested that 
in at least eight, minorities have been 
cast in "prominent," "regular," "co- 
starring" roles, and in one or two cases 
what they defined as leading roles (see 
page 17). Cable and other networks 
aren't being targeted, the NAACP 
says, because the Big Four still get 
most of the eyeballs. 

The speech was the buzz of the indus- 
try last week. Reaction was varied, but 
two impressions stand out. First, many 
agree with the organization- including 
some network executives -that network 

programming is not as diverse as it 
ought to be. 

But most of those contacted last week 
also say the NAACP doesn't have a good 
legal case and that their most effective 
weapon is public opinion. Attempted 
boycotts against networks and advertis- 
ers have also largely failed in the past to 
bring about meaningful change, execu- 
tives said. 

"It's very, very clear that the [FCC] is 
not going to touch this despite the fact 
that most commissioners are minori- 
ties," said Erwin Krasnow, partner at 
Washington firm Verner Liipfert Bern- 
hard McPherson & Hand, and former 
vice chairman of BROADCAP, an 
investment fund that specialized in 
minority broadcasters. 

The NAACP suit "would have to be 
brought under some broad, public inter- 
est standard, but even still, that would fly 
in the face of all written FCC decisions 
on the subject. This is probably more of a 
gesture to get attention than a legal chal- 
lenge that has a serious chance of being 
reviewed by the FCC or the courts" 

According to David Honig, executive 
director of the Minority Media and 
Telecommuncations Council, "It's very 
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difficult, but not absolutely, 100% 
impossible to address this important 
issue at the FCC:' 

Honig says there are three basic legal 
cases the NAACP could try to make. 

First, they could argue that because the 
1996 Telecommunications Act mandated 
that telecommunications services be pro- 
vided without discrimination based on 
race, that major licensees [networks that 
own stations] have a special obligation to 
ensure diversity of programming. 'That's 
somewhat of a stretch, but you could 
make that argument, he says ?' 

Second, when the FCC deregulated 
TV station program reporting require- 
ments in 1984, it said that if evidence 
exists of a market failure, it would read- 
dress whether there was some need for 
reregulation. "It's a high barrier to over- 
come, but there's a chance -if you can 
obtain economic evidence to show that 
because of the network distribution sys- 
tem the marketplace is inherently inca- 
pable of addressing minority needs with- 
out some type of intervention:' 

In 2003, another tactic 
Third, they could try to prove that a 
policy of exclusion calls into question 
the qualification of a licensee. "The 
only route at the FCC is a petition to 
deny a license renewal. If the networks 
are trying to acquire a station, someone 
could file a petition to deny. But no 
actual renewals are due until 2003," 
Honig says. 

Another avenue the NAACP is 
exploring: whether the networks are in 
compliance with Equal Employment 
Opportunity Commission regulations. 
Mfume told B &C last week he does not 
believe they are in compliance and that 
legal action in that area is being 
explored. The networks last week said 
they were in compliance. 

"Yes, absolutely," said CBS general 
counsel Martin Franks. "We have to be 
as station owners." In fact, CBS abides 
by the old EEO rules passed by the FCC 
that were thrown out by the courts, said 
Franks. "Having said that, would we 
like to do better? Absolutely." 

The NAACP was linking the net- 
work's hiring practices to the lack of 
on- screen minorities. "This isn't just 
about black faces on the screen," says 
NAACP Chairman Julian Bond. "You 
don't see the diversity of America 
reflected in the board room, the execu- 
tive suite or even in middle manage- 
ment," he says of the networks." 

Scott Sassa, president of NBC Enter- 
tainment, who is a Japanese -American, 

Networks of color? 
The four major networks cited for lack of minorities in their new prime time 
series by the NAACP last week dispute that characterization with their 
own assessments. They say that fully a third of all the new fall shows on 
their networks (9 out of 27) feature an Asian, Hispanic or black actor in a 
starring or co- starring role or as part of an ensemble cast. The networ<s 
also point to the number of minorities in returning shows, and add that 
more minority members are being cast. 

CBS executives say 11 of the 19 prime time shows on the Tiffany network this 
fall will have minority actors in either a lead or co- starring role. Of the network s 
six new series, CBS executives say one has a minority actor in a major role - 
Dennis Haysbert in Now and Again. CBS' midseason series, City of Angels, from 
Steven Bochco, will feature an almost all- minority cast, CBS executives say. The 
drama from the NYPD Blue producer is based on a hospital in a predominantly 
African American community. Actor /comedian Bill Cosby is the star of two of the 
11 CBS series with minorities in a major role. Cosby is the host of Kids Say the 
Darndest Things and of the sitcom Cosby. The network's action series, Martial 
Law, stars Sammo Hung, the only leading Asian actor on the four major 
broadcast networks. 

ABC, like CBS, will have minority actors starring or playing a leading role in 11 

of 19 prime time programs (excluding news, sports and movies) this fall, 
network executives say. Of the Disney -owned network's six new fall shows, tw3 
have minorities in prominent roles, ABC executives say. Paula Jai Parker has 
been cast in David E. Kelley's action series, Snoops, and Jeffrey D. Sams has 
been added to Kevin Williamson's drama, Wasteland. In May, ABC Entertainment 
President Jamie Tarses acknowledged that her network's new fall programming 
was not "as ethnically diverse" as it could have been. Tarses vowed to add 
minority cast members to the new shows and a number of existing ABC series. 
So far, in addition to Sams, ABC has added China Shavers and Jon Huertas to 
Sabrina the Teenage Witch. The sitcom Then Came You is expected to get an 
additional minority cast member or two and ABC's two midseason pickups, 
Bellevue and Talk To Me are also likely to add minority cast members, ABC 
executives say. 

At NBC, eight of the network's 20 scheduled prime time series (excluding nevus 
and movies) will feature minorities in top roles this fall, network executives say. 
Of the seven new shows, three will have minority actors in leading or co- starring 
roles. John Wells' new drama, Third Watch, boasts five minority actors in the 
ensemble cast: Cobe Bell, Michael Beach, Anthony Ruivivar, Eddie Cibrian and 
Bobby Cannavale.The DreamWorks drama Freaks and Geeks is currently casting 
an African -American actor for a leading role, NBC executives say, and the Law & 
Order spinoff from Dick Wolf, Law & Order Special Victims Unit, will also feature a 
number of minority actors. Nearly all of the regular Law & Order cast members 
will be used in the spinoff and Jesse Martin (Ally McBeal) has been added as one 
of the show's principal players. NBC's top -rated drama, ER, will have three 
minority actors in leading roles, including the return of first -season co -star Mirg 
Na. ER also has four minorities in recurring roles.The midseason series The 
Others stars minority actor Bill Cobbs, and NBC executives say they have been 
recasting and retooling a number of other new and returning series. 

At Fox, eight of the network's 17 prime time shows (excluding reality series) 
scheduled for the fall will have minority actors in lead roles, including the voices 
behind a number of the network's top animated sitcoms, Fox executives say. Of 
the eight new programs joining the network, three will include minority actors in 
lead or regular cast member positions.The drama The Badlands (formerly Ryar 
Caulfield) has three minority actors in the ensemble cast, including two series 
regulars, Fox executives say. Roselyn Sanchez and Clifton Powell co -star, while 
Kimberly Scott has been cast in a recurring role. Executives on the upcoming 
Party of Five spinoff starring Jennifer Love Hewitt, Time of Your Life, have named 
Diego Serrano as a co -star and are currently casting an African -American actress, 
Fox executives say. Drama Manchester Prep will be adding an African- American 
male for a supporting role, while African -American Craig Lamar Traylor has a 
recurring role in the new sitcom Malcolm in the Middle, Fox executives say. Party 
of Five has added Wilson Cruz to that show's ensemble cast for the upcoming 
season.Two animated series (Futurama and King of the Hill) feature regular 
minority characters, Ally McBeal's ensemble cast features prominent Asian- and 
African -American characters, and midseason replacement series The PJs has an 
all- African American cast headed by Eddie Murphy. 
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responds: "Our most popular shows 
have minorities in them. We don't pro- 
duce shows because they are one 
minority group or another. We produce 
them because the cast is representative 
of the best actors to fill the roles. And I 
think you end up with a good diverse 
cast like with ER and [new series] Third 
Watch. That being said, we can do a bet- 
ter job in some of our other shows. I'm 
not going to tell you we do the best job." 

Sassa also says the networks have 
incentive to be diverse: "We are in a 
business that is fully incumbent upon us 
getting the most amount of viewers in 
our own stations. Our own stations, at 
almost every network station group, are 
stations that are in cities that over -index 
with minorities. So if that is the case, we 
not only have a social incentive, but a 
business incentive to make this happen. 
So it's not that we are trying to avoid 
this; it's something that we need to do." 

More jobs, more owners 
Mfume says he will push for commit- 
ments from the networks to increase 
the level of minorities in program deci- 
sionmaking positions at the networks. 
More actors alone, he says, "isn't going 
to fix the problem. It's going to be 
opening up opportunities in the news- 
rooms, and in public affairs, and enter- 
tainment programming." 

Mfume says he will also press for 
help in getting greater levels of minori- 
ty ownership of TV stations. "Particu- 
larly affiliates," he says. "That will help 
us get closer to some sort of agree- 
ment." CBS Chairman Mel Karmazin 
is one of several executives spearhead- 
ing a committee looking to create a 
minority investment fund for would -be 
broadcasters, Franks notes. 

Rev. Jesse Jackson, president of the 
Rainbow /PUSH Coalition, echoed 
those themes last week in remarks to 
the Minority Media and Telecommuni- 
cations Council. 

All Americans lose out if program- 
ming is lily white, he said. Program- 
ming devoid of minorities is "like base- 
ball before Jackie Robinson." 

One question that keeps surfacing is 
why the networks would intentionally dis- 
respect a key segment of the population - 
racial minorities -that the U.S. Census 
Bureau projects will represent about 47% 
of the U.S. population by 2050? Even 
Mfume won't say it's intentional. 
"I don't know if that was intentional, or if 
it was just the way the cards fell this year" 
says Jeff Sagansky, president of Paxson 
Communications and former program - 
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`We don't produce 
shows because they are 

one minority group or 
another. We produce 

them because the cast 
is representative of the 
best actors to fill the 

roles.' 
Scott Sassa, NBC 

ming head at CBS. At CBS, he says, 
"This business, at its core, is extremely 
practical. There is a huge Hispanic and 
black audience out there. I think you sort 
of ignore it at your own peril." 

It's also an audience that watches a lot 
of TV. Nielsen Media research confirms 
a TN Media report that African Ameri- 
cans watched 40% more TV last Novem- 
ber than non -black audiences. Moreover, 
estimates are that black and Hispanic 
consumers have annual spending power 
far exceeding $500 billion. 

Ad boycotts fail 
What about the threat of advertiser 

boycotts? They don't work, and in this 
case they would be inappropriate, says 
Allen Banks, a senior media executive 
at Saatchi & Saatchi. "It would be 
ridiculous and upsetting if the ad com- 
munity were to take the heat for this 
issue when clearly we make none of 
the decisions on which shows go on the 
air," he says. "We have a responsibility 
to our products to get the message out 
the best way we possibly can." 

Southern Baptists targeted Procter & 
Gamble and other major advertisers a 

decade ago for supporting shows with 
"anti- family" values. Everyone but a 
few Baptists say it failed, says Banks. 
So did show -specific boycotts aimed at 
NYPD Blue, Married...With Children 
and Soap, he said. 

People like themselves 
Other ad executives said that program- 
ming decisions are essentially controlled 
by white network executives who get con- 
cepts from white producers writing for 
white audiences. "A lot of people are 
dealing with people like themselves and 
programming to people like themselves," 
says Doug Alligood, senior vice president 
of special markets for BBDO. A recent 
analysis of its membership by the Writers 
Guild of America showed that minorities 
comprise about 7% of its membership -a 
significant underrepresentation. 

Nevertheless, ad executives say the 
NAACP may be on to something and that 
the broadcast networks risk losing touch 
with a growing and influential segment 
of TV viewers by producing shows with- 
out diverse appeal. 

"If you're trying to reach an ethnic 
audience, it's definitely harder than it 
used to be," says Steve Sternberg, senior 
vice president and director of broadcast 
research for TN Media. " While some 
advertisers are content to reach upscale 
white viewers, many advertisers feel that 
the black audience is a vital audience seg- 
ment to reach, Sternberg says. 

The NAACP and the networks' 
interest can actually coexist, says John 
Rash, senior vice president and director 
of broadcast negotiations for Campbell 
Mithun Esty. "Increasing program 
diversity can address the NAACP's 
concerns and maintain the high cost of 
network advertising." 

Others challenged both Mfume's 
points and tactics. Time Warner President 
Richard Parsons said, "You can't paint 
everybody with the same brush. With this 
kind of frontal assault, everybody is in 
the position of being the white hats and 
the other side being the black hats is not 
the way to make the point." 

Added Parson's boss, Time Warner 
CEO Gerald Levin: "Delivering real 
diversity is a real thing for us. To single 
out the entertainment business, the televi- 
sion business, I'm not sure it's a produc- 
tive thing to do." Levin says he respects 
Mfume. But, "I want some respect also 
as a company and as a CEO that cares 
deeply about these issues:' 

-with reporting by Bill McConnell, 
Richard Tedesco, Joe Schlosser, and 
John Higgins 
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Looking for talent to stock TV stations, networks and Web sites, NBC was able to review and critique tapes in its expansive booth. 

Unity '99: The place to be 
Broadcast recruiters say talent plentiful at minority journalist convention /job fair 
By Dwight Cunningham 

Gcard your mailboxes. Don't 
accept any Federal Express 
envelope addressed to a minority 

journalist in your newsroom. It could 
mean the staffer may be out your door 
and headed for another news operation. 

Even before four days of tireless 
recruiting had ended at the Unity '99 
convention in Seattle, Billy Otwell, the 
news director at WTNH -TV in New 
Haven, Conn., acknowledged that he 
had already dispatched at least one 
such package with a plane ticket inside. 

"Someone fit the bill," he said, 
understandably reluctant to disclose 
the person's ethnic background or gen- 
der. Too easy to pinpoint, too easy to 
stifle a potential hire. All he offered 
was that his LIN Television station was 
in search of a weathercaster -and may 
have found one with impeccable quali- 
fications, including American Meteo- 
rological Society certification and sev- 
eral years' experience. 

More plane tickets are on the way, 
senior news managers at Unity predict- 
ed, and headed for well -positioned, sea- 
soned and self -directed talent that hap- 
pens to be black, Hispanic, Asian - 
American or Native American. By 
Labor Day, most of the newsroom raid- 
ing will be over, these news managers 
said. 

Such was Unity '99, a historic gath- 
ering of 6,000 minority journalists and 
more than 75 broadcasters, who 
swooped in to scoop up talent and, in 
most cases, seemed to find what they 
were looking for. "I wanted to go back 
to their hotel rooms and pack up six" 

prospects before they were hired by a 
competitor, said Angela Robbins, 
WJBF-TV'S news director in August, Ga. 
"That's how good they were." 

Coming against the backdrop of a 
decline in minority employment in TV 
news -from 20% to 19% in 1998 - 
Unity '99 was an event that stretched 
clearly beyond corporate flag- waving. 
With the demise of FCC EEO rules, 
stations are no longer obliged to recruit 
or hire minorities. Nonetheless, 
recruiters were serious in their attempt 
to diversify their newsrooms. 

NBC was there, recruiting for its 
owned -and -operated stations, cable 
networks and expanding Web offer- 
ings. "We spent a year brainstorming to 
get everyone in the company excited," 
said Elena Nachmanoff, NBC News 
vice president/talent development. Ten 
of 13 O &Os were represented with 
general managers or news directors. 

Any drawbacks? "Everyone wants to 
be an anchor or a reporter," Nach- 
manoff said. "Nobody wants to be a 
producer." 

ABC erected several booths 
equipped with video monitors and 40 
network people who critiqued appli- 
cants' tapes. Other broadcasters also 
sent recruiters, including Chris 
Craft/United Television Stations, Belo 
and Cox. 

Searching to fill 60 news job open- 
ings at its eight stations, Tribune Broad- 
casting sent five recruiters. At the top of 
the list: filling some 20 jobs at KSWB -TV 
San Diego, a start-up newscast for The 
WB affil, said LaMonica Threet, a 
human resources manager. And based 
on the tapes she saw, Threet said she 

expects Tribune to snare "more than 
10" new minority journalists. 

Other recruiters at Unity were equal- 
ly confident. They said that time spent, 
frequently up to a year, preparing for 
the largest gathering of journalists in 
the United States would be fruitful. 
There's really no job -fair equivalent in 
broadcasting, they said. Not even the 
Radio -Television News Directors 
Association could compare to Seattle's 
open -air talent search. 

In all, broadcasters spent hundreds 
of thousands of dollars for recruiting 
booths, travel expenses and sumptuous 
cocktail receptions with lamb chops 
and open bars. At NBC, for example, 
"Every division gave money to make 
this possible," Nachmanoff said. 

Her colleague, Douglas Adams, 
president and general manager at KxAS- 
TV in Dallas, said he found a "higher 
caliber" of minority talent than in years 
past. "I'm seeing more people with 
more experience and more developed 
skills," he said. "I'm seeing experi- 
enced people ready to come to work in 
Chicago or Dallas." 

Jane Park could be one of them. Park 
is a 23- year -old Korean American 
"videojournalist" at Central Florida 
News, a 24 -hour cable news channel 
co -owned by Time Warner Communi- 
cations and The Orlando Sentinel. She 
said she's "willing to go anywhere" for 
that "perfect opportunity" to be a 
morning anchor and start a family. 

On the career fair's last day, she had 
netted two firm job offers and three other 
leads. "She's one of those rare individu- 
als with talent beyond her years," said 
Otwell. "She will do well." 
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With 
the 

advent of 
exciting new 

digital flavors, 
it's easy to 

forget about 
selling tried -and- 

true basic. u 
operators do s 

their peril. 

The attention of the cable 
industry is riveted on new 
services -telephony, 
high -speed Internet 
access and digital pack- 
ages of niche program- 
ming and pay -per -view 

movies. Excited by their earnings 
potential, managers and investors want 
to know how rapidly they can be 
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deployed and what the best tactics are 
for pushing them into subscribers' 
homes. 

The industry's marketing managers 
gather in San Francisco this week for 
CTAM's annual "summit" to figure 
such things out. But there is a gnawing 
concern among some executives and 

By John M. Higgins 

Wall Street analysts about the sluggish 
growth of what former Tele- Communi- 
cations Inc. Chairman John Malone 
used to call "plain vanilla cable" -the 
basic blend of local broadcast signals 
and cable networks. 

With the new businesses getting so 
much attention, will operators devote 
sufficient resources and effort to selling 
the basics, the products that generate 
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the bulk of the industry's profits? If 
they don't, they may see further defec- 
tions to satellite TV and shorter basic 100 

subscriber rolls. Annual growth of 
basic has fallen below 2 %. 

"One of the challenges of the new- 
product rollouts is to make sure you 
don't take your eye off the goose that 
laid the golden eggs," said John Alchin, 
treasurer of Comcast Corp. 

Charter Communications Corp. 
Chairman Jerry Kent agreed. "I'm sure 
that's a risk for a lot of companies. 
That's your bread and butter. If you 
don't get them now, DBS will get them. 
Forever." 

Even the bulls on advanced services 
acknowledge that operators will 
remain heavily dependent on the base 
business for many years. Forecasters 
estimate that in 2003, new products 
will account for as little as 15% of what 
is expected to be about $51 billion in 
revenues. And that assumes that opera- 
tors -who have a poor track record 
developing new products -will sell the 
services as aggressively and profitably 
as promised. 

When cable stocks were trading at 
10 -11 times cash flow a year or so ago, 
investors were pretty happy with com- 
panies that could sustain 10% annual 
cash -flow growth. But MSOs have bal- 
looned to 17 -19 times cash flow. As a 
result, investors' demands are much 
higher. If rollouts are delayed and prof- 
its on new services are slower to come, 
operators will be depending on basic 
cable to hold the line. 

"That's the whole object here. Keep 
the boat floating while you get the new 
stuff out," said Sanford Bernstein & Co. 
media analyst Tom Wolzien. "It's not a 
ringing endorsement of an industry." 

Wolzien sees basic subscribers actu- 
ally declining over the next several 
years. 

Basic cable's growth has pretty 
much been stunted. During the first 
half of the decade, operators regularly 
posted 4% yearly internal subscriber 
growth and 11 % -14% cash -flow gains. 
That's slowed to around 1.5 %. That's 
about the same rate as new -housing 
growth, the most basic force in the 
cable industry. Any operator will 
acknowledge that the easiest sell in 
cable is a family moving into a brand 
new house. 

Meanwhile, MSO executives are 
reduced to boasting about even tenths 
of a percentage point gain. "Other 
people are only posting 1.5% sub 
growth," said a senior executive with 
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one MSO. "We're 1.7 %." 
No.3 MSO Comcast's growth is run- 

ning 1 %- 1.25% this year, down from 
1.4% during 1998. Morgan Stanley 
Dean Witter media analyst Richard 
Bilotti estimates that internal sub 
growth at MediaOne Group Inc., which 
is selling out to AT &T, is running about 
1.3 %, up from 1.1% last year. 

Cox Communications and Cablevi- 
sion Systems are better, posting growth 
of about 2.5% so far this year. 

That affects revenues 
not just from basic sub- 
scriptions, but advertising, 
pay and pay -per -view as 
well. Analysts estimate 
that industry revenue and 
cash -flow growth from 
operators' core business 
will hover around 6 % -7 %. 

Reasons for the sluggish- 
ness are clear. Cable opera- 
tors lost much of their 
momentum to DBS services 
DirecTV and EchoStar. 
While their initial growth 
came from uncabled rural 
towns, they proved that 
there was plenty of 
untapped demand in 
already -wired suburbs - 
consumers who felt under - 
served or badly served by 
their local cable company. 
DBS now reaches 10 mil- 
lion homes and company 
executives say more than 
half of their growth comes 
from areas already cabled. 

Cable operators counter 
that many DBS subscribers keep cable 
to get clear broadcast signals, even in 
suburbs and cities. What they don't 
detail is the financial losses from video - 
hungry, dual- service subscribers down- 
grading from profitable enhanced basic 
and pay tiers to cable's real "vanilla," 
inexpensive broadcast basic. 

Further, the good old days of basic 
revenue and earnings growth were driv- 
en in large part by rate hikes. Before 
federal rate reregulation hit in 1992 sys- 

keeps its eye on future 
The CTAM summit, slated for a four -day run in San Francisco this week (July 
18 -21), is putting its emphasis on marketing new products. In fact, two of its 
six tracks are devoted to high -speed Internet access and digital video (niche 
networks and movies on demand). 

The tilt toward high -tech also shows up in the list of speakers. They include 
C /Net CEO and founder Halsey Minor; Wink Communications President 
Maggie Wilderotter; Benchmark Capital partner Bruce Dunlevie; Liberty Dig- 
ital President Lee Masters; New America Digital Publishing President James 
Murdoch; and Steve Perlman, co- founder of WebTV. 

The expected 2,400 will be invited to take field trips -to Silicon Valley to 
tour Sun Microsystems, Excite @ Home or Oracle, and to a local Starbucks for 
a gathering of entrepreneurs. 

For the keynoters, CTAM is counting on familiar faces: Leo Hindery, presi- 
dent of AT &T Broadband Services, and Joe Collins, chairman and CEO, 
Time Warner Cable. Organizers are also bringing in a couple of marketers 
from other fields to share their wisdom. They are Jon Steel, vice chairman 
and director of planning for Goodby, Silverstein & Partners, the advertising 
agency that created the "Got Milk" campaign, and Jill Elikann Barad, CEO of 
Mattel. 
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terns frequently boosted rates 13 %- 
15% per year. Even in the year before 
those rules expired in March operators 1 

increased rates an average of 9 %. 
This year, at least, operators are anx- 

ious enough about Congress imposing a 
new rate rule that they're practicing self- 90 

restraint, raising prices just 3 % -5 %. "Of 

Cable's market share 
00 - (% of multichannel video subs) 

course you're not seeing basic revenue 
growth," said AT &T Broadband Presi- 
dent Leo Hindery said. "I'm trying be 
responsible and not raise prices." 

No cable systems have been more 
aggressive about new products than 
those in AT &T Corp.'s cable unit. Well 
before being sold to AT &T in March, 
what had been Tele- Communications 
Inc. had plunged heavily into digital 
cable, rapidly deploying converters that 
could deliver fat packages of new cable 
channels to systems serving virtually 
all of its 11 million subscribers. 

TCI wasn't only after the cash -flow 
kick that digital packages could bring. 
Back in 1997, newly hired Hindery 
also had an eye on reviving the compa- 
ny's core business. 

TCI had never invested aggressively 
in rebuilding its systems, leaving the 
company a portfolio of properties 
offering relatively few channels, many 
just 35 -45 slots. At the same time direct 
broadcast satellite services were eating 
into cable by offering packages of 120- 
180 different channels. TCI hoped the 
digital technology would bolster its 
core business. 

The results? AT &T/TCI is adding 
digital subscribers at the rate of about 
17,000 per week, reaching 1.4 million 
units or 12% of basic subscribers as of 
the end of June. 

But on the basic side things are slug- 
gish. In systems that started offering 
digital the earliest, the rollout has only 
had marginal effect on basic business, 
perhaps adding a tenth of a percentage 
point to customer growth. 

"There's no correlation between 
high digital penetration and analog 
growth," said Doug Seserman, execu- 
tive vice president of marketing for 
AT &T Broadband Services. He expects 
that to change, since research shows 
large boosts in digital subscribers' sat- 
isfaction with their cable service, 
which should reduce churn. But the 
anticipated "halo effect" on the basic 
business has not materialized. 

So even with the financial kick from 
digital, AT &T systems are expected to ring 
up another lackluster year of basic sub- 
scriber and revenue growth. Total cable 
cash flow may grow just 2% this year. 
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There are still some strong success 
stories in basic. Kent's Charter had 
boosted basic subscribers by 3.5% in 
1997, twice the industry average. But 
he thought the company could do even 
better. Top marketer Mary Pat Blake 
had constructed an elaborate database 
of residents in Charter's systems, allow- 
ing the company to more carefully seg- 
ment its marketing. For example, 
homes with children got a pitch differ- 
ent from those with singles. Homes that 
hadn't subscribed to cable for five years 
responded particularly well to an offer 
of three months service for just $6. 

Kent created a bonus system, paying 
system and regional managers for 
every tenth of a percentage point they 
did over 4 %. And unless the whole 
company succeeded, no one would get 
paid. The year ended with a 4.8% sub- 
scriber gain. "I created a lot of compe- 
tition in the company," Kent said. 

The CEO of another MSO noted, 
however, that Charter has been pur- 
posely slow to deploy new products. 
Now that Microsoft co- founder Paul 
Allen has bought the company to push 
new technologies, the company will be 
under the microscope to see how mar- 
keting resources diverted to new tech- 
nology may affect basic growth. 
"Paul's mandate is to roll all this new 
stuff out," the CEO noted. "Can Jerry 
still post that kind of basic growth ?" 

Operators are taking the issue seri- 

ously. Taking a page from 
consumer products manu- 
facturers, particularly Proc- 
ter & Gamble, Cablevision 
Systems has adopted a 
product management struc- 
ture for its metro -New York 
operation. Different teams 
have direct responsibility 
for specific products: tele- 
com, Internet and plain 
vanilla cable. 

While individual system 
managers are charged with 
execution, a separate 70 -per- 
son team is responsible for 
all basic and pay cable sales 
efforts across the three -state 
region- everything from 
promotions to scripts for 
customer service reps. 

One part of the team is 
assigned to targeting new 
customers, another to 
retaining existing basic cus- 
tomers, another to upgrad- 
ing them to new tiers or pay 
services. The group's com- 

pensation is tied to the growth of basic 
and pay tiers. 

Michael Bair, president of product 
management and marketing for Cable - 
vision, said Cablevision executives 
were worried about neglecting basic 
cable. "That's why we decided to reor- 
ganize the company," he said. "The 
video side doesn't have to worry about 
what the telephone side is doing:' 

Comcast and Cox are making simi- 
lar efforts, but not directly tied to indi- 
vidual systems. 

At AT &T, Seserman is pushing an 
extensive "frequent flier" program, 
allowing its best customers to accumu- 
late points that can be turned in for a T- 
shirt or backpack bearing the logo of a 
cable network. 

