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Fast Pack 
Paxson races to be first with 7th network Paxson, which has retreated from its 
original plan to \ell blocks of time, is preparing a network that promises "family values." / 4 

WB, UPN woo WNDY -TV UPN owner Viacom jumped in as a last- minute bidder for 
WB affiliate \ y Marion, Ind./Indianapolis last week, buying the station (ch. 23) for 
$34.99 million. / 6 

Court TV faces auction gavel The partners in Court TV have hired an investment 
banker to prepare an auction of the troubled network, but plan to exclude other media com- 
panies from the bidding. / 6 

Cronin exiled from TV Land after finding home at Fox Richard Cronin was 
fired as president of MTV Networks' TV Land after he cut a deal to work for Fox's newly 
acquired Family Channel beginning next hilly. / 7 

Must Re iinc, from 

Broadc 

October 27, 1997 

Record low rating numbers 
plagued the first two games 
of the World Series, but were 
still high enough to help NBC 
win the week. ' 14 

Veep prominent in telcom agenda Vice President Gore has made his presence known in tele_ontmunications, 
with his own team of telcom advisers at the White House, a second hand- picked chairman getting ready to take over at the 
FCC and now his own digital TV public policy advisory group. / 16 

COVER STORY 

TV's triple threat 
Last week's 54.1 billion deal 
teams HSN's Barry Diller, TCI's 
John Malone and Seagram's 
Edgar Bronfman, allowing Diller 
to stretch his programming skills 
for the first time since he left Fox 
Inc. and 20th Century Fox. / 10 
Cover art by Marcia Staimer 

BROADCASTING / 24 

Sinbad gets the Vibe 
Initial reports that Sinbad would be 

guest- hosting Columbia TriStar's 
Vibe proved cautious: the veteran 
TV comic will be taking over host- 
ing duties from Chris Spencer this 
week. / 24 
'Cinderella' returns to television in 
ABC's lavish $12 million production, 
starring pop singers /actresses Brandy 
Norwood and Whitney Houston. / 30 

NBC scares up some viewers As usual, net- 
works are pulling out the stops in their promotions for the 
first big sweeps battle of the new season, including some 
Halloween programming. / 34 

Tele / 47 

DOJ accuses Microsoft The Department of Justice 
last week accused Microsoft of violating a court order by 
requiring computer makers to include its browser with 
Windows 95. / 47 
Broadcasting & Cable October 271997 

CABLE / 51 

Set -tops go through growing pains With the 
advance of digital, set -top boxes are bringing a new level of 
power and function to television, but the boxes may still be 
a hard sell. / 51 

Harron plans NY acquisition Only two years after 
considering an exit from the cable business, Harron Com- 
munications has expanded its presence with the planned 
purchase of Auburn Cablevision in upstate New York. / 54 

HBO launches promotional makeover HBO is 

trying to bring the look of the big screen to the small screen. 
with its first on -air image remake in 25 years. / 54 

Local TV weather 
hits new high 
Weather is the number - 
one news draw in more 
than half the top -20 TV 
markets. with the inter- 
est widening in markets 
with local news. / 60 

TECHNOLOGY /73 

Viewer -friendly weather reporting As local TV 
news departments place greater emphasis on weather re- 
porting, their meteorologists need technology to help them 
with the presentation. / 74 

Broadcast Ratings ...42 Closed Circuit 18 Fifth Estater 93 

Cable Ratings 58 Datebook 92 For the Record 89 

Changing Hands 43 Editorials 98 In Bref 96 

Classified 80 Fates & Fortunes 96 Washington Watch..22 
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Broadcasting & Cable 

Paxson goes for 7th 
New network to feature 'family' programming, reverses inital plan to sell time 

By Steve McClellan and 
Joe Schlosser 

axsun Communications is about 
two weeks away from announc- 
ing PaxNet. a "family values" 

program service to debut in fall 1998. 
The race is now on. observers say. 
between Bud Paxson and Barry Diller 
(see story. page 101 to create the 
nation's seventh broadcast network. 

The structure of PaxNet will differ 
significantly from the simple plan 
Paxson proposed just four months 
ago: Sell blocks of time on Paxson's 
M) -odd stations (covering more than 
half the country) to companies that 
would create their own daypart pro- 
gram services. 

Paxson assumed at the time that it 
could rent pieces of its scarce spectrum 
space and let the programmers assume 
all risks of and responsibilities for 
launching the program services. 

But Hollywood has rejected Pax - 
son's initial plan. "Hollywood is say- 
ing. 'Bud. we love you and we want to 
partner with you. but we want you to 
share more of the risk. "' says Bishop 
Checn, media analyst with First Union 
Capital Corp. "My sense is the talks 
may have stalled around that issue of 
risk -shouldering." 

Ironically. the Diller -Universal tie 
may help Paxson. Cheen says. "Action 
breeds reaction." he says. He suggests 
that another major programmer may 
want to secure Paxson's distribution if 
Paxson is willing to share more risk. 

And apparently Paxson is. CEO Bud 
Paxson has been visiting program sup- 
pliers in recent weeks to seek program- 
ming for PaxNet. 

Paxson has submitted a bid for the 
hit CBS show Touched hr an Ansel 
(which may he packaged with Dare's 
World). Sources say the hid has a bet- 
ter- than -even chance of being accept- 
ed. But sources also say Eyemark is 
considering competing bids from cable 
networks USA, Lifetime. TNT and 
TNN and hasn't yet ruled out a tradi- 
tional syndication run. Touched is 
expected to sell for $8(1(1,(X)(1 $I mil- 

Paxson is trying to acquire 'Touched by 
an Angel,' 'Dr. Quinn, Medicine Woman, 
7th Heaven' and 'Party of Five.' 

lion per episode: Eyemark executives 
are said to have been surprised when 
Paxson made a hid that was competi- 
tive with the cable networks'. 

Paxson also has talked to Twentieth 
Television about acquiring Dr. Quinn. 
Medicine lUrnnun and to World vision 
about Seventh /leaven. the well-re- 
ceived WB drama. He has spoken to 
Columbia Tri Star about Party o /'Fire. 
seen on Fox. Speculation has surfaced 
that Paxson may be talking to Colum- 
bia Tri Star parent Sony and Eyemark 
parent Westinghouse about broader 
alliances. but sources at the compa- 
nies say. as one puts it. "there's noth- 
ing there." 

Sources say Paxson is looking for a 

mix of first -rum and top -of- the -line oft - 
network and library Erre, although first - 
run shows would not show up until after 
the net rk.s First scar on the air. 

Hollywood is more receptive to 
Paxson now that his checkbook is 
open. But some question whether he 
has the cash to bu all the program- 

i 59 stations 
S. TV homes reached -58.5 
Owned and Operated 

WpxN -TV/WHAT -TV New Ycrk 
KzK1(TV) Los Angeles 
WTGI -TV Philadelphia 

KLXV -TV San Francisco 
WGOT(TV) Boston 

wvvt(TV) Washington 
KINZ(TV) Dallas 

wesx(TV)' Detroit 
WTLK- TV /WNGM-TV' Atlanta 

KTFH(TV) Houston 
KBCB(TV) Seattle 

WAKC-TV Cleveland 
Kxu(TV) Minneapolis 

WFCT(TV)* Tampa. Fla. 
WCTD(TV) Miami 

- :WBF(TV) /KAJW(TV) Phoerix 
KUBO(TV) Denver 

WPCB -TV' Pittsburgh 
KMv(Tv)* Sacramento, Calif. 

WIRB(TV)' Orlando, Fla. 
WFAV(TV)' Raleigh, N.0 
KINB -TV Kansas City, Mc. 

WHKE(TV) Milwaukee 
wkzx(rv)' Nashville 

Ko0G -TV Salt Lake City 
WJCB(Tv)' Norfolk, Va. 

waoF(Tv)' Buffalo, N.Y. 
KMNz(Tv) Oklahoma Cit 

rvAAP(Tv) Greensboro, N. 
WSWB -TV' Wilkes Barre, Fa. 

WOST -TV Providence, R... 
WNAL -TV Birmingham, Ala. 

woco(Tv) Albany, N.Y. 
wTJC(Tv) Dayton, Ohio 

KKAG(TV)* Fresno, Calif. 
sonsi TV)' Little Rock, Art. 

V KRP -TV' Charleston. W.'.a. 
KGLB -TV' Tulsa, Okla. 

WEFC(TV)* Roanoke, Va 
wsco(Tv)' Green Bay, W. 

KAPA(TV)' Honolulu 
KxGR(Tv) Tucson, Ariz. 

Krc(rv)' Cedar Rapids, lcwa 
w.wN -Tv San Sebastian, P.R. 

wKPV(TV)" Ponce, P.R. 
wSJN -Tv San Juan, P.R. 

Controlled Through Contrast 
WHRC(TV) Boston 

wrws(Tv) Hartford. Conr. 
Affiliates 

wrvE(Tv) Philadelphia 
WSHE -TV Washington 

wcEE(Tv) St. Louis, Mo. 
wuB(TV) Indianapolis 

WHCT -TV Hartford. Conn 
WRMY(TV) Raleigh. N.C. 

wav -Tv Grand Rapids, Mich. 
KGMc(Tv) Fresno. Calif. 

'purchase pending "option to buy 
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Got'em. Got'em. Got'em. 
Need'ern . On October 9th ESPN added Classic Sports to its 

collection of outstanding television networks. ESPN, ESPN2, 
ESPNEWS, and Classic Sports. Now they got 'em, and if 
you think the guy down there in that logo looks psyched, 
you should see them all jumping up and down in Bristol. 

CLAsSIC 
SPORTS 
FROM ESPN 

01997 ESPN. INC ESPN COM 
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nling in which he's expressed an inter - 
est. ''If he's buying Toucbc,/ by au 
Angel. he's got to pay %%ha1 Earmark 
could sell it for elsewhere. Ile ma\ not 
have to pay more. but I think he'll have 
to demonstrate that the money k 
there.'' sa\s one Ilollywood insider. 
"You know if you sell something to 
LISA. you won't have to \curry about 
them paying_... 

Using the fancily- values theme as a 

marketing hook for the network is an 
attempt to address \vhat some see as a 

flaw in the initial time -brokering plan. 
"The real question to me is: If I'm 

programming 7 to l) and you're pro- 
gramming another block. how do \ 

that .'" says Jon Mandel. 
senior vice president /director of 
national broadcast. Grey Advertising. 
"Without promotion you're not going 
to do anything.- Family values is a 

broad hook. hu\\ever. and in l'axson's 
case probably means " anything that's 
not antithetical to Tamil\ values... 
Mandel sa\ s. 

Others agree. saying Parson has 
cone looking for a wide array of pro- 
grams. "Ile has talked to Lis about bin - 
in,_ every conceivable form of pro- 
gramming.- sa\ s All American 'Televi- 
sion President Lark L;unattina. Pax- 
son officials declined comment. 

Top of the Week 

WB, UPN woo WNDY -TV 
A Marion, Ind., UHF station has learned the value of courting, with suitors 
representing up- and -coming networks battling to win the favor of seller 
IMS Broadcasting LLC. 

UPN owner Viacom jumped in as a last- minute bidder for the WB affili- 
ate WNDY -TV Marion, Ind. /Indianapolis last week, buying the station (on ch. 
23) for $34.99 million (see "Changing Hands," page 43). 

The final deal was struck just days after a draft sale contract was writ- 
ten to assign the station's license to Paxson Communications Corp. for 
$28.42 million. 

Paxson. in turn, sneaked in under the nose of Spartanburg, S.C. based 
Spartan Communications, which had agreed to purchase the station and 
would have LMA'd it to Tribune. Tribune owns Fox affiliate wxIN(rv) Indi- 
anapolis and numerous WB stations across the country. 

Another jilted suitor was Acme Television Holdings LLC, 40% owned by 
WB President Jamie Kellner. The station's general manager, John New- 
comb. says. "I think that if we had sold to Acme, they would have LMA'd it 

to Sinclair." 
UPN already has an affiliate in Indianapolis- wrrv(rv) -but the station 

is owned by Sinclair Broadcast Group, which in July signed a deal with 
Kellner to switch five of its stations' affiliations from UPN to WB for more 
than $64 million. WTTV was not a part of the July deal. Paramount Stations 
Group President Tony Cassara says the company wants WNDY -TV "even- 
tually to be the UPN affiliate in the market" but that Paramount will honor 
the current affiliate agreement, which runs through January 1999. 

Cassara adds that when the station first went on the block, Paramount 
"really didn't pursue" the purchase, but "once [Sinclair] decided to tell us 
that they didn't want [wrrv] to remain affiliated with [UPN]," the company 
became interested. 

The purchase brings the Paramount Stations Group to 15 TVs, with 
options to buy two more. -Sara Brown 

Court TV facing the gavel 
The partners in Court TV have hired an investment banker 
to prepare an auction of the troubled network, but they 
plan to exclude other media companies from the bidding. 

Sources familiar with the discussions say that the 
three partners -Time Warner Inc., Liberty Media Corp. 
and NBC -have tapped Bear 
Stearns & Co. to value the net- 
work and ready it for sale. How- 
ever, a final decision to invite 
bids has not been set. 

In a twist, the partners are 
restricting other media compa- 
nies from the deal. Sources say the bidding will be open 
only to financial players, leveraged- buyout funds or 
institutional investors. That may keep Court TV from 
fetching the highest price, but it also avoids strengthen- 
ing other media companies that compete with Time 
Warner or NBC. 

"You can't force NBC to sell to CBS," says one media 
executive. 

That will limit not only the price that can be paid now, 
but the number of buyers when a financial player 
inevitably resells in a few years. Liberty parent Tele- 
Communications Inc. and Time Warner plan to enter 
into affiliation agreements to carry Court TV on their 
systems that will allow them to drop carriage if the net- 

CO 

work changes hands, forcing the initial buyer to sell to 
someone meeting their approval. 

The partners have been bickering since the network 
was created in 1991. Lately Time Warner Vice Chair- 
man Ted Turner sees Court TV competing with his 

baby, CNN; he also dislikes a 
cooperative venture between 
Court TV and NBC's Dateline 
news magazine. NBC would 
like to buy the network for itself, 
and TCI -which has not 
renewed its affiliation agree- 

ment and has long balked at funding the channel -sim- 
ply wants to end the intractable situation. 

So far, one player already has approached the part- 
ners: investment banker Wasserstein Perella & Co., 
which recent bought Court TV's sibling operation Amer- 
ican Lawyer magazine and a string of local legal news- 
papers. 

Ousted chairman and founder Steven Brill tried to buy 
both Court TV and the publishing operation in January 
for $550 million, valuing the network at $400 mil- 
lion $450 million. 

One executive involved in the discussions expresses 
skepticism that Court TV will even be sold. "I'm not sure 
Ted really wants to let go." -John M. Higgins 

URTT 
( ItIROO\I [III \ItiIH\ \I I\\HI 
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Top of the Week 

Cronin exiled from 
TV Land, lands at Fox 
By Donna Petrozzello 

Richard Cronin is expected to be 
named to lead Fox Kids Network 
and The Family Channel after 

being fired last Wednesday as presi- 
dent of MTV Networks' TV Land. 

MTV Networks dismissed Cronin. a 

13 -year veteran of Nickelodeon and 
Nick at Nite. after discovering he had 
cut a deal to work for Fox's newly 
acquired Family Channel beginning 
next July but apparently expected to 
stay at TV Land until his MTVN con- 
tract expired in June. 

Family is trying to directly challenge 
Nickelodeon by loading up on kids 
programming during the daytime. 

MTV Networks announced that 
Larry W. Jones will take over as gener- 
al manager of TV Land under the 
supervision of Nickelodeon /Nick at 
Nite President Herb Scannell. Jones 
had been vice president of TV Land. 
Also. Diane Robina was named senior 
vice president of programming and 
associate general manager of TV Land. 
She will report to Jones. 

Haini Saban. chairman of Fox Kids 

Worldwide. is looking to 
bring Cronin over to suc- 
ceed former Fox Kids 
president Margaret 
Loesch. whose duties 
were scaled back in a 

"promotion" to vice 
chairman last summer. 
Loesch is negotiating an 
exit contract with Saban. 

Ina short statement. 
Nickelodeon parent 
MTV Networks said. 
"Rich Cronin is being 
terminated because. 
while under contract 
with MTV Networks. 
he signed an agreement 
to take a job with the Fox /Family 
Channel. beginning July 1998." 

Cronin joined Nickelodeon in 1984 in 
the affiliate sales department. He signed 
a contract with the network when he 
became president of Nick at Nite retro- 
tclev, ision clone TV Land. which 
launched in April 1996. Industr sources 
credit Cronin with conceiving the busi- 
ness plan and overseeing program acqui- 
sitions for Nick at Nite and TV Land. 

TV Land claims nearly 30 million 
subscribers. according to Nickelodeon 
and Nielsen Media Research data. In 
the latest quarter. TV Land earned a 0.6 
rating /99.000 households in prime time 
and a 0.4 rating /66.00(1 households in 
total -day viewing. 

Industry executives 
say Cronin was miffed 
by comments made late 
last year by Viacom 
Chairman Sumner Red- 
stone describing him as 

"a middle-to- lower- 
level, gung -ho guy who 
wants to run a TV chan- 
nel." Other sources say 
the comments may have 
left Cronin feeling 
undervalued. 

Redstone was trying 
to downplay the signifi- 
cance of an internal 
memo drafted by Cronin 
stating that TV Land 
would not compromise a 

partnership agreement between Viacom 
and USA Networks that included a non - 
compete clause with regard to launching 
new networks. Viacom was in the midst 
of legal debate over the matter at the 
time Redstone commented on Cronin's 
memo. 

One MSO chided Cronin by printing 
up new TV Land business cards for 
hint with a new title: Middle-to- Lower- 
Level Gung -Ho Guy. 

'Gung -ho' Cronin to head Fox 
Kids and The Family Channel. 

FCC nominees tread water 
By Paige Albiniak 

Hold the phone on those FCC nom- 
inations. 

Just as the four nominees were 
headed for a Senate vote late last Fri- 
day. Senator Conrad Burns IR- Mont.) 
put a hold on their approval, citing con- 
cerns about Chairman -nominee Bill 
Kennard's position on the universal - 
service fund. 

But despite the hold, some on Capi- 
tol Hill predict a Senate vote still 
would come early this week. 

The universal service fund -a multi- 
billion dollar money pool drawing from 
both state and federal government-sup- 
ports phone service to rural areas. The 
current commission has proposed plac- 
ing 75c %. of the burden on the states and 
only 25e4 on the federal government. 

which Burns finds unacceptable. 
"I strongly believe that it was not the 

intent of Congress that the structure of 
the universal -service fund lead to high- 
er telephone bills." said Burns. chair- 
man of the Senate Commerce Subcom- 
mittee on Communications. 

Kennard has fielded this question 
before. in his follow -up responses to 
Senate Commerce Committee Chair- 
man John McCain IR- Ariz.). 

"Once states have formulated a plan 
for eliminating the implicit subsidies 
embedded in state pricing structures. 
the commission must determine, with 
the assistance of the state commissions 
and input from Congress. whether 
additional federal universal service 
support is necessary." Kennard wrote. 

The answer was not good enough for 
Burns. who says he now wants to write 

legislation that would require the FCC 
to revisit the fund issue. 

Once Kennard settles Burns's con- 
cerns. most observers expect the Sen- 
ate will quickly confirm the quartet. Ir 
addition to Kennard. the newcomers 
are House Commerce Committee 
economist Harold Furchtgott- Roth - 

Justice Department lawyer Michael 
Powell. and New Mexico State Corp. 
Commissioner Gloria Tristani. Ken- 
nard and Tristani are Democrats: Pow- 
ell and Furchtgott-Roth are Republi- 
cans. They will join incumbent Demo- 
crat Susan Ness. 