A subscriber who takes multiple pay 
channels and buys movies on pay -per- 
view could get enough points for baby 
clothes emblazoned with Rugrats char- 
acters in a matter of months. A basic - 
only customer will need three years to 
get just a T -shirt. 

After 18 months, the program is 
pretty clearly a success, according to 
Seserman. Among the 3.3 million cus- 
tomers enrolled, disconnects are 12% 
less than average, downgrades from 
pay and enhanced basic are 19% less, 
and upgrades to digital tiers are 19% 
more. "We know that the retention pro- 
gram is having a retention benefit," 
Seserman said. 
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IT'S ONE SURE WAY 

TO GET SOME 

FACE TIME 

WITH YOUR BOSS. 

How can you get in the corner offices and minds of today's business leaders? Watch 

MONEYLINE, where more top executives get their news than any other financial program on 

cable. For insights, results and answers that hit home, and the latest breaking financial news, turn 

to the new anchor team at MONEYLINE Willow Bay and Stuart Varney have the market covered. 
The World's News Leader 

CNN WorldView MONEYLINE News Hour Crossfire CNN & FOFTUNE Larry King Live I The World Today 
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The gatekeepers 
A handful of MSO executives control what's on cable TV 

Talk about being in the hot seat. Imagine deciding 
what gets pumped into millions of cable homes. 
Imagine dealing with scores of executives, from 
entrepreneurs to billionaires' emissaries, all of 
whom want their product to be a part of that pay- 
load. Imagine doing it in an atmosphere where 

programming costs outpace inflation, but consumers resist 
paying more while stockholders expect spectacular results, 
which, when realized, can mean getting merged out of a job. 
That, in case you hadn't figured it out, is a fairly accurate job 
description for a cable system programming executive. 

While the job can be trying, it involves tremendous power. 
Two of the executives interviewed here, for example, control 
programming in more than 40% of the cable world. 

"From a business standpoint, they're all difficult," said one 
affiliate sales executive who deals regularly with the execu- 
tives. "They're all challenging because [MSOs] are getting 
bigger and their distribution leverage is getting bigger." 

Yet the largest MSOs aren't necessarily the toughest, accord- 
ing to an executive at a medium -sized network. lime Warner's 
Fred Dressler and AT &T's Madison Bond- representing the 

two largest MSOs -tend to seek mutually beneficial deals with 
the networks. Not so with Adelphia's Jeff Abbas and Comcast's 
Tom Hurley, both of whom declined to be interviewed for this 
article. Abbas and Hurley are known as two of the most hard - 
nosed programmers around, say colleagues. "They really kind 
of cut right to the deal," said the network executive. 

Adelphia -which now ranks as the sixth -largest MSO, 
with nearly five million subscribers -is tough, according to 
sales executives who have dealt with the company. "They're 
extremely financially oriented. `What's the deal? What's the 
rate ?' They're totally driven by financial aspects," said one. 

Since there are fewer MSOs controlling most cable sub- 
scribers, do a handful of these powerful people collectively 
dictate what networks get for license fees? "Absolutely not," 
said the same network executive. "I've been here for 12 
years, and that's never popped into my head one time. Each 
one of them now, compared to years ago, has different strate- 
gies." 

Here's a look at eight executives -six men and two men - 
who hold the programming keys to most of the nation's cable 
homes. 

By Deborah D. McAdams 

Matt Bond, AT &T Broadband 
all him Matt, please. Madi- 
son Bond insists on infor- 
mality, despite having one of 
the most powerful positions 
in the cable industry, at least 

as far as networks are concerned. Bond 
is executive vice president of program- 
ming and president for satellite servic- 
es for AT &T's Headend in the Sky. The 
MSO formerly known as Tele- Commu- 
nications, Inc. controls roughly 23% of 
the cable world -16.2 million sub- 
scribers. Yet even being the biggest in 
the business, Bond contends he doesn't 
strike fear in the hearts of network 
negotiators. 

"We've got a product to deliver," he 
said. "It isn't about leveraging the pro- 
gramming community. Obviously, 
negotiations can be difficult at times, 
but even with the numbers at AT &T, we 
aren't in any position to dictate terms." 

Bond said he deals with escalating 
program costs just like every other 
MSO. And just like every other MSO, 
customers don't want to hear about it. 
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"Obviously, 
negotiations can 
be difficult at 
times, but even 
with the num- 
bers at AT &T, 
we aren't in any 
position to dic- 
tate terms." 

"That's a bit of a cross we have to 
bear. All the customer sees is our bill to 
them," he says. "They don't know how 
much our programming costs have 
increased -many times the rate of 
inflation," he adds. "In fact, a signifi- 
cant portion of customers don't even 
think we pay for programming. It's just 
one of the features of this industry. It's 
probably the same anywhere else. If 
you buy a car, do you know how much 
they paid to put the seats in, and do you 
care at the end of the day? Our cus- 

tomers are the same.- 
"I think people want good content, 

and they want choice," he said. "They 
want a lot of different viewing options. 
So I don't know if there's a theoretical 
limit. If you'd have asked that question 
in 1975, you'd have probably asked if 
25 channels is enough." 

Of all the MSOs, AT &T is probably 
closest to realizing the 500 -channel uni- 
verse, at least in terms of the technology 
necessary to create it. The cable provider 
has more digital -ready homes -10.4 
million -than any other MSO, and far 
more digital subscribers -1.3 million - 
than anyone else; Bond foresees the day 
when negotiators no longer have analog 
discussions. 

"Ultimately, you will see a signifi- 
cant transition to digital. It is a superior 
and far more efficient usage of band- 
width for a better, cleaner picture. Over 
the long term, we'll start seeing a 
migration to digital architecture," he 
said. "I think it's past time [for net- 
works] to create digital content" 

i 
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Fred Dressler, Time Warner 
red Dressler has been an MSO 
programmer for 12 years. At 
one time, that would not have 
been unusual. But in today's 
cable arena, where billion -dol- 

lar system mergers occur almost week- 
ly, Dressler is senior among MSO pro- 
grammers. 

By appearances, Dressler can broker 
any kind of deal he wants. He holds the 
keys to the second -largest chunk of 
cable real estate, one that reaches 13 
million households. Having scores of 
networks vying for a piece of that 
would seem to make Dressler, who is 
senior VP of programming at Time 
Warner Cable, all -powerful. Not so, he 
says. 

"We used to have networks that paid 
us to get on," he said. "We used to get 
paid monthly fees." Now it's the other 
way around, especially for popular net- 
works. TNT and TBS (also owned by 
Time Warner) for instance, reportedly 
get as much as $1 a subscriber from 
operators, while ESPN is ratcheting up 
license fees by 20% a year. 

"If somebody 
pays you a 
launch fee, they 
get it back in 
license fees at 
the end of the 

But what about launch fees? What 
about Rupert Murdoch paying upward 
of $15 a sub to get Fox News onto sys- 
tems? 

"If somebody pays you a launch fee, 
they get it back in license fees at the 
end of the day," Dressler said. Yet the 
common wisdom suggests launch fees 
are the only ticket to a coveted piece of 
cable bandwidth, which is perceived as 
being increasingly rare. 

"I don't believe that's the case at 
Time Warner," Dressler said. "We'll 
have plenty of spectrum space, but pro- 
gramming costs is a part of what keeps 

MSOs from adding analog channels. 
Programming has become one of the 
largest, if not the largest expense out- 
side of personnel that we have." 

Time -Warner Cable is about 70% 
built -out to 750 -850 mhz, with about a 
third of that currently set aside for 
Internet and telephone use, says 
Dressler. Like most MSOs, Time 
Warner's full basic package of 50 chan- 
nels runs from $30 and $35, which is 
about the maximum subscribers are 
willing to pay. 

"The customers generally want it all, 
they just don't want to pay as much. 
That's what it all boils down to. When 
we add channels, we may raise the 
price. But people object," he says, "or 
they ask for specific channels. `There's 
five or 10 channels I don't watch, can 
you take them off? The permutations 
are limitless that way," Dressler adds. 

"Time -Warner is talking about put- 
ting a cap on its rates," he says. "We 
don't think we can raise our retail and 
consumer rates as DBS becomes more 
competitive." 

Rich Goldberg, DirecTV 
ich Goldberg speaks in the 
rush of words of someone 
amazed at their own predica- 
ment. When he signed on to 
do program acquisitions for 

DirecTV, the company was a year away 
from having a single customer. Gold- 
berg said he used to approach networks 
"cup in hand." 

That was 1993. Today, DirecTV 
serves more than 7 million homes with 
a 95- channel basic package plus about 
100 premium and audio channels. 
Goldberg, vice president of program 
acquisitions, no longer negotiates as if 
looking for handouts. 

"We've gone from being kind of a 
nuisance to these guys to being one of 
the top three customers," he said. "Pro- 
grammers think we're swell." 

Perhaps, justifiably so. Rarely does a 
cable operator put a new network on all 
of the headends in a system. With satel- 
lite, carriage is the whole she -bang. 

"Last summer, ZDTV launched with 
DirecTV in April as a new channel," Gold - 
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"We've gone 
from being kind 
of a nuisance 
to these guys to 
being one of 
the top three 
customers. 
Programmers 
think we're 
swell." 

berg said. "When we threw the switch, 
they added 4 million homes. So if you're a 
brand new network dying to get distribu- 
tion, not only do you get our subscribers, 
you've overbuilt the cable operator." 

Distribution is one thing, but being 
part of that highly coveted basic pack- 
age is another. Goldberg has to balance 
the same cost issues as his cable coun- 
terparts. Total Choice, DirecTV's basic 
package, is $29.99. 

"Programming costs are a huge 
issue for us. We've added 40 new 

channels to Total Choice without rais- 
ing the price a penny," he said. "At a 
certain point, we can't put anymore in 
our $29.99 package." 

"If you look at satellite services, 
most are getting 40 % -70% more rev- 
enue out of the home compared to 
cable. If the average cable operator gets 
$40 out of the home, we're getting 
about $55," he said. 

What is the pitch that sells Goldberg 
on a network? "At the end of the day, 
deals that have financial incentives. Our 
business could survive quite nicely 
without adding another network, but are 
we maximizing our business by not 
adding another network? Probably not." 

Financial incentives don't necessari- 
ly mean launch fees, he said. 

"Is it good programming? What are 
the economic considerations being 
offered the company? Will it add new 
customers and get more dollars out of 
the home? If someone's throwing a lot 
of money at us, but it's something that 
won't fly, it's not a good deal." 
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...Jack emerges from a coma only to 

discover that his gorgeous new wife 

Barbi is tragically suffering from amnesia 

brought on by some bad clams and is, in 

fact, already married to none other than 

his stepmother's personal trainer, Claude, 

who everyone thinks has died in a very 

bizarre kickboxing accident but has 

regained consciousness himself just prior 

to the embalming process where he has 

found himself gazing into the shocked 

yet longing eyes of the mortician's 

assistant, Pamela de Rigor who herself is 

suffering from a slight case of amnesia 

and is completely unaware that she is 

the long lost and much adored Princess 

Sari of Armenia. Will Claude and the 

Princess consumate their newfound love? 

Will Barbi recover and seek out Claude? 

If so, will she ever eat take -out Italian 

again? Will Jack lose the love of his life? 

More importantly, will his hospital stay 

be covered by his group plan? 

Stay tuned... 
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Patty McCaskill, Charter 
ive years ago, Patty McCaskill 
was consulting for a little St. 
Louis -based cable start -up 
with around 100,000 sub- 
scribers. She's still there, but 

today, that St. Louis start -up is the 
fourth -largest MSO in the country. 
McCaskill's initial duties for Charter 
Communications turned into the formi- 
dable job of contract reviews every 
time the MSO picked up yet another 
system, which it has done every few 
months, particularly over the last year. 
Charter has picked up more than 5 mil- 
lion subscribers since Microsoft co- 
founder Paul Allen bought the compa- 
ny in July 1998. 

"Initially, we had networks that were 
already on the systems," she said from 
an airport phone on her way back to St. 
Louis from meetings in Connecticut. 
"We had to renegotiate those contracts 
and as we continued on the acquisition 
trail, these became evolving contracts." 

Charter's exponential growth rate 
meant McCaskill had to constantly 
change her approach to negotiations. 

"We're a 
decentralized 
company. We 
give all our 
regional people 
autonomy to 
run their busi- 
ness." 

"It became easier, because if some- 
one recognizes you're growing and 
going to be a major player, they see 
they'll need you," she said. "It's more 
difficult, because if you get larger, you 
have more leverage and you don't take 
the top of the rate card. Negotiations 
become more complex." 

Charter's random geography compli- 
cates matters even more. The acquisition 
trail bounces from St. Louis, to the L.A. 
basin, the Carolinas, Georgia, Connecti- 
cut, Massachusetts, Wisconsin, Michi- 
gan, Minnesota and Texas. Presumably, 
McCaskill's task would be a whole lot 

easier if Charter -which reaches 6.3 
million subs just assimilated systems 
into one, uniform channel lineup. 

"We make it as close to the customer 
as possible," she says. "Programming 
needs for Ozark, Ala., may be different 
from a bedroom community in New 
York. So we really can't make a corpo- 
rate decision on what a channel lineup 
on Charter is going to look like" 

"We're a decentralized company," 
she says. "We give all our regional peo- 
ple autonomy to run their business." 

Customer demand drives network 
carriage, McCaskill admits, not the 
terms of the deal. 

"Charter doesn't do launch fees," 
she adds. "It's a loan with a balloon 
note on the back of it. We look at the 
quality of the network and how that 
will serve customers and Charter. If 
cash incentive is part of the original 
deal, Charter asks for free carriage in 
lieu of cash upfront. This helps the 
long -term license fee expense we have 
to pay to keep from raising rates to 
customers." 

Bob Wilson, Cox 
a +, rogramming is a matter of 

consensus at Cox, where 
affiliates weigh in on net- 
work selections. As one net- 
work executive put it, "At 

Cox, you cut a corporate deal, and it 
gives you a hunting license." 

This democratic approach makes 
Bob Wilson's job resemble a "frenetic 
balancing act," he says. Wilson is vice 
president of programming for Cox, 
which now ranks as the nation's fifth 
largest MSO with 5.1 million subs. 
Determining network carriage involves 
balancing the demands of customers, 
affiliates and programmers, he says. 

"We start with basic elements of 
good programming -of filling a niche, 
of having a capable programming 
provider, the deal and customer 
demand. Once you get past that, there 
are a lot of other issues, such as com- 
peting distribution systems, demo- 
graphics, and ownership interests." 

So what about money? Has Cox some- 
how escaped the financial squeeze of ris- 
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"We'll have to 
consider break- 
ing down basic 
if costs contin- 
ue to go up." 

ing network license fees and hike- resist- 
ant subscribers? Hardly, Wilson says. 

"Pricing and package are extremely 
important. We're seeing erosion of our 
margins. Our costs continue to increase 
by 2% a year as a percentage of revenue 
earned," he adds. "That's significant." 

Cox has added about 10 channels to 
its basic -level package over the last 
five years. Packages vary somewhat 
across systems, but most carry a core 
lineup of about 40 channels for a price 
in the low $30s. 

"If networks all need big increases to 
fund big business plans to be bigger, 
better and more competitive, that's 
going to continue to exert pressures 
we're all going to respond to," he insists. 
"We'll have to consider breaking down 
basic if costs continue to go up." 

Such talk strikes fear in the hearts of 
programmers, who stand to lose sub- 
scribers if basic packages are split up. 
Cox's less extreme response to pricing 
pressure currently is to put a lid on basic 
analog carriage. New networks are con- 
sidered solely at the digital- service level. 

Digital service is available to about 
half the homes throughout the Cox sys- 
tems. So far, Cox has about 135,000 dig- 
ital takers -an estimated 600,000 digital 
subs including pending takeovers of 
TCA and Media General. All have a 
choice of four digital tiers, each with 
seven to eight channels, further compli- 
cating the puzzle of who gets what. 

"I'm amazed at system operators, 
how they keep it together and keep it 
going," Wilson said. 
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Mac Budill, Cablevision 
ac Budill chooses his 
words carefully. For 
someone in arguably one 
of the most powerful 
positions in television, 

Budill is painfully media shy. Not hos- 
tile, just shy. He describes what he 
does, which boils down to controlling 
the cable spigot into nearly 3.4 million 
homes, in the most matter -of -fact way 
possible. 

"I'm responsible for identifying the 
best collection of programming content 
for our customers and insuring we have 
access to that programming under the 
best economic terms," he says. 

Call it driving a hard bargain, which 
is how one network sales affiliate vice 
president describes Budill's tactics. 
Budill says he gets right down to brass 
tacks, meaning money. But perhaps 
that's just a poker -faced negotiating 
strategy employed by the Cablevision 
Systems programming executive. 
Budill says viewers determine the deal. 

"It is unquestionably consumer 
demand," he said. "We will enter and 

"The cost of 
programming 
is increasing 
beyond our 
retail pricing 
flexibility at the 
moment." 

continue to enter an increasingly com- 
petitive landscape. We must be guided 
most fundamentally by what our sub- 
scribers want" 

"The deal," he added, "is certainly a 
factor." 

The deals are bound to become more 
complex if Budill's recently bestowed 
title is any indication. He was named 
senior vice president of video products 
the day he talked with BROADCASTING 
& CABLE. Therein lies some indication 
of Cablevision's strategy for the future. 
Like the majority of the MSOs around 
the country, Cablevision has bumped up 

against the glass ceiling of program- 
ming prices vs. subscription rates, even 
though the parent company has signifi- 
cant programming interests in Rainbow 
Sports and Rainbow Entertainment. 

"The cost of programming is 
increasing beyond our retail pricing 
flexibility at the moment," he says. 
"We are constantly under pressure to 
pass those costs on to consumers." 

Cablevision responded with digital 
diversity across a unified front. 

"In the last year, Cablevision has reor- 
ganized into a product- management 
structure. We centralized our marketing, 
programming and branding operations to 
think about the New York market, broad- 
ly speaking," says Budill. "We're set up 
to drive video, voice and data products 
across the New York area. 

"As we get into the digital realm, we 
will look closely at whether what cus- 
tomers want is lots more video chan- 
nels, or if what they want is more serv- 
ices that take advantage of the Internet 
access capabilities we expect to 
deploy," he says. 

Italia Weinand, Mediacom 
talia Commisso Weinand had a 
perfectly good job when her 
brother convinced her to come to 
work for him. "I came on board 
with the promise of working three 

days a week," she said. 
"Ha!" 
Weinand had been with Comcast 

Corp. for two decades when her broth- 
er Rocco Commisso cut a deal in his 
basement for a 10,300- subscriber sys- 
tem in Ridgecrest, Calif. in early 1996. 
Today, Commisso's Mediacom is 
among the largest MSOs in the country, 
with nearly 740,000 subscribers and 
1,300 employees (when the Triax 
acquisition closes). 

"I happen to have a relationship with 
a genius," is how Weinand puts it. 

Her hours grew exceedingly long at 
Mediacom while working full -time at 
Comcast, so she left Comcast in April, 
1996 to join the family genius. She now 
sports the ubiquitous title of senior vice 
president of programming and human 
resources and corporate secretary 
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"Now I'm 
doing between 
eight and 14 
channels at 
once. The aver- 
age number 
launched in the 
last year is 
about eight 
channels -all 
analog." 

"Programming is the fun part," she 
says. Mediacom has launched 361 
channels this year alone, partly because 
the MSO's strategy involved buying 
smaller, 300 mhz systems and upgrad- 
ing them to 550 -750 mhz. The build - 
out is 85% complete. And before join- 
ing Mediacom, the most channels 
Weinand had ever launched at any one 
time was three. 

"Now I'm doing between eight and 14 
channels at once," she said. "The average 
number launched in the last year is about 

eight channels -all analog." Viewer 
preference is about 75% of what deter- 
mines network carriage, and people typ- 
ically ask for what they've seen adver- 
tised on other channels, Wienand said. 
The History Channel, Animal Planet, 
Discovery and the Turner networks are 
high on the list, with Nick at Nite's TV 
Land getting "phenomenal" requests in 
Mediacom's mostly non -urban areas. Of 
any single category, Weinand said there 
can never be enough good, educational 
children's programming. Conversely, 
her programming pet peeve is violence, 
which is arguably a mainstay of cable 
networks, given the nature and populari- 
ty of wrestling. 

"I think there's a piece of human 
nature that needs to see some of that," 
Weinand said. "I'm talking about these 
films that keep coming out," she says. 
"I don't have a problem when a 
machine shoots a machine. I do have a 
problem with blood and guts and gore. 
But I'm not here to dictate consumer 
desire." 
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Jerry McKenna, Cable One 
erry McKenna answers his own 
phone. It's probably for the best. 
Keeping track of him would be a 
nightmare. McKenna is in 
charge of programming con- 

tracts and strategic marketing for all of 
Cable One's 53 affiliates, plus he runs 
the Arizona division. At least twice a 
week, McKenna deals with people who 
want him to launch their network. 

McKenna tries to keep it fairly uni- 
form throughout the 735,000 -sub- 
scriber MSO. Each affiliate gets the 
same 35 -40 satellite networks in addi- 
tion to five channels for local stations. 
Using one program package through- 
out the MSO makes McKenna's job 
more manageable. He generally offers 
system -wide distribution over a three - 
year period. In return, McKenna fulfills 
a key objective -getting a break on 
programming rates. 

"[Programming rates are] growing at 
double -digit rates. They are the greatest 

"While many 
networks want 
to do original 
and syndicated 
programming, 
they have got to 
look at their 
advertisers to 
support it. 

challenge we face. They are escalating 
at such a rapid rate, if we do not bring 
them under control, we'll have to pass 
them on to customers, and with DBS. It 
would seriously erode our customer 
base," he says. "We have decided to tell 
one or more networks we can no longer 
afford to carry them." 

DBS, or direct broadcast satellite 
service, has about an 8% share in Cable 
One's market, compared to perhaps 2% 
five years ago, says McKenna. 

The most difficult part of the job, at 
least from the programming side, he 
says, "is working with networks to get 
them to understand that the economics 
of the industry are changing, and that 
we simply can't pass on their rate 
increases to our customers without 
penalty. While many networks want to 
do original and syndicated program- 
ming, they have got to look at their 
advertisers to support it." 

After all, advertisers are the ones 
who reap the rewards when networks 
have a hit program, not MSOs, he adds. 

A few more phone calls and 10 or 15 
more deals, and Cable One's analog 
universe will be full. 

"Fifty -one. That's the maximum 
number we've decided to carry. We 
have to have a programming package 
that is competitive to DBS," says 
McKenna. "On the other hand, if we 
carry too many networks, that compli- 
cates the whole programming issue" 
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It's official: Sachs at NCTA 
Anstrom departs for The Weather Channel; highly respected exec takes over his spot 

By Paige Albiniak 

Former Continental Cablevision 
executive Robert Sachs last week 
was declared the cable industry's 

head lobbyist and new president of the 
National Cable Television Association. 

"I look forward to working with both 
the entrepreneurs who created [the cable 
industry] and the industry's new investors 
and leaders as we provide consumers 
with the best programming on television 
and a host of exciting new broadband 
services in the 21st century," Sachs said 
at a press conference in Washington. 

Sachs takes over from Decker 
Anstrom, who leaves the association 
August 1 to take the helm of The Weath- 
er Channel in Atlanta. "Robert is a per- 
son with enormous integrity and terrific 
intellect," Anstrom said. "He won't just 
hit the ground running, but sprinting?' 

Sachs was the unanimous choice of 
the NCTA's selection committee, head- 

Anstrom (I) on Sachs (r): 'He won't just 
hit the ground running, but sprinting.' 

ed by Cox CEO James Robbins. 
"I can't say enough good things 

about his intellect, commitment to this 
industry and knowledge of the play- 
ers," Robbins said. "And on a very per- 
sonal note, Robert is an absolutely 
wonderful human being." 

Sachs signed a three -year contract and 
will earn a salary of $850,000 annually, 
with the possibility of pay increases 

depending on his individual performance 
as well as the performance of the cable 
industry, Robbins said. Anstrom earned 
$821,634 in 1997, the last year that salary 
information was publicly available. 

Not surprisingly, Sachs' top priorities 
for the association remain the same as 
Anstrom's: avoiding price regulation, 
heading off attempts to force high- 
speed data access to cable systems, and 
defeating any efforts to impose digital 
TV carriage requirements. 

Sources predict a major challenge for 
Sachs will be keeping the cable industry 
unified in the face of a great deal of con- 
solidation that has left a few huge behe- 
moths instead of many smaller MSOs. 

Sachs brushed off the question of 
whether there would be a power strug- 
gle within NCTA now that AT &T is 
the largest cable company. "I would 
expect that AT &T will be an active and 
supportive member of this organiza- 
tion," Sachs said. 

WB brands pay per view 
Anticipating video on demand, studio calls attention to category with new logo 

By Deborah D. McAdams 

Even though true video on demand 
has remained elusive since its 
conception 25 years ago, Ed 

Bleier wants to be ready when it finally 
materializes. 

So Bleier, president of Warner Bros. 
Domestic Pay -TV, Cable & Network 
Features division, is leading an effort to 
"brand" the category of pay -per -view 
movie. The idea is to raise awareness 
about pay -per -view movies so con- 
sumers will be champing at the bit for 
VOD when it actually becomes avail- 
able. Bleier's tactic involves the rollout 
of a generic PPV logo adaptable for use 
by any studio, cable or satellite system, 
network or pay -per -view service, and 
compatible with video or print formats. 

Unveiling his strategy last week at 
Warner Bros. New York headquarters, 
Bleier said, "Movie pay -per -view is a cat- 
egory, but it's also 80 to 100 separate dis- 
tinct pieces of merchandise...Every 
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Bleier's strategy is 
to raise awareness 
about PPV with a 
specially designed 
generic logo that 
can be used by 
studios, MSOs and 
satellite systems. 

movie has a dis- 
tinct feel, a distinct 
look... When we 
ran several pro- 
motions in a row, 
it started to look 
like beef stew ?' 

Warner Bros. 
spent in "the tens 
of thousands" to 
get the logo cre- 
ated by Ericksen 
Advertising & 
Design in New 
York, Bleier said. 
Animation for 
the video version 
was provided by 

New York's Imbue Studio of Broadway 
Video Design. 

The logo itself consists of variations 
of a stylized graphic person -the type 
usually seen on road signs -aiming a 
remote control at a widescreen display- 
ing the phrase "MOVIE PPV," with 

space for studio or system names at the 
bottom. Bleier said pay -per -view 
industry players first discussed brand- 
ing the category more than a year ago 
when research from the Joint Studio 
PPV Co -op suggested it would help 
buy rates. Bleier said his counterparts 
were "enthused," until it came to writ- 
ing the check. 

"We decided to try to devise an 
umbrella logo for PPV, for other stu- 
dios to use if they please," he said. 

At least one has already declined. A 
spokesman from Sony's Columbia Tri- 
Star Pictures said, "Our studio has 
passed on this particular logo." He did 
not elaborate. Contacts at Disney's 
Buena Vista and Paramount weren't 
aware of their studio's plans. 

Even if none of the other studios take 
up Bleier's offer, the logo will live, he 
said. 

"Time Warner accounts for about 
20% of [PPV] movie promotion, so it 
should get some recognition," he said. 
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A DBS launch for ethnics 
Using Mideast and Asia sources, GlobeCast joins cast of programming providers 
By Price Colman 

France Telecom's GlobeCast satellite 
subsidiary is taking aim at ethnic - 
viewer niches in the U.S. with a new 

satellite service this week. GlobeCast's 
as- yet -unnamed service is the company's 
first consumer -oriented, direct broadcast 
vehicle offered in the U.S. 

Ethnic markets in the U.S.- includ- 
ing Hispanic, Arabic, Chinese and 
Japanese popluations -are increasing- 
ly attracting attention from DBS, cable 
and broadcast service providers. 

Initially, GlobeCast's service will 
offer eight channels of programming 
from Middle Eastern and Asian 
sources. But GlobeCast owns a second 
transponder on Telstar 5, which will 

deliver the ethnic channels, and is nego- 
tiating for two additional transponders. 

The channels launched on July 20 in 
digital format include EBC /Abu Dhabi 
TV; Kuwait TV; Saudi TV; SCC /Syria 
Satellite Channel; IRIB from Iran; Thai- 
land's TV5, and NATV, a Chinese -lan- 
guage channel based in North America. 