Following their confirmation vote and 
swearing in. the tour will move into their 
already -assigned offices in the FCC's 
Washington headquarters and begin 
writing and administering the agency's 
rules and regulations. 

Broadcasting & Cable October 27 1997 7 

www.americanradiohistory.com

www.americanradiohistory.com


1 

i'enxe E [1 

r HNO HERE HRE SOME 
MARKET STATION 

NLW YORK WNBC 
BEATS EIITERTAINM 

LOS DNGIILS KNBC 

t [III 

OF THE REASONS WAY= 

TIME i GROWTH 
OVER YEAR A30 

ENT TONIGHT B" 96 
7.30 PM 

7:30 PM 

24% 
-6- 30% 

BEATS HARO COPY ev .4-5 9'S 

PHILHOELPHIH 

WHSHINGTON,D.C. 

DETROIT 

SRCRRMENTIT 

SHL1 LAKE CITY* 

WCflU 

WRC 

KIRK 
KXTV 

KSL 

TY60,991TenMnmr,enlur/hYTU..:.,.n,too 

Vagem .angle only Based on 969,91 ,9 -I ,&,,.ç. 
$Ml leb 41y 7oMN v, No 1996 mane, nJ meYnd m Se61 96 

7:30PM 

7:30 PM 

7:00 PM 

12:00EIM 

4:301'M 

A- y4°% 
-0-6% 
-6- 44% t 29% 
-0-25% 

o 

www.americanradiohistory.com

www.americanradiohistory.com


www.americanradiohistory.com

www.americanradiohistory.com


Top of the Week 

Diller buys for size 
Universal deal gives veteran executive $4 billion base to grow broadcast /cable networks 

By John M. Higgins 

It', nice that Barry Diller can pair a 
TV production operation %%ith his 
embryonic seventh broadcast net- 

work. And it's tine that he gets to mesh 
two major cable entertainment networks 
with his Home Shopping Network. 

But what's most important about the 
HSN Inc. chairman's startling deal to 
snag Seagram Corp.s Universal TV 
and USA Networks operations is that he 
gets what he's been seeking in his live - 
year TV shopping channel spree: site. 

The $4.1 pillion deal kill give Diller 
a meaty portfolio of entertainment 
assets that will allow him to stretch his 
TV programming skills for the first 
time since he resigned as chairman of 
Fox Inc. and 20th Century Fox in 1992. 

There, he guided the launch of the 
successful Fox network and oversaw 
theatrical movie production. He had 
been trying to use cash flow from shop - 
ping networks QVC Inc. and then HSN 
to re- create that opportunity. trying- 
and failing -to buy Paramount Com- 
munications Inc. and CBS Inc. but 
finall succeeding with Universal TV. 

In recent months. Diller has been 
occupied with turning around HSN and 
developing a network. CitiVision. for 
its Silver King broadcast stations. He 
aims to load them with local nee S. talk 
and sports programming by day and 
some national programming by night. 

Any question about whether Diller's 

Diller's New USA Networks 
Universal Television 
TV PROGRAMS 
Timecop (ABC) 
Murder, She Wrote (CBS) 
New York Undercover (Fox) 
House of Frankenstein (NBC) 
Law & Order (NBC) 
Players (NBC) 
Sliders (Sci -Fi) 

Hercules 
Jerry Springer 
Sally [Jessy Raphael] 
Team Knight Rider 
Xena 

CABLE NETWORKS 
USA Network- Entertainment pro- 
gramming including movies, series, 
specials, sports and children's pro- 

grams. Leader in original program- 
ming for cable. Reaches 73.5 million 
cable households; revenue of $485 
million (includes Sci -Fi Channel rev- 
enue). 

Sci -Fi Channel- Science -fiction pro- 
gramming including classic films, hor- 
ror, fantasy and futuristic movies, 
series and magazine -style shows. 
Reaches 46 million cable households; 
revenue of $485 million (includes USA 
Network revenue). 

10 October 27 199 :' Broadcasting & Cable 

www.americanradiohistory.com

www.americanradiohistory.com


op of the Week 

Network shopping 
Seagram Corp.'s deal to hand off its TV production and 
cable network operations to HSN Inc. is a lesson in how 
to build a media portfolio on a budget. 

The deal calls for HSN Inc. to pay $4.1 billion for USA 
Networks and Universal TV, most of it in stock. Seagram 
will get just $1.2 billion in cash and $2.9 billion of stock in 
an HSN subsidiary that excludes the shopping network's 
portfolio of 12 wholly and 13 partly owned broadcast sta- 
tions. 

Seagram Chairman Edgar Bronfman says that the 
deal values the Seagram assets at 18 times running -rate 
cash flow. 

That's required because federal foreign ownership 
rules bar Seagram -a Canadian company -from own- 

ing large stakes in American stations. 
Seagram's stake is convertible to HSN common 

stock. Further, the company has the right to increase to 
a majority stake in four years. 

The other player is Tele- Communications Inc., whose 
Liberty Media Corp. subsidiary owns 32% of HSN. The 
deal initially will squeeze Liberty down to 15% owner- 
ship, but the company says it plans to exercise its right 
to go up to 20 % -25 %. 

That will cost the company almost $600 pillion, but 
Liberty may contribute assets rather than cash, including 
$345 million in preferred stock in Fox Kids Wcrldwide. 

Liberty received the stock in the sale of In'ernational 
Family Entertainment Inc. -John M. Higgins 

first love is the "electronic commerce" 
future of cable shopping or the glitter 
of showbiz can he answered by HSN's 
planned name aller the deal: USA Net- 
works Inc. 

"This very clearly buys us a group of 
assets the like of which is not going to 
move anytime soon." Diller says. 
"They're vital if you're going to buy a 

company of some size." 
Edgar Bronfman- chairman of Sea- 

gram. which %%ilI control 45c4 of the 
merged operations and is prepped to 
take a majority stake -sees Dillers 
start -up network securing a broadcast 
distribution beachhead for Universal's 
TV production. But he says the key to 
the deal is Diller. not his stations. 

Even with USA Network, Sci -Fi and 
the studio under the Seagram umbrella. 
Bronfman says that Universal lacked 
"Barry to give a voice to ItheI net- 
works." 

Tele- Communications Inc. President 
Leo Hindery, whose Liberty Media 
Corp. subsidiary brought Diller into 
HSN. says that combining Diller with 

the Seagram assets is most important. 
"He is the best customer I- oriented I 

programmer in the business today." 
Hindery says. Liberty will own up to 
25% of the combined companies. 

Media and Wall Street executives' 
instant speculation is that once the deal 
is done. Bronfman. Diller and TCI 
Chairman John Malone will try to take 
over CBS as they each did in varying 
combinations before Westinghouse 
Corp. grabbed it for $5.4 billion in 1995. 

Bronfman and Diller minimize those 
expectations, saying they have a big 
enough job ahead of them. 

Diller's task now is to rework the 
various parts of his portfolio so that 
they work together -or at least work 
better. He conies to the table with the 
once- troubled HSN, which generates 
$1.1 billion in sales and should hit 
$170 million in cash flow thi, year. On 
the station side, he has 12 Silver King 
UHF stations pitching HSN's porcelain 
monkeys. a 50(% interest in four Fox 
affiliates and minority stakes in nine 
additional stations. 

Through the Universal deal. HSN is 

also securing control over telephone 
ticket agency Ticketmastei Group Inc.. 
whose handling of concert and sports 
tickets generated $227( million in sales 
and $34 million in cash 11cw last year. 

After battling Viacom is court for a 

year and forking over $17 billion las! 
week to secure USA Networks. Bronf- 
man is handing over the corn 70 mil- 
lionsubscriber USA Network and 40 
million subscriber Sci -Fi Channel. 
The two are expected to generate some 
$485 million in revenue and $170 mil- 
lion in cash flow this year. 

Universal TV operations include 
domestic drama and movi= production 
and development. domestic distribu- 
tion. all first -run synd. cation and 
development plus 50%/, o ' an interna- 
tional program and cable network dis- 
tribution unit. Universal'; TV output 
includes Law & Order. Hercules: The 
Legendary .101rners. Xe m: Warrior rinr 
Princess and Sully.lexsv huphael. 

The deal was supposed to exclude 
Universal's sitcom production and 

HSN INC. 
TV STATIONS 
Silver King 
12 stations 
% of US TV homes reached: 29.1 

WHSE -TV New York (HSN, ch. 68) 
WHSI-TV New York (HSN, ch. 67) 
KHSC -TV Los Angeles (HSN, ch. 46) 
WEHS -TV Chicago (HSN, ch. 60) 
WHSP -TV Philadelphia (HSN, ch. 65) 
WHSH -TV Boston (HSN, ch. 66) 
KHSX-TV Dallas (HSN, ch. 49) 

KHSH -TV Houston (HSN, ch. 67) 
WOHS -TV Cleveland (HSN, ch. 61) 
wBHS -Tv Tampa, Fla. (HSN, ch. 50) 
wYHS -Tv Miami (HSN, ch. 69) 
wHSw -Tv Baltimore (HSN, ch. 24) 

Silver King also has 33 % -49% minor- 
ity ownership in nine other stations 
in eight markets. Seven of the sta- 
tions are HSN affiliates. Two are 
Fox affiliates. 

HSN Inc. also owns a controlling 
50% interest in four Fox affiliates - 
wvuE(TV) New Orleans; WALA -TV 

Mobile, Ala.; WLUK -TV Green Bay, 
Wis.; KHON -TV Honolulu -and two 
satellites. The remaining 50% owner- 
ship is held by Fox. 

BROADCAST NETWORK 

Home Shopping Network -TV 
retail offering a variety of products, 
including scheduled, categorized 
product information and sales pro- 
gramming. With help of satellite and 
cable retransmission, it reaches esti- 
mated 70 million homes. Revenue: 
$1.1 billion. 
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development -which is minimal at this 
point -its program development ven- 
ture with Brillstein -Grey and its televi- 
sion library. However. Diller was 
rethinking that separation late last week 
and was considering folding it all in 
together. Universal's theatrical movie 
operation also is not involved in the deal. 

Diller says that Universal won't 
become an in -house arm of USA or Sil- 
ver King. but will continue producing 
shows for all TV markets. including 
broadcast networks (where Universal is 
having a poor year) and syndication 
(where Xena and IIerrule.c are strong 
successes). 

The deal doesn't dramatically alter 
the CitiVision plan. which is a little 
fuzzy to outsiders. The first Silver 
King station will replace HSN with 
CitiVision in Miami next April 
(pushed hack from February). 

Diller talks of "very localized" pro- 
gramming-"an alternative to broad - 
casters in the market" that generally 
load up on syndicated fare in the day- 
time. But other than local news and 

Top of the Week 
talk -and a passing mention about 
covering high school sports -Diller 
hasn't said how he'll fill the It) -I2 
hours daily of local programming. 

One media analyst says CitiVision 
could he short -lived now that Diller has 
a bigger sandbox. "They're not going 
to take all this cash from HSN and 
dump it into a trough. this ISilver KingI 
experiment." the analyst says. 

Citi Vision isn't the only mystery. 
The Universal deal was the biggest 
media -merger secret since The Walt 
Disney Co. agreed to buy Capital 
Cities /ABC Inc. three years ago. 

The plan was hatched in May at 
Bronfman's New York house over din- 
ner with Diller and Bronfman's wife. 
Clarissa. A Delaware judge had just 
ruled in Bronfman's favor in Sea - 
gram's fight to wrest control of USA 
Networks from 5(1(h partner Viacom: 
two days before the dinner. Bronfman 
hit upon the idea of what to do with it. 

"lt was Edgar's idea." Diller says. 
"At first blush. I thought 'interesting.' 
A couple of days later I called him hack 

and said 'more than interesting. "' 
The deal was kept in a closed circle 

for months. Diller relied on Victor 
Kaufman. former chairman of Savoy 
Pictures (which HSN acquired this 
year) and former chairman of Colum- 
bia Pictures, while Bronfman depended 
on Seagram Vice Chairman Robert W. 
Matschullat. 

Sources say the deal will not require 
FCC approval because the TV licenses 
will not he changing hands. 

Sources also say HSN and Universal 
will structure their deal to avoid bump- 
ing into FCC limits on cable /television 
crossownership. FCC precedent has 
been to limit cable company invest- 
ment in broadcast licenses to 

Now that the deal is in the papers. 
Bronfman is gloating. Noting that the TV 
operation was considered the "weakest 
asset at Universal" when he bought the 
studio two years ago. Bronfman brags 
that he has been able to realize more than 
half the S){ billion invested in the Univer- 
sal and USA Networks purchase by slic- 
ing off just part of the acquisition. 

Diller eyeing CBS? 
Is CBS Barry Diller's next target? Does Mel Karmazin 
want to kill (figuratively) Mike Jordan? Those questions 
dominated talk in the corridors of Wall Street and 
broadcast row last week, after Diller struck a deal to 
take control of Universal's TV assets. 

The best answer to the first seems to be that it won't 
happen in the next 18 months, although 
many Wall Streeters believe it's a real possi- 
bility further down the road. As to the sec- 
ond, highly placed network insiders say it 
ain't so. Both Diller and Bronfman down- 
played targeting CBS when asked about it 
last week. According to one analyst who lis- 
tened to the two explain the deal, Diller said 
that "we're in all the businesses we want to 
be in right now." And it could take two years 
for Diller to get the new assets in order, oth- 
ers note. 

CBS insiders found it hard not to roll their 
eyes at all the speculation. "The deal [Diller 
and Bronfman] did reinforces the huge 
value of the assets we've put together," 
said one network source. To buy Westinghouse today 
would cost "at least" $31.5 billion, the source said. That 
includes the current market value of the company 
(roughly $29 times 704 million shares outstanding), $6 
billion in debt and a 20% premium, the minimum incen- 
tive it would take to get shareholder approval. 

The conspiracy theorists see Diller getting Karmazin 
to settle for a huge radio empire (valued by one analyst 
at $14 billion), while he and Seagram take over the 

CBS television assets. But not everybody on Wall 
Street buys the Diller- targets -CBS scenario. John 
Reidy, Smith Barney vice president and top media ana- 
lyst, calls it a "media fantasy" and a "rehash'' that 
assumes because Diller tried and failed to combine 
QVC and CBS four years ago, he'll go after it again. 

Reidy estimates the "enterprise value" of 

The latest industry 
speculation has Barry 
Diller going after CBS. 

the CBS assets (market value and debt) at 
around $25 billion. "It would be one of the 
most wildly leveraged deals of all time," 
Reidy says. "It's an invention of the media 
and stock jockeys." 

As for Mel and Mike, insiders say they're 
getting along just fine, even though neither 
will "dignify" rumors to the contrary by pub- 
licly denying them. "Mel was a very unhap- 
py camper in the spring," says one CBS 
source. "He was unhappy with Mike and 
[former CBS President] Peter [Lund]," 
because of the poor performance of the 
owned TV stations. Karmazin believed 
improving the station was key to boosting 

the stock price. In the meantime, the stock has almost 
doubled since May, reaching $30 last week, in large part 
due to favorable analyst reports that came out before 
last week's Diller deal. 

The stock climb has added $100 million to Karmazin's 
personal coffers. In addition to getting wildly rich, Kar- 
mazin likes dealing with the various TV issues, insiders 
say. He also respects Jordan's effort to transform West- 
inghouse into a huge media player. -Steve McClellan 
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Top of the Week 

Changing times at USA, Universal 
Diller wants more sitcoms from Universal, may air USA. Sci -Fi programming on stations 

By John M. Higgins and 
Lynette Rice 

Executives at USA Net - 
works and Universal TV 
are bracing for big changes 

under Seagram Corp.'s surprise 
deal to hand the units off to HSN 
Inc. Chairman Barry Diller. 

Industry speculation immedi- 
ately centered on the futures of 
USA Networks Chairman Kay 
Koplovitz and Universal Televi- 
sion Group Chairman Greg Mei- 
del. Both have worked with Diller. who 
used to run 20th Century Fox and Para- 
mount. 

Both Seagram Chairman Edgar 
Bronfman and Diller 
insist that their plans do 
not include a substantial 
management shake -up, 
stating that Koplovitz and 
Meidel will remain in 
place. 

"There will be a mix of 
existing USA people and 
people we're going to 
bring in," Diller says. 
Asked if Koplovitz would 
stay. Diller responded "I 
hope so. I've known Kay Iòr 20 years." 

"Greg Meidet and his team under 
[Universal Presidents Frank Biondi have 
done a phenomenal job rebuilding Uni- 
versal Television." Bronfman says. 
"What Greg and his team didn't have is 

a place for which to produce it." 
USA Networks executives have been 

bracing for at least a moderate shake -up 
now that Seagram has finally bought out 
5(Y»- partner Viacom for $1.7 billion. 
But the entry of Diller -who does not 
manage with a light hand -was more 
than they anticipated. 

It was not reassuring to executives at 

USA or Universal that even top division 
officials were kept in the dark about the 
HSN deal. Koplovitz and Meidel, for 
example. were informed just a day ahead 
of time. 

Rod Penh. USA executive vice presi- 
dent of programming. dismisses specu- 
lation about disruption at USA. 

"I'm looking forward to final resolu- 
tion." Perth says. "Let's get going with 
whatever plan is ahead." 

USA Networks Chairman Koplovitz and 
Universal TV Group Chairman Meidet will 
remain, insist Diller and Bron /man. 

Meidel concurs. "I think 
[the dealt has enormously 
enhanced the value of the 
television operation. I've 
worked with Barry in my 
career. starting at Para- 
mount and at Fox. He's 
very, nontraditional. He's 
an expansionist... 

Diller wouldn't offer 
ally detailed plans for the 
operations. He wants to 
push Universal harder in 

sitcoms. where it has faltered. He insists 
that cable networks don't have to settle 
for low single -digit ratings. but wouldn't 
specify how he would boost them. 

But one proposal calls for USA and 
Sci -Fi programming to run on his Silver 
King stations as he transforms therm 

from home shopping outlets into "real 
broadcast stations." 

Diller sees that move extending the 
network's reach from 70 million cable 
and DBS homes to potentially all 10) 
million TV households -which might 
eliminate the gap between cable ad rates 

and more expensive broadcast network 
prices. 

The proposal drew immediate 
protests from cable operators. They see a 

giveaway of programming for which 
they pay hefty license fees in order to 
resell it to their subscribers. 

"I'm very disturbed at the prospect of 
paying license fees for product that 
would he available off the air," says 
Marcus Cable Chairman Jeff Marcus. "If 
they change their method of delivery. we 

will have the right to change 
our affiliate agreement -or 
it's void and we will negoti- 
ate a new one." 

USA is in pretty good 
shape. despite some stum- 
bles in original program- 
ming this year. In a big 
departure from movie and 
rerun -tilled cable networks, 
USA Network has launched 
a night filled with original 
action series. One. La 
Fernnw Nikita, seems to be a 

hit by cable standards. but Big Easy and 
Bentraledr knockoff Pacific Blue faded 
fast. 

USA's third -quarter prime time rat- 
ings picked up from a 19 to a 2.1. Still. 
after bragging for years about being the 
number -one cable network, USA has 
been passed by TNT in prime time - 
with a 2.4 rating -and by Nickelodeon. 
TBS Superstation and TNT in total -day 
ratings. 

"I think USA has done a really good 
job given that they've been the program 
sluice fur two owners," Diller says. not- 
ing that both Universal and former 
owner Paramount have made the net- 
work a repository tOr programs that fiz- 
zled in broadcast syndication. 

Sitcom development has been virtual- 
ly nil since the studio's long- running 
series Coach saw its final season last 
year on ABC. 