Other ethnic program providers, 
including Encore Media Group's Inter- 
national Channel, Telemundo, Univi- 
sion, Galavision and SkyView Media 
(formerly Ethnic American Broadcast- 
ing Co.) are targeting ethnic audiences 
in the U.S. But GlobeCast's strategy 
focuses more on complementing than 
competing, says Robert Behar, Globe - 
Cast America president -CEO. 

"It's not a matter of competing, it's a 

CABLE'S TOP 25 

TNT's original drama The Hunley' was the 
highest rated movie in last week's cable ratings. 
It ranked No. 3 with a 4.2 rating and a 7.3 share. 

Following are the top 25 basic cable programs for the week of July 5 -11, ranked by rating. Cable rat- 
ing is coverage area rating within each basic cable network's universe; U.S. rating is of 98 million TV 
households. Sources: Nielsen Media Research, Turner Entertainment. 

Rank Program Network Day Time 
Rating 

Duration Cable U.S. 
HHs 

10001 

Cable 
Share 

1 WWF Sports Entertainment USA Mon 10:00P 68 6.2 4.7 4714 10.6 
2 WWF Sports Entertainment USA Mon 9:OOP 60 5.7 4.3 4308 9.5 
3 Movie: 'The Hunley' TNT Sun 8:00P 120 4.2 3.2 3212 7.3 
3 Real World VIII MTV Tue 10:00P 30 4.2 3.0 3002 7.0 
5 NASCAR /Jiffy Lube 300 TNN Sun 1:00P 210 4.1 3.1 3056 11.4 
6 WCW Monday Nitro Live! TNT Mon 8:00P 60 3.8 2.9 2914 7.0 
6 WWF Sunday Night Heat USA Sun 7:OOP 60 3.8 2.9 2868 7.7 
6 Movie: 'Death of a Cheer...' LIF Sun 6:30P 105 3.8 2.8 2826 7.9 
7 WCW Monday Nitro Live! TNT Mon 9:00P 60 3.3 2.5 2505 5.5 
7 Movie: 'Murder Or Memory' LIF Sun 3:00P 105 3.3 2.5 2462 8.6 
7 Movie: 'Have You Seen...' LIF Sun 4:45P 105 3.3 2.5 2454 8.1 

12 South Park CMDY Wed 10:OOP 30 3.1 1.8 1830 5.2 
13 WCW Thunder TBS Thu 9:04P 61 3.0 2.3 2269 5.3 
13 Movie: 'Harmful Intent' LIF Sun 8:15P 105 3.0 2.2 2187 5.1 
15 Movie: 'Prison of Secrets' LIF Sun 1:15P 105 2.9 2.1 2106 8.0 
16 Movie: 'Island of Dr. Moreau' TBS Sun 8:00P 123 2.8 2.2 2153 5.1 
16 Franklin NICK Wed 10:30A 30 2.8 2.1 2070 10.7 
18 WCW Monday Nitro Live! TNT Mon 10:00P 68 2.7 2.1 2081 4.7 
18 Movie: 'Dead By Sunset...' LIF Sat 8:00P 120 2.7 2.0 2002 5.7 
20 WCW Thunder TBS Thu 8:05P 59 2.6 2.0 2025 5.1 
20 Movie: 'The Shawshank...' TNT Sun 5:00P 180 2.6 2.0 1960 5.8 
20 M. Sendaks Little Bear NICK Tue 10:OOA 30 2.6 2.0 1955 10.1 
20 Franklin NICK Fri 10:30A 30 2.6 2.0 1953 9.8 
20 Rugrats NICK Mon 7:30P 30 2.6 2.0 1948 5.1 
20 M. Sendaks Little Bear NICK Wed 10:OOA 30 2.6 1.9 1927 10.3 
20 Franklin NICK Wed 1:OOP 30 2.6 1.9 1918 7.8 
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matter of offering more to the customer 
for the money," says Behar. "Our servic- 
es cater to ethnic groups not served by 
other broadcasters, including cable" 

Initially, the GlobeCast service will 
focus on Middle Eastern and Asian eth- 
nic groups, though Behar says that pro- 
gramming for Hispanic and Portuguese 
populations in the U.S. will be added. 

GlobeCast's economic model differs 
from the norm. There's a $399 cost for 
the hardware- including receiver and 
30 -inch dish -but no monthly charge 
for the service. In addition, Globe - 
Cast's foreign broadcast "customers" 
pay the company to distribute their 
services. Most other services generate 
revenues from subscription, advertis- 
'ng, or a combination. 

SBCA a `digital 
reality' check 

"Experience digital reality" is the 
theme for the Satellite Broadcast- 
ing & Communications Associa- 
tion's annual convention this week 
in Las Vegas, but it could just as 
easily be "We're on a roll." 

While the DBS industry's two top 
players, DirecTV and EchoStar 
Communications Corp., continue to 
rack up strong subscriber gains, the 
"digital reality" catchphrase is a tacit 
acknowledgement that the cable 
industry is responding, says SBCA 
spokeswoman Jennifer Buckley. 

A bigger buzz at the SBCA 
show may be DBS' entry into inter- 
active TV. DirecTV has allied with 
America Online to offer AOL TV, 
and EchoStar has teamed with 
Microsoft to offer WebTV. 

DirecTV President -CEO Eddy 
Hartenstein is scheduled to deliver 
the show's opening keynote speech 
on Monday. Charlie Ergen, 
EchoStar chairman -CEO, will con- 
duct a keynote interview with Satel- 
lite Business News editor -publisher 
Bob Scherman on Tuesday. 

The show, which runs from Sun- 
day through Wednesday, is 
expected to attract more than 
5,000 attendees. -Price Colman 
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Browbeaten in Brotyard 
After AT &T lobby loses open access in Florida county, more battlefronts emerge 

By Price Colman 

Despite its best efforts, AT &T con- 
tinues to lose ground in the fight 
to prevent its cable kingdom 

from being invaded by a hungry horde 
of outside Internet service providers. 

Unincorporated Broward County, 
Fla., last week narrowly approved a 
county ordinance requiring cable oper- 
ators there to open up their broadband 
pipes to Internet interlopers. 

Just to the south, the much 
larger Miami -Dade County, 
Fla., appears poised to enact a 
similar ordinance later this 
month, observers say. 

Thus far, only two municipal- 
ities- Portland, Ore., and sur- 
rounding Multnomah County 
and unincorporated Broward 
County -have moved legally to 
force cable operators to open 
space on their networks for out- 
side ISPs. 

But as the issue has gained 
attention, lobbying efforts have 
escalated, creating a tornadic 
cycle in which the frenzy feeds 
itself. 

"The lobbying on this thing has been 
intense," says Fort Lauderdale Sun -Sen- 
tinel political columnist Buddy Nevins. 
In Broward County, the opposing 
forces-GTE as the chief proponent of 
open access and AT &T as the primary 
opponent -spent roughly $500,000 on 
lobbying efforts, Nevins estimates. 

AT &T boasts one of the most power- 
ful lobbying machines in Washington, 
but the loosely knit openNET coalition 
that's spearheading the open- access 
offensive has its own end run: it will 
take its message to local regulators via 
a grassroots effort. 

And while two municipalities hardly 
constitute a groundswell, openNET 
doesn't need to win in every city to 
force a move at the federal level, 
observers say. 

"Cable seems to be winning the con- 
ventional war in Washington," says 
Bear Stearns analyst Ray Katz. "Now 
they're having to fight a guerrilla war 
in the provinces. It's difficult to tell 
whether that guerrilla war is being won 

or lost. It's almost like Vietnam...like 
the U.S. and the Tet Offensive, cable 
could win the battle and lose the pub- 
lic- relations war on the homefront." 

Last week, in the wake of the Broward 
County win, the openNET coalition held 
a teleconference to press its case. 

"We're not popping champagne 
corks because of what happened in two 
places," said openNET spokesman 
Greg Simon. "Now we want to see that 
spread across the country. 

The fighting's sure to escalate. In 
addition to Miami -Dade County, Ha., 
other franchising authorities also have 
open access on their agendas. They 
include Los Angeles, San Francisco 
and Oakland, Calif., and Seattle and 
surrounding King County, Wash. San 
Francisco officials are scheduled to 
vote on open access on July 26, while 
Miami -Dade's vote is set for the next 
day. The other cities are at various 
stages of studying the issue. 

Meanwhile, the openNET 
coalition says it intends to go 
beyond just targeting those 
cities, taking its case to any 
municipality empowered to 
approve transfer of MediaOne 
franchises to AT &T, which is in 
the midst of acquiring 
MediaOne for about $68 billion. 

Such cities include Atlanta, 
Boston, Detroit, Los Angeles, 
and Jacksonville, Fla. 

Even where transfers aren't at 
issue, regulators are watching 
the open -access debate. "We're 
seeing a lot of cities looking at 
this. It's going to be on the plate 

of every city that has transfers," predicts 
Jane Lawton, president of the National 
Association of Telecommunications 
Officers and Advisors (NATOA). 

NATOA 's position is that its members 
are fully empowered to act on the access 
issue. "Franchising and local control was 
not invented with the 1984 Cable Act," 
says Susan Littlefield, past president of 
NATOA and telecommunications regula- 
tory manager for St. Louis. "We as local 
governments have some authority that 
doesn't stem from the FCC, and the FCC 
has no statutory right to preempt it:' 

As firm as she is on local regulators' 
authority, Littlefield remains somewhat 
ambivalent on the open- access issue. 

"No one has gone to the fundamen- 
tals of the debate," she says. "Is it about 
a choice of ISPs within a delivery sys- 
tem, or is it about a choice among com- 
peting delivery technologies? Until that 
question has been answered on a macro 
level, all these other arguments are just 
posturing, and you're not going to get 
good national direction, whether from 
the FCC or locally mandated" 

At a glance 
The incorporated and unincorporated portions of 
Broward County, Fla., have more than 375,000 
subscribers. Here's how they break down: 

Unincorporated Broward County . 
2,000 AT &T Broadband and Internet Services 
99,000 AT &T BIS cable customers 
20,000 MediaOne customers 
Incorporated Broward County a 
About 155,000 MediaOne cusomters 
About 100.000 Comcast customers 

Source: Company data 4,6211 Waft- 
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"City after city has to decide...until 
the federal government changes its do- 
nothing policy into a do- something- 
right policy." 

Federal Communications Commis- 
sion Chairman William Kennard has 
become a lightning rod for criticism 
after declaring at the National Cable 
Television Association annual confer- 
ence in June that Portland's action 
could portend a patchwork quilt of local 
ordinances, creating regulatory chaos. 

Meanwhile, as openNET was taking 
its message to the media, AT &T Chair- 
man C. Michael Armstrong took his to 
Capitol Hill. His message to the Senate 
Judiciary Committee: Don't tinker 
with the `96 Telecom Act. 

"The Bells and GTE...have litigated all 
the way to the Supreme Court to avoid 
complying with the Telecom Act," Arm- 
strong told lawmakers. "And although 
that litigation seems to have run its 
course, the Bells and GTE now are asking 
Congress to reward their recalcitrance by 
making exceptions in the Act...My mes- 
sage is simple: Stay the course?' 
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Vying for favor on the Hill 
AT &T, Bell Atlantic and others debate legislation to regulate broadband access 
By Paige Albiniak 

AT &T Chairman C. 
Michael Armstrong 
in Senate testimony 

last week defended his 
company against any leg- 
islation that would require 
AT &T to open its broad- 
band networks for com- 
petitors' use. 

Such government inter- 
vention will stifle invest- 
ment, Armstrong said. 
"The market should make 
the choice, competition 
should spur development and cus- 
tomers will determine what they want," 
Armstrong told the Senate Judiciary 
Committee in written testimony. 

Meanwhile, Bell Atlantic says that it 
is not fair to allow AT &T to offer 
broadband services on its unregulated, 
proprietary network, while Bell 
Atlantic labored under the restrictions 
of the 1996 Telecommunications Act. 
According to the law, regional tele- 
phone companies may not enter the 
long -distance market until the FCC has 
determined that they have opened their 
local markets to competition. The FCC 
has yet to make such a finding. 

Bell Atlantic CEO Ivan Seidenberg 
argued that regulations should be 
relaxed to allow phone companies into 
the long- distance data business, even if 
they haven't opened up their local 
voice loops. "At best, more regulation 
creates uncertainty. At worst, it 
destroys the business case for investing 
in new technology. These rules are 
unnecessary. They should certainly not 
be imposed on Bell Atlantic when my 
competitor is operating without this 
regulation," Seidenberg said. 

Teligent CEO Alex Mandl and 
PSINet CEO William Schrader told the 
panel that the market would force cable 
companies to open their networks, and 
no legislation was needed. 

Doing anything to reopen the 
Telecommunications Act of 1996, 
which allows cable operators to offer 
phone service and phone companies to 
offer cable service, would be a mistake, 
Mandl said. 

"I think it would significantly slow 

Armstrong makes his ca 
for market regulation of 
broadband access. 
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down the development of competition. 
I think it would create confusion," said 
Mandl, whose company offers voice, 
video and data services over its wire- 
less microwave network. 

"[Companies such as AT &T] have 
the right, in my opinion, to use their 
assets that they've purchased with their 
money any way they wish," said 
Schrader, whose company offers Inter- 
net access. "They will be forced by 
market pressure...to open up their sys- 
tem over time to other ISPs. I don't 
think you need to do anything to give 

non -Regional Bell Operating Compa- 
nies a push." 

A second panel of witnesses was split 
on whether Congress should force cable 
companies to open their networks. 

Only consumer advocate Gene Kim - 
mehnan, who is co- director of Consumers 
Union's Washington office, argued that 
more regulation was necessary. 

"If neither antitrust officials nor the 
FCC are willing to stop the telecommu- 
nications consolidation juggernaut, it is 
imperative that Congress step in to 
establish comparable public obliga- 
tions for the two wires that may some- 
day be in a position to compete for the 
most important telecommunications, 
Internet and television services," Kim - 
melman said. 

Kimmelman wants Congress to reg- 
ulate pricing of "monopoly telephone 
and cable services" and to ensure that 
these so- called monopolies do not sub- 
sidize other emerging services. 

Two financial analysts -Anna- 
Maria Kovacs of Janney Montgomery 
Scott in Boston and Kevin Moore of 
Deutsche Banc Alex Brown in Balti- 
more -both said that the market should 
be left to sort itself out. 

Cable, ISPs battle 
over leased access 
By Bill McConnell 

Subscribers will have fewer view- 
ing options if cable operators are 
forced to offer leased access to 

Internet service providers, the cable 
industry warned last week. 

If ISPs are allowed on cable systems, 
traditional cable programmers who rely 
on leased access for carriage of their 
programming options would be denied 
access. Meanwhile, viewers would 
obtain nothing that is not available on 
the Internet already, the National Cable 
Television Association told the FCC. 

"Requiring cable systems to lease 

capacity to competing providers of 
Internet access would do precisely 
nothing to expand the diversity of pro- 
gramming," the NCTA said. 

At issue is a request by Redondo 
Beach, Calif. -based Internet Ventures Inc. 
to use the leased- access rules to gain car- 
riage for its PeRKinet service, which pro- 
vides global video streaming of TV chan- 
nels. The company has been denied 
leased access by AT &T Corp. in Spokane, 
Wash and Durango, Colo., markets. 

By appealing to the FCC, M has thrust 
itself into the heated debate over access to 
cable's broadband network. Though the 
FCC says it's best to hold off any thought 
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of regulation until the broadband market 
develops, ISPs warn that cable companies 
will come to dominate the Web -unless 
they are required to give competitors 
access to their high -speed network. 

So far, the FCC appears in no mood to 
change its mind, but WI officials hope 
that support from local regulators and 
other ISPs will alter the agency's position. 

Though cable companies now restrict 
leased -access carriage to traditional 
broadcasters and cable networks, IVI 
argues that its Internet transmissions 

meet the FCC's definition of "video 
programming" and PeRKinet qualifies 
for paid access to local cable systems. 

But cable industry officials deride 
the company's legal interpretation. 
"IVI's petition is nothing more than a 
brazen attempt to use the regulatory 
process to salvage a business model 
that apparently is not viable in the open 
market," wrote MediaOne officials. 

FCC rules stipulate that video program- 
ming be one -way rather than two-way, as 
is interactive Internet traffic, MediaOne 

innovation FINOVA. It stands for financial innovators - innovators 

°who have been delivering highly effective financing solutions tailored to 

the unique needs of advertising and subscriber -supported businesses 

since 1987. Through industry expertise, superior service, comprehensive 

capability and long -term commitment, FINOVA continues to .vin 

recognition as "The Capital Source for Midsize Business." Call FINOVA 

today for leading -edge solutions to your communications finance needs. 

INNOVATORS IN COMMUNICATIONS FINANCE 

FINOVA Capital Corporation 
(312) 322 -7205 

formation, visit ovfwab..$)t. at www. 
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said. Consequently, even traditional TV 
shows offered via the Internet do not meet 
the FCC's definition, MediaOne argued. 
"A Seinfeld episode delivered over the 
Internet would not be `video program- 
ming,' " the company said. 

But IVI has garnered allies among 
some local cable regulators and other 
ISPs, who say the leased- access option 
will ward off a cable monopoly. 

"Cable Internet service is compara- 
ble to broadcast television in all materi- 
al respects," wrote the Vermont Depart- 
ment of Public Service. 

They argued that Internet program- 
ming is similar to multichannel video 
distribution provided by telephone 
companies, which the FCC has already 
ruled provides sufficient competition to 
justify relaxing basic rate regulation on 
incumbent cable franchises. 

In addition, video streaming over 
broadband networks provides compa- 
rable picture quality to conventional 
TV. "There is virtually no picture -qual- 
ity distinction between Web -based 
video image over cable and a broadcast 
television digital image." 

Vermont officials also argued that digi- 
tal TV content will increasingly resemble 
Internet programming, because data traf- 
fic and network Website content will be 
made available over the air or on cable. 

Finally, Vermont argued that the combi- 
nation of digital technology and cable plant 
upgrades would alleviate any shortage of 
carriage capacity because the number of 
available channels will increase tenfold. 

Officials from the Cable Communi- 
cations Office in King County, Wash., 
also endorsed WI's petition. 

Further, a group of Texas Internet 
service providers pointed out that 
leased access would also ensure that 
cable companies are fully compensated 
for any necessary capacity upgrades. 
"Leased access is not a free ride," they 
said. "Leased access for ISPs will cost 
cable operators nothing." 

America Online, which is fighting 
for direct access to cable broadband 
networks rather than the more narrow 
leased- access option, said IVI's peti- 
tion should be granted. The company, 
however, said the FCC should also 
institute broader unbundling rules. 

"The nature of WI's service -with 
broadband downstream and telephone 
return-is particularly amenable to the 
commission's existing rules on leased 
access," AOL said. "The rules, however, 
may not be adequate to fulfill Congress' 
goals" of ensuring robust competition in 
fully high -speed services. 
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Film Roman on syndie march 
`Simpsons' producer launches syndication division with daily action block 

By Joe Schlosser 

ust as the majority of 
independent syndication 
studios are selling out, 

Hollywood production com- 
pany Film Roman is checking 
in. 

The production arm behind 
Fox's The Simpsons and King 
of the Hill is launching a syn- 
dication division with an 
ambitious debut effort. 

Film Roman executives 
have unveiled plans for a $50 
million programming block aimed at 
young adults, which incorporates two 
live- action series and what it bills as 
the first, first -run animated series 
designed for that demo. The company 
has produced short pilots for all three 
programs and is gearing up for a 
domestic sales push that will start later 
this month. 

Max Degree TV, the hour daily 
block set to debut in fall 2000, also has 
a number of major Hollywood names 
behind it. Steve Tisch, who produced 
Forrest Gump and Risky Business, is 
set to co- produce one of the two live - 
action series, entitled Mission Extreme. 
The other, Sirens of the Deep, will 
include special effects from Steve 
Wang, the Hollywood special effects 
maven behind such films as Godzilla 
and Men in Black. And Wes Archer, the 
director and lead animator on both The 
Simpsons and King of the Hill, is 
signed to pave the way for the animat- 
ed series Victor. 

Max Degree TV is designed for 
viewers 12 -34 and is being sold on a 
barter basis for early fringe -time peri- 
ods, Film Roman executives say. The 
two live- action series (40 episodes per 
season at $500,000 per episode) will 
air during the weekday block and the 
animated Victor (22 episodes per sea- 
son at $450,000 per episode) will be 
sold under the Max Degree TV banner 
for weekend play. 

Max Degree TV is the product of 
new Film Roman television program- 
ming President Mark Lieber, who 
pitched the idea to Film Roman brass 
shortly after arriving at the studio six 

Wes Archer, lead 
animator of The 
Simpsons,' brings 
his innovative 
'view -mation' 
technique to 
'Victor' (I). `Sirens 
of the Deep' 
follows the 
underwater 
adventures of three 
attractive singers 
who also happen 
to be mermaids. 
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months ago. 
Lieber, who co- created Saban's 

domestic television division and for- 
merly worked for PolyGram Domestic 
Television, will head up Film Roman's 

in -house domestic distribution efforts. 
Film Roman is also looking to sell the 
programming block overseas and studio 
executives say this is the first of more 
offerings to come on both the syndica- 
tion and cable programming fronts. 

"Having been in the syndication 
marketplace for so many years, I felt 
that the stations have been underserved 
for a long time.... We wanted to come 
out with first -class product, and we 
think we've got it." 

Lieber says MTV and The WB were 
a big inspiration for Max Degree TV. 
He says the young adult population has 
not had anything to crow about in early 
fringe -time periods for some time. 

Both live- action shows include 
young adults in lead roles, with sexy, 
high -tech effects and lots of action. 
Mission Extreme takes a handful of 
extreme sports athletes and transforms 
them into undercover detectives fight- 
ing international espionage. The series 
will feature in -line skating, skateboard- 
ing and a number of other sports. 
Sirens of the Deep is a fantasy adven- 
ture starring three young female 
singers who are also mermaids. They 
lead a secret underwater life fighting 
creatures from an ancient world. 

Victor is the story of a boy who 
believes that he can talk to aliens. The 
series is produced in Archer's innova- 
tive "view -mation" animation style. 
Lieber describes the series as broadcast 
television's equivalent of South Park. 

Scoreless match scores big time 
The Women's World Cup championship on ABC on Saturday (July 10) 
between the U.S. and China was the most -watched soccer contest ever on 
U.S. television, pulling in an estimated 40 million viewers, ABC said. The 
game (from 3:30 p.m. to 6:45 p.m.) averaged a 13.3 rating /32 share in the 
44 Nielsen metered markets and an 11.4 rating /31 share in the nationals. 
With the U.S. team involved, the Women's World Cup final also proved 
more popular than the NBA finals, which averaged an 11.3 rating over a 
five -game series last month on NBC. By comparison, the men's World Cup 
final last year (which did not feature the U.S. team) averaged a 6.9 in the 
overnights, a little more than half the rating of Saturday's game, where the 
U.S. beat China in a down -to- the -wire defensive struggle that was decided 
on the final penalty kick after a scoreless game that included two over- 
times. The previous U.S. ratings record for a televised soccer game was the 
1994 Men's World Cup Final, which averaged a 12.8 rating. 

-Steve McClellan 
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Radio Unica plans autumn IPO 
Spanish- language network sets offering to extend reach, repay $111.2 million debt 
By Elizabeth A. Rathbun 

Radio Unica Communications is 
jumping on the WO bandwagon. 
The Spanish -language network, 

which also owns radio stations, is tak- 
ing itself public, probably this fall. 

As a national radio network, the 
Miami -based company seems to be 
breaking with traditional broadcasters 
who emphasize local programming, 
says Leland Westerfield, an analyst 
with PaineWebber who covers the 
nation's leading Spanish -language 
broadcaster, Hispanic (formerly Hef- 
tel) Broadcasting Corp. But through its 
affiliates, Radio Unica appears to be 
trying to appeal to Hispanics who live 
outside the 15 markets where 77% of 
the nation's Hispanic population is 
concentrated. "They're going after the 
remaining 23 %," Westerfield says. 

Radio Unica may also prove a contender 
in major Hispanic markets with its sports - 
and celebrity -based programming. The 
company recently wrapped up live cover- 
age of the NBA finals and has the contract 
to cover them again next year (the broad- 
casts ran as the Spanish -language second- 

ary feed over NBC TV and also aired over 
NBA.com). Last month, Radio Unica 
acquired broadcast rights to the 2000 and 
2004 Summer Olympics. It also carries 
World Cup and Copa America soccer. 

TV stars from the Telemundo and Uni- 
vision networks are at the heart of Radio 
Unica's news/talk format. The personali- 
ties were lured by Radio Unica founder 
Joaquin F. Blaya, former president of 
Univision Holdings and chief executive 
of Telemundo Group. He formed Radio 
Unica in 1996; the network went on the 
air Jan. 5, 1998. Blaya and other compa- 
ny officials could not comment for this 
article because of SEC constraints. 

The network reaches more than 80% 
of the U.S. Hispanic audience, accord- 
ing to Radio Unica's July 9 IPO filing 
with the Securities & Exchange Com- 
mission. Radio Unica's 13 owned or 
operated stations -nine of them in six 
of the nation's top eight Hispanic mar- 
kets- broadcast the network feed 24 
hours a day, seven days a week. Its 36 
affiliates each must use at least eight 
hours per weekday. 

In addition to funding station acquisi- 
tions in large as well as "less concentrat- 

ed" Hispanic markets, Radio Unica says 
it intends to use the proceeds of its $98 
million IPO to help repay its $111.2 mil- 
lion debt. The company also wants equi- 
ty ownership in a Spanish -language 
Internet portal. The IPO is expected to 
take place in late September or October. 
Shares will be sold on the Nasdaq 
National Market under the stock symbol 
"UNCA," the filing says. 

While he can't predict the results of 
the offering, Westerfield says he 
expects Hispanic Broadcasting, with its 
"first -to- market advantage," to remain 
the dominant Spanish- language radio 
player. But Radio Unica will provide 
another investment alternative for those 
who are aware of the "very attractive 
demographic shifts that are occurring 
in radio." 

Advertising to Hispanics grew 15% 
between 1992 and 1998, to $1.7 bil- 
lion, Radio Unica's SEC filing says. 
But while Hispanics account for 7% of 
U.S. consumer spending, just 1% of ad 
spending targets them. That's because 
of the lack of Spanish- language media 
outlets -a lack Radio Unica intends to 
help remedy, it says. 

`Short' staffed 
The Martin Short Show is 
now staffed for the com- 
ing season. Four more 
executives have been 
added to King World's 
new syndicated talk show 
to round out the crew: 
Pete Hammond and Kalen 
Gorman have signed on as 
senior talent executives; 
Hedda Muskat has joined 
as human -interest produc- 
er, and Suzie Tremblay is 
the show's talent coordi- 
nator. Hammond was for- 
merly coordinating pro- 
ducer at Access Holly- 

By Joe Schlosser 

wood, while Gorman was 
a segment producer on 
that show. Both Muskat 
and Tremblay previously 
worked on the defunct 
Howie Mandel Show. 

NBC cast changes 
Ming -Na has rejoined the 
cast of NBC drama ER. 
The actress played a med- 
ical student during that 
show's first season (1994- 
1995) and has starred in a 
number of motion pictures 
since, including The Joy 
Luck Club. Elsewhere on 
the NBC casting front, 
Jamie Luner has joined 

Saturday night series Pro- 
filer. Luner will take over 
the lead female role on the 
series, replacing the 
departing Ally Walker. 
NBC executives say Luner 
will appear in the first two 
episodes of Profiler during 
the upcoming season. 
Luner has had roles on 
Melrose Place and the 
canceled series Just the 
Ten of Us. 

WB show renamed 
The WB's upcoming ani- 
mated series The Down - 
towners has been renamed 
Mission Hill. Executives 

at the WB and Castle 
Rock Entertainment, the 
show's producers, say they 
changed the series name 
because of possible confu- 
sion with the new MTV 
animated show 
Downtown. 

`Stars' shines 
The WB's premiere of sit- 
com Movie Stars shone in 
the national ratings last 
week. The July 11 debut 
scored a 3.3 rating /6 share 
for The WB, according to 
Nielsen Media Research. 
The show gave The WB 
its second -highest house- 
hold rating of the season 
in the Sunday 9 -9:30 p.m. 
time period. It averaged a 
2.1/7 among men 18 -34, 
which topped ABC, CBS 
and NBC in that demo 
during the half hour. 
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IN MARCH 1998, THE HARRIS /PBS DTV EXPRESS* 
LED THE WAY TO THE DIGITAL A3E 

tTHE HARRIS /PBS DTV EXPRESS] 

THE NATION'S FIRST 66 -FOOT CLASSROOM-ON-WHEELS IS 
NOVJ A LIVING LEGEND THANKS TO THE SUDF'ORT 
OF THESE 32 LEADING TECHNOLOGY COMFAN ES 

MAJOR SPONSOR 

PHILIPS 
MAJOR DONORS 

HEWLETT PACK(ARD 
Ikegami Electr)nics 
Lucent Technologies 
Panasonic 
Snell & Wilcox 
Tektroni 

DONORS 
360 Systems 
ADC Telecommunications 
AmPro Corporatisr 
ARD 
Barbizon Light 
BARCO Communication Systems 
Belden Wire & Carle Company 
BEST Power 
Chvron Corporation 
Clear -Corn Intercom Systems 
Cogent Technology Inc. 

COMPAQ 
Dolby Laboratories Inc. 
EFD ata 
ELECTROHOME Projection Sys. 
Evertz Microsystems Ltd. 
Faroudja Laboratories, Inc. 
FOLSOM RESEARCH 
Harris Information Systems 
Harris Semiconductor 
Intel Corporation 
JBL Professional 
Kavouras, Inc. 
Lanier Worldwide Inc. 
Leit:hlncorporatel 
Miranda Technolog es 
Modulation Sciences Inc. 
MSI of Central Florida, Inc. 
NETSCAPE 
NevnsEdge 
Nucomm Microwave, 
NV IS ION 
PRCDELIN Corp. 
Samsung Electronics 
SCSI 
Sencore 
Sharp Electronics Corp. 

nriNaRS CON"` 
Sierra Deign Labs 
Stanford Research Systems 
Sternart Filmscreen 
Sun Microsystems 
Sun fi re Co -poration 
Symetrir, Inc. 
Ta' li Di s slay Corp. 
TASC AM 
Te'eoast Fi3er Systems, Inc. 
ULTECH Corporation 
ULTIMATE COACH LEASING 
VEGA 
Vinten Inc 
Wohler Technologies 
YEM Amer Ica 

Zax :an, Ir c. 

Zenith Electronics Company 

Inc. 

awExpPESS 
H RRlS PBS 
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Tenn. station backs 
down on pay -for- 
coverage issue 
Fox affiliate wDSI -Tv 
Chattanooga, Tenn., was 
embarrassed by the news 
that its sales department 
had offered local business- 
es three positive news sto- 
ries in exchange for 
$15,000. Parent Pegasus 
Broadcast Television said 
the news department was 
not aware of the offer, 
extended to businesses 
through an advertising cir- 
cular, and that it was with- 
drawn before any takers 
emerged. David Janacek, 
Pegasus' VP, news, said 
the deal was promoted by 
a salesman unaware that 
"This is a line you do not 
cross. This is not a jour- 
nalism issue. This is a 
sales issue." 

The one -page circular 
invited advertisers to have 
their company "highlight- 
ed" by "positive news cov- 
erage," which would raise 
its esteem in the commu- 
nity. The invitation out- 
lined what the $15,000 fee 

By Dan Trigonoll 

would bring: airings of the 
stories in morning, mid- 
day and evening newscasts 
and with several promos. 
Ironically, the circular 
praised WDSI -TV news for 
its credibility. 

Notoriety over the inci- 
dent is especially trou- 
bling at Pegasus, Janacek 
said, where the group has 
been trying to build up its 
news departments since 
last year. The news depart- 
ment "had no part in this," 
said Janacek, himself a 
longtime newsman, "but 
they're guilty by associa- 
tion. It's very important 
that everyone understand 
that we're a legitimate 
news organization" 

Scranton/Wilkes - 
Barre stations to 
change agreement 
The original, unprecedent- 
ed shared- services agree- 
ment between Wilkes - 
Barre and Scranton, Pa.- 
area stations WBRE -TV and 
wYou(Tv) called for shar- 
ing the news and promo- 
lion operations at WBRE- 

Tv's revamped and mod- 
ernized facilities. Now, the 
stations are hoping to 
merge their sales, adminis- 
trative and accounting 
operations under the same 
roof, and Justice Depart- 
ment antitrust staff have 
been investigating the pro- 
posal, interviewing area 

advertisers. 
WYOU General Manager 

John Dittmeier said this 
would "still be two very tra- 
ditional, competitive prod- 
ucts and would warrant the 
attention of two sales 
staffs." The issue came up, 
Dittmeier said, because 
wYOU's lease is expiring 
and the stations' manage- 
ment believe they would 
benefit from bringing both 
into one facility. Traffic 
management is particularly 
inefficient, Dittmeier says, 
since the newsroom is in 
Wilkes -Barre while almost 
everything else is in Scran- 
ton. Dittmeier says wyou, 
which is licensed in Scran- 
ton, would maintain a sig- 
nificant news presence 
there. 

All news is local. Contact 
Dan Trigoboff at (301) 
260 -0923, e-mail 
dtrig @erols.com, or fax 
(202) 463 -3742. 

In a business known for changing 
faces, WRC -TV Washington celebrates 
stability. WRC is running summer 
promos commemorating its news, 
sports and weather anchors' 10 years 
together. Jim Vance (2nd from left) has 
actually been with the station nearly 30 
years -27 as an anchor: sportscaster 
George Michael (I) and meterologist 
Bob Ryan (r) have each been with the 
station since 1980. In 1989. Doreen 
Gentzler joined WRC -TV. which has 
been the area's top -rated news station 
for several years. 

i 
What's the difference between automation systems? 

The people behind them. 
COLUMBINE JAS -ZIDS 

303.237.4000 www.cjds.com/automation.htm 
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WHO 
broadcasts it, televises it, owns it, sold it, 

manages it, plans to go on the air, works 
there, joined there, changed forTats, does 
their advertising, does ter programming, 
sells or syndicates their programming, sells 
them equipment, and a whole lot more? 

1 T ' S 

1999 Broadcasting & Cable Yearbook 

No businesses change faster than radio and 
television. If you need to keep up, know who 
moved, who bought what, market penetration, 
revenue, sales information and more, you 

need this book. 

15,000 listings, including addresses of radio 

and tv stations throughout the U.S. and 

Canada. Addresses of cable systems 

throughout the U.S. Up -to -date coverage 
of over 10,000 key companies serving the 
industry - legal, advertising, production 
companies, manufacturers, associations and 
more. If they're important to broadcasting, 
and important to you, they're in here. 

All arranged 
in targeted 
sections that 
allow you to find 
the information you 

need quickly and easily. 

Don't rely on last year's data. Order 

the 1999 Broadcasting & Cable Yearbook now 
and have the most up to date reference on the 

Broadcasting industry right at your fingertips. 

To order your copy, call 1- 888 -269 -5372. 
Place a standing order and save 10 %. 

Broadcasting' 
Wableltarbook 
It's how to tune into the broadcast industry. 
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8. CBS Wednesday 

Movie -A Perfect 
World 7.9/15 

BROADCASTING 

JULY 5-11 
Broadcast network prime time ratings 

according la Nielsen Media Research 

Week 42 
8:00 

Cr 8:30 

Z9:00 

O 9:30 

2 10:00 

10:30 

» 8:00 

Q 8:30 

9:00 

1- 

9:30 

10:00 

10:30 

Q 8:00 

2 8:30 

9:00 

9:30 

10:00 

10:30 

>. 8:00 

8:30 

9:00 

O 9:30 

10:00 

10:30 

8:00 

Q 
8:30 

O 9:00 

E 9:30 

10:00 

10:30 

8:00 

8:30 

9:00 

Q 
9:30 

10:00 

10:30 

7:00 

7:30 

Q 8:00 

Z 8:30 

O 9:00 
N 

9:30 

10:00 

10:30 

abc 
8.2/15 

11.20/20 

CHOICE 

News continued strong: Tuesday's edition of `Dateline NBC' finished 
first, with `60 Minutes' I & 11 and Friday's `20/20' also in the top 10. 

7.7/15 

4. ABC Monday Night 

Movie -She Woke Up 

Pregnant 8.5/15 

5.3/10 
23. Home Imprint 6.6/13 

6.0/11 
39. Cosby 5.7/11 

43. King of Queens 5.5/10 

19. Ev Lvs Raymd 6.9/12 

28. King of Queens 6.3/11 

4.4/8 4.5/8 1.2/2 
86. Suddenly Susan 3.3/7 74. That '70s Show 4.1/8 115. Dilbert 

88. Suddenly Susan 3.1/6 69. That '70s Show 4.3/8 118. Dilbert 

2.2/4 
1.1/2 

98. 7th Heaven 2.4/5 
1.0/2 

84. Mad About You 3.4/6 113. Redhanded 

74. Mad About You 4.1/7 
64. Ally McBeal 4.7/8 

113. Redhanded 

39, The Hughleys 5.7/11 

35. Spin City 5.9/11 

68. Sports Night 4.4/8 

65. NYPD Blue 

6.5/12 

4.6/8 

38. Dharma & Greg 5.8/12 

48. Two Guys, A Girl 5.4/11 

30. Drew Carey 6.2/11 

31. Whose Line Is It 6.1/11 

13.20/20 

5.1/10 

7.6/14 

57. ABC Big Picture 

Show -Love Affair 
4.9/9 

39. Funny Flubs /Screw 
Ups 5,7/10 

6.8/12 

21. JAG 6.7/13 

10.60 Minutes I l 7.8/14 

32.48 Hours 

7.9/15 

6.0/11 

6.2/12 

57. Promised Land 4.9/10 

26. Diagnosis Murder 
6.5/12 

28. Dateline NBC 6.3/11 

6.8/12 
53.3rd Rock fr /Sun 5.2/10 

63. NewsRadio 4.8/9 

48. Just Shoot Me 5.4/10 

23. Will & Grace 6.6/11 

1.4/3 
102. Rescue 77 2.0/4 

1.4/3 

3.6/7 1.9/3 
82. Guinness World 106. Moesha 

Records 3.6/7 110. Clueless 

79. Fox Files 

1. Dateline NBC 9.3/17 

6.4/12 

35. Dateline NBC 5.9/12 

32. World's Most Amazing 
Videos 6.0/11 

16. Law & Order 7.2/13 

8.0/15 
8. Friends 7.9/16 

14. Jesse 

3. Frasier 

7.3/14 

8.7/16 

1.9/3 
1.9/4 99, Buffy the Vampire 

1.7/3 Slayer 2.3/4 

3.7/6 
102. Malcolm & Eddie 2.0/4 

111. Felicity 
106. Between Brothrs 1.9/3 

1.6/3 

4.5/9 

67. Fox Summer Movie 
Special -The Net 4.5/9 

1.9/4 

109.7 Days 1.8/4 

2.5/5 

99. Dawson's Creek 2.3/5 

102. Star Trek: Voyager 
2.0/4 

94. Charmed 2.6/5 

4.3/8 0.9/2 
48. World's Wildest Police 

Videos 5.4/11 

82. The Family Guy 3.6/7 

5. Will & Grace 8.4/15 89. The PJs 3.0/5 

118. Mercy Point 1.0/2 

120. Mercy Point 0.9/2 

2.6/5 
101. Wayans Bros 

94. Jamie Foxx 

92. Steve Harvey 

2.2/4 

2.6/5 

2.8/5 

92. For Your Love 2.8/5 

43. Vanished 

6.0/12 

5.5/10 

57. Two of a Kind 4.9/11 

14.48 Hours 

5.1/10 

7.3/13 

43. Kids /Darndest 5.5/12 

54. Boy Meets Wrld 5.1/11 57. Candid Camera 4.9/11 

42. Sabrina/Witch 5.6/12 

65. Brother's Keepr 4.6/9 

6.20/20 8.0/16 

3.7/8 
79. Am Fun Hm Vid 3.7/9 

72. Magnificent Seven 

4.2/8 

79, ABC Saturday Night 
Movie -My Family/ 
Mi Familia 3.7/8 

5.4/10 

74. Wonderful World of 

Disney -Loch Ness 

4.1/8 

26.20/20 6.5/11 

21. The Practice 6.7/12 

VW AVG 

$TD AVG 

5.7/11 
7.7/13 
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35, Nash Bridges 5.9/12 

5.6/12 

69. Early Edition 4.3/10 

48. Martial Law 5.4/11 

17. Walker, Texas Ranger 

7.0/14 

8.1/15 

2.60 Minutes 9.2/20 

17. Touched by an Angel 

7.0/13 

6. CBS Sunday Movie - 
Streets of Laredo, 

Part 1 8.0/14 

6.6/13 
8.7/15 

11. ER 

5.9/12 

7.7/14 

43. Providence 5.5/12 

20. Dateline NBC 6.8/14 

48. Law & Order 5.4/11 

3.8/8 

84. The Pretender 3.4/8 

5.5/11 0.9/2 

121. Legacy 0.7/2 

43. Fox Movie Special -In 
the Line of Fire 5.5/11 

115. Love Boat: The Next 

Wave 11/2 

77. NBC Saturday Night 

Movie -Deadly 
Pursuits 4.0/8 

5.7/11 

72. Dateline NBC 4.2/9 

4.8/11 
69. Cops 4.3/10 

54. Cops 5.1/11 

56. AMW: America Fights 
Back 5.0/11 

3.9/7 
90. World's Funniest! 2.9/6 

90. King of the Hill 2.9/6 

23. Dateline NBC 6.6/13 
57. The Simpsons 4.9/10 

57. Futurama 4.9/9 

32. NBC Sunday Night 

Movie -Naomi & 

Wynonna, Part 1 6.0/11 

78. The X -Files 3.8/7 

KEY: RANKING /SHOW TITLE /PROGRAM RATING /SHARE 

TOP TEN SHOWS OF THE WEEK ARE NUMBERED IN RED 

TELEVISION UNIVERSE ESTIMATED AT 99.4 MILLION 

HOUSEHOLDS; ONE RATINGS POINT IS EQUAL TO 994,000 TV 

HOMES YELLOW TINT IS WINNER OF TIME SLOT 

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

OD SHOWN *PREMIERE SOURCES: NIELSEN MEDIA 

RESEARCH, CBS RESEARCH GRAPHIC BY KENNETH RAY 

2.3/4 
111. The Parent 'Hood 1.6/4 

102. Smart Guy 2.0/4 

94. Sister, Sister 2.6/5 

106. Zoe Dunc Jck Jn 1.9/4 

86. Movie Stars* 3.3/6 

94. Unhap Ever After 2.6/4 

5.8/11 4.4/9 1.4/3 2.3/4 
8.6/15 6.6/11 1.9/3 3.1/5 
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It's a tough game 
Your world is complicated. Only Broadcasting & Cable 

brings all the pieces together -every week. 

Your peers consider Broadcasting & Cable 

to be the number 1 source of news - 
shouldn't you? 

To subscribe call: 800 -554 -5729 

Bi'oaÖcastFAg&CaIe 
ONE MARKETPLACE. ONE MAGAZINE. 

ADVERTISING OFFICES: NEW YORK 212.337.6940 LOS ANGELES 323.549.4114 
WESTERN TECHNOLOGY I CABLE 775.852.1290 Classified Advertising & Marketplace Advertising 212.337.7073 
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USA's StationWorks gears up 
With NDS compression gear, facility will feed digital programming to 13 stations 

By Glen Dickson 

SA Broadcasting has selected 
NDS Americas to supply DTV 
compression gear for the central- 

ized master control facil- 
ity it is creating in 
Ontario, Calif. 

USA's StationWorks 
facility, which shares 
space with xxsc -TV Los 
Angeles, will eventually 
supply both NTSC and DTV feeds to all 
13 USA stations over two-way fiber optic 
connections. The move will cut down the 
amount of master control personnel and 
equipment needed at individual USA sta- 
tions. 

While financial terms of the NDS 
deal weren't disclosed, USA execu- 
tives have previously indicated that 
USA will spend $50 million on the Sta- 
tionWorks facility and upgrades at the 
stations to allow for remote operation. 

NDS is supplying USA with its 
Series E5610 MPEG -2 encoders and 
its MPEG splicer, which will allow 
USA to insert compressed spots into 
the digital program stream, along with 
PC -based control systems. NDS has 
already delivered enough compression 

gear to Ontario to support four stations, 
says Tom Mann, USA's vice president 
of engineering and new technology, 
and those systems are currently being 
tested. USA plans to serve all of its sta- 

control and better quality insurance. 
The signal making up our on -air is lit- 
erally built in Ontario and plugs right 
into the transmitter." 

USA is using Philips MediaPool 
servers to store content in 
Ontario. DS -3 fiber distri- 
bution is supplied by Vyvx, 
which is also supplying 
USA with its new spot - 
warehousing service. 

"We will have multiple 
avenues," says Mann. "National spots 
will be warehoused in Vyvx's Tulsa spot 
warehouse and downloaded to us on 
glass anywhere from minutes to 24 
hours before the broadcast day begins. 
On a local spot basis, a local advertiser 
who wanted to subscribe to Vyvx could 
take it that way. With smaller advertisers, 
the spot will probably be delivered to the 
station and backhauled on the two-way 
glass, unless it occurs at the last second, 
where it will be run by automation at 
long distance." 

While Mann isn't specific about 
USA's DTV programming plans, he 
says the NDS ATSC compression sys- 
tems are capable of compressing seven 
standard -definition program streams 
into one 6 mhz DTV channel. 

o 
a 

USA Broadcasting will use NDS MPEG -2 
encoders to compress its DTV feeds. 

tions remotely from Ontario within the 
next 18 -24 months. 

"The concept is that we are making up 
both the analog and ATSC MPEG 
streams at Ontario and distributing them 
over bidirectional fiber," says Mann. 
"The station contributes spots and local 
programming, which are sent back over 
fiber and cached in a large disk array." 
Mann adds that USA stations will also 
have the ability to insert spots locally 
through the MPEG splicers, though most 
spot insertion will happen in Ontario. 

"[It gives us] better management of 
it," says Mann. "We have very big 
servers that hold the data and program- 
ming in Ontario, and we can get better 

Fast -forward to HDTV 
Panasonic is offering a VCR that will record and play 
back HDTV tapes as well as conventional VHS tapes. 
The unit begins shipping this month with a suggested 
retail price of $999.95. 

"Just think of it as a standard VCR with capability of 
recording HD signals through a set -top box," says Pana- 

sonic National Product Manager Tom 
Hantson. 

The VCR can be hooked up in two ways. It 

can be connected through the Firewire inter- 
face to the set -top box for HD recording. For 

NTSC recording, it can be hooked up like a standard 
VCR, directly to the receiver. 

The VCR incorporates the 5 -C content protection tech- 
nology developed by a consortium of consumer electronic 
manufacturers, including Panasonic's parent company, Mat- 
sushita, along with Sony, Intel, Hitachi and Toshiba. Content 
providers encode tapes in three ways -to record, record 
only once, or not allow recording. When the encoded video 
passes through the IEEE 1394 or Firewire interface 
between receiver and VCR, the VCR reads the 5 -C encod- 
ing to regulate whether video can be recorded. 

Panasonic has developed a digital tape to work with 
the new unit. The new tape 
records all 18 ATSC formats. 
Hantson says he has "no 
idea" when entertainment 
companies will begin to offer 
prerecorded HDTV videos. 
-Karen Anderson 
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Looking for Sapphires, Opals and other 
MPEG-2 gems? We have the map. 

Just follow us. Our MPEG -2 products offer unmatched quality and flexibility. They're available as complete 
system solutions or single key products. Plus our "open solutions" approach means that we can satisfy all of your 
ATSC MPEG -2 needs. We look at MPEG "bits" as broadcasters' bucks. And no one uses them more efficiently 
than THOMCAST. 

Introducing ATSC MPEG -2 products from THOMCAST. 
Opal - IP to MPEG gateway. ATSC- and DVB- compliant data broadcasting solution. 
Award - winning product bridges the Internet and DTV Powered by OpenMux. 
Pearl - ATSC PSIP manager is compatible with transport streams from any 
ATSC -compliant encoder. 
Sapphire -MPEG stream servers are ATSC and DVB compliant. Single and multiple 
program transport streams. Time delay option. Versatile and user friendly. 
Amber - MPEG stream processors including remultiplexers with PSI, PSIP and 
SI table management. It even supports scrambling to protect your treasure. 
Amethyst - Automated transport stream redundancy switch. If it's 
important, back it up. 
Turquoise - Interface adapters that connect the world. SMPTE 310M, 
DVB -PI ASI, M2S, DVB -PI SPI (LVDS and ECL) formats. 

Together with the new standard in performance from DiviCom. 
High definition and standard definition ATSC encoding systems from DiviCom. 

A truly open, flexible solution. Fewer bits for better pictures. 

Don't go in circles looking for MPEG -2 products. Contact Thomcast Communications, Inc. 
at 104 Feeding Hills Road, Southwick, MA 01077, Tel: (413)569 -0116, 

Fax: (413)569 -0679 or Web: www.THOMCASTcom.com. 

Opal 
no -nee 

11,4399 
Awani Winner 

. THOMCAST 
More than signals - solutions 

Coman CDS Comwaire 

DiviCom 

NA899 
Award Winner 
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TECHNOLOGY 

Columbine plucks Drake 
Broadcast software provider will integrate automation products to reach wider market 
By Karen Anderson 

B 
roadcast software provider 
Columbine JDS has acquired 
Drake Automation, an automa- 

tion software and hardware company, 
in a deal valued at around $27 million. 

Columbine is known mainly for its traf- 
ficking and billing software, including Par- 
adigm, BIAS, Columbine and JDS 200. 
It also offers master control automation 
products, the MCAS playlist manager 
for video servers and the MCAS -III 
multichannel automation system. 
Drake is known for its D -MAS multi- 
channel automation software. 

According to Columbine President 
Doug Rother, the combination offers 
"major synergies." "MCAS is best suit- 
ed for a [small] number of channels, 
one to five channels," he says. "Drake 
is better suited for very, very large 
installation. Now we cover both sides 
of the markets. 

"The major change is that we make 
sure we tightly integrate the Drake 
products into our trafficking products." 

In addition, Rother says, Drake's 
hardware manufacturing division will 
allow Columbine to offer PC -based 
platforms and interface products. 
Rother says the company will continue 

to resell IBM AS -400 file servers, Tek- 
tronix Profiles video servers, and 
Hewlett- Packard Media Stream video 
servers (HP's video server division is 
being acquired by Pinnacle Systems). 

With the purchase of Drake, 
Columbine acquires more than 100 
employees and offices in London, 
Toronto, and Morristown, N.J. Accord- 
ing to the agreement, principals from 
Drake will continue to manage the 
company's day -to -day operations. 
Columbine now has more than 600 
employees. "We buy companies as 
much for the people as for the prod- 
ucts," Rother says. 

Terayon buys (media 
for $100 million 
Cable modem manufactur- 
er Terayon Communica- 
tion Systems is acquiring 
compression supplier Ime- 
dia in a deal valued at 
around $100 million. The 
purchase, expected to 
close by the end of Sep- 
tember, will allow Terayon 
to offer a complete broad- 
band system to cable oper- 
ators. The purchase is a 
positive turn for Imedia, 
which burst onto the U.S. 
cable scene in 1995 with a 
deal to provide multiplex- 
ing gear to TCI. But it 
eventually lost the contract 
to General Instrument, 
prompting a $65 million 
lawsuit against TCI that 
was settled late last year. 

Emmis selects AP 
for newsrooms 
Emmis Communications 
is the third major U.S. 

CUTTING EDGE 

By Glen Dickson and Karen Anderson 

broadcast group to select 
AP's Electronic News 
Production System to 
serve as the newsroom 
computer system for all of 
its stations. Installation 
will begin at KHON -Tv 
Honolulu, with other sta- 
tions to follow in 1999 
and 2000. ENPS features 
include scripting, run- 
downs, planning, contacts, 
messaging, archiving, 
third -party device control, 
external publishing, 
newswire management, 
remote access capabilities 
for field staff, and a fully - 
integrated search engine. 

Omneon gets more 
investors 
Networking and storage 
firm Omneon Video Net- 
works has completed a 
$23.7 million second 
round of financing. The 
financing was led by Nor - 
west Venture Partners and 
included first -round 

investors Accel Partners 
and Mayfield Fund and 
new investors Lucent Ven- 
ture Partners and The 
Ignite Group. Omneon, 
which has developed pro- 
fessional networking prod- 
ucts based on the IEEE 
1394, or Firewire, proto- 
col, has now raised over 
$32 million in venture 
capital and corporate 
funding. The company 
expects to begin delivering 
products this fall. 

Looking at life 
through DVCPRO50 
Sea Studios Foundation of 
Monterey, Calif., a produc- 
tion company that special- 
izes in natural history pro- 
gramming, has begun shoot- 
ing The Shape of Life, using 
Panasonic DVCPRO50 pro- 
gressive equipment. The 
Shape of Life is eight one- 
hour episodes and is a co- 
production with National 
Geographic Television of 

Washington. Sea Studios 
will shoot the series using 
16:9/4:3 switchable 3 -CCD 
DVCPRO50 progressive 
camcorders. It will use 
DVCPRO50 progressive 
studio VTRs for post-pro- 
duction. 

Christian TV seeks 
higher power 
Clearwater, Fla. -based 
Christian Television Net- 
work (CTN) has selected 
Acrodyne Industries Inc. 
to provide television trans- 
mitters to its owned -and- 
operated stations in a five - 
year deal worth about $2.5 
million. Acrodyne will 
provide WHBR -TV Pensaco- 
la, Fla., with the first high - 
power diacrode transmit- 
ter. The station has pur- 
chased an Adjacent Chan- 
nel Technology (ACT 
30/3D) transmitter that 
will combine analog and 
digital signals when the 
station begins broadcast- 
ing DTV. 

The Acrodyne transmit- 
ter will enable WHBR -TV to 
pass both the 30kw analog 
and the 3kw digital signals 
through a single diacrode 
amplifier. 
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ATSC Power Play. 

(*.F. NI OS 

When your goal is to get on air with the h ghest picture c.aìlity Fcssitle, you need the 

power of 'JDS' new compact ATSC encoder. 

Designed to operate alone or a= pa-t of a complete _ óe HD /SD system solution. NDS' E5820 ATSC encoder 

provices you with the perfect b- oadcast power play. 

Configurable for 480i30. 480p60, 72000 or 1080i operador..he unit also provides NDS' 

patented noise recuction, closed caption ng, and automatic switching. 

Decades cf experience developing eid -t-z-end MPEG, Dv 3. and ATSC systems is why 

leading broadcasters around the world depend on NDS. In-cvative and reliable solutions 

backed by extensive se -vice and suppor=- that's the NDS difference. 

Don't end uD in the penalty box by making the wroig move_ Call NDS today, or visit our 
web site for more information. 

WCWILD LEADER WORLD VISION 

NDS Ame -icas Inc. 
3501 amboree Road Sui=e 200, Newpo -t Beach, CA 92660 

949725.2542 
www.ndswnrld.com 

©1999 NDS Americas Inc. NDS is a tademerk of 1D5 All other trademarks are the poperry o( 'her resporti.e owners. All agha reserved. 
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Disney dreams of pay streams 
Internet asset consolidation intended to accelerate Mouse broadband strategy 

By Richard Tedesco 

Bringing its 
Internet 
assets 

together is spark- 
ing Disney fan- 
tasies of PC users 
paying for video stream- 
ing of feature films 
delivered over broad- 
band Internet pipes. 

Last week's antici- 
pated move to take 
full ownership of 
Infoseek and pair 
it with Buena 
Vista Internet 
Group's diverse 
Web properties 
will produce a 
more aggressive 
broadband strategy in the world of Dis- 
ney. As the deal to assume a majority 
stake of its consolidated Internet assets 
was announced, Michael Eisner, chair- 
man and CEO of The Walt Disney 
Company, indicated he was focusing 
on what high bandwidth Web services 
would look like. "Our content becomes 
more important as the bandwidth 
increases," Eisner says. 

Disney envisions creating pay -per- 
view and subscription services for pre- 
mium content on the Internet within the 
next five years, according to Kevin 
Mayer, executive vice president of the 
Buena Vista Internet Group, as broad- 
band penetration matures. "In the not - 
too- distant future, it will become a 
medium for movies," Mayer says. 

Now that it directly controls all of its 
Internet assets, Disney is more secure 
in leveraging its video library online, 
according to Mayer. "We will immedi- 
ately be more aggressive, but we're not 
going to get irrationally ahead of the 
development curve," he says. 

But, he says, Disney doesn't want to 
cannibalize its home video business or 
other revenue streams. 

Disney will immediately seek to 
deliver more video clips to its most 
popular sites, such as ESPN. That 
could produce personalized versions of 
ESPN's SportsCenter, according to 
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Mayer, with PC users accessing Sports - 
Center segments. 