However. Xena: Warrior Princess 
and t lereu /es: The Legendary Journeys 
are big successes in syndication. domes- 
tically and internationally. A new hour 
strip-Team Knight Rider -launched 
Oct. I I. In addition to daytime talkers 
.terry Springer and Sallv.(esst Raphael. 
Universal will take over distribution of 
Maury Povich's show from Paramount 
next September. 

There's new management at the 
division's helm: DreamWorks TV's 
Ken Solomon replaced Tom Thayer 
this sutmmer. In the meantime, Univer- 
sal still has the drama New York 
Undercover and the comedy Some - 
thing So Right on midseason order for 
Fox and ABC, respectively. 

"I've inherited worse." Diller says. 
"Fox was a mess in television produc- 
tion: so was Paramount." 
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op of the Week 

World Series miss still hit for NBC 
Network wins Weclnescicn. Thursday and week, despite record lull viewership 

By Lynette Rice 

Wli;ii s Don Ohlmeyer 
c»it to complain 
about? 

NBC's West Coast presi- 
dent may have publicly hoped 
for a quick end to the World 
Series. but the first five 
games have helped the pea- 
cock maintain its dominance 
while boosting weekday per- 
formances. 

That performance comes 
despite the fact that the first 
five games averaged a prime 
time record low 15 rating /26 
share. 

Baseball or no. the network 
didn't lose a step on Thurs- 
day -when the sitcom jug- 
gernaut typically pulls in a 

3(1 -plus share in households. 
The fifth game ()I' the fall 
classic earned a 17.2 Nielsen 
household rating /3(1 share: 
overall. NBC .yon the night 
with a 16.9/28. CBS. in com- 
parison. enjoyed its best 
Thursday of the season, with 
high numbers for Dig ii,o . 

Murder (1 1.3/171 and -4,S' 

Hrwrs (9.2/16). The network 
came in second for the night 
with a 10.0/I6 -the highest 
rating with regular progr:un- 
ning since Jan. 5. 1995` 

PLAY BY PLAY 
World Series ratings '97 vs. '96 

Game 1 

This year on NBC (Saturday) 11.3/22 
Last year on Fox (Sunday) 15.7/25 
Game 2 
This year on NBC (Sunday) 15.0/24 
Last year on Fox (Monday) 14.0/23 
Game 3 
This year on NBC (Tuesday) 15.6/27 
Last year on Fox (Tuesday) 17.5/28 
Game 4 
This year on NBC (Wednesday) 15.5/26 
Last year on Fox (Wednesday) 17.9/32 
Game 5 
This year on NBC (Thursday) 17.2/30 
Last year on Fox (Thursday) 20.0/32 
Game Six 
This year on NBC (Saturday) TBA 
Last year on Fox (Saturday) 19.1/34 

Baseball also helped NBC 
earn its highest Wednesday 
ratings since Jul \ 31, 1996. 
when it aired the summer 
Olympics. It won the night 
with a 15.3/25. a significant 
lead over second -place ABC 
(10.8/17 ). Game kin!. earned 
a 15.5/26. down from the 
17.9/32 that List year's 
fourth game earned on Fox. 

Game three on Tuesday 
(15.6/27) helped NBC 
achieve its lest performance 
for the night since July 30 of 
last season. NBC finished the 
night with a 15.3/25. ahead of 
ABC's 10.6/17. 

Record low numbers 
plagued the first two Series 
games. but NB(' still man- 
aged to win the week of Oct. 
13-19. Gaine one on Oct. 18 
averaged a 15.0/24. down 
from the 15.5/27 of last 
year's opener Ion a Sunday 
on Fox). Game two on NBC 
(15.11/24) performed slightly 
better than the comparable 
game last year on Fox on a 

Monday 114.0/231. but still 
low for a Series game. 

As for Ohlmeyer. he 
lodged an apology to base- 
ball shortly after he made 
his remarks about a quick 
finish. 

Three killed as WLBT's tower falls 
A 1,999 -foot television tower owned by NBC affiliate 
wLBT(Tv) Jackson, Miss., toppled over during routine 
strengthening work last Thursday morning, killing 
three employees of Canadian tower outfitter LeBlanc 
& Royle and knocking WLBT and PBS station WMPN -TV 
off the air. The cause of the disaster is unclear, and 
the incident is under investigation by OSHA and local 
police. 

According to WLBT Chairman Frank Melton, three 
other LeBlanc employees and a WLBT engineer on the 
ground were saved from harm when one of the 
LeBlanc crew members on the 31- year -old tower 
radioed that it was falling; the four men ran inside the 
station's transmitter building for cover before the 
tower struck the roof of the building. "He saved them 

and lost his own life," Melton said. 
Although the roof of the transmitter building was 

damaged, the equipment inside remained intact, 
along with wLBT's 150 -foot backup tower. At press 
time, the Civic Communications Corp. station was 
back on the local cable system, while WMPN -Tv was 
still off the air. Ron Gibbs, president of LeBlanc sub- 
sidiary Lodestar Towers of Palm Beach, Fla., wouldn't 
comment on the reason for the accident, but he con- 
firmed that the three who died were from LeBlanc's 
Quebec branch. Investigator Dennis Moulder of the 
Hinds County Sheriff's Department said, "We're very 
early into this investigation, and naturally we have a 
lot of unanswered questions." 

-Glen Dickson and Sara Brown 
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op of the Week 

`It's Gore, Gore, Gore' 
The Vice President has his stani,) all over the telecommunications agenda 

By Chris McConnell 

Hc has his own team 
of telcom advisers at 
the White House. a 

second hand -picked chair- 
man getting ready to take 
over at the FCC and now 
his own digital TV public 
policy advisory group. 

"Everywhere you look. 
its Gore. Gore. Gore." 
says one Washington com- 
munications lobbyist. "I 
absolutely think Gore is 
the czar of communica- 
tions in this town." 

His influence has 
always been there. and we 
don't sec it going away," 
acids Jeff Baumann. Nation- 
al Association of Broad- 
casters executive vice presi- 
dent /general counsel. 

Baumann and others point to the 
overhauled FCC. which could give 
Gore an even freer hand in shaping the 
rules of telecommunications and par- 
ticularly of television. 

That FCC ill have a tough time 
ignoring Gore's plans for a new era of 
"more entertainment. even more and 
better educational and children's pro - 
grammine and ... free TV time for can- 
didates for public office.- 

Gore described his vision for digital 
TV Iasi week in launching the advisory 
group lie has assembled to recommend 
the public interest services that broad- 
casters should deliver on the channels 
they have received for digital televi- 
sion. Broadcasters are getting channels 
to deliver an as- yet -undetermined set of 
new services. such as high -definition 
TV and multichannel programming. 

The Advisory Committee on Public 
Interest Obligations of Digital Televi- 
sion Broadcasters -or the Gore com- 
mission. as it has come to be known - 
next year will offer the new FCC rec- 
ommendations on the public interest 
duties that should go with the new pro- 
gram services. 

How independent that FCC will re- 
main under incoming chairman 
William Kennard remains unknown. 
Kennard's defenders insist that the new 

"I urge you to pay special 
attention to the need for tree 
time,- Gore told the panel. 

chairman %khilc nut departing radi- 
cally from administration policies - 
will run his own shop. 

"I think Bill is going to manifest a 

tremendous independence." says 
Media Access Project President 
Andrew Schwartzman. 

But the new commission will feature 
three Democratic votes and will lack 
the voice of outgoing Commissioner 
James Quello, an outspoken opponent 
of Gore's public interest -related poli- 
cies. And those policies will be headed 
for the new FCC's agenda if Gore's 
advisory group is able to agree on a set 
of public interest recommendations. 

The Gore commission is the latest 
TV- related project in which Gore has 
taken a prominent role. The adminis- 
tration, in fact, makes no secret of its 
involvement in such issues but rather 
promotes it. "He's very passionate 
about the issues." Domestic Policy 
Adviser Don Gips says of Gore. 

Unveiling the advisory group last 
week. Gore highlighted efforts by him- 
self and the President to push the broad- 
cast industry toward adopting a ratings 
system. "I hope NBC will soon join in 
this voluntary effort as well." he said. 

Gore also reviewed the administra- 
tion's role in last year's push for a 

strengthened educational programming 

requirement. an effort spearheaded by 
FCC Chairman Reed Hundt, a long- 
time Gore friend. 

"It was no accident that President 
Clinton's letter to the FCC urging them 
to pass this rule was the first such letter 
ever sent by a President of the United 
States to the Federal Communications 
Commission." Gore said. 

This year the White House also wrote 
the FCC to urge the commission to con- 
duct an inquiry into broadcast liquor 
advertising. Despite another strong push 
by Hundt, however. he could not per- 
suade a majority of commissioners to 
accommodate that request. 

While not always agreeing with such 
policies. some communications lawyers 
welcome all the high -level attention to 
their field. "I don't think there's anyone 
in White House history who's been 
steeped in so much jtelecommunica- 
tionsj background." communications 
lawyer Erwin Krasnow says of Gore. 
Another lawyer cites Gore's efforts to 
build a telecommunications policy team 
within the White House. 

Earlier this year. for instance. Gore 
named Gips. a former FCC official. his 
chief domestic adviser -a role that 
includes telecommunications policy. 
Gips joined Kathleen Wallnrtn. another 
former FCC official and top contender 
this year for the nomination as FCC 
chairman. 

"I don't believe there's been any- 
time in decades when telecommunica- 
tions policy issues were so high on the 
nation's financial. regulatory and poli- 
cy agenda." Media Access Project's 
Schwanzuran says. 

But others worry about the results, 
particularly the effect on television reg- 
ulation. One Washington lawyer com- 
pares Gore's oversight of TV issues to 
the Nixon administration. The lawyer 
worries that the Clinton /Gore initiatives 
pose a greater threat than past efforts to 
control TV content because of their stat- 
ed goals of protecting and educating 
children. "Once you decide you can 
adopt 'good policies.' then it's carte 
blanche," the lawyer says. 

Gore argued for such child- protecting 
policies earlier this month in calling for a 

Hollywood/Washington "partnership" 
on programming morality. In the speech 
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to the Hollywood Radio & TV Society. 
he urged the television community to 
"help set the moral tone of the nation.° 

He made a similar case last week in 
calling for more "quality educational 
programming from which to choose" as 

well as for free airtime for political can- 
didates: "I urge you to pay special atten- 
tion to the need for free TV time -to he 

set aside for the survival of our democra- 
cy -and to come forward with a serious 
proposal to provide it." He described 
broadcast spectrum as a public trust and 
added: "There is a reason that so many 
democratic nations have established 
state -run TV networks, to harness its 
power to educate and inform." 

Such arguments can he found just as 

Top of the Week 
readily in the speeches Hundt has given 
during his FCC tenure. And while plac- 
ing educational TV and free airtime at 

the top of his digital TV wish list. Gore 
also cited closed captioning and public 
service announcements. During the 
past year Hundt has pushed hard for 
more of both on analog TV. 

Hundt has maintained that it should 
surprise no one that a longtime friend of 
both Gore and Clinton would have a 

similar view of communications issues. 
Others have fretted over the relation- 
ship between the White House and 
what is supposed to be an independent 
regulatory agency. They cite specific 
actions such as the White House letters 
on children's TV and liquor advertising 

as well as Hundt's general promotion of 
the Clinton administration. 

In a speech last Thursday, for in- 
stance. Hundt praised the Clinton ad- 
ministration for creating jobs and repeat- 
edly lauded Gore's efforts in promoting 
a "global information infrastructure." 
Hundt said: "[Gorel pledged to remove 
restrictions on foreign investment.... His 
challenge was quickly taken up by U.S. 
policymakers and regulators. and his 
leadership in this area provided the 
impetus for February's landmark I World 
Trade Organization j agreement." 

"They've overdone it." one commu- 
nications lawyer says of the FCC's ad- 
ministration flag- waving. "I think that's 
bred some disrespect for the agency." 

Gore's public interest 
panel meets, greets 
First order of business is to usk.for extension 

By Chris McConnell 

They all agreed on 
one thing: Propos- 
ing digital TV pub- 

lic interest obligations 
will take more than the 
allotted time. 

Meeting for the first 
time last week, members 
of the Vice President's 
advisory committee on 
digital TV public inter- 
est obligations quickly decided there is 
no way they will he able to wrap up 
their work before the committee's char- 
ter expires next June. 

"We're already two meetings 
behind," CBS Television President 
Leslie Moonves said in opening the 
gathering. Others on the 21- member 
committee agreed. and the group 
promptly decided to request an exten- 
sion to its charter and shoot for complet- 
ing its recommendations next October. 

Those recommendations will cover 
the public interest services that TV sta- 
tions should provide, along vvith the 
new programming they will place on 
digital TV channels. In February, the 
Vice President said the administration 
would assemble a committee to study 
such issues. Moonves and the Ameri- 
can Enterprise Institute's Norman Orn- 
stein were named co- chairs in the sum- 

"Please remember, 
this group must try to 
reach a consensus." 

-testae Moonves 

Radio Artists President Shelby Scott: 
Media Access Project's Gigi Sohn: 
National Association of the Deaf's 
Karen Pelz Strauss: University of 
Chicago's Cass Sunstein: National 
PTA's Lois Jean White, and Indepen- 
dent Television Service's James Yee. 

Two more members will join the 
group: they were not includ- 
ed on last week's roster 
because of paperwork hang - 
ups. Those two are Wash- 
ington lawyer Antoinette 
Cook Bush and National 
Latino Communications 
Center Executive Director 
Jose Luis Ruiz. 

The panel participants 
avoided clashing with each 
other during last week's ori- 
entation gathering. "Please 
remember, this group must 

try to reach a consensus." Moonves said. 
But broadcasters and public interest 

representatives will have a chance to 
air their differences at the group's next 
gathering. which will feature panel pre- 
sentations from each side. The commit- 
tee also \\ i I I hear from a panel of tech- 
nology eycrts at the Dec. 5 meeting. 

After last week's gathering. NAB 
President Eddie Fritts said: "Broad- 
casters welcome the opportunity to 
cooperate with the Gore Commission. 
but we will he vigilant in our resistance 
to government mandates that threaten 
the ability of local stations to determine 
how best to serve their communities." 

Ornstein says the remark was "jar- 
ringly different" from the remarks of 
broadcasters on the advisory commit- 
tee. "Everybody here is starting from a 

realistic point of view." Ornstein said 
after last week's meeting. 

Co- chairs Leslie Moonves and Norman 
Ornstein urged panel members to keep 
an open mind 

mer. but it was not until last week that 
the administration unveiled the full 
committee. 

Its members are: Benton Founda- 
tion's Charles Benton: Native Ameri- 
can Public Telecommunications' Frank 
Blythe: Action for Children's Televi- 
sions Peggy Charren: Hubbard Broad- 
casting's Harold Crump: Corporation 
for Public Broadcasting's Frank Cruz: 
A.H. Belo Corp.'s Robert Decherd: 
HSN Inc.'s Barry Diller: Duhamel 
Broadcasting Enterprises' William 
Duhamel: Real Networks' Rob Glazer: 
Capitol Broadcasting Co.'s Jim Good - 
mon: wcvtt -TV's Paul La Camera: 
Screen Actors Guild's Richard Mastic 
Chicago lawyer Newton Minim': 
American Federation of Television and 
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Jacor 
to buy 
Nationwide 
$600 million bid tops 
CBS /Westinghouse, 
which beat out facer 
for ARS last month 
By Donna Petrozzello 

Ai 1 id talk that it would he the next 
radio mega -group for sale, Jacor 
Communications has turned the 

tables. Brokers say it is highly likely 
that Jacor will announce its purchase of 
Nationwide Communications today 
(Oct. 27). 

Radio brokers say Jacor will pay $60(1 
million $650 million for Nationwide's 
portlòlio of 17 large- market stations. in- 
cluding top -20- market outlet. K /rl'(FM1 
and KatQ(Ist), both Phoelli \: K5S(AM) 
and K\l.I /a \I1. both Minneapolis: WUAR- 

I M. N \Ú11I \I ) and \I\tsa si i. all Cleve- 
land. and KU 0.11 \II and K115I\1FM). both 
Dallas. 

In the line of suitors for the group. 
Westinghouse /CBS Radio Inc. was one 
of several companies to hid more than 
$6(() million, says one radio broker. 

After Jacor was 
outbid by Westing- 
house /CBS Radio 
for American Radio 
Systems last month. 
many expected Jacor 
owner Sant Zell to 
cash out of the busi- 
ness. But analysts 
say that Jacor CEO Michaels 

Randy Michaels likely convinced Zell to 
stay in radio when Nationwide put its 
stations on the block two weeks ago. 

Nationwide's parent, Nationwide 
Insurance Enterprise. made it clear ear- 
lier this year that it was planning to exit 
radio. CBS Radio's Howard Stern start- 
ed touting the likelihood of Nationwide 
selling its radio division after the com- 
pany bounced his morning show from 
KR a.. 

Earlier this month. Nationwide 
spokesman John Millen said the com- 
pany wants to "focus on our core busi- 
nesses. which are insurance and finan- 
cial services." 

Top of the Week 

HOLLYWOOD 

Fox trolls for late -night 
host 

1= 
o\ has yet to decide how and 

when it will return to the late - 
night arena, but that hasn't stopped 
executives from drafting a dream list 
of potential hosts. Although some 
insiders considered it a long shot, 
Fox tried to court Billy Crystal. 
Sources say it didn't pan out. Anoth- 
er name raised by a Fox affiliate 
board member -and also in the long - 
shot category-was that of'Jerry 
Seinfeld. Twentieth TV's The Magic 
Hour with Earvin "Magic" Johnson 
remains an option for the late -night 
spot. The show, featuring the former 
NBA star, originally was targeted for 
a midseason debut on the Fox O &Os. 
That rollout could be delayed if Sin - 
bad proves to be a shrewd addition to 
late -night shoe I The. insiders at 
Twentieth TV .ay. 

Sinbad sweeps into `Vibe' 
t s as a case of the right place at 

I the right time. Vibe co executive 
producer David Salzman says that 
new host Sinbad was being booked 
as a guest for the November sweeps 
when the show's producers realized 
his comedy tour didn't have too 
much lined up for the all- important 
month. Salzman says fellow execu- 
tive producer Quincy Jones called 
Sinbad's agent and, sure enough. 
the comedian was available. 
Tonight, when Sinbad makes his 
Vihe debut, he'll be wearing an 
"IFB" in his ear -the device news 
anchors use to listen to producers - 
during his monologues so that he 
can listen to Vibe's producers for 
any last- minute news or advice. 

NEW YORK 

WebTV was a real steal 
ow much will Microsoft wind II up paying for WebTV? Next to 

nothing, really, thanks to some cre- 
ative accounting. The company is 
writing off $296 million of the total 
for its first fiscal quarter. ended 
Sept. 30-a write -off based on tech- 
nology it bought from WebTV. 

That's R &D stuff which isn't "tech- 
nically feasible" just yet. according 
to Tom Holliday. Microsoft senior 
manager for investor relations. In 
fact. the entire $425 million it spent 
was for WebTV's technology; other 
debts and assets acquired in the deal 
are a wash, Holliday sa s. 

Probe won't derail 
Microsoft, ICI deal 

he U.S. Justice Department's 
deepening probe into 

Microsoft's business practices could 
delay, but probably won't derail. a 

deal between the software giant and 
Tele- Communications Inc., sources 
say. The Justice Department came 
out swinging against Microsoft last 
week over the company's alleged 
use of coercion to force hardware 
makers to include Microsoft's Inter- 
net Explorer Web browser instead 
of that of competitor Netscape. 
Microsoft and TCI are discussing a 

deal in which Microsoft would pro- 
vide $700 million -$800 million in 
financing for as many as 2 million 
next -generation digital set -top 
boxes. The boxes would incorporate 
a Microsoft operating system but he 

manufactured by another company. 

STATE COLLEGE, PA. 