Meanwhile, a revamp of its Go Net- 
work portal is in the planning stages. 

Disney's diverse Internet brands will 
be given a more prominent presence 

in Go, according to Mayer, 

conflicting corporate cultures of Dis- 
ney and Infoseek drove the deal. 

"That's why we did the deal, so that 
we eliminated any competing agen- 
das," says Mayer. "The fact that we 
didn't own Go probably meant we 
weren't maximizing the effort we put 

behind it." 

Disney's Internet assets 
Disney.com, Disney's Club Blast, The 
Disney Store Online, Disney Travel Online 

ABC News Internet Ventures 

ABCNews.com, Mr. Showbiz, 
Wall of Sound 

ESPN Internet Ventures 

ESPN.com, NFL.com *, NBA.com*, 
NASCAR.com* 

Joint ventures with the respective sports organizations 
Source:The Walt Disney Co. 

who says third parties are being recruit- 
ed to create areas in finance and busi- 
ness and technology for the portal. 

The subtext of Disney's Infoseek 
takeover was its dissatisfaction with 
the sluggish performance of Go as a 
magnet for Web surfers since its launch 
late last year. Observers suggest the 

magic synergies 
before." 

What Disney will have is overriding 
control-72%-of the tracking stock of 
go.com. It already has seven suits filed 
by Infoseek shareholders in Delaware 
Chancery Court last week on the heels of 
the buyout announcement. 

That is an area 
where observers 
agree Disney needs 
to expand its Internet 
efforts. "What they 
don't have is a portal 
that makes any sense 
yet," says Peter 
Krasilovsky, analyst 
with the Princeton, 
N.J. -based Kelsey 
Group. "And it's not 
as though they're 
going to have any 

that they haven't had 

Excite@Home buys ¡Mall 
Excite@Home boosted its e- commerce profile with a $425 million deal to 
acquire iMall last week. 

The cable Internet company also struck a deal with First Data Corp. to 
enable companies to set up credit card transaction capabilities online. 
iMall sells software to create virtual storefronts on the Web. 

The two deals are intended to readily create a route for small and mid- 
sized merchants to set up virtual stores online. The First Data/iMall serv- 
ices will be available to businesses through @Work, Excite @Home's 
commercial Internet -access service. "It gives them a one -stop shop to go 
from a brick -and -mortar store to an Internet store," says George Bell, 
Excite @ Home president. 

That is projected to add approximately $25 million in revenues to 
@Work next year, according to Bell, who says the deal is expected to 
close in the fourth quarter of 1999. 

On the consumer side of its business, Bell hopes to build significantly 
on Excite's existing e- commerce by increasing the number of its virtual 
storefronts. 

First Data, which holds an 11% stake in iMall, currently provides 2 mil- 
lion merchants with credit card services. It has brought 45,000 of those 
businesses online and Bell expects to increase that number exponentially. 

-Richard Tedesco 
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DetroitNow 
WXYI-Tv 
Detroit 

Ch. 7, ABC 

Site features: Live streaming of 
weekday newscasts at 5:30 a.m., 
noon, 5, 6, and 11 p.m. and week- 
end newscasts at 6 and 11 p.m.; 
newscasts and individual stones 
archived for two weeks; local 
weather with Doppler radar map; 
summary of statewide road 
detours: links to ABCNews.com, 
ABC. corn 

Site launched: December 1998 

Site director: Christa Reckhorn, 
wxYZ -TV Internet manager 

Number of employees: 4 

Design: In -house 

Streaming technology: 
RealVideo 

Traffic generated: 500,000 page 
views monthly:10.000 page v ews 
monthly for streaming newscasts 

Advertising: Banner ads 

Revenue: N/A 

Highlights: Recent live coverage 
of explosion at Ford River Rouge 
plant in Dearborn drew high rum - 
bers: International Auto Show site 
designed by wxvz also had signifi- 
cant traffic; live downtown De :roit 
tower cam is among most popular 
regular features 

-Richard Tedesco 

music with CDNow 
Media giants create Columbia House Web harmony 

By Richard Tedesco 

S,my Corp. and Time Warner 
made their first major play in the 
online music business last week 

in a pact with CDNow to create a seri- 
ous presence in digital music down- 
loading later this year. 

The deal combines Columbia 
House, the direct music marketer co- 
owned by Sony and Time Warner, with 
CDNow, a prominent online digital 
music dealer, in a marriage that brings 
the media giants' considerable promo- 
tional power into play. 

When the Columbia House deal 
with CDNow is consummated later this 
year, Sony and Time Warner will each 
own 37% stakes in the venture. 
CDNow shareholders will own the 
remaining 26% of the company. 

Gerald Levin, Time Warner chairman 
and CEO, indicated that his company and 
Sony would make significant financial 
commitments to drive what they see as a 
digital music era about to explode on the 
Web. "There is a digital downloading 
revolution that is occurring," Levin 
declared. "We're on the cusp of a tremen- 
dous expansion of the music business." 

Sony and Time Warner will use 
CDNow's established presence online 
to draw some of the estimated $2 billion 
Columbia House's 16 million members 
spend on music outside of that club, 
according to Jason Olim, CDNow presi- 
dent and CEO, who said the merger 
makes CDNow a major music portal. 

"The potential is there," said Kevin 
Hause, digital media analyst for Inter- 
national Data Corp. "Columbia House 
could go a long way to infuse online 
distribution of music with legacy and 
fresh content. The question, of course, 
is moving that to digital distribution 
and beyond the Columbia House Web 
site." 

Sony and Time Warner plan to make 
that transition to digital music distribu- 
tion online this fall. And they expect 
the $4 billion -$5 billion in annual 
Columbia House revenues along with 
the $100 million in annual CDNow 
returns to make the venture profitable 

virtually from the outset. 
Richard Bressler, recently appointed 

chairman and CEO of Time Warner 
Digital Media, projected profitability 
by the end of the joint operation's first 
year. "The combination of e- commerce 
and digital downloading as a platform 
makes us optimistic about this venture 
going forward," Bressler said. 

Time Warner Music and Sony Music 
are both currently engaged with three 
other major recording labels this sum- 
mer in a test run with IBM's digital 
music management system, download- 
ing tunes to Road Runner subscribers 
in Cox Cable's San Diego system. 

CDNow merged with N2K, another 
online music marketer and program- 
mer, earlier this year. 

Will TV Survi e 

The Internet. 
This timely book enables readers 
to peer into the future -at the likely 
effects of television and the Internet 
on each other and at the pcssibility 
of a convergence of the TV set, 
computer and telephone. 
The Internet Challenge To Television 
529.95 cloth 

Bruce M. Owen is president of 
Economists Incorporated. 

Harvard University Press 800 -448 -2242 
www.hup.harvard.edu 

THE 

INTERNET lh 

CHALLENGE 

TO 

TELEVISION ., 
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WE GET TO WORK 

BEFORE YOU DO 
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' 
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Staying ahead in today's cable market means knowing 

about sudden changes - and new opportunities - beforE 

your competition. That's why Cableday is delivered FIRST 

each business morning. 

Cable dayi 
7 

Get your morning news first! 

Cableday is the multi -page fax service dedicated to the cable 

industry. Written by the same experienced editors who bring 

you Broadcasting & Cable, Cableday delivers tons of crucial 

information that affects your business..From new partnerships 

to legislation to ratings, it gives you all the important news 

you can't wait for. And Cableday does it FIRST. 

So get a jump on your competition and subscribe to Cableday. 

It may help you make some early news of your own. 

Only $399 a year. 
To Subscribe, call 

1- 800 - 563 -9056. 

Broacasti4ug&CabIe 
ONE MARKETPLACE. ONE MAGAZINE 

Advertising Offices: New York 212.337.7053 Los Angeles 32'`.549.4113 Western Technology /Cable 317.815.0882 
Washington D.C. 202.659.2340 Asia 65.223.8822 United Kingdom & Europe 171.520.5244 
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RADIO 

HELP WANTED MANAGEMENT 

Help Wanted: General Manager AM /FM station 
combo in Sierra foothills of N. California. 20 FT. 
Employees. Fax resume to: 530/477 -6473. Attn: 
Scott. 

HELP WANTED TECHNICAL 

Chief Engineer/WFAN: CBS Radio's 50KW Non - 
-DA WFAN in NYC seeks a hands -on C.E. Exp. 
must include high power RF, EAS, Y2K, Com- 
puters, studios, digital workstations, newsroom 
systems, building systems, network originations, 
FCC rules and regulations. Resp. for all tech 
Oper. & mainten. Self starter w/ good people 
skills in a union environ. Fax resumes: G.M. 718- 
361 -1059. EOE. 

HELP WANTED NEWS 

Full -time news person needed ...small market 
operation...send tape and resume to David 
Bradsher, WKRX -WRXO, Box 1176, Floxboro, 
NC 27573. Equal Opportunity Employer. 

STATION WANTED FOR LEASE 

Station Wanted For Lease: AM /FM in NY /NJ/ 
Conn. /PA. Contact: RBCNY @aol.com. 

LEASED PROGRAMMING 

Produce, host your own radio show, and gen- 
erate hundreds of qualified Leads 50,000 watt 
NYC radio station. Call Ken Sperber 212 -760- 
1050. 

HELP WANTED 
FINANCIAL & ACCOUNTING 

CONTROLLER 
Entercom Seattle, the leading 8- station cluster in 
the nation's 13th ranked market has an excellent 
opportunity for an experienced controller. This 
high level position requires "big picture" 
conceptual thinking, advanced computer skills 
and experience in all aspects of accounting 
functions, fiscal analysis and budgeting 
process /management. This position oversees a 

9- employee department that includes a business 
mgr. who supervises day -to -day operation. 
Accounting degree required. CPA/MBA and 
broadcasting experience preferred. 

Send resume/cover letter to: 

HR Department 
ENTERCOM SEATTLE 

1820 Eastlake Ave E 
Seattle, WA 98102 
Fax (206) 726 -6864 

EOE 

Broadcastingable 

CLASSIFIEDS 

TELEVISION 

HELP WANTED MANAGEMENT 

CEO Search: We are a Los Angeles Internet 
startup currently in the embryonic stages. Our 
model targets a multitude of inter -related in- 
dustries including: entertainment, broadcasting/ 
media, publishing and advertising. We are f irst- 
to-market with zero competitors, and are be- 
ginning our initial funding process ($20MM). We 
seek a remarkably successful leader with 5 -10 
years experience as CEO with a major pub- 
lishing, entertainment or broadcasting/media con- 
cern. We are only considering candidates living 
in California or Arizona at this time. See detailed 
job description at http: / /home.earthlink.net/ 
-smbernson. 

HELP WANTED SALES 

Broadcastïnl&Cable 
We are a publication of Cahners Business 
Information, the largest business -to- business 
information provider in the United States, and we 
seek dynamic, energetic individuals who have the 
passion for sales and the talent to thrive in a fast 
paced environment. 

Account Executive/West Coast 
You will be responsible for selling ad space to 
studios, syndicators and cable networks in the LA 
area. The ideal candidate for this senior level 
position should have knowledge of the television 
industry, as well as print, cable or syndication 
experience. 

Account Executive/East Coast 
You will be responsible for selling advertising in 
the broadcasting equipment area on the East 
Coast. The ideal candidate should be a 
seasoned pro with a proven track record in ad 
sales for this senior level position. Knowledge of 
the television production equipment a plus. 

Sales Support 
We have two terrific growth opportunities to support 
our sales department - one on the East Coast and 
one on the West Coast. The detail- oriented 
individuals should have knowledge of Word, Excel, 
PowerPoint and Act, as well as an ability to juggle 
multiple tasks. 

We offer a competitive salary and comprehensive 
benefits package. Please submit your resume via e- 
mail: hrny- prx @cahners.com or fax: (212) 463 -6455. 
As an equal opportunity employer, Cahners provides 
a work environment free from all forms of 
discrimination. This commitment to a diverse 
workforce is the source of our strength. 

Account Manager, WFAA -TV, Dallas, TX, top 
rated ABC affiliate and Belo flagship, is building 
the sales department of the future. The success 
of our new sales re- structure has resulted in the 
need for an additional Account Manager. The 
position involves overseeing large agency nego- 
tiations and managing a team of 3 or 4 account 
executives. Applicants should have 2 -3 years 
sales management experience and proven ability 
to manage the development of new business. 
Please send resumes to: WFAA -TV, Attn: Human 
Resources, 606 Young Street, Dallas, Texas 
75202. Visit our website: www.wfaa.com WFAA- 
TV is an equal opportunity employer. WFAA -TV 
Co., a Belo subsidiary. 

HELP WANTED SALES 

Join the sales team for the most exciting 
and innovative technology in the TV 
industry and the leader in the convergence 
race. atTV, the sales and marketing 
company for the first and only interactive - 
broadcast TV portal, is presently recruiting 
for the following positions: 

Sales Manager, Western Region 
Account Executive, New York 

Account Executive, Los Angeles 

The successful candidates for these positions 
should have several years of new business 
development success in broadcast or print 
media. Excellent presentation skills and PC 
software proficiency are required. So if you 
are an experienced professional, with an 
ambition to be on the ground floor of a brand 
new medium, we are interested in you. 

For consideration, please fax your resume, 
cover letter and salary requirements to: 
VP, Administration 212 -883 -0395. 

Broadcasig&Cable 

International Group 
ADVERTISING SALES 

Leading international television magazine 
group needs top sales person to sell 
advertising space across multiple titles. 
Successful candidate will have proven 
track record in sales and bean aggressive 
self- starter and closer. Experience in ad 
sales or the entertainment industry 
required. Knowledge of international TV 
industry a plus. We offer a competitive 
salary and benefits package. 

Please send resume w /salary 
requirements to: 

Cahners Business Information 
HR Dept. - BCSLS 

245 West 17th Street 
New York, NY 10011 

Regional Sales Agent: Broadcasting's oldest pro- 
motion company, Community Club Awards, 
seeks aggressive sales agent for presentations 
to radio, television and cable executives. Draw 
against commission. Six figure potential. Inde- 
pendent contractor. No relocation required. Re- 
sume and picture to: Office Manager, CCA, PO 
Box 151, Westport, CT 06881. 
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CLASSIFIEDS !"- 

HELP WANTED SALES 

Sales Account Executive: KTRK -TV, the ABC, Inc. 
owned television station in Houston, Texas, seeks an 
Account Executive to join our local sales staff. 
Applicants should have 3 -5 yearsTV sales experience. 
Position requires the ability to work with advertising 
agency departments, as well as proven track record 
in marketing/new business development. Mail or fax 
resume to: Win Frazier, Sales Manager, KTRK -TV, 
3310 Bissonnet Street, Houston, Texas 77005; Fax: 
713- 663 -4613. No phone calls. Equal Opportunity 
Employer M/FN/D. 

Account Executive: WJW, FOX 8, a Fox O &O 
in Cleveland is looking for an experienced Ac- 
count Executive. Minimum 2 years TV sales ex- 
perience. Candidate must have a proven track re- 
cord with major agency /client negotiations and 
new business development. Must be proficient at 
analysis of Nielsen data, TVScan and 
Scarborough. Strong presentation skills needed. 
Knowledge of Microsoft Word, Excel, Powerpoint 
a plus. Send resume and cover letter to: WJW 
Fox 8, Human Resources Manager, 5800 So. 
Marginal Road, Cleveland, OH 44103. 

HELP WANTED TECHNICAL 

Manager /Chief Engineer: WGCU -TV, PBS Af- 
filiate, Florida Gulf Coast University. Responsible 
for the planning, design, installation, and main- 
tenance activities. Assists with the coordination 
associated with FM and distance learning 
engineering activities. Requires: BA/BS & 4 yrs of 
broadcast engineering and managerial expc. 
within a licensed broadcast facility; or MA/MS & 2 
yrs of broadcast engineering and managerial 
expc. within a licensed broadcast facility. Must 
hold either an FCC Radio Telephone General Li- 
cense or S.B.E. certification. Prefer: BA/BS or 
MA/MS. At least 8 yrs expo. in both TV & radio 
engineering and expc. within a univ. licensed 
public broadcasting facility. Special notes: As an 
exception, applicants who do not meet the mini- 
mum BA/BS degree requirement may be con- 
sidered for this position if they possess a com- 
bination of education and/or expc. equivalent to 
the state specifications (total of 8 years). #30116 
(Reannouncement). Open Until Filled. Review of 
applications will begin on July 30, 1999 and will 
continue until the position is filled. Visit our 
website at http : / /admin.fgcu.edu/hr /index.html or 
call the jobline at 941 -590 -1111 for more info. 
Admin. & Prof. category. FGCU is an EO /EA/AAI. 

Director of Engineering: Two station group of 
ABC affiliates in Traverse City and Marquette/ 
Calumet, Michigan seeks hands -on, experienced 
engineering professional for department head 
position. Skills in leadership and organization re- 
quired. Hands -on position requires performing 
preventive maintenance of two satellite transmit- 
ter sites and maintenance of studio and produc- 
tion facilities at both stations. Extensive knowl- 
edge of all pertinent FCC rules and regulations 
pertaining to TV Broadcast Services and the abili- 
ty to ensure the stations' compliance with them is 
mandatory. Experience required maintaining and 
operating RF, studio, production, microwave and 
satellite equipment. Thorough familiarity with com- 
puter- driven systems, and ability to deal pro- 
fessionally and successfully with other staff mem- 
bers, clients and the public is required, together 
with absolute honesty, integrity, strong work ethic 
and sincere desire to help other team members 
achieve group goals. Great lifestyle in Northern 
Michigan and the Upper Peninsula. Detailed re- 
sume /cover letter to DE Position, Scanlan Com- 
munications Group, 201 E. Front Street, Traverse 
City, MI 49684. EOE/AA. 
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HELP WANTED TECHNICAL 

Field Service Engineer - Broadcast Service. 
Odetics Inc., Join "One of the 100 Best Companies 
to work for in America" and support Roswell and the 
rest of our fine Broadcast Facility Management 
products. Responsibilities include installation, 
training and field support of Odetics Facility 
Management systems at the customers' location, 
factory based technical Help Desk support and sales 
technical support. Position requires a strong 
background in digital and analog electronics, a solid 
mechanical aptitude, experience with current 
technology PC based products, and proven 
experience working with broadcast quality video and 
audio equipment. A good working knowledge of 
Novell 2.X/4.X products and Microsoft NT 4.X are 
highly desirable. Position requires heavy travel. A 
minimum educational requirement of a 2 year AAs 
degree in electronics or equivalent necessary. We 
are looking for hard working, results oriented 
individuals who can work with a minimum of 
supervision, have the ability to work well with a 
sophisticated customer base and enjoys a dynamic 
working environment. If you have these qualifications 
and want to join a successful team you can be proud 
to work for then contact us today. Odetics offers a 
competitive salary and a comprehensive benefits 
package. Send resume and salary history to: Annie 
Bologna, Odetics, Inc. 1515 S. Manchester, 
Anaheim, CA 92802 or Fax: 714- 780 -7999/ E -mail: 
jobs@odetics.com. www.odetics.com. Equal 
Opportunity Employer. 

Maintenance Engineer: 3 yrs. exp. in maintenan- 
ce /repair of b'cast equipment, including but not 
limited to audio/video switchers, tape recorders, 
cameras, character generators, video servers, 
sat. receivers/controllers, t- mitters, micro. equip., 
etc. FCC License /SBE Cert. preferred. Self 
starter, work under pressure, think on feet! Flex. 
schedule (early am, eve, late night, w- ends), com- 
puter literacy, working knowledge of news station 
ops. Duties will expand to meet new tech/industry 
demands. Resume to Michael Tamme, WFTV, 
490 E. South St., Orlando, FL 32801. EOE. 

Assistant Director of Engineering: Engineering 
professional - major market television group 
broadcaster, "Univision ", seeks a "hands -on" 
Assistant Director of Engineering for the group. 
You will be based in Los Angeles but will work 
with and travel to all our major market "O &O's ". 
The ideal candidate will have 5 -10 years experi- 
ence as Chief or Assistant Chief Engineer work- 
ing in UHF stations. Superior salary and benefits. 
Fax resume to (310) 348 -3659. EEO. 

HELP WANTED RESEARCH 

The National Association of Broadcasters Re- 
search and Planning Department is recruiting for 
a Director of Survey Research. Duties include: con- 
ducting industry- related policy research; monitor 
electronic media audience research meth- 
odological issues and conduct primary research 
related to broadcast industry policy issues; serve 
as NAB liaison with industry research committees 
and companies; analyze and interpret electronic 
media audience trends and write and /or 
supervise outside writing of publications for broad- 
casters on the effective use of qualitative and 
quantitative audience research. Applicant must 
have graduate degree with research emphasis. 
Ph.D. a plus with survey research and media in- 
dustry experiences. Knowledge of broadcasting 
industry and related audience measurement and 
policy issues is desired. Must be able to write 
and meet deadlines. Must have knowledge of 
statistical analysis software along with Excel, Ac- 
cess and Word. To be considered for this posi- 
tion, please fax your resume with salary history to 
(202) 775 -2983, Attn: Personnel Dept. /DSR or 
mail to NAB, 1771 N Street, NW, Washington, 
DC 20036 or e -mail to hr@nab.org. 

HELP WANTED ADMINISTRATIVE 

Planner /Administrative 
Assistant 

Fox News Channel, the 24 hour 

national news network, seeks a 

Planner /Administrative Assistant for 

our CHICAGO Advertising Sales Dept. 

If you are a motivated, aggressive individ- 
ual with two years of broadcast experi- 
ence, this could be the opportunity for 
you. Successful candidate will be detail 
oriented with strong organizational and 
interpersonal skills. Good computer skills 
and the ability to handle multiple projects 
in a fast paced environment necessary. 
Sales background preferable. Excellent 
opportunity for growth. 

Fox News offers a competitive salary and 
benefits package. If you are interested in 
joining our winning team please fax 
resume to: 

312- 494 -0365 
Fox News does not 

discriminate based upon race, 

religion, national origin, 
gender, disability, anion 
membership or age. 

HELP WANTED VARIOUS POSITIONS 

N I N E T E E N 

If you're on a first name 
basis with Dawson, 

Buffy and Felicity we have 
a great job for you! 

We're signing on America's 
newest WB station and we have 

openings in the following areas: 

Creative Services Director 
Art Director 

Promotion Producer /Editors 
Program Director 
Traffic Manager 

Account Executives 

Send tape /resumes to: 
Human Resources 

KWBT Broadcast Center 
6910 East 14 Street 

Tulsa, OK 74112 
Fax (918) 835 -2580 EOE 
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CLASSIFIEDS 

HELP WANTED MARKETING 

London 

c£40K 
plus car 
and benefits 

HT is an equal . uoa, 
opportunity `,h. /o: 
employer rvv. 

arket Development 
Managers 
Like our services, you 'll cover the world 
BT Broadcast Services, a stand alone business within BT, is the leading supplier 
of global communications services to the TV industry. We've resources, staff 
and clients in all regions of the world and are perfectly placed - both 
geographically and technically - to deliver the solutions required for 21st 
century broadcasting. 
We now need high calibre marketing professionals to drive our continued rapid 
growth. The following roles each offer global responsibility for identifying and 
creating new commercial opportunities - so expect an influential role that'll 
bring out the best in your entrepreneurial flair... 

News & Sport Ref N/136 
Through investment and acquisition, we've established ourselves as a market 
leader in occasional use services for the global TV news and sport industry. 
You'll be marketing BT capabilities that include Europe's largest SNG fleet, our 
own teleports in Paris and Washington, and a world -wide satellite capacity and 
teleport network. 
Ideally you'll have worked in TV news or spirt and have gained international 
experience in a commercial role. Language skills useful. 

Satellite TV Ref N/137 
We're already Europe's most successful supplier of permanent satellite services 
to the TV industry. Our leading edge digital solutions are used by broadcast 
customers world -wide and it will be your role to realise our exciting growth 
potential in this dynamic sector. 
Ideally you'll have commercial experience within the TV industry, gained on 
the international stage. Language skills would also be very useful. 

IP and Corporate Services Ref N/138 
With our firmly established IP and TV capabilities we see massive 
opportunities, both within the converging Internet and digital TV sectors and 
the satellite -based corporate IP service marketplace. Your brief will be to 
maximise growth, as we invest heavily in existing and new services. 

International marketing or business development experience would be 
preferred, as would a background in Internet /ecommerce or managing third 
party business to business channels. 

Appointing the right people to these roles will be vital to our continued success in 
what we see as a key strategic market. This will be reflected by the prospects and 
rewards on offer, with benefits including a company car and full corporate 
package. 

To apply, please write in confidence, with your resume, quoting appropriate 
reference no, to Pam Hornor, MSL Search and Selection, 
Earl Grey House, Grey Street, Newcastle upon Tyne NE1 6EF 
United Kingdom. Tel: + 44 191 232 0167. 
Far + 44 191 222 1996. Email cv15@tmpw.co.uk DIVEST. m PEOPI E 
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CLASSIFIEDS 

HELP WANTED MARKETING 

DIRECTOR OF PROGRAMMING & MARKETING 

KIRO 7 Television, Seattle, owned by Cox Broadcasting, is 

seeking a Director of Programming and Marketing. 

Applicants should have a minimum of five years 

experience as a promotion manager or creative services 

director, and should have major market experience in the 

promotion department. The applicant should have 

attended several national marketing and promotion 

conferences and seminars, can work well with other 

department heads and can manage creative people. 

This newly- created position is part of a reorganization of 

departments at the television station. This individual 

would be responsible for overseeing aIl station marketing 

and the programming department. 

KIRO -TV is an equal opportunity employer. Any interested 

party should send a resume and a tape of your promotion 

work to Julie Kelsch, Director of Human Resources, 

KIRO -TV, 2807 Third Avenue, Seattle, WA 98121. 

Media General Broadcast Group, WNCT -TV, 
has an immediate opening for a hands -on Market- 
ing Director to market and brand the station. 
Managing a department of four, this key position 
will execute all station promotion. Responsibilities 
include maintaining a high quality on -air look 
while building ratings, and working closely with 
the News department to develop compelling 
news series, topical, and image promotions. If 
you have at least two years of television promo- 
tion experience and are a highly creative writer/ 
producer, send your resume, tape, and salary 
history to: WNCT -TV 3221 South Evans St., 
Greenville, NC 27834. EOE M /F. Pre- 
employment drug test required. 

SEND BLIND BOX RESPONSES 

TO: 

BROADCASTING & CABLE 
Box 

245 West 17th St. 7th Fl. 

New York, New York 10011 
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HELP WANTED PUBLIC RELATIONS 

Public Relations For Broadcasting: The indus- 
try's dominant high -growth broadcast public rela- 
tions company recently cited by Business Week, 
Forbes, and Individual Investor is seeking a 
dynamic communications professional to lead its 
media relations team. The ideal candidate has ex- 
tensive experience in broadcast journalism and/ 
or public relations, and should be familiar with the 
online news landscape. Ability to creatively lead 
and nurture a talented team of placement pro- 
fessionals is highly desirable. Full compensation 
package includes profit- sharing and stock op- 
tions. Please send resume to Box 01576. EOE. 

HELP WANTED NEWS 

WANE -TV CBS Channel 15 in Fort Wayne, Indi- 
ana has an immediate opening for a Director. 
Experience punching live, fast paced news is re- 
quired. WANE has an Echolab switcher, Penna- 
de DVE Stillstore, Leitch Stillstore and Chyron In- 
finit. This position is open immediately. Interested 
applicants should send a resume to Jim Riecken, 
Production Manager, WANE -TV, 2915 West 
State Boulevard, Fort Wayne, IN 46808. Fax re- 
sume to 219- 420 -0903 or E -Mail jim @wane.com. 
WANE TV is an E.O.E. 

HELP WANTED NEWS 

UPN 9, WWOR -TV, is looking for a 

seasoned Writer /Producer eager to 
flex their creative muscle in the 
nation's top market. 

You'll have the opportunity to promote 
an award winning newscast, first -run 
programs, sports and network shows. 
Hands -on experience with Media 100 

or off -line editing a plus! 

If you have a minimum of 3 years 
experience as an On -Air Promotion 
Writer /Producer handling news and 

entertainment, send us your reel. 

Please send your resume and a 

non -returnable beta or vhs to: 

UPN 9, WWOR -TV 
HR Department 
9 Broadcast Plaza, 
Secaucus, NJ 07096 

EOE/M/F/DN WWORTV 

WTXF -TV- Philadelphia, a FOX broadcasting 
Station, has an immediate opening for an Assign- 
ment Manager to supervise the daily activities of 
a fast paced Assignment Desk; assigning re- 
porters and camera crews, covering breaking 
news, developing stories with reporters, crews, 
Managing Editor and Planning Editor, developing 
news sources and contacts, assist in special pro- 
jects. The ideal candidate must be an experi- 
enced news professional with exceptional people 
skills. Have knowledge of local, regional, national 
and international stories and the ability to work ef- 
fectively and professionally under pressure. 5 -7 
years of newsroom experience. Send resume to 
Human Resources Department -BC, FOX Phila- 
delphia, 330 Market Street, Philadelphia, PA 
19106. EOE. No phone calls. 

What we want Is off the cuff (or off the wall), oc- 
casionally irreverent, frequently unpredictable, non- 
-stop attention -getter. Can you believe this is an 
ad for someone to do weather? ACME Television 
is looking for an outstanding on -air personality 
who will double as primary TV station 
spokesperson in Rocky Mountain Top -50 market. 
Meteorologist preferred, not necessary. Com- 
puter literacy a must, sanity optional. EOE- 
women, minorities and Vietnam veterans en- 
couraged to apply. Send resume, aircheck, and 
list of 5 favorite Pauly Shore movies to: ACME 
Weather do ACME Television, 10829 Olive Blvd. 
Suite 202, St. Louis, MO 63141. 

Reporter /Photographer: Will head remote 
news bureau. Must have broadcast writing and in- 
terviewing skills, along with excellent videography 
and editing abilities. Good news judgment and 
time management skills essential. At least one 
year of TV news experience required. Send re- 
sume and tape to News Director, WTVC, PO Box 
1150, Chattanooga, TN 37401. Equal Opportuni- 
ty Employer. 
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HELP WANTED NEWS 

Wanted to purchase - Basketball and Football 
Videotapes. Collector will pay up to $250 per 
tape for videotapes of pro and college basketball 
and football games before 1982. Interested in com- 
plete or partial games. Chuck 617 -558 -9343, Fax 
617 -558 -9338. 

WOWT -TV, NBC affiliate in Omaha, 
NE seeks a full -time Promotion Writer /Producer. 
Must be a creative pro to write and produce 
dynamic news topicals that keep viewers from 
using their remotes. Hands -on shooting and non- 
linear experience preferred. Good people skills, 
ability to clearly communicate concepts and ideas 
and work well under deadlines essential. Creative 
environment with excellent salary/benefits. Call 
our job line at (402) 346 -6666 ext. 7772 for full 
details! Requires pre -employment drug testing 
and background check. EOE. Send /fax/e -mail 
resume to or fill out an application at: WOWT /HR- 
PWP, 3501 Farnam Street, Omaha, NE 68131, 
Fax (402) 233 -7885 or Email hr @wowt.com. 

News Director: Dominant, West Texas, CBS af- 
filiate, looking for top notch News Director to 
manage aggressive 21- person department. Need 
strong journalistic and people skills. Responsible 
for 29 weekly newscasts in a very competitive, ca- 
ble penetrated market. Previous news manage- 
ment experience essential. Prior on -air anchor 
experience helpful. Degree required. Send re- 
sume and salary history to Personnel Director, 
KLST -TV, P.O. Box 1941, San Angelo, TX 
76902. EOE. 

Assignment Editor: WETM -TV, Elmira, NY is 
searching for an organized, aggressive & com- 
puter savvy Assignment Editor to help direct 
news coverage for dominant NBC affiliate in up- 
state New York. Candidate will help manage dai- 
ly crew assignments, information flow, & respond 
to spot news and must be decisive and show 
leadership qualities. Send resumes to: Paul 
Donohue, News Director, WETM -TV 101 E. 

Water St., Elmira, NY 14901. Smith Television of 
NY is an EOE. 

Managing Producer: KVIE Channel 6, to format 
and design shows for weekly public TV magazine 
show. Supervise & hire staff; direct graphics. Abili- 
ty to work effectively with program and station 
staff. Work under pressure; meet deadlines. Ex- 
cellent writing and creative skills. Able to travel 
and work flexible hours. Three years experience 
as executive producer and five years experience 
in writing, field, segment, line & show producing 
for television. Send cover letter /resume to Hu- 
man Resources, KVIE, Inc., P.O. Box 6, Sacra- 
mento, CA 95812 or visit our web site at 
www.kvie.com. Open until filled. No calls. EOE. 

Executive Producer: ABC in Saint Louis is look- 
ing for a "hands on" producer with exceptional 
writing news and tease writing ability. 7 years line 
producing in a top 50 market or 3 years as an 
Executive Producer in a top 50 market. You must 
be able to take charge and manage an ag- 
gressive news organization in a highly com- 
petitive market. Great people skills are a must. 
Send resume, news and tease writing samples 
and show tape to: Personnel Administrator, 
KDNL -TV, 1215 Cole Street, St. Louis, MO 
63106. Pre -employment drug screening required. 
Women and minorities are encouraged to apply. 
KDNL is an Equal Opportunity Employer. No 
phone calls please. Resume deadline is August 
2, 1999. 

WBNS -TV, the CBS affiliate in Columbus, Ohio, has immediate 
openings for the following news positions: 

Producer (Job #293 -200): Produce long -and short-form programming, daily newscasts, 
specials and other programs. College degree and previous news experience required. 

Investigative Reporter/Producer (Job #243 -200): Generate, develop, and report 
investigative segments. Knowledge of relevant legal issues and experience in computer 
assisted research, using Fox Pro, access and 9 -Track required, along with a college degree 
in broadcast journalism or a related field. 

Weekend Anchor/Investigative Reporter (Job #145 -200): Seeking an outstanding 
journalist to anchor our top -rated weekend newscasts and add to our award -winning 
investigative unit. Requires 7 years reporting experience and 3 years anchoring. 

Reporter (Job # 242 -200, 257 -200): Generate story ideas for on -air presentation. 
College degree and minimum 3 years of reporting experience required. 

Sports Anchor/Reporter (Job #262 -200): Prepare and present sports segments for 
broadcast. College degree and minimum of 3 years sports reporting experience required. 

Assignment Editor (Job #186 -200): Develop news stories, react quickly to breaking 
news, and manage multiple news crews. College degree and minimum of one year 
assignment editor experience required. 

Overnight Newsource Anchor (Job #206 -200): Write and anchor top of the hour news 
cut -ins, monitor CBS and CNN wires, and write stories for morning newscasts. College 
degree and relevant experience required. 

WBNS -TV is locally owned and has all the toys and resources for you to win. We offer a 
competitive salary and benefits package, and a drug -and smoke -free workplace. Qualified 
candidates should send tape, resume, and cover letter indicating job number to: Human 
Resources, Job # , WBNS -TV, 770 Twin Rivers Drive., Columbus, OH 43215. Equal 
Opportunity Employer. 

Assignment Editor: To help direct news gather- 
ing effort, monitor scanners, assign camera 
crews, write fact sheets & news stories. Position 
provides important editorial & logistical support 
for News staff. Requires a highly motivated self - 
starter. Prior experience in broadcast news is a 
plus. Schedule may include overnights and /or 
weekends. Send resume with cover letter (no 
calls/faxes) to Tanya Husar, Assignment Man- 
ager, WPVI -TV, Suite 400, 4100 City Avenue, 
Philadelphia, PA 19131. EOE. 

Anchor - Good Day Philadelphia: WTXF -TV 
FOX Philadelphia, a FOX broadcasting Station, 
has an immediate opening for an individual to 
anchor the lam to 9am morning show. The ideal 
candidate will be able to think outside the box to 
create an entertaining news, information and en- 
tertainment show. Candidate will be able to ad- 
lib, move effortlessly from segment to segment 
and, create our alternative morning show. Candi- 
date should have at least 3 years of TV anchor- 
ing experience and a college degree. Individual 
must be able to work in a team environment and 
be able to create segments after the show com- 
pletes for the day. Send resume and tape to: 
Human Resources Department -BC, FOX Phila- 
delphia, 330 Market Street, Philadelphia, PA 
19106. EOE. No phone calls. 

Editor /Cameraman: Needed at once, must know 
FAST VM editing and exp. with video camera tap- 
ing. Fax resume (310) 996 -5555 or mail to: Attn: 
Controller, 1627 Pontius Ave., #100, W. Los 
Angeles, CA 90025. 

Medical Producer: Produce daily stoles and 
sweeps pieces for medical reporter /anchor and 
our doctor. Two years experience producing TV 
medical reports. Tapes, resumes, references to: 
Matt Parcel!, Ex. Prod., Special Projects, WFTV, 
490 E. South St., Orlando, FL 32801. EOE. 

Assignment Editor: Award -winning Gulf Coast 
Fox station. 4 hours news daily. Strong organiza- 
tional skills. Know story development; importance 
of live; ability to adapt. Must have excellent peo- 
ple and phone skills. Prefer at least 2 years expe- 
rience. Resumes to Chuck Bark, News Director, 
WALA -TV, 210 Government Street, Mobile, Ala- 
bama, 36602. EOE, M /F. E-mail: 
cbark@wala.emmis.com 

Sports Anchor: Candidate should have experi- 
ence as a nightly sports anchor in a major Market 
TV Station. Excellence in nightly sportscast pres- 
entation as well as live remotes required. Please 
send resume and tape to: Bart Feder, WABC -TV, 
7 Lincoln Square, New York, NY 10023. No tele- 
phone calls or faxes please. We are an Equal Op- 
portunity Employer. 

News Reporter /Anchor/Weekend Weather: 
Fox 28, South Bend is looking for a weekday 
general assignments reporter /weekend weather 
anchor. Requirements include: College degree 
and one year experience. Send resume and VHS 
tape to News Director, WSJV -TV, FOX 28, Box 
28, South Bend, IN 46624. No phone calls. EOE. 
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HELP WANTED NEWS 

5B6 
SINCLAIR BROADCAST GROUP 

SINCLAIR BROADCAST GROUP TV stations cover over 25.9% of 
the U.S. and its top ten radio division operates in 10 separate 
markets. If you are a motivated team player with a successful track 
record, an opportunity may await you at Sinclair. 

Charleston, WV -WCHS (ABC) 
General Manager 
Seeking an outstanding General Manager with strong 
leadership, financial and personnel management skills. 
A minimum of three to five years of experience in 
television Sales Management / General Management, 
knowledge of management of LMA property and 
successful track record are preferred. Box #336 

Dayton, OH WRGT /WREF (NBC) 
Avid Editor /Producer 
The promotion department at Dayton's NBC and FOX 
affiliate are searching for an Avid Editor/Producer. 
Creativity, aggressiveness and self- motivation are a must. 
Strong organizational skills are necessary. Two years 
editing experience preferred. Creative team player 
should send resume and non -returnable tape.. Box #337 

Indianapolis WTTV /WTTa (WB) 
Master Control Operator 
Master Control Operator ñ WB4 a Sinclair Broadcast 
Station, has an Immediate, full -time opening for a Master 
Control Operator. Applicant should possess at least two 
years post high school education pertaining to TV 
broadcasting. Experience with I ", MII, digital tape 
machines, satellite recording and computer automation 
systems. Applicant requires ability to reason quickly, 
manually thread and cue video taped shows, 
communicate effectively, have an eye for quality and 
work well under pressure. 11:00 p.m. 7:00 am shift. 
Send resume and cover letter. Box #338 

Nashville Wily (Fox) / WUPN (UPN) 
Web Master 
Live in Music City and work for two growing television 
stations as Web Master. We are looking for a team 
player who Is proactive and able to coordinate needs 
and activities on the local level as well as with corporate 
staff. The ideal candidate should have at least 2 years 
experience actually maintaining and designing web 
pages using one or more of the following; HTML, JAVA, 
Perl, CCI Script and SQL. Most also be experienced with 
URL's, Browers, FTP and E -mail. Send resume. Box #339 

Pensacola WEAR/WFGE (ABC /WB) 
Chief Photographer 
Immediate opening. Florida Gulf Coast ABC affiliate 
seeks dynamic photojournalist to lead talented staff 
through daily coverage and future digital conversion. 
Rush resume with references and demotape. Box #340 

Portland, ME WGME (CBS) 
General Sales Manager 
Seeking a successful candidate whom is a dynamic sales 
leader, possess a history of goal-oriented developmental 
sales management with a strong track record of industry 
achievement. Send cover letter and resume. Box #341 

Springfield, IL WICS (NBC) 
Executive Producer 
WICS has an opening for an experienced news professional 
who wants to join a winning team in central Illinois. 
Successful candidate will have top writing and producing 
skills as well as the ability to oversee staff and daily news 
product. WICS Is one of the highest performing affiliates in 
the NBC network. The right person will join the dominant 
team in the state capitol. Send tape of your last show, 
resume and references. Box #342 

Springfield, IL WIGS (NBC) 
Morning Meteorologist 
WICS has an opening for an experienced meteorologist 
to join its morning news program. Looking for a story 
that can translate useful Information to the viewer. We 
are the market leader in weather and have just Installed 
a new weather computer. 2 years experience and an 
AMS seal preferred. Send resume. Box #343 

Various Locations 
Account Executives 
Must be able to handle agency business and develop new 
business. Strong negotiations and communication skills, 
thorough knowledge of ratings /research tools and working 
knowledge of computers a must. Send resume. Box #344 

Mail your resume in confidence immediately to: 
Broadcasting &Cable, 245 W. 17th Street, 

NY, NY 10011, Attn: Job # 

Sinclair Is proud to be as 
EQUAL OPPORTUNITY EMPLOYER 

and a DRUG-FREE WORKPLACE 

WOMEN AND MINORITIES ARE ENCOURAGED TO APPLY 
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COMMERCIAL 
COPY SCHEDULER 

Fox Broadcasting Company currently has an excellent opportunity available for a 
Commercial Copy Scheduler. Individual will be responsible for working with advertising 
agencies and processing television commercial instructions. 

We are seeking a team player with excellent organizational skills and attention to 
detail. Must be able to handle busy phones while working under tight deadlines. 
Television and computer input experience required. 

We offer challenging career opportunities, competitive salaries and excellent benefits. 
For consideration, please forward your resume with salary history to: Fox 
Broadcasting Company, Human Resources Dept., 04799 -B, 
P.O. Box 900, Beverly Hills, CA 90213. No phone calls, please. 
Equal Opportunity Employer. 

Reporter: Self- starter with strong writing skills 
and compelling on -air delivery. Must deal well 
with live breaking news. Videotape editing and com- 
puter skills required, with at least one year of com- 
mercial TV news experience. Send resume and 
tape to News Director, WTVC, PO Box 1150, 
Chattanooga, TN 37401. Equal Opportunity 
Employer. 

HELP WANTED PROMOTION 

Promotion Manager: Coastal Carolina ABC af- 
filiate is looking for someone with proven creative 
skills. Qualifications include extensive writing and 
production experience especially with news im- 
age and topical promos. Responsibilities also in- 
clude overall station look, all outside media place- 
ment and creative, station projects and special 
events. Send resume and tape to: General Man- 
ager, WCTI, P.O. Box 12325, New Bem, NC 
28561 or fax resume to: (252) 638 -2575. E.O.E. 

HELP WANTED CREATIVE SERVICES 

Director of Creative Services, WSB -TV, 
Atlanta: Lead the marketing efforts of one of the 
top ABC affiliates in America. The combination of 
a great station - WSB -TV, a great company - Cox 
Broadcasting, and a great market - Atlanta, make 
this one of the finest opportunities of its kind in 
broadcasting. Depth of experience and a strong 
news orientation are necessary. For the right 
candidate with the right background, there could 
be a programming component to this position as 
well. Send resume and tape to Greg Stone, Vice 
President & General Manager, WSB -TV, 1601 
W. Peachtree Street, N.E., Atlanta, Georgia 30309. 

HELP WANTED OPERATION 

Air Operations Manager: KJCT -TV, owned by 
Pikes Peak Broadcasting Co. and located in 
beautiful western Colorado, is seeking a hands - 
on, detail- oriented leader to train and motivate 
our operations department. Position is responsi- 
ble for acquisition, storage, and broadcast of all 
material aired by station. Duties include hiring, 
training, and oversight of employees within de- 
partment. Technical broadcast experience pre- 
ferred. Send cover letter and resume to EEO Of- 
ficer, 8 Foresight Circle, Grand Junction, CO 81505. 

HELP WANTED PRODUCTION 

DIRECTOR OF 
PRODUCTION 

PGA TOUR Productions at the 
Village in St. Augustine, Florida, 
outstanding career opportunity for 
of Production. This individual will 
creative development and implementation 
broadcast programs, commercial vignettes 
ancillary products, including syndication 
home video. Duties include guiding 
production staff, overseeing program 
opportunities and developing a freelance 
of talent Must work with other 
to prepare budgets, develop communication 
across departments, implement a Quality 
system and develop new business opportunities. 
This position reports to the VP, Production. 

Candidates must have 10+ years of 
industry experience, including 3 

management role. .Requires 
knowledge of film and video, understanding 
production processes and knowledge 
directing and editing techniques. 
to budget and actualize projects 
detailed production proposals. 
attention to detail and interpersonal 
essential. Knowledge of golf required. 

This challenging position offers 
growth opportunities, a competitive 
performance bonus, excellent health 
pension, 401(k), and family membership 
TPC at Sawgrass. For consideration, 
send your resume to: PGA TOUR, 
Attn: HR -DP, 100 PGA TOUR 
Ponte Vedra, FL 32082. No 
phone calls, please. 

www.pgatour.com 

EOE, M /F /DN 

World Golf 
has an 

a Director 
assist with 

of 
and 
and 

the creative 
development 

pool 
departments 

links 
Control 

production 
years in a 

a working 
of 
of 

Must be able 
and write 

Strong 
skills are 

professional 
salary, 

benefits, 
to the 
please 
Inc., 

Blvd., 
; 

, PI;A 

.................. 

TAKE A LOOK: 
www.broadcastingcabie.com 
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CLASSIFIEDS 

F 

OW 

HELP WANTED PRODUCTION 

Two Production Managers needed by leading 
Christian broadcasting Network. Able to do: live 
and tape, studio and remote, from pre to post 
production. Send resume and tape to: Tri -State 
Christian TV, Inc., PO Box 1010, Marion, IL 
62959. An EEO employer. 

VP for Production: KCTS -TV /Seattle, a non- 
profit organization, seeks a Production VP to be 
responsible for development, creation, funding & 
marketing of productions at KCTS and KYVE -TV/ 
Yakima. Major focus will be management of 
creative program production & marketing teams 
and ability to successfully lead these teams. 
Work with key KCTS executives to develop long- 
term vision, standards & creative freshness for 
KCTS production. Work closely w/ outside pro- 
duction companies in development of new pro- 
ductions for regional, national & international 
markets. Manage, supervise & develop work of 
KCTS Production & Development teams, includ- 
ing EPs, producers and development staff. 
Create enhanced multimedia formats, taking ad- 
vantage of digital TV and interactivity 
technologies. Lead production development 
teams in packaging program projects to include 
educational, online & other ancillary components. 
Requirements: 10+ years in production manage- 
ment, preferably some national & international 
production experience. Experience managing 
production teams ranging in size from 15 -35 peo- 
ple. Proven track record in leadership, individual 
& team development, and production manage- 
ment services. Strong financial management 
background /understanding of production financ- 
ing and budget management skills. High energy 
level, goal -oriented, with creative but pragmatic 
mind. $90,000 - $150,000 plus generous benefits 
and annual incentive bonuses. To apply, send 2 

copies Each of cover letter and resume to 
Margaret Feige, Recruitment Specialist, KCTS, 
401 Mercer Street, Seattle, WA 98109. All 
applications must be postmarked or hand de- 
livered by July 26, 1999. No telephone calls, e- 
mail or faxes, please. 

TV RESUME TAPES 

Career Videos prepares your personalized 
demo. Unique format, excellent rates, coaching, 
job search assistance, tape critiques. Great track 
record. 847-272-2917. 

SITUATIONS WANTED RESEARCH 

Production research by an experienced 
librarian -MLS. Meticulous, detail- oriented 
information specialist can research, organize and 
write the reports you need in a professional, timely 
manner. I am computer literate and conversant with 
TV /Radio terminology. Excellent writing, editing and 
indexing skills. Willing to do a variety of tasks. Reply 
to Box 01577. 

CABLE 

HELP WANTED SALES 

Cox Communications in Las Vegas, NV is 
looking for advertising sales professionals who 
have 5 years of experience in Cable Television 
(or related field) including 3 years of Supervisory 
experience. If interested in applying for National 
Sales Manager or Local Sales Manager, please 
forward your resume with salary history to 
Sharon Boyd GSM, CableReb Las Vegas, fax 
(702) 386 -8042, or email: Ton i.Javin @cox.com EOE. 

PUBLIC NOTICE 

Notice: Change of Address. Effective July 12, 
1999. Department of Telecommunications and 
Energy, Cable Television Division, One South 
Station, Boston, MA 02110; (617) 305 -3580 
Website address www.state.ma.us /dpu /cats 

HELP WANTED MANAGEMENT 

birschbach media sales and recruiting. Media 
sales positions nationwide; sales management; 
account executive; traffic -production -technical. 
Ph: 303 -368 -5900, Fax: 303 -368 -9675. E -mail: 
birsch@birschbachmedia.com. 

The Climate is 
Perfect For a New 

Opportunity 
The Home Shopping Network, 

America's leading electronic retailer; has an 
exciting opportunity for a Supervising 

Producer at its corporate headquarters in 
beautiful St. Petersburg, Florida. 

SUPERVISING 
PRODUCER 
Responsibilities include developing 

production aspects of HSN programming, 
ensuring proper execution of planned 
production goals, interfacing with various 
areas of HSN to determine upcoming events, 
coordinating production needs with 
merchandising goals and communicating 
production needs to various broadcast 
departments. 

Requirements include Undergraduate 
degree in TV /Radio /Film plus 3 -5 years 
broadcast/producing experience, excellent 
communication (oral and written) and 
organizational skills, strong leadership ability 
and the ability to prioritize multiple tasks. 

The Home Shopping Network offers a 

competitive salary and benefits package and 
the opportunity for personal and professional 
growth with a recognized industry leader. For 
immediate consideration, please e-mail or fax 
resume to: 

The Home Shopping Network 
1 HSN Drive 

St. Petersburg, FL 33729 
Fax: 727 -537 -6361 

e -mail: Andersonl @hsn.net 

N E T j P R K V. 
E0E/Atllrmative Action Employer. 

It' It' It' . h \ it . C 1) in 

HELP WANTED VARIOUS POSITIONS 

MSNBC, a 2-1 hour news network, is srek -- 
ing enthusia ;tic self- starters to join our 
award winnir g graphics team and ch,ron 
team. Both positions require the ability to 
work well at part of a team and thrive 
under deadline pressure. Successful :an- 
didates will rave effective communication, 
interpersonal , organizational and creative 
problem soving skills. Flexibility 'lith 
respect to h furs is necessary. Successful 
candidates roust be able to work addit on- 
al hours beyond scheduled shift with I :tie 
or no notice if needed. 

GRAPHIC DESIGNER 
MSNBC is seeking a proven broadcast 
designer to oin our award winning tE 3m. 

We are looking for a visionary who has the 
experience, : aient and ability to create 
cutting -edge designs and packages. The 
ideal candidate will have a high proficiency 
in using the tools of the trade; such as 
PaintBox, H/..L or MAC/NT based desktop 
platforms, etc. 

CHYWON OPERATOR 
MSNBC is boking for energetic Ch'iron 
Operators :o operate our electr:inic 
graphics gererator for live cable television 
program. The successful candidate should 
have knowkE -dge of Chyron MAX! and 
INFINITE! as well as 1 -2 years of referent 
experience. h addition, the ability to mmy. 
text with backgrounds and knowledg;I.taf.; 
transforms and networking is required w t 

For immediate consideration, 
send resume to: MSNBC 
Employee Reations Dept. TA 
One MSNBC Plaza 
Secaucus, NJ 07094 
Fax: 201 -583 -5819 
An Equal Opportunity 
Employer M/F 

SPA 
NBC 

You can simply 
fax your classified 

ad to 
Broadcasting & Cable 

at (212)206-8327. 
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CLASSIFIEDS 

ALLIED FIELDS 

HELP WANTED FACULTY 

Television Production, Faculty (two -year tem- 
porary) - position effective January 6, 2000. Re- 
sponsibilities: Teach undergraduate television 
production classes such as advanced producing/ 
directing, studio production, video graphics, and 
new media production; help develop curriculum; 
advise students; and serve on committees. Re- 
quired Qualifications: Bachelor's degree in Tele- 
vision Production or New Media Production or re- 
lated field. At least four years work experience in 

television or video production with practical 
knowledge of all facets of production, including 
but not limited to, single and multi- camera shoot- 
ing, linear and non -linear editing, audio, lighting, 
studio production, and television graphics. Famil- 
iarity with both PC and MAC is necessary. Pre- 
ferred Qualifications: Advanced degree in Televi- 
sion Production or New Media Production or close- 
ly related field. In addition to the practical skills 
cited in the qualifications required, additional 
skills would be favorably considered in remote 
production, DVD and other interactive media 
production, compositing, 3 -D animation, and 
knowledge of Photoshop, Director, Premiere, 
AVID non -linear editing, 3 -D Studio or other re- 
cognized industry standard hardware or software 
tools in the video production area. Experience 
teaching undergraduate students at an ac- 
credited higher education institution also pre- 
ferred. Review of applications will begin 09/20/99 
and continue until position is filled. Interested in- 
dividuals may submit a resume, letter of applica- 
tion, videotape examples of their work, names 
and phone numbers of three current references, 
and copies of college transcripts to: Job Code 
BCM- 018203, Human Resources Development, 
Ferris State University, 420 Oak St., Prakken 
150, Big Rapids, MI 49307. An Equal Opportuni- 
ty /Affirmative Action employer. For more informa- 
tion about Ferris State University please visit our 
website at http: / /www.ferris.edu. 

EMPLOYMENT SERVICES 

Just For Starters: Entry-level jobs and "hands - 
on" internships in TV and radio news. National 
listings. For a sample lead sheet call: 800 -680- 
7513. 

WANTED TO BUY EQUIPMENT 

Used videotape: Cash for 3/4" SP, M2 -90's, 
Betacam SP's. Call Carpel Video 301 -694 -3500. 

FOR SALE EQUIPMENT 

SMART 
TAPES. 

For video duplication, demos, 
audition reels, work tapes, our 
recycled tapes are technically 
up to any task and downright 
bargains. All formats, fully guar- 
anteed. To order call: 

(800)238-4300 CARPEL 
VIDEO 
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FOR SALE EQUIPMENT 

Lowest prices on videotape! Since 1979 we 
have been beating the high cost of videotape. 

FOR SALE STATIONS 

/1.-outheast 5X LPTV Network, seller motivated . 

Market, LPTV, Network, cash flow $3 5M 
Ft. Myers, LPTV, built & on -air $290K 
Jacksonville AM, fulltime, cash flow, great signal $925K 
Ft. Pierce/StuarWero AM fulltime, new equipment $950K 
FM C3 Gulf Coast, great market, upgraded $1 5M 
AL/FL /GA 2X AM & 2 FM Group $1 9M 
FL (Jax Market) C3, positive cash flow $2 7M 

HADDEN & ASSOC. 
(.0) 407-365-7832 (FAX) 407-366-8801 / 

Community oriented AMs, Florida Gulf Coast 
and Central Texas, both with excellent facilities, 
ideal owner operator situations. Mayo Communi- 
cations, 813- 971 -2061. 

Colorado Combo: Profitable 27kw. Class C FM 
and 1kw. AM in southwest corner. Only stns 
operating out of county. $875,000, negotiable w/ 
terms. EXPLORER @ 561 -776 -8245 Fax: 561- 
776 -8246. 

Camden, SC fulltime AM in beautiful city of 
20k+ pop. $250k includes application to move fa- 
cility to Columbia, SC. Transmitter site, land, and 
bldg. included. Call owner, George Buck (504) 
525 -5000, 12Noon - 12Midnight CT. 

COLLECTION AGENCY 

MEDIA COLLECTION 
DREAM TEAM 

CCR 
Attorney (former broadcast/cable ad sales 

manager NBC -TV, Katz, Petry, Lifetime) 
and staff handle the USA's top media 
firm's collection accounts offering: 

1. Unequalled knowledge of media business. 
2. Ten years of unequalled /documentable 

recovery rates. 
3. Customized reporting. 
4. Competitive contingent fee schedule. 
5. References available. 