Operator, could you help 
me predict this storm 

Local cable operators that take 
AccuWeather Inc.'s "Local 

('able Weather" service were 
socked with higher- than- average 
long- distance bills this month. 
When AccuWeather's satellite data 
carrier. SpaceCom Systems. ran 
into a technical glitch and failed to 
send complete data files on local 
weather conditions to the operators. 
AccuWeather's backup computer 
kicked in. automatically phoning its 
State College headquarters twice 
hourly to retrieve the latest weather 
updates. Local operators were 
charged for the long- distance calls. 
AccuWeather President Joel N. 
Myers says SpaceCom was expect- 
ed to have fixed the problem by the 
end of last week. AccuWeather will 
reimburse its affiliates the charges. 
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Top of the Week 

Commercial, without commercials 
Duggan reinvents PBS with a goal of self-suffic'ienc'y for the service 

By Paige Albiniak 

Aatnped Public 
Broadcasting Ser- 

ice is hack 
stringing after the 
"Republican Revolu- 
tion" of 1995 came close 
to cutting all its funding. 

Our vision. simply 
stated, is to reinvent 
PBS as a modern media 
enterprise utt tied and 
governed by member 
stations." sa\ s Ervin 
Duggan. PBS president. 

That vision translates 
into converting the 
national programming 
service -which histori- 
cally got its operating 
funds from the federal 

Our vision is to reinvent 
PBS as a modern 

media enterprise owned 
and governed 

by member stations." 
PBS's Duggan 

government. corporate underwriters 
and individual donors -to a largely 
self -sufficient entity that raises revenue 
by using its well -known brand to mar- 
ket products and services. 

PBS is selling educational videos in 
bookstores and on it, PBS Online 
Wehsite. providing distance learning 
programs to colleges and universities 
and licensing documentaries frith 
acconytan\ ing eurriculum to seIRsis. 

PBS also is employing nett technol- 
ogy- including the Internet and direct 
broadcast satellite -to distribute prod- 
uct, to those who pa\ licensing fees 
and to sell l'BS merch:uudise. And PBS 
is reinsesting its new revenue stream in 
more and better programming and aux- 
iliary products. 

The idea has produced startling 
results for the once -struggling program- 
ming service and its approximately 35(1 

member stations. In fiscal year 1997. 
PBS achie\ed letal revenue of 5239 
million. 514 million more than its target 
of $224 million and a 20'4 increase 
u\ er the S 199 million it reaped in 1996. 
Duggan announced at the PBS fall 
planning meeting last week. As a result. 
member -station contributions through 
fund- raising efforts decreased to 53'% 

in FY 1997 front 61 in FY 1996. 
In another major win for public 

broadcasting. Congress also is close to 
appropriating 530(1 million for FY 
2(10(1 for the Corporation for Public 

Broadcasting. a 20' 4 

increase over the pre- 
vious year and the first 
appropriations hike 
CPB has gotten in five 
gars. 

CPB is a sort of cor- 
porate parent to PBS. 
receiving and distribut- 
ing corporate donations 
and federal money to 
PBS member stations 
in the tirrnt of grants. 
PBS is a national pro- 
gramming service 
based in Alexandria. 
\'a.. that pro\ ides its 
member stations with 
slums and serf ices that 
the stations can choose 
to air. 

PBS's increased 
self -reliance tt ill help its case. but the 
appropriations increase is a paltry sum 
compared with the amount required to 
mind public broadcasting's transition to 
digital. And Congress is unlikel to 
maintain CPB's appropriation at 530(1 
million or higher indefinitel. says Ken 
Johnson, spokesman for House 
Telecommunications Subcommittee 
Chairman Bill) Taurin tR -La.). 

To get a jump on that fund- raising. 
PBS earlier this month submitted a pro- 
posal to the ( )I I ice or Management and 
Budget asking for S771 million in fed- 
eral matching runds to he dispersed in 
declining increments from FY 1999 
through FY 

The government ha, required that 
public broadcasting stations convert 
to digital by 2003. and PBS estimates 
that completing the transition will cost 
member stations $1.7 billion. Accord- 
ing to the plan submitted to OMB, 
member stations will raise the remain- 
ing $I billion for their conversion on 
their own. 

\ lembers of Congress cal I the propos- 
al premature "because we don't know 
hi) \\ the transition to digital will unfold:' 
sat s Pia Pialursi. spokes \\ untan for Sen- 
ate Commerce Committee Chairman 
John McCain ( R- Ariz. ). McCain plans 
to explore other funding options for 
PBS's digital transition. Pialorsi saes. 

OMB said it is against their policy to 
comment about agency funding re- 
quests. 

The transition to digital is just part of 
public broadcasting's continuing fund - 
ing problem. Taurin plans to introduce 
legislation proposing a trust fund by 
the end of this session. with hearings 
next year. Johnson says. Tauzin's pro- 
posed fund would provide CPB with an 
estimated 53 billion over I(1 years. or 
the equivalent of CPB's annual appro- 
priation. hegining in FY 201111. 

Tauzin's as yet unwritten proposal 
would suggest that commercial 
broadcasters feed the fund through 
subscription fees from their digital 
channels. But. under the proposal. 
that money could not he used for pub- 
lic hruadrasters' transition lo digital. 
Congress fr(Mid pan e to consider that 
appropriation separately. tely. 

PBS elects new officers 
Colin G. Campbell, president of the Rockefeller Brothers Fund in New York 
City. was named chairman of the Public Broadcasting Service last week. 

Campbell had served as the lay vice chairman -a volunteer not profes- 
sionally involved in public broadcasting -since 1996. He takes over from 
Gerald Badiles, a former Democratic governor of Virgina, who had served 
as chairman for four one -year terms. 

Marshall Turner. general partner of Taylor & Turner Associates Ltd. in 
San Francisco. took over as lay vice chairman. Hope S. Green, president 
and general manager of Vermont Educational Television. was relected 
professional vice chair. 

Named to the board of directors were Alberto Ibarguen, publisher of El 
Nuevo Herald and vice president of international operations for the Miami 
Herald, and Russell W. Meyer Jr., chairman of Cessna Aircraft Co. of 
Wichita, Kan. -Paige Albiniak 
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-Top of the Week- 

Lawyers hope to preserve drop -in lobbying 
New security. building. commissioners could cut down on inf'(,rncl visits to EC(' 
By Chris McConnell 

Wishington lawyers are anxious 
to see how a new FCC leek 
about one of the commission's 

less prominent unsettled issues: the 
drop -by. 

Lawyers say stopping by the offices 
of F('(' officials for unscheduled chats 
is a regular part of lobbying the com- 
mission. And many are concerned that 
the drop -h) could end once the FCC 
moves to its new offices in Washing- 
ton's Portals complex. Commission 
officials are scheduled to begin relocat- 
ing ill April. 

..Were worried." says Washington 
lawyer Richard Zaragoza regarding the 
prospect of restricted visitation rights. 
"It's the most effective way to ensure 

responsiveness." 
Zaragoza and other visitors to the 

FCC now must sign in al the front desk 
and walk through a metal detector. An 
electronic turnstile also reads special 
cards that visitors receive when they 
enter and exit the building. Once 
inside. however. visitors are free to 
wander the building and poke their 
heads into offices. 

Lawyers say such unscheduled visits 
allow them to save on trips to the 
FCC -which will become less conve- 
nient once the commission moves to 
Southwest Washington. 

"It's very important.- says Brian 
Fontes of the Cellular Telecommunica- 
tions Industry Association. Fontes and 
others say the unscheduled stops could 
become a thing of the past it' the new 

FCC decides to put tighter security into 
place. The lawyers worry that the FCC 
will require visitors to he escorted or 
that visitors will he restricted to the 
floor where they have an appointment. 
The communications la \\ vers hope any 
future security s) stem Will resemble the 
old one and ha) e formed a committee to 
Follow the FCC's relocation plan. 

FCC officials say no decision has 
been made. The rte)) building will have 
at least the same security features that 
exist at the commission's M Street 
offices. but whether more features will 
he implemented remains unknu))n. 

Fontes speculates that the neo\ com- 
missioners likely )) ill put their stamp 
on the security system at the Portals. 
The current schedule calls for 

to move there in \la). 

M Street shuffle 
Lobbyists and FCC officials are waiting to see who will 
wind up with jobs as commission advisers and top -level 
staffers during the next few weeks. One job within the 
commission's office of public affairs already appears 
filled. Elizabeth Rose. a former Labor Department public 
affairs official, is slated to 
head the office. sources 
say. Rose already has 
mo\ ed into the commission 
and is working as a public 
affairs "consultant" until her 
appointment as the office's director becomes 
official. FCC officials also expect chairman 
nominee William Kennard to take some of his 
staff in the general counsel's office with him to the 
chairman's office once the new commission is con- 
firmed and sworn in. There have been rumors that 
commission nominee Michael Powell would bring 
former Senate Commerce Committee counsel Donald 
McClellan to the FCC as an adviser, although most now say 
McClellan )) ill not he nerving to the commission. 

'We begin our evening with some profanity...' 
NBC affiliate I.Si.- I) Salt Lake C'ily is adding three minutes 
at the start of prime time to detail that night's lineup and to 
inform parents preach show's content. in addition to running 
the age -based ratings system and parental advisories. Start- 
ing Monday. Nov. 3, KSL -TV will tack on three minutes. in a 
segment called 71 It ise, after the 6 p.m. news to explain each 
program's rating. "We aren't making any judgments on what 
is appropriate for the viewer. We just want our viewers to be 
informal:' says test. -Tv GM Steve Lindsley. Last summer. 
the broadcast TV networks. with the exception of NBC. 
agreed to add content -based ratings to the existing age -based 
ratings. When NBC stuck with its decision not to run the new 
ratings starting Oct. I. Representative Edward Markey (D- 

Mass.) sent a letter o all the NBC affiliates asking them to 
consider adopting the new ratings s) 

New kids on the block 
I hes'ye handed out the Hess offices at the FCC. 
Harold Furchtgott -Roth gets the office suite of 
outgoing commissioner James Quello. and 

iii., Michael Powell will he moving into 
rri-r Rochelle Chong's office. Glo- 

ria Tristani gets former com- 
missioner Andrew BnTett s . old office. It's the only tine 
Withotit a corner windo)). 

Life -saving power 
Federal regulators are allowing more 
biomedical traffic on TV channels. In 
a decision released last week. the 
FCC upped the allotted power that 
biomedical devices operating on the 

channels may use. The devices are used in hospitals to trans- 
mit patient heart, bless! pressure zinc! other measurements to 
a nearby receiver. FCC officials decided to limit the de) ices 
to TV channels 7 -13 and I4 -4e. Regulators took the action 
because the FCC has not vet decided whether it will reallo- 
cate channels 2 -6 and 47 -51 to other services as part of the 
broadcast inetustry's shift to digital TV. 

Edited 
an 

by Chris McConnell 
d Paige Albiniak 

Satellite pact with Mexico expanded 
U.S. negotiators have expanded the U.S. /Mexico satellite 
pact. Last year negotiators for the two countries inked an 
agreement that allows U.S. DBS satellites to beams program- 
ming into Mexico and vice versa. This month negotiators 
signed an agreement that allows L.S. and Mexican C -. Ku- 
and Ka -band satellites to serve both countries. The so- called 
fixed service satellites carry a range of video transmissions. 
including cable programming. network TV traffic and news 
transmissions. 
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Sinbad captains `übe' 
Starts today ut helm of Columbia TriStar late- night show 

By Joe Schlosser 

It was no secret and Columbia Tri- 
Star executives knew it. Their late- 
night .) odic :ued entry, Vibe. was 

not striking the right chord. and some- 
thing had to he done about it. 

The ratings were steadily slipping. 
host Chris Spencer was not attracting 
the ratings that producers Quince Jones 
and I):\ id Salzman were expecting. and 
the guessing game -how ouch longer 
1 ihe would he on the air -had begun. 

Enter comedian /actor Sinhad. Exit 
Spencer. 

Suddenly Hollywood executives 
have gone from not taking bets on the 
show's short -terni future to talking 
about its staving power. 

"It is absolutely a positive move." 
says Dick Kurlander. vice president. 
director of programming. at Petry Tele- 
vision. "I think everybody likes Sinhad. 
He is a recognizable face. so right away 
that is a plus. And he is yen good. 
can't imagine that it won't help.- 

The most recent national ratings for 
Vibe showed a 1.8 rating /4 share. ac- 
cording to Nielsen Media Research. Sin- 
bad is seen by the shoe's producers as 

the possible answer to their ratings woes. 
"There was enormous pressure to 

deliver and deliver')owy, and as time 
wound down, we really thought we had 
to make a change.'' Salzman says. "If I 

can use a sports analogy: When you 
think you have a great new young quar- 
terback. but you have a chance to have 
a Hall of Faine guy. you pursue the 
Hall of Fabler. We felt it was a unique 
moment in time to do this.'' 

Starting tonight (Oct. 27). Sinhad 
takes over as Vibe's leading man - 
bringing with him a lengthy television 
resume that includes his o\\ n sitcom on 
Fox and hosting chores on It'.c .Shnu - 

rinre at the Apo/ /o. He also appeared on 
NBC's ;1 Different World and played 
the role of Redd Foxx's son on The 

New Redd Fay.y .Sine. 
At a news conference last week. 

Jones and Salzman told reporters that 
Sinhad had been their top choice from 
the outset. But last Fall. when the show 
was coming together. Sinhad was 
under contract to do a number of film 
and television projects. 

"The timing wasn't there. I was try- 
ing to do some movies and I'm still 
going to do movies. That is my first 
love." Sinhad said. "Things didn't work 
out hack then. but here I am now." 

Sinhad said he had been "running 
away'' from talk shows for the past five 
years and that he clid not want to be the 
next Arsenio Hall. He _joked that he 
owed money to 

longtime friend Jones and said than 

hosting 1 ibe was his only way to pay 
off the debt. 

Reports that Sinhad would merely 
he filling in as guest host for the all-- 
important November sweeps were 
incorrect. according to Columbia Tri- 
Star executives and Sinhad himself. 
"I'm here for more than four weeks." 
Sinbad said. "I'll he lucre for a while.'' 

1 ihes general makeup will remain 
intact. The hand is staying put. and the 
set likely will appear as it did with 
Spencer. but the producers hope to 
attain more of a .Sunu'day Night Lire 
feel. (Two weeks ago IB&C. Oct. I31. 
executives injected more humor into 
the show by hiring a comedy consul- 
tant and a comedy troupe christened 
the Vibe Tribe.) 

"This is a great opportunity to build 
up the show." Jones says. "It is going to 
he more comedy- driven. with lots of 
sketch comedy." 

Sinhad enters the all -stale. late -night 
battlefield at a time when it is chock full 
of talk show s and apparently about to get 
more crowded. Besides going up against 
David Letterman. Jay Leno. ABC's 
Nightline and Keene') Ivory Wayans. 
Sinhad faces a proposed Magic Johnson 

"Everyone wants me to 
be Leno or Letterman. 
Some say you have to 
be like Keenen. I just 
want to go out there 
and do the best I can 

with the show." 
Sinbad. new host of 'Vibe' 

project from Twentieth Tele\ isintt and 
possibly other show s in the works. 

"Everyone wants me to he Len° or 
Letterman. Some sa\ ou have to he 
like Keenen." Sinhad says. "I just want 
to go out there and do the best I can 
with the show. I think there is always 
room for an excellent show, and that is 
what we intend on doing.... I won't lie. 
I want to be number one." 

As for Spencer. who taped his final 
show last Monday. Columbia TriStar 
Television Distribution President 
Barry Thurston wished hint well and 
thanked him for "getting the show to 
this point.'' 

"It is an unusual opportunity for a 

young man to cone out and get his own 
national broadcast television show,'' 
Thurston says. "There is a long list of 
people who have not made it. and I think 
Chris can hold his head up high. He did 
everything he was supposed to do. 
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Sraaacasi1ng el 

ABC tries on `Cinderella 
Culnrful 111'0-h(Itrl' Mira t'ut;un_(1 i.s ran/ ili hl(I( % un(l trltil(' 
By Lynette Rice 

liBC -like the prince -will ask 
the proverbial question Nov. 2 of 
its new version of the classic 

fairy tale Cinderella: Does it fit? 
At a production cost of more than 

S 12 million. the two -hour spectacle 
from Walt Disney Telex isiun repre- 
sents the most eypensiye original 
movie in the U omler/id II Bald of Dix - 
nry's lineup this \ ear. 

"I think this ss as an e tremely ambi- 
tious production in ternis Of doing a 

musical and spending the amount of 
none ss e did and :at meting the cast we 
did.'' says Charles Hirschhorn. presi- 
dent of Walt Disney Telex ision. "All 
that comes with extr met high expec- 
tations and ambitions. There's always 
that risk that something sconl work.- 

The color blind casting for Cinderel- 
la has Brandy Norsuuxl. the African - 
American pop singer and star of UI'Ns 
Mee.slm. play ing the title character and 
Whitney Ilouston -ssho also execu- 
tis e-produced the nh's ie as the Faim' 
Godmother. There's . Ise, a stepmother 

(Bernadette peters) and an African- 
American queen ( Whoopi Goldberg). 
in addition to a white kin_ and a Fil- 
ipino prince. 

And those ugly stepsisters desperate 
to call the glass slipper their own'? One 
is schile. and the other is African- 
American. 

-The producers. including Whitney. 
wanted to make a fairs tale that would 
he accessible to ecru\ one and ss uuld last 
a long time.- sass Ilirschltorn. 'They 
decided the unls scan to do that is to 
walls he color blind. I think it ssorks." 

Cinderella goes to the ball again in 
ABC's lavish new production. 

''It's a perfect 55a\ to take a classic 
and rework it in a way that makes 
something that's already timeless but 
has a very contemporary feel." sas 
Barbara Lieberman. ABC's senior vice 
president. motion pictures for TV. 
''With the uniscrsalily of this theme 
and the fact that it's a fable that lends 
itself so readily to that idea loi' a multi- 
racial cash. it tell so right... 

AB(' and Disney figured they'd have 
a hit in Cinderella. which attracted some 
IINI million viewers in I957. ss hen Rich 
and Rodgers and Oscar Hammerstein i 

Time runs out 
Ilifor ` unso u 

--- ABC yanked its 
Monday night drama Time - 
cop, a Universal Television 
drama with a $1.3 million 
per- episode price tag and a 
13- episode commitment. 

Certainly contributing to its 
demise was the difficult time 

slot leading into Monday Night Football, a spot that hasn't 
enjoyed success since the run of MacGyver. The time 
slot also suffers from occasional preemptions for local 
programming in markets whose teams are playing in the 
football game. Timecop averaged a 4.9 Nielsen rating /8 
share in households and a 2.7/8 in adults 18 -49 this sea- 
son (it will air for a final time tonight). ABC will fill the time 
slot with specials through the November sweeps. 

`ER' adds cast 
Bonnie Bartlett (St. Elsewhere) and John Cullum (North- 
ern Exposure) will play recurring roles as the parents of 
Dr. Mark Greene on NBC's ER. The characters, Ruth and 
David Greene, will be introduced in the Nov. 13 episode. 

CBS schedules the darndest shows 
CBS is already lining up its ducks for midseason. The 
network has ordered 12 episodes of Kids Say the Darn- 

dest Things, a half -hour hosted by Bill Cosby and pro- 
duced by LMNO Productions. The network will air an 
hour installment of the series as an entertainment spe- 
cial on Nov. 14 from 8 to 9 p.m. Production also contin- 
ues on Style and Substance, a Touchstone TV comedy 
starring Jean Smart and Nancy McKeon. 

`Law & Order' & `Homicide' 
NBC's Law & Order and Homicide: Life on the Street 
will once again team in a two -part episode that begins 
on Wednesday, Nov. 12, and ends Friday, Nov. 14. 
"Baby It's You," parts one and two, focuses on the 
death of a 14- year -old fashion model from toxic -shock 
syndrome, which may have been triggered by a violent 
attack. Previous crossover episodes gave the two NBC 
dramas their highest ratings in adults 18 -49 (for a non - 
Thursday telecast) in the history of either show. 

Fox loses `Hope,' for now 
Fox's 413 Hope St., which finished the week of Oct. 13- 
19 with a 6 household share, will be shelved for the 
November sweeps while executives mull its future. A 
series of reality specials -some of which were previ- 
ously scheduled -will run in the time slot: Oct. 30, 
Video Justice ll: Crimes Caught on Tape; Nov. 6, 
Cheating Death: Catastrophes Caught on Tape; Nov. 
13: Repeat of World's Scariest Police Chases; Nov. 20, 
repeat of Prisoners out of Control. -Lynette Rice 
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Extreme lighting, 
foul weather 

and widescreen TV. 

In the field, you 
have to be prepared 

for anything. 

Now you can shoot under any co- Lions. 

Including the FCC's. Because the Betacam SX D -1W -9 "WS 

camcorder operates n both 16:9 widesc'eer a ìc 4:3 

standard fo-mats. By using a cost -effective n+CCD 

imager. th DNW -9WS gives you ar af-ardaDle 

widescreen format alcng with superior digital recordiig, 

even in the poorest lignting conditions. 

And your picture content is fully R 3 A D Y 

protected when -he time comes to deliver 

widescreen 525 SDTV or upconvert to HDTV. Far more 

informatior on the camcorder that lets yoJ bok at 

the big pic -ure, call 1 -800- 635 -SONY, ext. DNM'. taday 

SONY 
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wrote the original musical for television. 
Then rising star Julie Andrews played 
the title role -portrayed next by Lesley 
Ann Warren in 1965. when the musical 
was restaged for TV. This time around. 
the teleplay has been tweaked and the 
humor updated. while more Rodgers 
tunes have been added to the original 
score. 

Still, the producers were not blind to 
the risks of airing a lice- action. Broad- 
y ay-style musical for today's TV audi- 
ence. "1 -hese day. you're more apt to 
see the genre depicted in a kitschy 
episode of CBS's C'hirur,' Ilolte (the 
drama's cast became singers and 
dancers in the mind of the comatose 
Aaron Shutt in a ('op Rru-/ like episode 
that aired last week ). 

That hasn't stopped Disney from con- 
sidering more TV musicals for the fu- 
ture. The studio already has its sights set 

on a live-action l'inocchio. while Wendy 
Wasserstein (''fie Heidi Chronicles") is 

penning a musical -both for the Won- 
.. 

World of Ili.cnev franchise. 
At this point. Hirschhorn remains 

partial to his latest "child." "1 think 
Cinderella is the hest piece of televi- 
sion that will he made all year. I hope 
the audience agrees." he said. 

OUR IC E 

TO THE ACTION! 

We have 

your ticket to 
bowling's only 
nationally -televised 
team tournament series. 

BRUNSWICK 
WORLD TEAM 
CHALLENGE 

aturing 20 open division and 6 women's 

dv+sion national qualifiers, the Brunswick 

World Team Challenge gives top amateur and 

professional bowlers the opportunity to compete 

for a world team title and cash prizes! 

Call 972 -868 -1920 today for more information. 

www.americaone.com 

roadcasting---- 

NBC has a nightof fright in 
'House of Frankenstein 1997.' 

Scaring up some viewers 
Vc'IttYlrlo pull ow promo slu/ls for first hi,, stl'c'Cll.s haul(' 
By Lynette Rice 

Suntetintes it helps to have some of 
Frankensteins monsters jump OM 

of a plane over a Halloween party. 
That. of course. is in addition to the 

slew of print ads. billboards and on -air 
promos it will take to attract viewers for 
one of the most contpetitke nights of 
the upcoming s'%eels Nov. 2. 

Eyeballs are sure to come at a premi- 
um that Sunday. one of only a few 
nights during the sweeps when the Big 
Four pull out their big guns. 

ABC has Cinderella (see preceding 
story) and the first installment of 
O/rroh Winfrey Pr-eve/PA. CBS has 
Angela Lansbury starring in another 
Murder, .She It'r,,te movie: Fox has the 

fifth- season debut of The X- Files. and 
NBC has a two -part remake of The 
Home of l ì'unke/0On. 

What's a marketing department to do'? 

"Frankenstein falling out of a sky and 
into a party where people are dressed 
like werewolves. Call me crazy. but 
that's an interesting photo opportunity.'. 
says John Miller. NBC executive vice 
president. advertising and promotion. 

NBC has some other plans up its 
sleeve in addition to the Oct. 30 party 
at t niycrsal Studios in California - 
like offering a trill to Transylvania (no 

joke) via a radio contest and sticking 
the Home of Franken,rr'in name on 
Ticketntaster envelopes. 

ABC could be sitting pretty from the 
mass publicity overCinderrlhi. but the 
net vv certainly helped to ;generate 
some buzz by staging a star- studded 
premiere at Mann's Chinese Theatre in 
Holk wood earlier this month. 

I.ansbury isn't taking an chances on 
losing eyeballs that night. She's doing a 

crow- country publicity tots' that will 
include a first -ever appearance on Lire 
with Regi.k ,( Kathie Lee. Some folks 
will go to extraordinary lengths for a lit - 
tle publicity. And The X- Fi/r.c- 
although no doubt banking on its dedi- 
cated follow ing to tune in for the pre- 
miere -also has a I(10th- episode party 
planned in Los Angeles for Nov. I. 

"You have to do whatever you can to 
get y ourself noticed in what is an enor- 
ntously crowded environment for 
media properties." Miller says. "It's 
not just TV movies or miniseries. It's 
theatrical properties being launched. in 
addition to 117 cable networks and the 
Internet competing for people's time. It 
just gets tougher and tougher to get 
noticed. We push to promote relent- 
lessly vv ith a sense of fun. at least at the 

top of our mind, so people will want to 

check it out.' 
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WARNINÇy 

N 

WIRELESS 

NEIGHBORHOOD 

PHONE PATROL 

Communities on Phone Patrol 

ERICSSON ¡ 

WE REPORT ALL SUSPICIOUS 
ACTIVITY IMMEDIATELY 

OF SAFETY 
C O M M U N I T I E S O N P H O N E P A T R O L 

The \vircle,s industry is making cuits and towns saler by public safety activities. Since Iule. Mt), the \vireless 
providing wireless phonC \\ and donated airtime to coin- industry has provided 8.880 ireless Phones to 100.000 
minim n.nt h patrols for use in crime prevention and volunteers who are protecting Si) \ilion :Americans 

Participating Carriers 

t.onunwucmon. t nntpnt_.:\cn.d ( omm .utons. An-Touch Commumc non _ Albin Camnwmeauons. : \I 11 Ft I onunmurmm >. 

. nentan l'er.on.l ( onunumcwons. :\t& I \ \lrelr.. Seth e-. Inc. :\diane Cellular Company. hell :ltlar.u, \lohle. Bel South Alohluy. 
Iduegrat. C:Ilul.n Carotin t West \ \heir... ttilt,'in Cellular \toble S\ stems nit St. (.loud. Cellular (Inc. of NW \ lit !m nt. Cellular Une oI , I tn. t ni -pint elluLu Une Smvtg Santa (ruC (:aunt(. Cellular S.nnh. t enienntal Cellular. Cenurp Cellunet. In Cut:_ens Aloha,: 

issu. Contea.' Cellular (.omnnuucauon.. In.. Calltln \el t ellular. Inc. los C..littnua PCS. Int . Durango Cellular I-:lephonc Co, 
ellul.0 oI Souchet n lignin. Frontier. C. I L' \Aimless. I lortron Cellular Croup. I Inuston Cellular. Inland C:ellula Ltherty Cellular. 

t ellul.n. Mid- \Iiswurt Cellular. \hdtcr.i \Aimless Conumunt.mons. NlohleTel. Inc . Atauntam Cellular. Pauli: telecom Cellclar. 
,ter \\lntr>.. Int.. Pioneer Cellular. Pn( illul.u. Puerto Rio Cellular Company, RIB Cellular. Inc. Shenandoah Nlohle Company. 

Baglet. 'N[ 1 'tlohlur. Ins . Soulimesten Bell Mobile Systems. Spnnt spectrum L P. Caned State, Cellula Corporatiol, 
Alley leletom (; liaise. Vanguard Cellular systems. Inc. \\ ',tern \\lreles. Corporation. \\lreles. One Network. XII Cellular 

Watch Patrols 
i.. a, a 111311011 on oh1.nnulg a donated sunless phone and amuie 

Ln Sour nngh',orhood eatt h patrol. tomtit' the ( -1 IA l'ound;u ton tir 
\\lrcless ele ommmnnauons a' 202 785.00$l01 the l nnununuy I\,hnng 
( ansoruum at 800 813.1085 

ommundx. on 17 one 1%1,4 

CTIA FOUNDATON 
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S Y N D I C A T I O N M A R K E T P L A C E 

'Xena led action 
hours last season. 

Test of 
strength 
The top two 
action hours for 
the 1996 -97 sea- 
son were Univer- 
sal Television 
Enterprises' 
Xena: ll arrinr 
Princess and 

Hercules: 71w Legendary Journeys. 
According to Nielsen Media 
Research. Xena captured a 6.0 GAA 
rating and 1 /erodes earned a 5.7 
GAA. Folio\\ ing behind those two 
for the season \c as Sta,' Trek: Deep 
Space Nine with a 5.4 and All Amer- 
icans Bayn'ah'h with a 4.2. 

NSS POCKETPIECE 
Top ranked syndicated shows for the week ending 

12. as reported by Nielsen Media Research. Num 
represent average audience stations °° coverage. 

1. Wheel of Fortune 10.9 226 96 

2. Jeopardy! 8.5 212 96 

3. Home Improvement 7.3 231 97 
`4. Oprah Winfrey Show 7.1 224 98 
5. Xena: Warrior Princess 6.1 227 98 
6. Entertainment Tonight 5.5 174 95 
6. Hercules. Journeys of 5.5 230 98 
8. Star Trek: Deep Space Nine 5.4 237 98 

'9. NFL on TNT 5.3 4 74 

O. Simpsons 4.9 157 85 
1. Frasier 4.6 175 91 

2. Rosie O'Donnell Show 4.2.235 99 

3. Inside Edition 4.1 147.91 
4. Walker, Texas Ranger 4.0/217 97 
5. Extra 3.9/22497 

15. NYPD Blue 3.9/22997 

`Arthel & Fred' on bubble 
\II , \nteriean I eles ilion (/cell. 
new syndicated talk show .Irthe/ and 
Fred could he on its a out. The 
sho\y's staff has been alerted or a 

coming production hiatus and All 
American officials say the show's 
future will he determined alter the 
November sweeps. Arthel and Fred 
has been averaging a (1.9 rating /4 
share since its debut last month. 
according to Nielsen \leslia 
Research. 

Hey hey, it's Kimmy 
.11' Kids and Living Singh' star Kim 
Coles are teaming to develop a chil- 
dren's animated series entitled 
Kinrnrv'.s War/d. The series will he in 
the tradition of Fat Albert and the 
Cesby Kids, featuring characters crc- 

Keeping up with kids 
`Beasts' and `Dogs' rule 

'Beast Wars' winning 

`Crayons' a draw 
Sachs Family Entertainment's 

Bananas in Pajama\ & The 
Crayon Bn.\ is the top syndical - 

ed pre -school show. Bananas 
has averaged a 1.3 rating in chil- 

dren ages 2-in -5. according to 
Nielsen Media Research. 

'Bananas in Pajamas & 
The Crayon Box' on top 

Closter Teles ision "s Beast II in s and 
111 Dogs (io To Heaven: The .Series 

ended the month of September as 

the top two syndicated children's 
programs. Beast tt'ars pulled in a 

1.9 rating /7 share in the metered 
markets. according to Nielsen 
Media Research. Beast Wars placed 
first in many key demos including 
ho\ s 6- I I ..1 // Dogs Go To Heaven 
delis ered a 1.8 rating /7 share. 

Good news for new Captain 

`Kangaroo' is hopping 
Saban's . Ill New Captain 
Kangaroo is averaging a 

0.2+ national household rat- 
ing_. according to Nielsen 
Media Research. The week- 
end syndication runs of the 
Captain have turned in 
some impressive numbers 
On \y1Cr -1\ Nashs ille, gar- 
nering a 5.3/14 share last 
weekend. In New York. 
the show scored a 1.7/I0 
on w.\rc - I \ last Saturday. 

ited and voiced by Coles and based 
on her childhood days growing up in 
Brooklyn. 

`Donny 
& Marie' 

' 

clears 
Columbia 
Tri Star r 

Television 
has cleared rr 
its upcom- CTTD has obtained more 
ing talk/ clearances for new strip. 
variety snip with Donn\ and Marie 
Osmond/ in over 8i' of the e runtry. 
New markets include Wititi\ 

waukee. w-lTG(ry) Washington and 
Kit l tr \') San Francisco. The show is 

sel to dehu! next )all. 

They're off! 
I \seiltielh Television's two 
off- network dramas got off to fast 
starts in weekend syndication runs. 
X- Files debuted last weekend with 
a 5.3 rating in the metered markets. 
according to Nielsen Media 
Research. Twentieth's other hour 
drama. NYPD Blue premiered the 
previous weekend with the exact 
5.3 rating. Both shows are also run- 
ning on the FX cable network every 
weeknight. 
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from the 
brought you a little 

GTEInternetworking investing hundreds of millions of dollars 
to build a backbone network 100 times 

BBN built the forerunner to the Internet, research center, BBN Technologies. bigger than today's Internet- big 
and sent the world's first e-mail. Now, BBN has joined forces with GTE enough to withstand the rigors of 
They run she world's leading Internet to create GTE Internetworking. We're business. For companies large and 
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CEO 

folks who 
thing called 
small this means a quicker, more 
reliable, more secure way of doing 
business on the Internet. In tact, GTE 

Internetworking provides the only 
Web hosting service that has aced 

the Internet. 

every security test thrown at them 
by the National Computer Security 
Association. To find out more, call us 

at 800 -472 -4565, or visit our web site 
at www.internetworking.gte.com. 

I N T E R N E T W O R K I N G 
POWERED eV DEN. 
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PEOPLE'S CHOICE 

Ratings according to Nielsen 

Oct. 13 -19 
KEY: RANKING SHOW 

I 
PROGRAM RATING SHARE] TOP TEN SHOWS OF THE WEEK ARE NUMBERED IN RED TELEVISION UNIVERSE ESTIMATED AT 98.0 MILLION HOUSEHOLDS: ONE RATINGS POINT= 980.000 TV HOMES 

YELLOW TINT IS WINNER OF TIME SLOT INRI =NOT RANKED: RATING 'SHARE ESTIMATED FOR PERIOD SHOWN 'PREMIERE SOURCES: NIELSEN MEDIA RESEARCH. CBS RESEARCH GRAPHIC BY KENNETH RAY 

> 
Timecop 

C 
Z "' 7 NFL Monday Night 
O 930 Football -Dallas 

Cowboys vs. Washing- 
ton Redskins 144/24 

4.2/7 

E 
I0:00 

>, ö:0C 

QO 8:30 

9:00 

? 9:30 

Q 
ö:30 23. Dharma & Greg 10.8/17 46. Murphy Brown 8.6/14 96. Built to Last 

Z 
9:00 

Q 9:30 

:0:00 

3n 

24. Cosby 10.7/17 36. Suddenly Susan 9.1/14 

29. Ev Loves Raymd 9.9/15 48. Fired Up 8.4/13 33. American League 

40. Cybill 8.9/13 27. Caroline in /City 10.1/15 Divisional Playoffs 

40. George & Leo 8.9/13 43. Naked Truth 8.8/13 
Game vs. 

Cleveland 107'Sparks Orioles vs. Cleveland 

105 In the House3.2 5 

103.Mal & Eddie 3.3/5 
92.7th Heaven 3.8/6 

107 Good News 3 ' 5 100.Buffy /Vampire 

Slayer 3.5/5 

52. Brooklyn South 8.1/13 16. Dateline NBC 11.6/19 

13.2/21 7.8/13 
1 Home Imprvmt 12.0/20 

1.1 Soul Man 12.2/19 
43. JAG 8.8/14 

4. Home Imprvmt 16.5/25 

Hiller & Diller 11.3/18 
59 Michael Hayes 76'12 

1' NYPD Blue 13.6/23 65. Dellaventura 7.1.12 

10.7/18 9.6/16 
4:, Spin City 8.6/15 40. Nanny 

12 National League 
Championship Series 
Game 6- Florida 
Marlins vs. Atlanta 
Braves 13.0.22 

6.3/10 
8.9/15 90. Tony Danza 

} :ú0 

8:30 

9:00 

D 9:30 

i:00 

0:30 

S:00 

Q 
61. Boy Meets Wrld 

O 66. You Wish 

E 9:30 74. Teen Angel 

19. Drew Carey 11.4/18 

25. Ellen 10.6/17 

31. Public Eye -Bryant 
Gumbel 9.5/15 68. Working 

Indians 9.4/15 

105 Clueless 
Fox Tuesday Night gq Moesha 
Movie -Terror in the 

109 Hitz Family 6.0/9 
11UHdOv Heels . 

4.3/7 
8.5/14 3.4/5 3.6/6 

15. MLB /Postgame 12.1 /20 103 The Sentinel 

3.6/6 55. Beverly Hills 90210 
8.0/13 102.Star Trek: 100. Wayans Bros 3.5 6 

98 Sister, Sist 3.6 6 

3.3/5 92. Smart Guy 3.8 6 

68. 3rd Rock fr /Sun 6.6/11 

6.6/10 

18. PrimeTime Live 11.5/20 

87. Nothing Sacred 4.4/7 

26. Chicago Hope 10.5/18 50. Law & Order 

38. Promised Land 9 0/15 

8.3/15 

5. Friends 16.4/28 

SF Party of Five 7.7/12 

85. Living Single 4.6 

8. Union Square 13.9/22 87 Between Brothers4.4 

83. Cracker 4.8/7 
30. Diagnosis Murder 2. Seinfeld 20.9/32 

9.6/15 3. Veronica's CIst 18.1/28 
94.413 Hope St. 371 

61.20/20 

52. Sabrina /Witch 

10:00 
16.20/20 

}- 
Q 87. C-16 

7.4/12 82.48 Hours 5.0/8 1.ER 

8.1/16 71. Family Matters 6.5/13 

7.4/14 76. Meego 5.6/11 
64. Players* 

Voyager 3.4'5 96.Stv Harvey 3.6 6 

7.3/14 81. The Visitor 5.1/1(1 

6.8/12 76. Gregory Hines 5.6/10 

5.2/10 

5.9/11 75. Step by Step 5.8/10 
22. Dateline NBC 11.2/20 72. Millennium 

11.6/22 60. Nash Bridges 7.5/14 
52. Homicide: Life on the 

Street 8.1/15 

8.7/16 

4.4/8 
55. Dr. Ouinn, Medicine 

Woman 8.0/15 

:30 
86. Total Security 4.5/8 45. Early Edition 

(J)1:00 
68. The Practice 

} 
G . 