When sending your ad -sales collection claims to CCR, 
please include your rate card and a list of avails. 

Because after we "sell" your over -due clients on the 
wisdom of paying the balance, 

we'll include a new order in the deal (if you like). 
Call/Write: 

CCR George Stella 
1025 Old Country Road Suite 303S 

Westbury, NY 11590 
Tel: 516- 997 -2000.212- 766 -0851 Fax: 516-997-2071 

E -Mail: CCRCollect @AOL.com 

You can simply fax 
your classified ad to 

Broadcasting & Cable 
at (212)206 -8327. 

INTERNET 

HELP WANTED PRODUCTION 

FasTV.com is the first branded, consumer - 
oriented site which leverages the power of the In- 
ternet and the impact of video content from the 
world's most trusted news, information and enter- 
tainment sources. FasTV.com has several im- 
mediate opportunities available for experienced 
website production professionals. Each position 
requires specific experience in a news environ- 
ment, as well as expertise and skills with 
Photoshop and HTML. Additionally, experience in 
local television news as a station's MSNBC Pro- 
ducer or website producer are preferred. 
FasTV.com offers competitive 
salary+benefits +stock option package. Resumes, 
including a list of credits /URLs of sites produced, 
and salary requirements /history should be sent 
to: jobs@fastv.com, FasTV, Inc., 5670 Wilshire 
Blvd., Los Angeles, CA 90036. 

SERVICES 

Parrot Media Network (www.parrotmedia.com) 
offers online databases of over 70,000 

media executives with extensive up -to- 
date info on thousands of media 
outlets. U.S. and International TV 
Stations, Networks, Groups, Reps, 
Cable Systems, MSOs, Cable 
Networks, Satellite Operators, Radio, 

Press /Publicity, Newspapers, 
Advertising Agencies, Movie Chains 

and Movie Theatres. $49.95 /month. 
Call for FREE one day password. All 

information also available in directory and 
computer disk formats. 1-800- PARROTC 

MAXIMUM EXPOSURE! 

LOW COST! 

When placing print ad, 

simply request to 

run on our website 

for an extra$50 /wkk. 
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PROFESSIONAL CARDS 

du Teed, Lundin & Rackley, Inc. 
Consulting Engineers 

201 Fletcher Avenue 
Sarasota, Florida 34237 
Phone: (941)329 -6000 

FAX: (941)329 -6030 
www.dlr.com 

MEMBER AFCCE 

John F.X. Browne 
& Associates 

A Professional Corporation 
Member AFCCE 

BROADCAST / TELECOMMUNICATIONS 
Bloomfield Hills, MI Washing/on, DC 
248.642 6226 (TEL) 202.293.2020 
248 642 6027 (FAX) 202 293 2021 

www.)fxb.com 

CARL T. JONES 
CORPORATION 

Consulting Engineers 
7901 Yarnwood Ct. 

Springfield , Virginia 22153 

(703) 569-7704 fax (703) 569 -6417 
Member AFCCE www.clje.com 

Munn -Reese, Inc. 
Broadcast Engineering Consultants 

P.O. Box 220 
Coldwater, Michigan 49036 

Phone: 517- 278 -7339 

HAMMETT & EDISON, INC. 
CONSULTING ENGINEERS 

Box 280068 
San Francisco, California 94128 

HE707/996 -5200 
202/396 -5200 

www.h -e.com 

Mullaney Engineering, Inc. 
Consulting Telecommunications Engineers 

9049 Shady Grove Court 
Gaithersburg, MD 20877 

301 -921 -0115 

Member AFCCE 

V s+alnlesf, 1.1c 
www.talltowers.com 

New Towers, Antenna Structures 
Engineering Studies, Modifications 
Inspections. Erection. Appraisals 

North Wales, PA 19454 
215 699 -4871 FAX 699 -9597 

WALLACE 
1 n loll, 

Dennis Wallace 

SPECIALIZING 

IN DIGITAL TELEVISION 

101 West Ohio St. 

20th Floor 

Indianapolis, IN 

46204 

(311) 6844754 
woflacedt@ool.com 

LOHNES AND CULVER 
CONSULTING RADIO ENGINEERS 

8309 Cherry Lane 
Laurel, MD 20707 4830 

(301) 7764488 

fuer IV.14 Member AFCCE 

CARL E. SMITH 
CONSULTING ENGINEERS 

AM FM TV Englneenng Consultants 
Complete Tower and Rigging Services 

_fierune rlu h, uwó uH Uiustrs free 
i,F hrl \0J/\ . . 

Box 807 Bath, Ohio 44210 
(330) 659 -4440 

HATFIELD b1 DAWSON 

Consulting Engineers 
9500 Greenwood Ave., N. 

Seattle, Washington 98103 
(206) 783-9151 

Facsimile (206) 789 -9834 

MEMBER AFCCE 

Cavell, Mertz & Davis, Inc. 
Engineering, Technology 
8 Management Srlutions 

10300 Eaton Place, Suite 2 )0 
Fairfax, VA 22030 

(703) 591 -0110 - (202) 332 -0110 
Fera (703) 591 -0115 

www.cmdconsultIng.com 
www.DTVInto.com 

COHEN. DIPPELL AND EVERIST. V.C. 

CONSULTINO ENGINEERS 
Donwuc and International Comnwni.atione 

Since 1937 
1300 -L' STREET, N... SUITE 1100 

ASNwOTON. OC 20006 
PRONE: (202) 898 -0111 FAY: (2021 895 -0895 

E NUL: cdepcQwoddnet.wt.ne, 
Member AFCCE 

DENNY 
Member AFCCI 

Denny d Assoc !ales, PC 

Consulting Engineers 

ell 202 452 5630 

If 202 452 5620 

EM Infol4dennycom 

F.W HANNEL & ASSOCIATES 

Reklstered Professional Engineers 

911 Edward Street 
Henry. Illinois 61537 

(:309) 364 -390:3 

Fax (309) 364-37;5 

YOUR CARD HERE 

Call: 

(212) 337 -6960 

ShouIbred F.ngineera Inv. 
ui,.wi I Cnwhani. 

Towers and Antenna Structures 
Robert A. Shtxtmred, P.E. 

1040 Morrison Drive 
Chorleston, S.C. 29403 (303) 577 -4681 

Turnkey Systems 'Towers Antennas 
Transmitters: Analog/Digital 

LeBLANC Broadcast Inc. 
Ray Garnovale Prestdenl 

Tel: (303) 665 -5016 Fax: (303) 665 -8805 

UZLAAI`81r sARC1l11 

NATIONWIDE TOWER COMPANY 
ERECTIONS DISMANTLES ANTENNA RELAMP 

ULTRASOUND STRUCTURAL ANALYSIS PAINT 

INSPECTIONS REGUY ENGINEERING 

P.O. BOX 1829 HENDERSON, KY 42419 -1829 

PHONE (270) 869 -8000 FAX (270) 869 -8500 

E-MAi: tiiohnston @nationwidetower.com 

24 HOUR EMERGENCY SERVICEAVAILARLE 

I M MAD 
ECVS 

Tel: 905 -4702545 3235 14th Avenue 
loll Free: 888- 694 -6623 Markham. ON 

Fax: 905- 470 -2559 Canada 
www.immad.com 139 OH 3 

Shively Labs 
FM 8 TV Antennas 

Patten Studies A RSL Maps 
Filters A Combiners 

Multistalion Solutions 
Tel: (207) 647 -3327 
Fax: (207) 647 -8273 

Web site: www.shlvely.com 

YOUR CARD HERE 
CALL: 

(212) 337 -6962 
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gamw CHANGING HANDS 
The week's tabulation of station sales 

TVS 

KTSC(11/) Pueblo/Colorado Springs, 
Colo. 
Price: $2.375 million 
Buyer: Rocky Mountain Public Broad- 
casting Network Inc., Denver (James 
N. Morgese, president); owns KRMA- 

TV Denver and KRMJ(Tv) Grand Junc- 
tion, Colo.; has applied to build TV in 
Durango, Colo. 
Seller: University of Southern Col- 
orado, Pueblo (Tito Guerrero, presi- 
dent); no other broadcast interests 
Facilities: Ch. 8, 316 kw visual, 63.2 
kw aural, ant. 1,224 ft. 
Affiliation: PBS 

COMBOS 

KLEMIAMI- KKMAIFM) Le Mars/Sioux 
City, Iowa 
Price: $3 million 
Buyer: Powell Broadcasting Co. Inc., 
Baton Rouge, La. (Nanette Kelley, 
president) owns KscJ(AM) Sioux City, 
Ksux(FM) Winnebago, Neb. /Sioux 
City and KvoL(AM) Lafayette, KVOL -FM 

Opelousas/Lafayette and KooJ(FM) 

PROPOSED STATION TRADES 
By dollar volume and number of sales; 

does not include mergers or acquisitions 
involving substantial non -station assets 

THEM 
TVs 1; 2,375,000 1 

Combos $9,210,000 5 

FMs 1. $750,000 1 

AMs L $1,000,000 1 

Total l-, $13,335,000 8 

S8 FARN 1888 
TVs I $2,458,034,005 46 

Combos $898,587,435 95 
FMs $914,513,189 148 
AMs : $124,124,689 108 

Total $4,395,259,318 397 

New Iberia/Baton Rouge, La. 
Seller: KLEM Inc., Le Mars (spouses 
Paul and Patricia Olson, owners); no 
other broadcast interests 
Facilities: AM: 1410 khz, 1 kw day, 63 
w night; FM: 99.5 mhz, 100 kw, ant. 
790 ft. 

C L O S E D 

MMIPAXSON COMMUNICATIONS CORPORATION 
Lowell `Bud" Paxson, Chairman and Chief Executive Officer 

has agreed to acquire 

WSPX -TV 
Syracuse, New York 

for 

$6,750,000 
from 

SYRACUSE MINORITY TV, INC. 
Mr. Herbert A. Washington, President 

Patrick Communications was proud to serve 
as the broker in this transaction. 

=11111111 

PATRICK COMMUNICATIONS 

(410) 740-0250, www.patcomm.com 
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Formats: Both AC 
Broker. Blackburn & Co. Inc. 

KEJOIAMI- KFLYIFM) Corvallis/Salem, 
Ore. 
Price: $2.3 million 
Buyer: Clear Channel Communica- 
tions Inc., San Antonio, Texas (L. 
Lowry Mays, chief executive); 
owns /is buying 22 TVs, 157 AMs and 
284 FMs 
Seller. Madgekal Broadcasting Inc., 
Corvallis (Mario Pastega, president); 
no other broadcast interests 
Facilities: AM: 1240 khz, 1 kw; FM: 
101.5 mhz, 28 kw, ant. 98 ft. 
Formats: AM: adult pop standards; 
FM: AC /easy rock 

KVASIAM) Astoria and KSWBIAMI- 
KULUIFM) Seaside, Ore., and 
KKEEIFM) Long Beach, WashJAstoria 
Price: $1.5 million 
Buyer. New Northwest Broadcasters 
Il Inc., Bellevue, Wash. (Ivan E. 
Braiker, president/13.3% owner; Key 
Equity Capital Corp., 46.9% owner); 
owns KAGO -AM -FM Klamath Falls, 
Ore., and KJox(AM) Selah and 
KHHK(FM) Yakima, Wash.; is buying 
KFAT(FM) and KKRO(FM) Anchorage, 
KoEZ(FM) Houston /Anchorage and 
KCBF(AM)- KXLR(FM) Fairbanks, Alaska. 
Braiker owns 50% of New Northwest 
Broadcasters Inc., which owns 
KAox(FM) Bonanza, Ore./Twin Falls, 
Idaho; KLAD -AM -FM Klamath Falls, 
Ore., and KBBO(AM)-KRsE(FM) Yakima 
and KARY -FM Grandview/Yakima, 
Wash. 
Seller. Dolphin Radio Inc., Hillsboro, 
Ore. (Doug McCoun, 
president/owner); owns KulK(AM) 
Hillsboro 
Facilities: KVAS: 1230 khz, 1 kw; KswB: 
840 khz, 1 kw day, 500 w night; KULU: 
102.3 mhz, 25 kw, ant. 328 ft.; KKEE: 

94.3 mhz, 3 kw, ant. 233 ft. 
Formats: KVAS: country /top 40; KSWB: 

classic hits of the '70s, '80s and 
'90s; KULU: Soft rock; KKEE: oldies 

KLMRIAMI Lamar/Pueblo/Colorado 
Springs- KSECIFM) Lamar, Colo. 
Price: $1.31 million 
Buyer. California Communications/ 
Commonwealth II, San Diego (Dex 
Allen, president); owns KKSc(AM)- 
Ksio(FM) El Centro, Calif. 
Seller. Spearman Co., Loveland, 
Colo. (Monte Spearman, president); 
owns KHPN(AM) Loveland 
Facilities: AM: 920 khz, 5 kw day, 500 
w night; FM: 93.3 mhz, 100 kw, ant. 
498 ft. 
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BY THE NUMBERS 

BROADCAST STATIONS 

Service Total 
Commercial AM 4,784 
Commercial FM 5,720 
Educational FM 2,040 

Total Radio 12,544 

VHF LPTV 563 
UHF LPTV 1,594 

Total LPTV 2,157 
FM translators & boosters 3.190 
VHF translators 2,162 
UHF translators 2,739 

Total Translators 8,091 

Commercial VHF TV 561 

Commercial UHF TV 661 

Educational VHF TV 125 

Educational UHF TV 245 

Total TV 1,592 

Total systems 11,600 
Basic subscribers 64,800,000 
Homes passed 93,790,000 
Basic penetration* 66.1% 

`Based on TV household universe of 98 million 
Sources: FCC, Nielsen, Paul Kagan Associates 
GRAPHIC BY BROADCARf1Y6 & CABLE 

Formats: AM: agriculture; FM: AC 
Broker: Norman Fischer & 
Associates Inc. 

KGVL(AM)- KIKTIFM) Greenville/into 
Dallas, Texas 
Price: $1.1 million 
Buyer: Susquehana Radio Corp., 
York, Pa. (David Kennedy, president); 
owns eight other AMs and 16 other 
FMs, including KLIF(AM) and KTCK(AM) 
Dallas, KKLF(AM) and KTBK(AM) 
Denison -Sherman /Dallas, KPLx(FM) 
Fort Worth /Dallas, KKzN(FM) Haltom 
City /Dallas and KxzN(FM) 
Sanger /Dallas 
Seller: First Greenville Corp., 
Greenville (R.W. Andrews, 
president); no other broadcast inter- 
ests 
Facilities: AM: 1400 khz, 1 kw; FM: 
93.5 mhz, 9.1 kw, ant. 328 ft. 
Formats: AM: C &W; FM: country 
Brokers: John W. Sanders (buyer); 
Media Services Group Inc. (seller) 

FMS 

KESP(FM) Payson, Ariz. 
Price: $750,000 
Buyer: Rainbow Broadcasting Inc., 

Scottsdale, Ariz. (Charles J. 
Brentlinger, president); owns 
KBZG(FM) Payson /Scottsdale 
Seer: Four Rivers Broadcasting Inc., 
Carefree, Ariz. (John C. Power and 
Andrew Moorer, directors); owns two 
AMs and two FMs. Power and 
Moorer also own Redwood Broad- 
casting Inc., which has applied to 
build TVs in Butte, Great Falls, Mar- 
quette and Missoula, all Mont., and 
FMs in Dickson, Okla., and Gillette, 
Wyo.; Northern Lights Broadcasting 
LLC, which has applied to build FMs 
in Williston and Tioga, N.D., and Sid- 
ney, Mont., and Wyoming Resorts 
LLC, which has applied to build an 
FM in Thermopolis, Wyo. 
Facilities: 101.1 mhz, 88 kw, ant. 
1,033 ft. 
Format: Dark 

WKXY(AM) Sarasota, Fla. 
Price: $1 million (includes $100,000 
consulting fee) 
Buyer: WGUL -FM Inc., Palm Harbor, 
Fla. (Carl J. Marcocci, chair- 
man /61.6% owner); owns wRFB(AM) 
Cocoa, WGUL -FM Palm Harbor /Dade 
City, wxoF(FM) Beverly Hills /Hernan- 
do, wINv(AM) Inverness /Palm Harbor 
and wGuL(AM) Tampa, all Fla. 

CHANGING HANDS 

Seller: Sarasota Broadcasting Ca, 
Sarasota (A.G. "Tony" Fernandez, 
owner); no other broadcasting inter- 
ests 
Facilities: 930 khz, 5 kw day anc 2.5 
w night 
Format: News /talk 

-Compiled by Alisa Holmes 

CORRECTIONS 

WBRU(FM) Providence, R.I., 
has not been sold by Brown 
Broadcasting Service Inc. to 
Capstar Broadcasting Corp., as 
reported in July 12 issue. Brown 
still owns tie station. 

The incorrect seller was 
reported for the $65 million sale 
of KLTY(FM) Fort Worth /Dallas 
(July 12). Hispanic Broadcastng 
Corp. bought the station from 
Sunburst Media LP, Dallas 
(John M. Borders, president).. 
Sunburst also is buying KRJT( =M) 

Dallas and owns /is buying 15 
other FMs and six AMs. 

Clea 
,.. 

- 

.,. 

0 

U.S. Markets 
Our Definition of Prime Access 

Broadcasting & Cable gets yâur shows -and their key selling points -ri ht in 
front of all the GMs, Programming Directors, News Directors and Mar ting 
Directors you'd ever want to reach in every market, in every station._., 

Broadcasting$Cablc = -= 
aoverrisluG oFFices. NEW YORK 212.337.6940 LOS ANGELES 323.549.4114 

WESTERN TECHNOLOGY / CABLE 775,852.1290 
Classified Advertising & Marketplace Advertising 212.337.7073 _w 
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DATEBOOK 
Aug. 31 -Sept. 3- National Association of Broadcasters 
Radio Show. Orlando Hilton Hotel. Orlando, Fla. Contact: 
(202) 775 -3527. 
Sept. 27- Interface XIII Sponsored by Broadcasting & 
Cable. Ronald Reagan Trade Center. Washington. Contact: 
Steve Labunski, (212) 337 -7158. 

Sept. 29 -Oct. 2- Radio -Television News Directors Asso- 
ciation Conference and Exhibition. Charlotte Convention Cen- 
ter, Charlotte, N. C. Contact: Rick Osmanski, (202) 467 -5200. 
Oct. 12 -14 -Mid- America Cable Telecommunications 
Association Mid -America Show. Overland Park Internation- 
al Trade Center, Overland Park, Kan. Contact: Patty O'Con- 
nor, (785) 841 -9241. 
Oct. 26 -28 -1998 Eastern Show. Cable Conference and 
Exhibition presented by the Southern Cable Telecommuni- 

cations Association. Orange County Convention Center, 
Orlando, Fla. Contact: Patti Hall, (404) 255 -1608. 
Nov. 8 -9th annual Broadcasting & Cable Hall of Fame 
Reception and Program. New York Marriott Marquis Hotel, New 
York. Contact: Steve Labunski, (212) 337 -7158. 

Dec. 14 -17 -The Western Show Conference and Exhibition pre- 
sented by the California Cable Television Association. Los 
Angeles Convention Center. Contact: (510) 428 -2225. 

Jan. 24.29, 2000 -36th annual National Association of 
Television Programming Executives Conference and Exhibi- 
tion. Ernest N. Morial Convention Center, New Orleans. Contact: 
(310) 453 -4440. 

April 10.13, 2000- National Association of Broadcasters 
Annual Convention. Las Vegas Convention Center, Las Vegas. 
Contact: (202) 429 -5300. 

THIS WEEK 
July 18.21- CTAMMarketing Summit. San Fran- 
cisco Marriott Hotel, San Francisco. Contact: (703) 
549 -4200. 
July 19- 21- SBCA'99. national satellite conven- 
tion and exposition presented by the Satellite 
Broadcasting and Communications 
Association Las Vegas Convention Center, Las 
Vegas. Contact: Jennifer Snyder. (703) 549 -6990. 

July 20-- Women in Cable and Telecommunica- 
tions Senior Women's Reception. Fairmont Hotel, San 
Francisco. Contact: Jim Flanigan. (312) 634 -4230. 

July 22.24- National Religious Broadcasters 
Southwestern Regional Convention. Dallas/Fort Worth 
Marriott Hotel. Fort Worth. Texas. Contact: Pat Sim- 
mons, (918) 747 -9464 

July 23- 25- Radio-Television News Directors 
Foundation Gearing up for the 2000 Elections Work- 
shop. Chicago. Contact: Avni Patel, (202) 467 -5215. 

July 24- Television News Center Anchor Train- 
ing. Reuters TV, Washington. Contact: Herb Brubak- 
er, (301) 340-6160. 

July 24-27- National Association of Broad- 
casters Executive Development Seminar for Radio 
Broadcasters. Georgetown University, Washington. 
Contact: Chris Suever. (202) 775 -3511. 

JULY 
July 31 -AP Radio-TV Association of Califor- 
nia- Nevada Seminar. Hilton Hotel, Santa Barbara. 
Calif. Contact: John Palminteri, (805) 882 -3973. 

AUGUST 
Aug. 4-HRTS Newsmaker Luncheon Kids Day. 
Beverly Hilton Hotel. Beverly Hills. Calif. Contact: 
(818) 789-1182 

Aug. 4 -7- Association for Education in Jour- 
nalism and Mass Communication/Association 
of Schools of Journalism and Mass Communi- 
cation 82nd Annual Convention. Ernest N. Morfal 
Convention Center. New Orleans Contact (803) 
777 -2005. 

Aug. 18 -21- American Women in Radio and 
Television Annual Convention. The Drake Hotel, 
Chicago. Contact (803) 777 -2005. 

Aug. 25 -27- National Association of Broad - 
casters/Latin America Annual Conference. Delano 
Hotel. Miami Beach, Fla. Contact: (703) 506 -3290. 
Aug. 31 -Sept. 3- National Association of 
Broadcasters Radio Show. Orlando Hilton Hotel. 
Orlando, Fla. Contact: (202) 775 -3527. 

SEPTEMBER 
Sept. 8 -10 -Women in Cable and Telecommu- 
nications Executive Development Seminar. Hilton 
Hotel, Lovelan, Colo. Contact: Pamela Williams. 
(312) 634 -2330. 

Sept. 9 Television Bureau of Advertising 1999 
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Annual Forecasting Conference. Time Life Building, 
New York. Contact: (212) 486 -1111. 

Sept. 9 -12- Michigan Association of Broad- 
casters Annual Conference. Mackinac Island Hotel, 
Mackinac Island. Mich. Contact Mike Steger. (517) 
484 -7444 

Sept. 10 -14- International Broadcasting Con- 
vention Annual Conference. Savoy House. Amster- 
dam, Netherlands. Contact: Hilary Robinson, 44- 
171- 240 -3839. 
Sept. 15 -HRTS Newsmaker Luncheon Net- 
work Entertainment Presidents. Universal Hilton 
Hotel. Los Angeles. Contact: (818) 789 -1182. 

Sept. 15 -18- Radio- Television News Directors 
Association International Conference and Exhibi- 
tion. Ernest N. Morial Convention Center, New 
Orleans. Contact Rick Osmanski, (202) 467 -5200 
Sept. 16-18- Tennessee Association of Broad- 
casters 52nd Annual Convention. Holiday Inn 
Choo -Choo, Chattanooga, Tenn. Contact: Jill Green, 
(615) 399-3791. 
Sept. 16- SkyFORUMXII, direct -to -home satellite 
TV business symposium presented by the Satellite 
Broadcasting and Communications Association 
The Marriott Marquis Hotel, New York Contact: Car- 
rie Cole. (703) 549 -6990. 

Sept. 20-23- National Association of Broadcast- 
ers TV Hundred Plus Conference. Marriott Hotel, 
Nashville Contact: Mike Steger, (202) 775 -3527. 

Sept. 20- Oct.2- Radio - Television News Direc- 
tors Association International Conference and 
Exhibition. Charlotte Convention Center, Charlotte, 
N C. Contact: Mike Steger. (202) 775 -3527. 

Sept. 24.27 -Audio Engineering Society Con- 
vention 107th Annual Convention. Jacob Javits 
Convention Center, New York. Contact: Howard 
Sherman, (212) 777 -4711. 

Sept. 26- 28- National Religious Broadcasters 
Eastern Regional Conference. Sandy Cove Bible 
Conference Center, Baltimore. Contact: Bill Blount, 
(401) 737 -0700. 

Sept. 28- The Carmel Group Convergence '99 
Conference. The Westin Hotel. Santa Clara, Calif. 
Contact: Natalie McChesney, (831) 643 -2222. 
Sept. 30- PricewaterhouseCoopers 1999 Glob- 
al Convergence Summit. The Marriott Marquis 
Hotel, New York. Contact: Deborah Scruby (212) 
259 -4250. 

Sept. 30 -Oct. 2- National Religious Broad- 
casters Southeastern Regional Convention. Stone 
Mountain Inn, Stone Mountain, Ga. Contact: Regina 
McGraw, (404) 728 -6727. 

OCTOBER 
Oct. 2.3- MIPCOM Junior/Youth Screenings. 
Hotel du Lac. Cannes, France. Contact: +33 1 41 99 
44 00 

Oct. 3- 5- National Religious Broadcasters 
Western Regional Convention. Antlers Adam's 

Mark Hotel, Colorado Springs. Colo. Contact: Gary 
Curtis, (818) 779 -8400 

Oct. 4-6- Southern Cable Telecommunications 
Association Eastern Show. Orange County Con- 
vention Center, Orlando, Fla. Contact: Patti Hall, 

(404) 255 -1608. 

Oct. 5.13- Telecom '998th world telecommuni- 
cations exposition and forum. PALEXPO, Geneva, 
Switzerland. Contact: +41 22 730 5111. 

Oct. 12 -14- Atlantic Cable Show East Coast 
Cable '99. Waterfront Convention Center. Baltimore. 
Contact: (609) 848 -1000. 

Oct. 13-14- Television Bureau of Advertising 
7th Annual Research Conference. McGraw -Hill Con- 
ference Center. New York. Contact: (212) 486 -1111. 

Oct. 14 -16- National Religious Broadcasters 
Midwestern Regional Conference. Lied Conference 
Center, Nebraska City, Neb. Contact: Martin Jones, 
(402) 464 -6440. 

Oct. 18- Broadcaster's Foundation Fall Classic 
Golf Tournament. Manhannan Woods Golf Club, 
West Nyack, N.Y. Contact: Gordon Hastings, (203) 
862 -8577. 

Oct. 26-28 -1998 Eastern Show, Cable Confer- 
ence and Exhibition presented by theSouthern 
Cable Telecommunications Association. Orange 
County Convention Center. Orlando. Fla. Contact: 
Patti Hall, (404) 255 -1608. 

Oct. 28-HRTS Newsmaker Luncheon Jupiter 
Communications. Beverly Hilton Hotel, Beverly Hills, 
Calif. Contact: (818) 789 -1182. 

NOVEMBER 
Nov. 8 -9th annual Broadcasting and Cable Hall 
of Fame Reception and Program. New York Marriott 
Marquis Hotel, New York Contact Steve Labunski. 
(212) 337 -7158. 

Nov. 19.20- Society of Motion Picture and Tele- 

vision Engineers 41st Technical Conference and 
Exhibition. Jacob Javits Convention Center, New 
York. Contact: (914) 761 -1100. 

DECEMBER 
Dec. 14-17 -The Western Show Conference and 

Exhibition presented by the California Cable Televi- 
sion Association. Los Angeles Convention Center. 
Contact (510) 428 -2225. 

JANUARY 2000 
Jan. 24-29, 2000 -36th annual National Associ- 
ation of Television Programming Executives Con- 
ference and Exhibition. Ernest N. Morfal Convention 
Center, New Orleans. Contact: (310) 453 -4440. 

-Compiled by Nolan Marchand 

(nmarchand @cahners.com) 
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FIFTH (STAlER 

Grace under pressure 
As he talks about his six -year ride 
aboard that feisty starship known as 
EchoStar, Mark Jackson clearly 

believes he's playing on Team Underdog. 
EchoStar's flight path seems perpetual- 

ly fraught with obstacles -from bigger, 
better -financed competitors to a constant 
internal battle for the resources required to 
compete. 

It's a cauldron that can cook individu- 
als. But it can also weld powerful teams. 

"We always work better under adverse 
conditions at EchoStar," says Jackson, 
who is senior vice president of Satellite 
Services, the division that conceives and 
oversees EchoStar's consumer and busi- 
ness products. "Our eyes are bigger than 
our ability to execute....But Charlie 
[Ergen, EchoStar chairman] really wants 
everyone to be a team." 