Z 
tn 

8.7/16 

6.6/13 
31. Walker, Texas Ranger 

9.5/18 

36. Wonderful World of 
Disney- Sabrina, the 
Teenage Witch 9.1/15 

8.60 Minutes 

11.2/21 

6.0/11 

"B.Superman/ 
Batman Special 

143 

'17 Parent'Hood 1 :í 3 

World Series Game 
1- Cleveland Indians 
vs. Florida Marlins 

11.3/22 

83. Cops 

5.4/10 
4.8 9 

76. Cops 5.6/10 

76. America's Most 
Wanted: AFB 5.6/10 

13 9124 
34. Series Pregame 9.2/17 80. World's Funniest! 5.2 :1 

96. World's Funniest! 

8. Touched by an Angel 
13.9, 21 

38. ABC Sunday Night 13. CBS Sunday Movie - 
Movie -Bad to the Love in Another Town 
Bone 9.0/14 12.4/20 

6. World Series Game 
2- Cleveland Indians 
vs. Florida Marlins 

15.0/24 

51. The Simpsons 

48. King of the Hill 

6 1 The X -Files 7 4;1 1 

G; Jenny o :1 

Sulky Brain 

l113.Parenl'Hood 1.8 3 

110.Jamie Foxx 2.1'3 

113. Unhap Ev Af 1 8' 
113.TomShow 1 

116.AIright Alr 

WEEK AVG 

STD AVG 
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9.0/15 9.1/15 11.8/20 6.7/11 3.1/5 2.6/4 
9.0/15 9.4/16 10.8/18 7.1/12 3.3/5 2.9/5 
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Changing Hands 
The week's tabulation 

of station sales 

Proposed station trades 
By dollar volume and number of sales: 

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

THIS WEEK: 

TVs $35,230,000 2 

Combos $50,725,000 10 

FMs $2,076,000 2 

AMs S2,527,127 5 

Total $90,558,127 19 
sol AR IN 1997: 

TVs $6,482,878,684 98 
Combos S6.974,830,051 271 

FMs $1,854,776,890 347 
AMs $318,449,608 193 

Total $15,614,925,233 909 
SAMt I FRIOD IN 1996: 

TVs $8,512,371,645 85 
Combos S11,344,287,229 285 

FMs S2,378,025,623 339 
AMs S177,776,644 193 

Total $22,412,461,141 902 
Source: BROADCASTING & CABLE 

TV 

WNDY -TV Marion, Ind./Indianapolis 
Price: $34.99 million 
Buyer: Viacom International Inc.. New 
York (Sumner M. Redstone. presi- 
dent /66.66% owner; Kerry McClug- 
gage. chairman. Paramount TV 
Group: Anthony Cassara. president. 
Paramount Stations Group Inc.): 
owns /is buying 15 TVs and options 
to buy two more TVs 
Seller. IMS Broadcasting LLC, Mari- 
on (John Newcomb. principal); no 
other broadcast interests 
Facilities: ch. 23. 5,000 kw visual. 
600 kw aural, ant. 1.082 ft. 
Affiliation: WB 

KVMDITV) Twentynine Palms, Calif. 
Price: $240.000 
Buyer. Peoria Broadcasting Services 
Inc.. South Pasadena, Calif. (Michael 
Rodriguez. president /owner) 
Seller Desert 31 Television Inc., 
Enumclaw. Wash. (Michael L. Park- 
er. president) 
Facilities: ch. 31. 12 kw visual, ant. 
295 tt. 
Affiliation: Independent 

COMBOS 
WMAN(AM)- WYHT(FM) Mansfield and 
WSWRIFMI Shelby, Ohio; WFNTIAMI- 
WCRZIFM) Flint and WWBNIFMI Tus- 
cola, Mich. 
Value: $31 million $32 million for 
merger 

Broadcasting & Cable October 27 1997 

roadcastin 

GOCOM gets Youngstown radios-1 
GCCOM Communications LLC is breaking into radio with the purchase this 
week of five stations in the Youngstown, Ohio, market for $9.625 million. In 

September, GOCOM agreed to purchase WKBN -TV Youngstown for $48 mil- 
lion, bringing its television holdings to nine stations in midsize markets. 
GOCOM President Ric Gorman says of the Youngstown radio purchases: "If 
we can increase our shelf space in the same market, that makes sense for us." 

GOCOM, backed by Bain Capital Inc., has pursued an aggressive buy- 
ing strategy for midmarket TVs; Gorman expects the company to double in 
the next year. GOCOM's first five radio properties are wRTK(AM)- wBeG(FM) 
from Connoisseur Inc. and wPAO [formerly wicT)(AM)- wwsv(FM) and WICT -FM 

from Zapis Communications Corp. The Zapis stations deal was brokered 
by Star Media Group Inc. -Sara Brown 

The person you describe 
is the persons we deliver. 

Joe Sullivan & Associates, Inc. 
t,e,__vve Search & Recruitment 

9 Feather Hill, Southold, NY 1 1971 

(516) 765-5050 

CLOSED 

I 

Paxson Communications Corporation 
Lowell "Bud" Paxson, Chairman R CEO 

has agreed to acquire 

\VSCO -TV 
Suring, Wisconsin 

from 

VCY /America, Inc. 
Vic Eliason, President 

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

PATRICK Cn/MANICATIUNS 

.410-74-0250 

J 
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Buyer. Regent Communications Inc., 
Covington. Ky. (Terry S. Jacobs, 
chairman /80% owner); owns /is buy- 
ing 16 FMs and 10 AMs 
Seller. Faircom Inc.. Old Brookville, 
N.Y. (Joel Fairman, president); will 
maintain stock interest in Regent 
Communications 
Facilities: WMAN: 1400 khz, 1 kw: 
wYHT: 105.3 mhz. 50 kw. ant. 370 ft.; 
wswR: 100.1 mhz. 3 kw, ant. 300 ft.: 
WENT: 1470 khz, 5 kw day, 1 kw night; 
WCRZ: 107.9 mhz, 50 kw, ant. 331 ft.; 
wwBN: 101.6 mhz, 3 kw. ant. 328 ft. 
Formats: WMAN: news, talk, sports: 
WYHT: top 40: WSwR: classic rock: 
wFNT: news, talk; wcRZ: AC; WWBN: 
AOR 
Broker: The Crisler Co. 

WRTK(AMI- WBBG(FM) Youngstown, 
Ohio 
Price: $7.025 million 
Buyer. GOCOM Communications 
LLC, Charlotte, N.C. (Richard L. Gor- 
man, CEO: Bain Capital Inc., owner); 
owns wcxA(Tv) Macon. Ga.; KTvE(Tv) 
El Dorado, Ark. /Monroe. La., and 
wFxl(Tv) Greenville /New Bern, N.C.: 
wvoo(Tv) Greenville and construction 
permit for wFxz(Tv) Jacksonville, 
N.C.: is buying KCPM(TV) (NBC) 
Chico /Redding, Calif.: KsPR(TV) (ABC) 

roadcasting 
Springfield, Mo., and KMio(Tv) (ABC) 
Midland/ Odessa, Tex.; and WICT -FM 

Grove City, Pa. /Youngstown,wKBN -Tv 
and WPAO(AM) (formerly wicT) -wwsv 
(FM) Youngstown 
Seller. Connoisseur Inc., Westport. 
Conn. (Jeffrey D. Warshaw. 75% 
owner); owns /is buying 19 FMs and 
10 AMs 
Facilities: AM: 1390 khz, 9.5 kw; FM: 
101.1 mhz. 24 kw, ant. 711 ft. 
Formats: AM: talk. sports: FM: religion 

WICT -FM Grove City, Pa./Youngstown 
and WPAOIAM) (formerly WICTI -WWSY 
(FM) Youngstown, Ohio 
Price: $2.6 million 
Buyer. GOCOM Communications 
LLC, Charlotte, N.C. (Richard L. Gor- 
man, CEO: Bain Capital Inc., owner); 
owns WGxA(TV) Macon. Ga.; KTVE(TV) 
El Dorado, Ark. /Monroe. La., and 
wExl(Tv) Greenville /New Bern, N.C.; 
wvoo(Tv) Greenville and construction 
permit for wFxz(Tv) Jacksonville, N.C.; 
is buying KcPM(Tv) (NBC) Chico /Red- 
ding, Calif.; KsPR(Tv) (ABC) Spring- 
field, Mo., and KMIO(Tv) (ABC) Mid- 
land /Odessa, Tex.; wKBN -Tv and WRTK 

(AM)- WBBG(FM) Youngstown 
Seller. Zapis Communications Corp., 
Cleveland (Xenophon Zapis, chair- 
man); owns WJMO(AM)- wxAK(FM) and 

CLEAR CHANNEL 
has acquired 

WZTR-FM 
Milwaukee, Wisconsin 

from 

SHOCKLEY COMMUNICATIONS 
for 

$14,500,000 
The undersigned acted as broker 

in this transaction and assisted in the negotiations. 

Kalil & Co., Inc. 
3444 North Country Club Tucson, Arizona 85716 (520) 795 -1050 
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WXJM -FM Cleveland 
Facilities: WICT -FM: 95.1 mhz. 19 kw, 
ant. 805 ft.; wPAO: 1470 khz, 1 kw 
day. 500 w night; wwsv: 95.9 mhz. 3 
kw. ant. 328 ft. 
Formats: WILT -FM: country; WPAO: 
country: wwsv: classic rock 
Broker: Star Media Group Inc. 

KSRV -AM -FM Ontario, Ore. 
Price: $2.1 million 
Buyer. American General Media 
Corp.. Towson, Md. (Anthony S. 
Brandon, 67% owner); in various 
forms, Brandons own /are buying 13 
FMs and nine AMs 
Seller. American Cities Broadcasting 
LLC, Chicago (Bruce Buzil, co- chair- 
man/4% equity manager); is buying 
seven FMs and six AMs 
Facilities: AM: 1380 khz. 5 kw day. 1 

kw night: FM: 96.1 mhz, 100 kw. ant. 
450 ft. 
Formats: Both country 
Broker. Media Services Group Inc. 

KBAR(AMI- KZDX -FM Burley, Idaho 
Price: $1.8 million ($10.000 for option) 
Buyers: KART Broadcasting Co. Inc., 
Jerome, Idaho (Allen D. Lee, presi- 
dent/30% owner); owns KART(AM)- 
KMVX(FM) Jerome; principals own KBBK 

(AM)- KKMV(FM) Rupert, Idaho; is selling 
KOSZ(FM) and KFTZ(FM) Idaho Falls 
Seller. Mini -Cassia Broadcasting Inc., 
Burley (Donald E. Westfall, princi- 
pat): no other broadcast interests 
Facilities: AM: 1230 khz, 1 kw; FM: 
99.9 mhz, 25 kw, ant. 2,460 ft. 
Formats: AM: oldies: FM: hot AC 

WBET(AMI- WCAV -FM Brockton, Mass. 
Price: $1.5 million 
Buyer. KJI Broadcasting LLC, Pitts- 
field, Mass. (Joseph V. Gallagher, 
managing member /99% owner); 
owns WBEC-AM-FM 
Seller. WBET LLC, Brockton (Charles 
Fuller. managing member); no other 
broadcast interests 
Facilities: AM: 1460 khz, 5 kw day, 1 

kw night; FM: 96.6 mhz. 3 kw, ant. 
300 ft. 
Formats: AM: news, talk; FM: C &W 
Broker. Media Services Group Inc. 

KUVAIFM) and KVOU(AMI- KYUFIFM) 
Uvalde and KEPSIAMI- KINLIFM) Eagle 
Pass, Tex. 

Amplification 
Granite Broadcasting Corp.'s pur- 
chase of KOEY -Tv San Francisco 
from Pacific FM Inc. cost $173.75 
million which includes $30 million 
for a five -year non -compete agree- 
ment. The deal was brokered by 
H.B. La Rue Media Brokers. 
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--Broadcasting-- 

Hicks on top in LIN bid 
Raycom dropped its effort to acquire LIN Television last Wednesday 
after Hicks, Muse, Tate & Furst upped its offer to $55 per share, or about 
$80 million more than Raycom's $52.50 -per -share offer that was made 
public on Monday. 

LIN estimated the value of Hicks Muse's increased bid at slightly more 
than $1.9 billion. The Hicks Muse /LIN deal is a signed merger agreement 
that is still subject to higher offers. Any such offer would have to be made 
before the shareholder vote approving the Hicks Muse deal, which is 
expected in January. 

With the increased offer from Hicks Muse, LIN agreed to raise from $32.2 
million to $64.4 million the breakup fee if the deal doesn't go through. 

Raycom says its interest in LIN will result in LIN shareholders getting 
nearly $250 million more for the company (assuming the deal closes) than 
Hicks Muse had intended to pay. In a statement announcing the with- 
drawal of its bid, Raycom President John Hayes said: "LIN Television is an 
excellent company, and we congratulate their shareholders for receiving 
almost $250 million in cash above the original Hicks Muse contract." 

The $55- per -share offer is more in line with analysts' valuation of LIN 
before Hicks Muse made its initial $47.50 -per -share offer in August. If 

the deal goes through, Hicks and NBC will create a separate venture to 
run LIN's KXAS-TV Dallas and NBC's KNsD(TV) San Diego that will be 80% 
controlled and managed by NBC (B &C, Oct. 13). -Steve McClellan 

Price: $1.5 million 
Buyer. Texrock Radio Inc.. Austin 
(Dain L. Schult, president/owner); is 
buying KHLB -AM -FM Burnet, KTAM(AM)- 
KORA(FM) Bryan. and KHLR(FM) 

Cameron, all Tex. 
Seller. Willis Jay Harpole, Boerne. 
Tex.; owns KOYE -FM Laredo and is 
buying KOUL -FM Slnton, KLTG -FM Cor- 
pus Christie, KRAD -FM Portland and 
KDAE(AM) Portland, all Tex. 
Facilities: KuvA: 102.3 mhz, 3 kw, 
ant. 280 ft.; Kvou: 1400 khz, 1 kw; 
KYUF: 104.9 mhz, 3 kw, ant. 263 ft.: 
KEPS: 1270 khz, 1 kw; KINL: 92.7 
mhz, 3 kw, ant. 255 ft. 
Formats: KuvA: Spanish; Kvou: coun- 
try, Spanish; KYUF: C &W; KEPS: 
Tejano: KINL: C &W 

WJDYIAMI- WSBY -FM Salisbury, Md. 
Price: $1.3 million 
Buyer. Cumulus Media LLC., Milwau- 
kee (Richard Weening, chairman; 
William M. Bungeroth, president); 
owns /is buying 30 FMs and 12 AMs 
Seller. Connor Broadcasting Corp. 
(J. Parker Connor, owner): owns 
WJPY(AM)-WSUX-FM Seaford, Del. 
Facilities: AM: 1470 khz, 5 kw day, 
500 w night: FM: 98.9 mhz. 6 kw. 
ant. 328 ft. 
Formats: AM: urban AC; FM: soft AC 
Broker. William B. Schutz Jr. 

WEKYIAM) Richmond and WKXO -AM- 
FM Berea, Ky. 
Price: $550,000 
Buyer. Commonwealth Broadcasting 
Corp.. Glasgow, Ky. (Steven New- 
berry, president): owns WLBN(AM)- 

wLSK(FM) Lebanon, WTco(AM) -wcKO 
(FM) Campbellsville, wcos(AM) -wovo 
(FM) Glasgow, wGRK -FM Greensburg, 
WBRT(Am)- woKH(FM) Bardstown and 
WAKY -AM -FM Springfield, all Ky. 
Seller. Pioneer Broadcasting Co. 
Inc.. Richmond, Ky. (Robert Sprad- 
lin, president); no other broadcast 
interests 
Facilities: WEKY: 1340 khz, 1 kw: 
wKxo(AM): 1500 khz, 250 w: WKXO- 
FM: 106.7 mhz, 1.95 kw, ant. 584 ft. 
Formats: WEKY: AC; WKXO(AM): C &W, 
news: wKxO -FM: country 
Broker. R.E. Meador & Associates 

50% of WFAS -AM -FM White Plains 
and WZZNIFM) Mt. Kisco, N.Y. 
Price: $350.000 
Buyer. BBR II LLC, Sacramento, 
Calif. (Frank Washington, managing 
member /90% owner); no other 
broadcast interests 
Seller. CapStar Broadcasting Part- 
ners LP; Austin, Tex. (Thomas O. 
Hicks, owner); owns /is buying 170 
FMs and 76 AMs 
Facilities: WFAS(AM): 1230 khz. 1 kw: 
wFAS -FM: 103.9 mhz, 600 w, ant. 669 
ft.: wzzN: 106.3 mhz, 3 kw, ant. 440 ft. 
Formats: wFAS(AM): news, talk, full 
service, MOR; WFAS -FM: AC: wzzN: 
AC, news 

RADIO: FM 

KFTZ -FM and KOSZ -FM Idaho Falls, 
Idaho 
Price: $2 million 
Buyer. American Cities Broadcasting 
LLC. Chicago (Bruce Buzil, co- 

SOLD! 

WKFT TV, Fayetteville, 
North Carolina, from 
Allied Communications 
Company, Inc., Robert P. 

Holding, III, President 
and CEO, to Bahakel 
Communications, Ltd., 
Cy N. Bahakel, President. 

Brian E. Cobb 
and 

Charles E. Giddens 
Brokers 

BRIAN E. COBB 
CHARLES E. GIDDENS 

703-827-2727 

RANDALL E. JEFFERY 
RANDALL E. JEFFERY, JR. 

407-295-2572 

ELLIOT B. EVERS 
415-391-4877 

GEORGE I. OTWELL 
513-769-4477 

RADIO ,,nJ TEI.E\'ISI v\ 
BROKERAGE :\f I`R\I \' 

1A0 
MEDIA VENTURE 

PARTNERS 
WASHINGTON, 1X.. 

ORLANIX) CINCINNATI 
SAN FRANCISCO 

. r, , .,r,,,.,.,i 
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chairman /4% equity manager); is 
buying nine FMs and six AMs 
Seller. KART Broadcasting Co. Inc., 
Jerome, Idaho (Allen D. Lee, presi- 
dent); owns KART(AM)- KMvx(FM) 
Jerome; is buying KBAR(AM)- Kzox(FM) 
Burley; is building a new FM in Twin 
Falls: principals own KBBK(AM) -KKMV 
(FM) Rupert, all Idaho 
Facilities: KFTZ: 103.3 mhz, 100 kw, 
ant. 659 ft.; Kosz: 105.5 mhz, 100 
kw. ant. 659 ft. 
Formats: KFTz: Religion; Kosz: Soft 
favorites 
Broker: Media Services Group Inc. 

WHKL -FM Crenshaw, Miss. 
Price: $76,000 
Buyer. Batesville Broadcasting Co. 
Inc., Batesville, Miss. (J. Boyd 
Ingram, president /100% owner) 
Seller. John Pelham Ingram, Batesville 
Facilities: 106.9 mhz. 6 kw, ant. 330 ft. 
Format: Oldies 

RADIO: AM 

KFXDIAM) Nampa, Idaho 
Price: $1.8 million 
Buyer. Jacor Communications Inc., 
Cincinnati (Samuel Zell, chairman; 
Randy Michaels, CEO; Zell /Chilmark 
Fund LP, 30% owner; David H. 
Crowl. president. Radio Division): 

rtvattacastnng 
owns one TV station; owns /is buying 
99 FMs and 61 AMs 
Seller. Doubledee Broadcast Group, 
Meridian, Idaho (Alex J. Krisik, presi- 
dent); owns KFxD -FM Nampa 
Facilities: 580 khz, 5 kw 
Format: News, talk, business, sports 
Broker: Jorgenson Broadcast Broker- 
age 

KGRNIAM) Grinnell, Iowa 
Price: $560.000 for stock 
Buyer. Russell A. and Brenda K. 
Crawford, Grinnell; no other broad- 
cast interests 
Sellers: Forrest J. and Joan D. Mitch- 
ell; Mianne S. Nelson; Dorea S. Pot- 
ter, and Debra S. Haines, Stuart, 
Fla.; Nelson owns wMCw(AM) Har- 
vard, Ill.; Potter owns wRAM(AM) -wMOI 
(FM) Monmouth, III., and KwoN(AM)- 
KYFM(FM) Bartlesville. Okla. 
Facilities: 1410 khz, 500 w day, 47 w 
night 
Format: MOR 

WZBZ(AM) Plattsburgh, N.Y. 
Price: $100,000 
Buyer. Family Broadcasting Inc., Es- 
sex, Vt. (Alexander D. McEwing, pres- 
ident/39.8% owner); owns wGLY(FM) 
Waterbury and wGLv(FM) Hartford, Vt. 
Seller. Barry P. Lunderville, Shel- 
burne. Vt.: is building a new FM in 

Lancaster, N.H. 
Facilities: 1070 khz, 5 kw 
Format: News. talk 

WTNWIAM) Tuscaloosa, Ala. 
Price: $50,000 
Buyer. Tuscaloosa Radio Co. LLC, 
Bessemer, Ala. (Auburn Network, 
Inc., 50% owner. Mike G. Hubbard, 
president and Woodcom Inc., 50% 
owner. E. Kirk Wood, president); no 
other broadcast interests 
Seller. H &P Communications Inc., 
Birmingham, Ala. (Cecil Heftel and 
Carl Palmer, owners); owns WBHJ 
(FM) (formerly wFFx -FM) Tuscaloosa, 
wBHK(FM) Warrior and 90% of WDBB- 
Tv Bessemer, all Ala. 
Facilities: 1230 khz. 1 kw 
Format: News, talk 

WLASIAM) Jacksonville, N.C. 
Price: $17,126.52 
Buyer. Eastern Broadcasting Inc., 
Statesville, N.C. (Ronald W. Ben - 
field, president); no other broadcast 
interests 
Seller. Eckhardt Broadcasting. Jack- 
sonville (Keith Eckhardt, president); 
no other broadcast interests 
Facilities: 910 khz, 5 kw 
Formats: Talk 

-Sara A. Brown 

Local digital radio 
gets closer to reality 
Prototype system begins field tests in spring: 
lf sneCPSsfIll, stations could be on air in three years 

By John Merli, special 
correspondent 

N 
ational satellite radio moved a 

step closer to existance (at least 
on paer) this month when the 

FCC issued licenses to CD Radio and 
AMRC. For thousands of current ter- 
restrial AM and FM broadcasters who 
could .join the digital era via digital 
audio broadcasting (DAB). it's been an 
anxious and frustrating waiting game. 
But the wait may he coming to an end. 

Late next spring. a new DAB proto- 
type being developed by USA Digital 
Radio (USADR) and Lucent Technolo- 
gies should he ready for extensive field 
tests. USADR. whose partners include 

Westinghouse. CBS and Gannett. says 
that if all goes according to plan -and 
there are several "ifs" still to consider - 
DAB could begin emerging within 
three years. Radio broadcasters have 
heard all this before. but this project 
team already has worked out iiuuiy of 
the bugs that plagued earlier prototypes. 

Back in 1994. follov ing a series of 
technical mishaps (mainl interference 
and multi path problems) during field 
tests of a different in- band /on- channel 
IBOC) scheme in San Francisco. 

broadcasters. engineers and their 
respective companies decided the only 
solution was to start over. They went 
for a "total redesign- of a workable 
IBOC system. according to NAB's 
John Marino. vice president for science 
and technology. NAB had strongly 

supported the original IBOC effort and 
hacks the current endeavor (although 
not financially). while repeatedly char - 
acteriiing proposed subscription -based 
national satellite radio services as a 

threat to radius traditional localism. 
Today. in a Baltimore laboratory and 

elsewhere. USADR and Lucent Tech - 
nologies arc attempting to create a new 
type of digital transmission standard 
for the radio industry. Once again. it 
will be IBOC. which will allow the use 
of current frequencies now held by 
most broadcasters. The much- puhli- 
ciied Eureka system being implement- 
ed in Europe (acid probably Canada) 
via L -hand frequencies is technically 
possible in the U.S.. but not available: 
L -band frequencies already are being 
used by the U.S. military. 

The USADR /Lucent collaboration. 
which began a few months ago. partly 
stems from Westinghouse's new interest 
in digital radio following its acquisition 
of CBS. CBS Radio Group has long 
been active in digital development. 
Lucent. barely more than a year old. 
brings the resources of the old Bell Labs. 

Lucent devised PAC (perceptual 

Continues on page 91 
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Broadcasting & Cable's 

eme a 
THE CONVERGENCE OF TELEVISION, RADIO AND NEW MEDIA 

DOJ acts to deter Microsoft 
'Net dominance 
Move could stall audio -video streaming strategies 

gy iZ:xa Te444(4, 

The Department of Justice's 
move last week to stop 
Microsoft from requiring 

computer makers to package 
Internet Explorer 3.0 in Win- 
dows 95 is a shot at forestalling 
the Redmond. Wash.. giant's 
aspirations to dominate Inter- 
net software, including multi- 
media streaming software. 

DOJ contends that the Win- 
dows 95 licensing deals 
requiring original equipment 

manufacturers (OEMs) to pre - 
install the browser violates a 

1995 consent degree. Howev- 
er Microsoft responds to the 
DOJ cease- and -desist order 
and the $1 million daily fine it 
seeks. Attorney General Janet 
Reno is clearly attempting to 
send a broader message. 

"Microsoft is unlawfully 
taking advantage of its Win- 
dows monopoly to protect and 
extend that monopoly and to 
undermine consumer choice. 

The Department of 
Justice will not toler- 
ate that kind of con- 
duct." Reno declared 
last week. 

An active DOJ in- 
vestigation continues 
into Microsoft's recent 
investments in multi- 
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Microsoft's policies in packaging its 
Internet Explorer have drawn 

government fire. 

media streaming companies. 
including the recent acquisition 
of Sunnyvale. Calif. -based 
VXtreme and a I0', stake in its 
Seattle neighbor RealNet- 

works. and its equity stake in 
Cambridge, Mass. -based 
VDONet. And backing 
Microsoft down on building its 
browser business by bullying 

A wall @Home 
Subscribers to @Home's revamped service this quarter will be hitting the 

wall -a video wall. 
The multi -MS0 high -speed Internet service intends to reinvent itself with 

content that capitalizes on its broadband connection. Paramount will provide 

a video "wall" of on- demand news content windows that @Home is working 

on with several content providers for general news, business. entertainment 
and sports. 

Subscribers click on a window in the video -on- demand wall for immedi- 
ate access to stories streamed in video in a particular category. The user 

will be able to enlarge the window to view the stories, but probably not to 

full screen. "We want to find what the optimum size is for the video experi- 
ence," says Richard Gingras, @Home vice president of programming. 

@Home won't disclose content providers for the project. Fox News, 

which participated in a multicasting test with the service, is a likely can- 

didate for the news content. ESPN is a possibility on the sports side. 

ESPN Internet Ventures is talking to @Home and other MSO Internet ser- 
vices about various projects, according to an ESPN spokesperson, who 

declined to say whether the video wall was one of those. 
There is also a possibility that @Home will present live music events 

from SonicNet, according to Gingras. "We're certainly looking at those 

things," he says of the concept of streaming concerts online. 

SonicNet had approached @Home with the idea of streaming pay -per- 
view concerts online before the deal ICI Music struck to purchase SonicNet 

parent company Paradigm Music for $24 million last month (see "Teleme- 

dia," Sept. 29). Thomas McPartland, Paradigm president, reports that conver- 

sations about programming for @Home are proceeding, but he declined to 

say when SonicNet content might be seen on the cable service. 

What @Home subscribers will definitely soon see along with that video 

wall is more games. The service expects to add "deep" game offerings 
from a number of vendors it's negotiating with, says Gingras, who indi- 

cated that some offerings would be free, with pay formulas for others yet 

to be decided. @Home could follow a transactional model, or charge a 

monthly increment for access to a new games "channel" of content. "We 

have explored all the possibilities," says Gingras. "Our subscribers love to 

play games, and they love to take advantage of the low latency of the 

network." 
The popular Quake shoot- 'em -up has been a big draw on @Home. 

The service permits nonsubscribers to compete, giving its subs an enor- 

mous firepower advantage and doubtless fueling their appetite for more. 

Along with the new content, @Home is seeking to spur usage with a 

new "channels" architecture to simplify navigation. A "How Do I... ?" sec- 

tion will offer users single -click routes for instruction on available trans- 
actional services and other functions.- Richard Tedesco 
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OEMs bears on incorporating 
streaming capabilities into 
\Vindoyy s NT and future Oper- 
ating systems. 

°l ltimately. it touches on 
any feature than Microsoft 
decides is part and parcel of its 
operating s\ stem. Streaming 
audio and video comes under 
the punies\ of This. says Don 
DePalma. senior analyst for 
Forrester Research. 

DcPalllla speculates that 
DOJ noted that the Windows 
9)5 licensing fee is effectively 
funding the giveae av of 
Microsoft's \eiShoyy ?.II 
streaming st iiv are as a feature 
ill the Internet Information 

Server integrated into Win - 
dows \T. NI¡crosofi is moving 
io consolidate the best tealules 
of extant streaming technolo- 
gies in \eiShoyy as it maces to 
dominate that industry seg- 
menl. 

'Microsoft's position in 
response to D0.1 last week was 
that it is acting in "a completely 
lay\ ful manner.- according to 
William Neukom. Microsoft 
senior vice president for law 
and corporate affair,. who 
added. "The consent decree 
esplicitly states that \Microsoft 
may integrate net, features into 
the operating system that it 
licenses to PC manufacturers 

without violating the decree." 
But Microsoft apparently 

crossed the line by threatening 
three 0FNIs tyith loss of Win- 
don s t)i if they removed the IE 
hrovv ser or even dropped the 
icon. Compaq Computer Corp.. 
Gate \\ a\ 2(1(11) and !Micron 
Electronics were all subject to 
that pressure. according to doc- 
uments released by DOJ last 
week. 

Observers figure that 
\eiscape Comm un ¡Cal ions 
could win some practical com- 

e relief. with OEMs opt- 
ing. to include Netcasier along 
with IE 4.0 in future software 
bundles. 

oe44.4..e.G 

AOL's Entertainment Asylum 
spotlights celebrities 
Future remains uncertain for Tartikoff project 

gy-Zzde.44i Two. 

America Online opens its 
Entertainment . \sy Mum 

this yyeek. inaugurating 
ghat ii hopes gill be a [ley, era 
in original content on multiple 
platforms. 

AOL Studio's debut uI' Enter- 
tainment Asylum simultaneous!) 
premieres a premium version ,ut 

the entertainment "channel" un 
the Internet. TN ellly -minute 
celebrity interviews on its daily 
IIol lywood \Vire t yyyy %k . a s\ - 

Ium.comI show will he streamed 
with Real Video on the \Vehsiie: 
the sanie interviews will he ren- 
dered in leSi or slide -slum firm ycith audio and 
still images on AOI. itself (keyword: asy load. 

AOI. will float the two -flour segment of 
//oily il'Ood Wire until ils usage patterns 
determine ils permanent position in its sched- 
ule. The ll ire interviews. featuring the 
"Screen Team" intervie personalities. will 
be archived las yy ill all Asy Mum content). 
''Downioyyu'' Julie Broyyn. y% ho continues 
her role on E!. moonlights online io lead 
Screen Team personalities Roger Rose. a for- 
mer VH I Vi: Laurie Plaksin. who acted in 
The .Spot cy her -serial: Melanie I lall. another 
.Spot aluni, and Jim \Vise. a member of the 

EfyTßjA1jMENT 
.._. 

WNW 
JJ11M11 

L i vr ; C,J 

SOUTH '';' 4. 

tR PRtkilPt:... i 
g 

ics IUHN war 3 
CLICw Yl T.. '... 7`_ Twairdabwps s...nr 

AOL intros its new entertainment channels this week. 
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Groundlings. a Los Angeles comedy troupe. 
and star of (in/pelt/in. another LA her-serial. 

Screen Team correspondents will also Ile 
fayyning fans yyho will solicit advice from 
their online folloyyers ahoui conducting 
upcoming interviews. Scott Zakarin. presi- 
dent oI' programming for Entertainment Asy- 
lum. sans that the Team's approach "gives 
you the most intimate experience you call 
have with your favorite celebrities.'' Zakarin. 
who produced The .Spnl and Gr,!pr.lunt 
promises a "papparavii -safe. gossip-free- 
environment for participating celebs. 

\sy Mum users can register to gel localised 

"The\ I 'Microsoft I have 
gone ty a) beyond technical 
integration.'' say s Peter 
Krasilocsky \ ire president 
and anal\ sl for Arlen Com- 
munications. "Its not a natur- 
al evolution, as they're assert- 
ing. It's just disingenuous for 
Microsoft in contend it is.'' 

Conceding the point could 
have a silver financial lining for 
Nlicrosoft. %%Inch could simply 
change users S3(1 a pup for 
access io Explorer as a separate 

entity. But the goal of slipping 
slreauninz into \Vindoyys could 
he blunted tribe I )O.l makes its 
browser case slick. TM 

Prodigy puts $30 
million into TV spots 
Prodigy Internet is trying to 

boost subscribership by pump- 
ing S30 million into a TV ad 

campaign. 
The TV spots. targeted for 18 

major U.S. markets including 
New York, Los Angeles. Chicago 

and Philadelphia. started airing 
last week. According to Jim 
L'Heureux. Prodigy vice presi- 
dent of marketing. the objective 
is to double Prodigy's million - 
member sub base over the next 

six months. by convincing con- 
sumers it can deliver a coherent 
Internet experience. "It's obvi- 
ous people are not finding the 
kind of fulfillment the media are 

telling them to expect online." 
L'Heureux says. 

The three initial spots from 

TBWA Chiat/Day New York treat 
Net surfing humorously. One 

spot likens Net viewing to 

watching TV listings without 
seeing the shows. The other 

spots also emphasize the static 

aspects of the Web experience. 

One tongue -in -cheek spot fea- 

tures a character complaining 
that Ile spent his weekend 
"stuck playing ball in the park 

and having barbecue and beers 
with friends" instead of camped 
in front of his PC. 

Prodigy claims the timing of 

the campaign was "coinciden- 
tal to the imminent marriage 
of AOL and CompuServe. a 

12 million- subscriber combo 
that will dwarf third -place 
Prodigy. -Richard Tedesco 
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DOING BUSIN 

ALL 

Whether you live within the region or are Ira 
from afar, do business Pan Asian. From one 
location. At one event. 

MIP ASIA, The TV Programme M 

e o Far East . Fast Track. 

Trade with over a thousand companies from 54 

countries. All within walking distance! 
ree days of 

ess. cc - e opportunities of this 
massively expanding marketplace. 
Be there. Do deals. 

MIP ASIA. Its the best way to achieve sales in the 
East. Buy and sea programming, create co- ventures. 
Understand the S&.btleties of the market, ñ both 
television and allied industries. 
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INTERNATIONAL FILM AND PROGRAMME 
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OPENING CCNFERENCE SESSION: 
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I 
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movie theater listings and 
can custom -tailor TV listings 
for themselves. 

But AOL's big departure 
is putting the Asylum con- 
tent on the Web. and pushing 
it out in carriage deals on 
Microsofts Internet Explor- 
er 4.0. Netscape's Netcaster 
and the Excite search 
engine -and beyond that 
into traditional media. "Take 
a brand. take it into the Inter- 
net and then go cross - 
media." sa s Ted Leonsis. 
president of AOL Studios. 
"This is a studio s\ stem 
where we can launch multi- 
ple brands. The more brands 
we launch. the more we can 
leverage the hack -end infra- 
structure.'' 

Leonsis sa\ s other distribu- 
tion deals are in the works. 
But the one AOL Studios 
most wanted remains in 
Iimbo: Beggars and 
Choosers, the cyber- serial 
concept created by the late 
Brandon Tartikoff may or not 
make it to the Asylum. 
depending on whether Show - 
time Networks picks it up for 
serial treatment on air. Beg- 
gars and Choosers, the story 
of behind- the -scenes machi- 
nations al a fledgling TV net- 
work. was to he the center- 
piece of the Asylum at its 
debut. but Zakarin doesn't 
have a development timetable 
for it no\s. 

Other cyber- serials are on 
the Asylum drawing board. 
but AOL's entertainment 
network initially will rely on 
"shows- about movies and 
TV to draw an audience. 
Those include Comedv Clin- 
ic. Drama Den. .S 'i -Fi Zone. 
;trlion Explosion and The 
Pulp Cult /Horror Highway. 

Initially, the Asylum is 
fueling its ad- supported 
vision with its studio con- 
sections. A t, o -year co- 
marketing pact \\ idi Colum- 
bia TriStars Columbia 
House is the first deal in 
place. with two other major 
deals nearly ready. according 
to Monica Dodi. a veteran of 
Warner Bros. International 

TV and MTV Europe who 
serves as Asylum CEO. 

AOL claims that close 
working relationships with 
Universal Studios. Sony. 
CBS. New Line Cinema. 
Miramax and Warner Bros. 
are also in place. Interviews 
with Al Pacino. Harrison 
Ford. Morgan Freeman. 
Dustin Hoffman. Nick Nolte. 
Jessica Lange. Michelle 
Pfeiffer and John Leguizamo 

are already in the can and the 
Screen Team-pledged to 
serve up softballs-will get 
plenty more. The Team will 
also play hall with a Mogul 
of the Week. a Hollywood 
studio honcho wholl inter- 
act with them and Asylum 
fans in chat sessions. 

Leonsis calls the Asylum a 
"fully baked network.'' and 
even if all the concepts don't 
seem cooked quite Through 

yet. they're not really sup- 
posed to he. It will he 
"evolving as people get 
involved.- according to 
Dodi, who says the key is the 
mass that : \s\ lum attains 
through cross -distribution. 
One million daily page views 
is the number AOL Studio 
holds out among advertisers 
as a bellwether for success: it 

expects to achieve that _oat 
in its first I(1(1 days. rat 

Tele4,.444 $44. 
Knight Ridder, 'N.Y. Times' 
do city guides 
Knight Ridder New Media launched a network of 32 
Websites called Knight Ridder Real Cities last week; the 
New York Times plans a New York City site early next 
year. 

The Real Cities sites offer users local news, enter- 
tainment guides. and electronic yellow pages. along 
with job- and home -search functions for 32 communi- 
ties in which Knight Ridder publishes newspapers. 
Plans include developing multimedia content with 
Mountain View. Calif. based Zip2 for an entertainment 
guide feature called Just Go. Just Go. currently part of 
the Real Cities for Charlotte. N.C.. San Jose. Calif.. and 
St. Paul, will carry movie trailers to be streamed in vari- 
ous formats, according to Mark Weinberg, managing 
editor for Knight Ridder New Media. 

Knight Ridder is exploring a number of multimedia initiatives for Real Cities. according to Weinberg, who 
says the newspaper publisher thinks it can put out superior online urban guides. "We've been in the enter- 
tainment guide business for a very long time. We're putting the content of the newspapers there plus new. 
fresh content," Weinberg says. 

The most advanced Real Cities site features a video library of clips for news and health information. The 
Lexington, Ky., site uses VXTreme streaming technology to present local news content from wKYT -TV. The 
San Jose and Detroit sites also contain multimedia content. 

The New York Times plans a New York City site for launch next year that will focus on news, leisure and 
entertainment. life necessities and reference and resources. 

Both Knight Ridder and the Times emphasize opportunities for advertisers in what is becoming an 
increasingly crowded field. Microsoft. which has been offering city sites online for several months. expects 
to have a dozen versions of its Sidewalk city guides online by year's end. 

Surfers can find their way around 
Lexington, Ky., using Real Cities. 

Road Runner ads speed 
Time Warner Cable is looking to boost mileage for its high -speed Internet access service Road Runner with 
an ad campaign targeted to four markets. 