Jackson's responsibilities are consider- 
able. He oversees product architecture and 
marketing, business television operations, 
broadcast and interactive data services, 
new business ventures, educational servic- 
es and transmission and satellite services. 
More recently, Jackson led the team effort 
for the DishPlayer. The device combines a 
satellite receiver with the ability to 
process Internet TV programming from 
Microsoft's WebTV Network. It also has a 
hard -disk drive that can store about six 
hours of programming and perform VCR - 
like functions including pause, rewind and 
fast -forward. 

"We want to equip customers to watch 
TV when they want to watch it," Jackson 
says. "I call it `virtual TV.' " 

To exploit the DishPlayer's potential, 
EchoStar needed a partner that could pro- 
vide interactive TV and Internet TV features 
such as video games, e-mail and Internet 
access. Microsoft and its WebTV subsidiary 
were ideal candidates and Jackson was the 
early point man in forging the alliance. 

What friends and associates character- 
ize as Jackson's talent for bridging the gap 
between technology and business emerged 
early. While earning a bachelor of science 
in electrical engineering from Texas Tech 
University, Jackson worked at Texas 
Instruments, designing and building calcu- 
lators and educational electronic games. 

"I got a thrill out of making things peo- 
ple would use in real life," he says. 

"I think he has been instrumental in 
directing strategy at EchoStar," says Vijay 
Jayant, satellite analyst at Bear Stearns. 

"We want to equip 
customers to watch 
TV when they want 
to watch it." 

Mark Wayne 
Jackson 
Senior vice president of 
Satellite Services, EchoStar 
Communications Corp., 
Littleton, Colo.; b. Feb. 20, 
1961, Hale Center, Texas; B.S., 
electrical engineering, Texas 
Tech University, Lubbock, 
Texas, 1983; project engineer, 
Texas Instruments, Austin, 
Texas, 1980 -84; project 
engineer, Franklin Computers, 
Pennsauken, N.J., 1984; senior 
engineer, Integrated Circuit 
Systems Inc., Valley Forge, Pa., 
1984 -86; senior engineer, 
Tandon Corp., Moorpark, Calif., 
1986 -87; manager subsystems 
and VLSI design, Tandon Corp., 
Moorpark, 1987 -88; manager 
of system development, 
Tandon, Moorpark, 1988 -90; 
director of engineering, 
Tandon, Moorpark, 1990 -93; 
director of engineering, 
EchoStar, Littleton, 1993 -96; 
vice president of engineering, 
EchoStar, Littleton, 1996 -97; 
current position since 1997; 
children, K.D., 8; Austin, 7. 

"He had an active role in creating the 
DishPlayer and in EchoStar's alliance 
with Microsoft....Now he has to make 
something out of the interactive business 
and the collaboration with Microsoft" 

If Jackson's aggressive, he's also gener- 
ous. He's taken team members to Cabo 
San Lucas in Baja, Mexico, to let off 
steam and, in true team spirit, he recently 
loaned his new '99 Porsche Boxster for 
test spins to the engineering department 
he once headed. He's obviously still popu- 
lar: The car was returned unscathed but 
with a near -empty gas tank. 

Jackson grew up in Hale Center, Texas, 
a self -described geek who worked on his 
family's West Texas farm raising cotton 
and sorghum and helping his father moon- 
light as a drag racer. 

"He was the fastest [drag racer] in the 
world (158 mph) for a while," Jackson 
says proudly. "He was fairly conservative, 
but liked to push the edge." 

Outsiders and critics who have projected 
the company's imminent demise from its 
birth have only fueled the fire in the belly of 
EchoStar staffers, Jackson maintains. 

That's not to say there haven't been 
some dicey moments. 

"My biggest pucker factor was when 
we launched the first satellite on a Chinese 
missile," says Jackson. "Our success was 
riding on that." 

Demands are high and hours long at 
EchoStar. Uber -boss Ergen -who 
employs a consensus- building -through- 
argument approach -has made it clear that 
the pressure's on for the foreseeable future. 

The Cabo caravans and Boxster breaks 
( "I haven't gotten a ticket, but I certainly 
deserve one," Jackson says) help maintain 
an even keel. But for Jackson, the goal's 
the thing and he has his eye on two key 
milestones- turning a profit and elevating 
EchoStar beyond DirecTV to the top of 
the DBS ranks. 

While analysts forecast that a profit is 
possible perhaps by early next year, pass- 
ing DirecTV, which has a better than 2 -to- 
1 lead in subscribers, will be a formidable 
task. 

In other words, just the diet EchoStar 
thrives on. 

"One of our big philosophies is to put 
yourself in position to win," Jackson says. 
"Then, if something does fall your way, 
you're in a position to take advan tage of 
it." -Price Colman 
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FATES WARTUNES 

BROADCAST TV 
Dee Snider, host, House of Hair, joins CABLE, New York, joins The Advertis- 
wtvtRQ -FM Hartford, Conn., as weekday ing Council, New York, as executive 
host, The Dee Snider Radio Show. administrator. 

Hancock 

Appointments, 
NBC, Burbank, 
Calif.: Lany 
Hancock, director, 
prime time series, 
NBC Studios, 
named VP, current 
series, NBC 
Entertainment; 
Patti Hutton, com- 
mercial manager, 
finance, GE Plas- 

tics Americas, Burbank joins as senior 
VP, finance, West Coast. 

Marna Grantham, VP, affiliate market- 
ing and network distribution, UPN, 
Los Angeles, named senior VP, mar- 
keting. 

Albert (Bud) Brown, creative services 
director, KHOU -TV Houston, joins 
KOTV(TV) Tulsa, Okla., as general 
manager. 

Craig Brush, pres- 
ident and general 
manager, KCOS -TV, 
El Paso, Texas, 
named chief exec- 
utive officer of El 
Paso Public Tele- 
vision Foundation. 

Larry Blackerby, 
VP and general 
manager, 
wrrv(Tv) Jackson, 

Miss., joins KMIR -TV Milwaukee as 
vice president and general manager. 

F. Lewis Robertson Jr., VP, Allbritton 
Jacksonsville Inc., Jacksonville, Ha., 
joins wjxx(Tv) there as general man- 
ager. 

JOURNALISM 

Sandy Mayer, producer, Today, NBC, 
New York, named supervising producer. 

Mike James, anchor and reporter, KIRO- 

TV Seattle, has retired. 

Jason Mauk, reporter and producer, 
Ohio's Talking, The Ohio News Net- 
work, Columbus, Ohio, named politi- 
cal correspondent. 

RADIO 

Marc Morgan, senior group VP, Cox 
Radio, Atlanta, named VP and co- 
chief operating officer. 
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CABLE 

Jana Bennett, director of programmes, 
BBC, and deputy chief executive, 
BBC Production, London, joins TLC, 
Bethesda, Md., as senior VP /general 
manager. 

Risa Rosenthal, director, direct 
response advertising, A &E Television 
Networks, New York, named VP. 

Gary Albright, VP, 
Trade Creative 
Services, Cartoon 
Network, Atlanta, 
named senior VP. 

Appointments, 
CNBC, Fort Lee, 
N.J.: Douglas 
McMahon, execu- 
tive VP and gener- 
al manager, J. 
Walter Thompson, 

New York, joins as senior VP, market- 
ing and research; Stephen Majors, 
news director, WITS -TV Tampa, Fla., 
joins as senior producer, Early Today. 

Appointments, STAR TV, Hong Kong: 
Toby Hayward, VP, international adver- 
tising sales and client services, named 
executive VP, advertising sales; Donald 
Cheung, marketing consultant, Euan 
Barty Associates, Hong Kong, joins as 
VP and special assistant to Executive 
Chairman Gareth Chang. 

Jodi Morelli, director, event marketing, 
Fox/Liberty Networks, New York, 
joins Fox News Channel there as 
director, affiliate marketing. 

Tracy Lawrence, VP, affiliate market- 
ing, Nickelodeon, Nick at Nite and TV 
Land, Los Angeles, joins Fox Family 
Channels there as senior VP and gen- 
eral manager, boyzChannel and 
girlzChannel. 

Albright 

ADVERTISING/MARKETING/ 
PUBLIC RELATIONS 

Joy Tashjian, president, merchandising 
department, DIC Entertainment, Los 
Angeles, joins newly formed Ameri- 
can Champion Marketing Group, San 
Jose, Calif., as president and chief 
executive officer. 

Estrella Diaz, manager, administration 
and special events, BROADCASTING & 

TECHNOLOGY 

Appointments, Dolby Laboratories, 
San Francisco: David Watts, VP, mar- 
keting, named managing director, 
European headquarters, London and 
Wootton Bassett, England. He will be 
succeeded by Tim Partridge, director, 
film distribution, Dolby UK. 

H. Brian Thompson, chairman and 
chief executive officer, Global 
TeleSystems Group, McLean, Va., 
named to board of directors of 
Williams Communications, Tulsa, 
Okla. 

David Rutchik, VP, commercial and 
legal operations, WinStar Communica- 
tions, Washington, joins Diginet 
Americas, Washington, as executive 
VP, corporate development and gener- 
al counsel. 

Stanzione 

Robert Stanzione, 
chief operating 
officer, ANTIC, a 
communications 
technology com- 
pany, Duluth, Ga., 
named president 
and chief execu- 
tive officer. 

Appointments, 
Adlink, Los Ange- 
les: Kathy 

McGinty, national sales project manag- 
er, named national sales support man- 
ager; Susan Goldberg, account execu- 
tive, Pax TV, Los Angeles, joins in 
same capacity; Jason Nyhan, account 
executive, named marketing coordina- 
tor. 

Sandra Eddy, VP, marketing, Recovery 
Network, Santa Monica, Calif., joins 
DMX Music, Los Angeles, as director, 
marketing for commercial sales. 

Appointments, Cox Communications, 
Atlanta: Claus Kroeger, VP, operations, 
named senior VP; James Hatcher, VP, 
legal and regulatory affairs, named 
senior VP; Scott Hatfield, VP, named 
senior VP and chief information offi- 
cer; John Dyer, VP, financial planning 
and analysis, named senior VP and 
chief accounting officer. 

Appointments, Novocom, a broadcast 
branding group, Los Angeles: Barry 
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FATES & FO TUNES 

Smith, director, marketing and promo- 
tion, named director, business devel- 
opment; Angela Gaspar, head, sales 
and development, Caliban Filmworks, 
West Hollywood, Calif., joins as man- 
ager, business development. 

Bill Mouzakis, chief engineer, iABC -Tv 
Los Angeles, joins Digital Systems 
Technology, Irwindale, Calif., as 
director of engineering. 
Appointments, Orban, a manufacturer 
of digital audio systems for broadcast- 
ers, San Leandro, Calif.: Rick Sawyer, 
sales manager, North America, named 
director, worldwide sales; Michael 
Hession, VP, operations, named gener- 
al manager. 

Beata Tycho, supervisor, CableTrack 
Data Systems & Development, 
Advanced Media Systems, New York, 
named manager. 

Jim Zaroda, product marketing and 
sales manager, EMCEE Broadcast 
Products, White Haven, Pa., joins Har- 
ris Corp., Cincinnati, as television dis- 
trict sales manager. 

INTERNirT 

Appointments, Tribune Interactive, 
Tribune Company's business group, 
Chicago: Sharon Mandell, director, 
advanced technology, Tribune Co., 
named VP and chief technology offi- 
cer; Michael Plonski, director, process- 
ing technologies, Tribune Information 
Systems, named VP, technical opera- 
tions. 

Scott Woelfel, senior VP and editor -in- 
chief, CNN Interactive, Atlanta, 
named general manager, CNN Interac- 
tive CNNfn Interactive. 

Lawrence Kudlow, chief economist, 
senior VP and director, research, 
American Skandia Life Assurance, 
Shelton, Conn., joins CNBC.com, Fort 
Lee, N.J., as chief economist. He will 
continue his current duties. 

Appointments, Road Runner, Hern- 
don, Va.: William Gordon Ill, executive 
VP, finance and chief financial officer, 
BET Holdings, Washington, joins as 
senior VP and chief financial officer; 
Lany Levine, VP, multimedia ventures, 
MediaOne Group, Denver, joins as 
senior VP, corporate development; 
James Brueneman, counselor, Hogan 
& Hartson, Washington, joins as VP 
and deputy general counsel. 

Appointments, board of directors, 
Multex.com Inc., New York: George 

Adam, founder, chairman and chief 
executive officer, New Era of Net- 
works Inc., New York; John Tugwell. 
president and chief executive officer, 
Fleet Bank N.A., New York. 

ASSOCIATIONS/LAW FIRMS 

Dr. Ed Cohen, VP, research, Clear 
Channel Communications, New York, 
joins The Arbitron Co. there as direc- 
tor, domestic radio research. 

Lee Shubert, trustee /director, Pinnacle 
Broadcasting Co., Washington, joins 
Rosenman & Colin there as special 
counsel. 

ALLIED FIELDS 

Taylor 

Michael Taylor, 
marketing manag- 
er, BT Broadcast 
Services, London, 
named business 
development man- 
ager, BT North 
America Broad- 
cast Services., 
Washington. 

DEATHS 

Robert Klose, 72, radio broadcaster, 
died June 26. Klose was a former disc 
jockey in West Virginia and New York, 
and served as general manager of 
wNBF(AM) Binghamton, N.Y., in the 
early 1960s. He also owned wATs(AM) 
Sayre, Pa., and wAvR(AM) Waverly, N.Y. 
Klose was a former president of the 
New York State Broadcasters Associa- 
tion. Immediate survivors are unknown. 

Jim Long, 67, former president and 
general manager, wJR(AM) Detroit, 
died July 12 of cancer. Long, who 
"took the fall" for the Detroit Tigers 
management over the controversial 
dismissal of baseball announcer Ernie 
Harwell in the early '90s, started at 
WJR in 1964 in the sales department. 
He ultimately moved on to general 
sales manager, general manager and 
president. He also briefly worked at 
wPRO(AM/FM) Providence, R.I. in 
1985. Long retired from Wilt in 1994. 
He is survived by his wife, Joan; two 
children; and six grandchildren. 

-Compiled by Mara Reinstein 
mreinstein @cahners.com 

www.broadcastingcable.com 

Broadcasting&CabIe 
Lia. ONLINE 

CONTINV OUS NEWS UPDATES 

ON -LIME JOB POSTINGS 

KEY WORD SEARCHES 

PERSONAL PORTFOLIO TRACKING 

EXCLUSI'IE FRIDAY PREVIEWS 
OF BROADCASTING & CABLE 

STOCK QUOTES 

SEAPCH BACK ISSUES 

JULY 19, 1999 / BROADCASTING & KABLE 75 

www.americanradiohistory.com

www.americanradiohistory.com


r 

In a speech at the 
NAACP Convention in 
New York, Vice Presi- 
dent Al Gore said that 
the typical American 
child is bombarded 
with 20,000 images of 
murder from the enter- 
tainment industry by 
high school graduation. 
Such images, he said, have 
to be considered a "major 
factor" in the high levels of 
real crime, violence and 
social dysfunction. "I'm 
telling you there are chil- 
dren who are affected by 
those images, where those 

cages take root and bear 
bitter fruit and change them, 
and desensitize them to the 

IN BRIEF 

consequences of violence 
and make them more likely 
to commit it themselves :' 
Gore said. "I believe it is 

time for parents to reclaim 
the living room, the neigh- 
borhoods, the schools, the 
lives of our children and the 
culture" that children are 
steeped in, he said. 

DirecTV and Baby Bell 
SBC Communications 
are in discussions 
about expanding an 
existing alliance but 
haven't reached an 
agreement, sources 
familiar with the situation 
say. Current discussions 
focus on SBC marketing 
and distributing DirecTV to 

single -family residences. 
DirecTV and SBC in March 
1998 formed a marketing - 
distribution alliance aimed 
at multiple dwelling units 
(MDUs). They acknowl- 
edged then that they were 
discussing a similar 
alliance that would cover 
single -family residences. 
The companies may be 
seeking to have a signed 
agreement in time for the 
Satellite Broadcasting & 
Communications Associa- 
tion annual convention, 
which started Sunday. 

Noncommercial low - 
power radio is the way 
to go, consumer 
activist Ralph Nader 

A first glimpse of fall's syndicated shows 
Hollywood syndicators had their one day in front of 
the national media last week in Pasadena, Calif., to 
pitch upcoming shows, and they did so with the 
usual fanfare. Everyone from Richard Simmons 
(Richard Simmons' Dream Maker) to Martin Short 
(The Martin Short Show) to comedian Louie Ander- 
son (Family Feud) were on hand to explain their 
upcoming projects at the annual Synditel portion of 
the Television Critics Association tour. Many pilots 
and presentation tapes of the upcoming series were 
revealed for the first time, including the first look into 
a couple of expensive action series from famed 
authors Sir Arthur Conan Doyle and Peter Benchley. 

Tribune Entertainment executives, the distributors 
of Simmons' show, announced that more than $12 
million will be given out to viewers to help make 
dreams come true during the talk/reality series' first 
season. Tribune executives say they have signed a 

sponsorship deal with a soon -to -be -named national 
corporation that alone will bring $12 million in prize 
money to the show. 

Although they did not show any video, Columbia TriStar Television Distribution 
executives gave reporters the skinny on their soon -to- launch sports competition 
series, Battle Dome. A number of Battle Dome "warriors," including a scantily 
dressed female manager were on hand for the CTTD presentation. Studio execu- 
tives say the show will be taped out of the Los Angeles Sports Arena and will fea- 
ture 10 actors /warriors competing against three contestants. CTTD executives said 
there will be ongoing storylines a la professional wrestling, but maintained the com- 
petition itself will be "100% real." 

Eyemark Entertainment and Alliance Atlantis' action series Peter Benchley's 
Amazon and New Line Television's Sir Arthur Conan Doyle's The Lost World looked 
like mini -movies with high -tech special effects and top -named executives and stars 
behind them. Benchley himself will make a cameo appearance in the eighth episode 
and John Landis (executive producer of The Lost World) carried on about the "great" 
qualities of syndication. -Joe Schlosser 

Comedian Louie Anderson 
hosts the revamped version 
of `Family Feud.' 
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told the FCC last week. 
"There is a crying need for 
public space where ideas, 
art and public discourse 
can flourish," he wrote in 

comments to the agency. 
By limiting the new service 
to noncommercial pro- 
gramming, the FCC can 
create a haven from the 
commercialism that has 
"inundated" Americans, he 
said. "When we turn on the 
radio today, what we hear 
is mostly mercantile val- 
ues, commercialism and 
junk." A noncommercial 
service is also more likely 
to offer average Americans 
an opportunity to use the 
airwaves than today's full - 
power outlets, which he 
says are dominated by 
wealthy owners. "Is speech 
truly free if only the wealthy 
can buy it ?" he asked. 

The radio ratings news 
was not good for the 
newly named AMFM 
Inc. (see box, page 77) 
in New York and Chica- 
go. In the former, the 
nation's No. 1 radio mar- 
ket, AMFM's Jammin' 
Oldies WTJM -FM took a seri- 
ous dive, from being tied 
for No. 8 among persons 
12 and older in Arbirton's 
winter 1999 book to No. 17 
in the spring book, 
released last Thursday. 
The company's light AC 
WLTw -FM tied for first place 
with Emmis Communica- 
tions Corp.'s urban hits 
station, WQHT -FM. WLTW had 
been a strong No. 1 this 
past winter, while WQHT -FM 

had been No. 2. 

WNBC -TV New York has 
reached an agreement 
with the Port Authority 
of New York /New Jer- 
sey to place a digital 
television antenna on 
the World Trade Center 
in Manhattan, ending 
negotiations that dragged on 
since last summer and 
forced the NBC O &O to 
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EMMINMEMINIMMINIIIMIt 
miss its original May 1, 1999 
deadline for broadcasting 
DTV. WNBC -TV has placed 
orders for a Dielectric digital 
antenna and combiner for 
the site and now hopes to 
launch DTV service by next 
spring. No other agreements 
have been reached by New 
York broadcasters to trans- 
mit DTV from the World 
Trade Center. 

As expected, Glynn 
Brailsford has been 
named president and 
CEO of PROMAX & 
BDA. Most recently, Brails- 
ford was controller of cre- 
ative services for Channel 
5 in London. Brailsford has 
also served as vice presi- 
dent of on -air marketing for 
Discovery Channel Europe 
and head of on -air market- 
ing for Nickelodeon UK. 
Brailsford will start with the 
association on Sept. 13 
and will be based at PRO - 
MAX's Los Angeles head- 
quarters. Brailsford was a 
PROMAX UK chair and a 
member of its executive 
committee. 

KcoP(Tv) Los Angeles 
will replace its 7:30 
p.m. newscast with off - 
net episodes of `Star 
Trek: Voyager' as a 
lead -in to its upcoming 
male- oriented sched- 
ule. The access -hour 
newscast was neither a 
good performer nor a good 
lead -in to prime time for 
the Chris Craft -owned 
UPN affiliate, which said it 
will not be laying off news 
staffers. 

Dallas anchor Tracy 
Rowlett will face his 
former employer WFAA- 

Tv in arbitration this 
week, in his attempt to 

IIII BRIEF 

Chancellor makes change to AMFM 
It's official: Chancellor Media Corp. has changed its name to AMFM Inc., moved 

to the New York Stock Exchange and voted to merge with Capstar Broadcasting 
Corp. Still the subject of much speculation is whether the nation's largest radio com- 
pany is up for sale. "It's always an option, but obviously they're focused on being a 
pure radio company," says BancBoston Robertson Stephens' William Meyers. "If 
they keep doing all the things they're doing [and do them] successfully, they'll get 
paid as an ongoing concern or as a takeout entity." 

With the Capstar merger, approved last Tuesday by the shareholders of both corn - 
panies and expected to close shortly, AMFM owns 465 radio stations in 105 markets 
(it sold a 70% stake in its billboard holdings last month for about $1.6 billion). 

With the completion of the $4.8 billion Capstar merger, first announced ast 
August, AMFM has "strongly expressed itself as a going concern and not a takeover 
candidate," says PaineWebber Ines Leland Westerfield. Not only would the tax -free 
merger be difficult to unwind, but "they did this deal without any hiccups." That con- 
trasts with Chancellor's decision in March to abort the $1.5 billion purchase of LIN 
Television Corp. Before announcing those plans, which included a management 
overhaul at Dallas -based Chancellor, the company was discussing merger possibil- 
ities with Clear Channel Communications Inc. 

AMFM's stock price closed up slightly last Wednesday, at $54.688. It was trading at 
$53.124 last Friday. The company's new stock symbol is AFM. -Elizabeth A. Rathbun 

return to the airwaves 
on rival KTvr(TV). A non - 
compete clause in Rowlett's 
contract prohibits him from 
working at any station in the 
market for a year, and could 
keep him from his new job 
until next July. Rowlett con- 
tends, however, that the sta- 
tion breached the contract 
when it demoted him from 
evenings to midday anchor- 
ing, and that he should be 
free to work. Alternatively, 
he plans to attack the non - 
compete clause itself. 
Rowlett's attorney, Stephen 
Malouf, said that a decision 
voiding the non -compete 
would not be binding 
against all such clauses in 
Texas broadcasting con- 
tracts, but would have some 
precedent- setting value, 
since the arbitration comes 
under a state program. The 
hearing is expected to take 
a couple of days with an 
immediate decision unlikely. 

Buena Vista Television 

and Walt Disney Televi- 
sion Animation have 
changed the name of 
their upcoming two- 
hour children's pro- 
gramming block from 
Whomptastic to Dis- 
ney's One Too. The 
block premieres in Sep- 
tember on UPN and in 
syndication. Disney exec- 
utives say the latest name 
change was to "better tie" 
Disney's One Saturday 
Morning franchise with 
the weekday program- 
ming block. 

The board of directors 
for NBCi, NBC's public 
Internet company, was 
revealed last week. It 
includes Bob Wright, NBC 
president and CEO, as 
chairman, and Tom 
Rogers, NBC executive 
vice president, as vice 
chairman. John Welch, 
chairman and CEO of 
NBC parent General Elec- 
tric, is also among the nine 

board members named. 

Intel struck a deal to 
start making ADSL 
modems using technol- 
ogy from Cisco Sys- 
tems. Initially, Intel will 
make the modems avail- 
able through Internet serv- 
ice providers, but it expects 
to start selling them in retail 
outlets next year. Intel was 
briefly involved in the cable 
modem business, and then 
discontinued that product 
line a few years ago. 

Correction: In the July 
12 issue of BROADCASTING 
and CABLE, the source of 
Cox Communications' 
50.3 million shares of 
AT &T stock was incor- 
rectly reported. Cox 
obtained the AT &T 
shares when it sold AT &T 
its Teleport Communica- 
tions Group (TCG) hold- 
ings, not its @Home 
holdings. Cox retains its 
@Home shares. 
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EDliumALS 
COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE 

The right track? 
Last week's criticisms by NAACP head Kweisi Mfume 
point out one of the problems with having your principal 
communications medium also your most regulated. Mfume 
was decrying the dearth of minority characters among the 
new prime time shows for fall at the four major networks. 
The organization was right to make itself heard, which is its 
job. But we are troubled that it threatened station licenses 
and political trouble for the networks in order to have its 
way. And we are even more disturbed that the networks are 
vulnerable to such tactics. Because of their regulated status, 
broadcasters must weigh the consequences of disregarding 
or opposing any group with political clout (like the 
NAACP) that doesn't like their programming. 

Do network programmers have an obligation to conduct 
more diverse casting? As a legal matter, no. But as a matter 
of good citizenship, we believe they do. And the network 
programming chiefs agree. Back in May, the top program- 
mers at ABC and Fox, Jamie Tarses and Doug Herzog, 
respectively, expressed disappointment with the absence of 
minority characters on the fall shows and vowed remedies. 
Earlier, NBC's Scott Sassa had promised to make that net- 
work look more like America. By the way, in terms of 
diversity, the fall schedules aren't all that bad. By our 
accounting, a third of the new shows (nine out of 27) fea- 
ture an Asian, Hispanic or African- American actor in a star- 
ring or co- starring role or as part of an ensemble cast. 

If the politicians can keep off this bandwagon and allow 
the dialogue to remain among broadcasters and their audi- 
ence, including those represented by the NAACP, the result 
might just be more diversity and perhaps even better pro- 
gramming. When the politicians start pushing, however, we 
start to chafe at the whip and the bit, even if we have no 
quarrel with the direction. 

Derailing the gravy train 
Last week, the Fox affiliate in Chattanooga had egg on its 
face after word got out that a salesman there had offered to 
sell flattering stories in its newscast to local businesses. 
Management was contrite and insisted that the news depart- 
ment knew nothing about it. Just in case any other salesmen 
are similarly confused about the difference between an ad 
and a news story, here's our editorial comment in the form 
of a song parody. 

Chattanooga News Crew 

Hey there boss, now whaddya say. 
We could make the news department flatter for pay. 
Bend an ear to this scheme of mine 
About the top of the news and the bottom line. 

Pardon me, boss, I sold the Chattanooga news crew 
(yes!, yes!) For 15K. 
C'mon boss, whadda ya say? 
Can we afford, to pass on ads that use a news crew? 
It just wouldn't be fair, to leave that loot lying there. 

We'll pen some promos at the station, give 'em several to choose. 
Stick 'em in The PJs leadin' into the news. 
Tease it in the weather; nothing could be better 
Than to have our anchor in their corporate sweater. 

When we cheer some Widget Co. and make it a star, 
Then they'll see our tendency to flack above par. 
Shovel in releases; 
We'll be rich as Croesus. 
News as advertising, here we are! 

There's gonna be, a certain party at the station. 
Blue suit and tie, they call him "FCC guy." 
He's gonna say, "Get out your wallet, cause you crossed the line." 
And then Chattanooga news crew, won't you please pay the fine. 
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try professionals to interact with - and learn from - 
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seminar devoted to televisi_», INTERFACE is unique in 
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People change 
channels. 

And occasionally 
a channel 

changes 
them. LHÈLP 

ZDTV is changing the way people watch 

television. Than=es to our website and the 

ZDTV 3Com Big?icture° Netcam Network, viewers 

can call in to shows, talk with hosts and even suggest topics. If 

you want to see what the future of television looks like, turn to ZDTV. 

Tom Fennell 
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John Sadler 

Regional VP 
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Gamespot TV is a trademark of Gamespot and ZDTV. BigPictuse Is a registered trademark of 3Com Corporation. 
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