The initial blush this week will be a billboard in El Paso, You Don't Have to Take It Anymore," backed up 
by teaser messages on cable with such lines as. Your Modem Has Three Weeks to Live." A full -scale cam- 
paign with TV and radio spots and print ads will follow in subsequent weeks. With print slogans, including 
"Unconstipate the Internet." the campaign, designed by New York City based Mad Dogs and Englishmen. 
seeks to play on the frustration of Web users who access it via phone lines. The campaign travels to 
Albany, N.Y.. after El Paso. 

Road Runner will run a concurrent campaign using the character of an online sheriff. starting in San 
Diego and then moving into Tampa Bay. Fla.. Binghamton. N.Y., and Akron /Canton. Ohio. That campaign. 
developed by Los Angeles based Klein &. has the sheriff prodding a young slowpoke into the high -speed 
Internet world. 

A Road Runner spokesperson declined to say what Time Warner was spending on the multimedia cam- 
paign. The cost of airing the TV spots isn't an issue, since they'll be running on Time Warner cable chan- 
nels in the respective Road Runner markets.- Richard Tedesco 
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Making sense of set -tops 
Cable boxes going through growing pains 

By Price Colman 

Like a pubescent teenager. cable 
seI -top hors are going through an 
identity crisis: They're in a big 

hurry to grow up. but they're not quite 
sure what that means. 

Set -lops have been around for more 
than three decades. Until the recent 
digital advance. however. they've been 
at worst a hassle. at hest a convenience 
that can improve the experience of 
viewing television. 

Roughly 45'% of cable's 65 million 
subscribers have set -tops. according to 
research by Paul Kagan Associates. 
For those without cable -ready TVs. the 
box is a requirement to get cable. Other 
subscribers opt fur boxes as a patti to 
pay- per -View or premium services. 
Even with advanced analog set -tops. 
it's not always possible to watch one 
channel while taping another. 

'.-there's been a lox e-hate relation- 
ship VV ith set -tops." sere s Bub Van 
Orden. director of digital video s\ 
tenis at Scientific -Atlanta. "When most 
TVs didn't have remotes and set -tops 
did, people loved set -tops. Advanced 
set -tops have program guides, which 
are usually liked hV subscribers. All of 
a sudden they toyed the box again. It's 
sort of a swim,_ing of the pendulums... 

The new digital set -tops are clearly 
different -a kind of nm sic box with 
substantial computing power. mo -way 
capability. interactive programming 
guides. graphics accelerators and in 
some cases cable moderns. Such fea- 
tures may help market personal com- 
puters. but set -tops are a tougher sell. 

With early -generation digital set - 
tops barely starting to trickle out to 
consumers. the cable industry is 
already focusing on new and improved 
versions. Some cable operators say 
they're holding hack on digital because 
they want to sec vv hat the next genera- 
tion of set -tops offers. 

The lure of revenue from the new 
products and services that advanced 
digital set -tops will deliver is com- 
pelling. But the cable industry may he 

getting ahead of itself. says John Sie. 
CEO of Encore Media Group and for- 
mer top technologist at Tele- Commu- 
nicat ions Inc. 

While digital cable appears to be 
finally becoming a reality. "the cable 
industry in my opinion has made a 

gigantic mistake." says Sie. "It wants 
to come out of the box with a device 
that does everything for everyone.... 
What you want is to take money that's 
there now- tiI I billion in home video 
'rental and sales revenues. So why not 
just tap directly into that? That's some- 
thing vie know, how to do." 

Much of what's driving enthusiasm 
for digital set -tops is that they not only 

"" ill drive incremental revenue ii on 
premium services and pay per view but 
also will propel high -speed data ser- 
vices and turn the TV set into a truly 
interactive device. 

But hay ing been burned already by 
cable's hype- and -hope approach to 
ne%% technology. some on Wall Street 
are wary. 

"You have to prove out the revenue 
streams of the current digital boxes and 
cable modems. both of which we all 
ha, e great faith in but no proof of.'' 
say s Tom Wolzien of Sanford C. Bern- 
stein. ''It's really a question of when 
you count your chickens.'' 

Part of the feeding frenzy over 
advanced digital set -tops stems Irom 
the fact that it's not just cable that's 
eyeing the potential of a box which 
John \la lone and others have described 

Set -top bio box 
1967: First set -top box, featur- 
ing 12 channels, introduced. 
Cost: about $12 
1972: Next generation set -top 
with up to 30 channels and the 
first remote control for convert- 
er introduced. Cost: about $25 
1981: First addressable converters introduced. Cost: under $100 
1983: Converter capacity goes to 45 channels 
1993: Hybrid fiber -coaxial cable networks introduced, leading to ... 
1994: Introduction of advanced analog set -top converters. Cost: about 
$150 
1994: Time Warner and US West begin trials of full service network in 
Orlando, Fla., using Silicon Graphics workstation- set -:op combo. Cost: 
$7.000. 
October 1996: Tele- Communications Inc. launches digital cable in Hari- 
ford. Conn., using the General Instrument (now NextLevel) DCT -1000 set - 
top. Cost: $450+ 
December 1996: Time Warner orders 550,000 Scientific- Atlanta Explorer 
2000 set -tops. Cost: about $450. 
September 1997: Cable Television Laboratories launches OpenCable in - 
tiative to push development of interactive set -tops. Discussions inside and 
outside cable industry center on "network computer" -type box costing 
under $300. 

_ - g' 

NextLevel's DCT5000 set -top box 
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as a network computer. The computer 
industry. envisioning its own revenue 
tributaries from cable's broadband 
pipe. also is eager to wade in with tech- 
nology and softy are that would he part 
of the box of the future. 

Microsoft's intense interest in cable's 
conduit and digital products prompted 
the software giant's SI billion invest- 
ment in ('omcasl. That "validation" 
fueled interest in cable stocks. which 
hale finally started to play catch -up with 
the ongoing bull market. Cable stocks 
have also been buoyed by Microsoft's 
talks with TCI and overall computer 
industry interest in digital set -tops. 

But is the buzz surrounding set -tops 
setting up cable investors for disap- 
pointment if the promise doesn't pan 
out promptly? That remains to he seen. 

"When has some technological roll- 
out in cable not occurred more slowly 
than people thought'.'" asks Mark Riely 
of Media Group Research. "I don't 
think it is deliberate hype. I just think 
that when new products and technology 
come along. the cable industry gels 
excited. That's multiplied when it gets 
to the general public. Cable has been 
hashed for so lung by the media that the 
industry is glad in tell an exciting 

li s largely cables technological 
cognoscenti who function as visionaries. 
tr in_ lo divine the future and ensure that 
it's as robust as possible for the industry . 

That's a primary thrust of Cable Telex i- 
sion Laboratories' OpenCable initialize. 
which seeks to develop an open standard 
fur digital cable boxes. 

"I think the cable industry and 
Cable Labs are at the technological 
nexus for the next home appliance -a 
set -top box that helps interface the tele- 
vision receiver and computer.- says 
CableLabs President Dick Green. 
"We're integrating computer technolo- 
gy by adding cable modems to the box. 
and that will facilitate a TV set being 
connected to the Internet.... There's a 
yy ide range of new services that can he 
made available through that high -speed 
interconnection.'. 

All of which begs the question of 
just how the cable industry figures to 
turn yy hat's been a technological ugly 
duckling -the conventional set -top- 
into a digital swan. It's going to take 
say yy marketing to get there. Even the 
generic name set -top BOX -doesn't 
exactly inspire consumer enthusiasm. 

Cable is looking at multiple methods 
for getting set -tops to consumers. The 
traditional approach is for the operator 
to buy the box and rent it to customers. 

Cabl 

47 
"I think the cable industry and 
Cablelabs are at the technological 
nexus for the next home appliance -a 
set -top box that helps interface the 
television receiver and computer,- says 
Cablelabs President Dick Green. 

removing one cost harrier to entry. 
Cable is also considering a retail strate- 
gy. which gets the cost of boxes off the 
operator's balance sheet hut may slow 
their spread. The retail approach also 
raises portability questions: Will the 
box work out different systems? The 
OpenCable initiative is seeking to 
ensure that it will. 

Another challenge for cable is that 
there's no unanimity on deploying dig- 
ital networks and digital set -tops. TCI 
has been the 'lost aggressive in launch- 
ing digital but has taken a modest 
approach to digital offerings- essen- 
tially more video programming for 
now. TC1 has vowed to have digital 
cable in front of 75(/r or more of its 
homes passed by year end. but is pro- 
ceeding deliberately with marketing 
the digital product to avoid disappoint- 
ing potential customers. 

While TCI is employing the 
Next Level DCT -I00(1 digital set -top. a 

first -generation device, to accomplish 
its mission. Tinte Warner Cable has 
ordered 550,000 Scientific -Atlanta 
Explorer 200(1 set -tops as well as boxes 
from Pioneer and Toshiba. I. hike the 
DCT- WOO, the Explorer comes with a 

cable modem already built in. Time 
Warner intends to begin field testing 
the S -A boxes early next year. Along 
with offering a digital programming. 
tier, Time Warner also plans to move 
quickly to full video on demand. 

Meanwhile. set-top vendors contin- 
ue to produce 5 million -6 million new 
advanced analog hoses a year. Those 
are going into consumers' homes, 

where operators have upgraded sy s- 

tems and digital cable is more a luxury 
than a necessity, as it is in much of 
TCI's operations. Those upgraded sys- 
tems aren't likely to he a big outlet for 
digital set -tops for some time. 

'.The first round you're going to see is 

digital set-topsI supplanting ones con- 
sumers are not as happy with." says 
Bruce Leichtntan of The Yankee Group. 
.'You're not going to see digital replac- 
ing boxes just put in.... Another pail is 
cable companies are charging for the 
box. If I'ni a basic -only. it's going to he 
difficult for nie to jump up to a new level 
of service and pay just to have some- 
thing small. You've got to have a tangi- 
ble benefit to pay to get those boxes." 

One plus for cable: Its unlikely 
there will he a shortage of digital set - 
tops. Next Level has made about 
500,00(1 DCT- I000s so far and will hit 
65(1.00(1 by year end. Next Leyel is 
preparing the DCT -5000. which incor- 
porates a cable modem and other fea- 
tures, for the second half of next y ear. 

But other issues could slow the digi- 
tal rollout. says Dick Battler of 
Next Level. 

"1 think people have gotten ahead of 
the headlights to a degree." he says. 
"There are other factors, like clustering 
of systems. which are important. par- 
ticularly for services like video on 
demand. Then you need to market this 
stuff. and that really hasn't happened 
yet. All these things are in the process 
of coming together. and we feel very 
good about that. Where the DCT -500(1 
falls into that is something we won't 
know until mid or pate next year.'' 

There will he little data on how well 
the current digital rollout is doing 
before mid -1998. analysts say. Opera- 
tors are hoping for I11(r -20', penetra- 
tion for digital cable. numbers most 
analysts consider reasonable. 

But that may not he enough to drive 
rapid deployment of the next genera- 
tion of digital set -tops and accompany- 
ing products and services. says Andy 
Sernovitz. president of the Association 
for Interactive Media. formerly the 
Interactive TV Association. 

"Cable has the ability to add massive 
value to their existing network. and 
that's by upgrading consumer hard- 
ware," says Sernovitz. "That doesn't 
happen if just a few consumers buy the 
box. Even if you get 2(1 percent market 
share. that doesn't justify upgrading 
your network. The value comes from 
cable's ability to put a box in every - 
body's house." 
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2,144 
colors of 
paint. 

one 
network. 

I E. W. SCRIPPS COMPANY 

With so much interest in home, it's easy to see why 
Home & Garden Television is covering America so quickly. 

The 28% of Americans who purchased paint last year represent only z few 

of the nation's 130 million home enthusiasts. HGTV is the network made for 

them. Having grown to more than 32 million subscribers by the end of this 

year, HGTV provides entertaining, informative 

programming home enthusiasts want. After all, 

there are many ways to color a home, but only 

one Home & Garden Television. 

Affiliate Sales Southeast 423/694 -2700 West 310/854 -6600 Midwest 248/827 -4472 
East 212/549 -4488 New Business /Alternative Technologies 423 /470 -3966 

r 
HOME & GARDEN TELEVISION 

www.hgtv.com 
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Harron plans 
NY acquisition 
Media ')i11/)I/l\ nlnt 'excited' about cable future 
By Price Colman 

Atier exploring an exit from the 
cable business t\\o sears ago. 
Harron Conn iunications Corp. 

has reasserted its interest in the indus- 
try with the planned acquisition of 
Auburn Cablevision of Ne York. 

"We're excited about the business 
and \\here its going to go." says Greg 
Raymond. Harron senior vice presi- 
dent. 

Frazer. Pa. -based Harron earlier this 
year obtained a S250 million credit 
facility and is using that to fund acqui- 
sitions and s stem rebuilds to 750 
megahertz. 

Harron. ', Iiich also has interests in 
five telcision stations. briefly rekin- 
dled rumors or possible cable exit this 
summer v, hen it sold Texas systems 
encompassing about 22.00(1 sub- 
scribers to Marcus Cable. But that was 

simply a move to refocus on Harron's 
core geographic cable operations in 
Michigan. Pennsylvania. New York 
and New England. 

"We are looking to grow internally 
and also externally and make acquisi- 
tions when they make sense." says 
Raymond. "We'll look at most any- 
thing. though it helps us a lot if its in 
the geographic area of one of our 
groups." 

Two years ago. Harron enlisted 
Communications Equity Associates. 
which is representing Auburn in the 
pending sale. to explore the sale of its 
systems. which encompass some 
25(1.(1(1(1 subscribers. Officials in the 
fancily -owned company were con- 
cerned about small cable operators' 
ability to thrive in an increasingly con- 
solidated cable universe. 

Although Harron reportedly 
received several offers in 1995. it 

decided to stick it out. 
"They've been strong financially,.. 

says Brian Sweeney. of CEA. "When 
they' went on the market. it was in the 
hope of getting a multiple above mar- 
ket price. Since that did not occur two 
years ago. they've found that it would 
stake sense for them to go ahead and 
stake acquisitions that stake sense for 
"here they are geographically." 

The acquisition of Auburn "shows 
that longtime operators like Harron are 
still in the acquisition game." adds 
Sweeney. "They have cash flow. and 
where better to incest it than in a busi- 
ness they know and have a lot of long - 
rang faith in ?" 

Svteeney declined to discuss 
specifics of the Auburn deal. but 
sources familiar with the situation say 
that single -system operations like 
Auburn are currently bringing. more 
than I(1 times cash flow. 

With rebuilds under way. Harron 
also intends to pursue the emerging 
services market by offering high -speed 
data via cable modems. 

The company has beta tests under 
"an in some systems and already is 
offering Internet connections in certain 
municipal buildings and schools. Hat- 
roll also provides data and voice tele- 
phony services via a Sonel ring in 
t'tica. V.Y. 

HBO burnishes brand 
Launc'hes network's first promotional makeover 

By Donna Petrozzello 

Horate Box Office is bringing the 
look of the big screen to its net- 
work promotional spots in the 

network's first on -air image remake in 
25 years (B&C. Oct. 201. 

On Nov. I. the network will replace 
its entire stable of promotional breaks 
and on -air IDs with a series of seg- 
ments featuring the HBO logo as the 
lead character in a variety of stand- 
alone stories. 

The thented breaks between films 
are designed to promote HBO as an 
entertainment channel stockpiled with 
diverse movies. says HBO's director of 
image and interstitial development. 
Marc Rosenberg. The breaks are 
filmed in a letterbox format to give 
them a cinematic quality. 

"Aside from identifying HBO as 

54 

the viewer to go a\% ay with the image 
of HBO as TV is orth pan ing to." 

HBO worked in conjunction with 
design and animation first Telezign of 
New York to create the eight -part 
series. The breaks use a variety of film 

techniques. including live - 
action shots. animation. spe- 
cial effects and models. 

The stories are brief nar- 
ratives. up to 311 seconds 
long. with surprise endings. 
Teleiign also produced the 
on -air pronto campaign for 
HBO's "Billion Dollar 
Sumpter' this past summer 
as well as a campaign for 
HBO Pictures. 

"We wanted each ID to 
he a complete stand -alone 
story to connect with view 

- ers and keep their atten- 
tion." says Telezign creative 

director Ian Greenwa y. 
The "Stepping Stone" spot uses a tra- 

ditional blue screen of an actor com- 
bined with a back -plate shot of a moun- 
tain range. special effects of water flow- 

T `Aprje 

HBO gets a new look after 25 years. 

being about the biggest theatrical 
blockbusters. we wanted to say that 
HBO is the place for the biggest and 
best entertainment in a varlet\ of filet 
genres." says Rosenberg. "We t anted 
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.gmargeted media strategies and new technoloÿies are making 

cable buys more efficient than ever before. Spending on 

local, regional and national cable advertising is growing at 

a record pace, expected to climb to $7 billion by the End of 1997. As 

a result, cable executives are focusing on how to take advantage of 

this lucrative revenue stream. 

Cable Advertising 
`Annual Report" 

roadcasting & Cable's 1997 annual report on cable 

advertising - produced in collaborLtion with the 

Cabletelevision Advertising Bureau - wi=1 provide media 

and advertising decisionmak_ers with an update on key developments 

in programming, technology, promotions, research aid new media. If 

you want to reach top-echelon buyers and sellers of cable advertising, 

be sure to include your rein this special section of the 

December 1st (pre -Western Show) issue of Broadcasting & Cable. Call 

your advertising saes representative today. or call Millie Chiavelli at 

212.337.6943. 

Issue Date: December I Closing Date: .Vevelnber 21 

Broadcasting 
&Cable 

ONE MARKETPLACE. ONE MAGAZINE. 

Advertising Offices: New (ork 212.337.7053 Los Angeles 213.549.4113 
Western Technology/Cible 317.815.0882 Washington D C. 202.659.2340 

Classified Advertising & Cable Marketplace: 212 337.6941 
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ing and real footage of a lake surface 
behind an animated. 3 -D model of the 
HBO logo. In another spot. the logo is 

featured as the star passenger in the hack 
seat of a limousine. 

HBO used the New York -based 
sound design company RK Music to 
reorchestrate the network theme music 
for the breaks and match the cinematic 
look with a large. cinematic sound. 

Before the image recasting. Rosen- 
berg says. HBO had been running a 

mixed hag of promo spots that had no 
consistent theme and which had been 

produced at different times in the net - 
work's development. 

"These are building blocks of a whole 
system we're using on air to tie diverse 
kinds of programming together into a 

cohesive IO minutes or so that we have 
between movies, says Rosenberg. lt 
gives people the idea that there is all this 
different programming. but there is still 
something that makes it HBO." 

Teleiign's creative approach was to 
refocus the brand name of HBO. says 
Greenw ay. "Over the years. HBO 
added many promotional pieces. but 

they did not necessarily follow a brand 
ethic.'' he says. "So it was important to 
tie the entire promotional campaign 
into a whole.'' 

HBO says it worked nearly I2; 

months planning and developing the 
redesign of its promotional breaks. 

"All sorts of channels on the dial are 
honing their brand and making their 
network more distinctive.'' says Green- 
berg. "As the leading movie channel. 
we want to hone our image. make it 
mean something more to the view er and 
remind them why they pay for it.'' 

Seeing double double at E! 
Cable network says addition of West Coast feed boosts e.\-/)n,cllre. jlc.\ihili\' 
By Donna Petrozzello 

E! Entertainment Television is the 
latest basic cable network to add 
a West Coast feed. The second 

feed gives its original programming 
more prime time exposure and gives 
the network greater programming 
flexibility. 

Viewers in the Pacific time zone 
make up about I 5'/ or the national TV 
audience. according to Nielsen Media 
Research. 

E! particularly wanted to give West 
Coast prime time exposure to E! News 
Duite', which airs live at 6 p.m. ET. The 
hour entertainment news show is one 
of the network's signature programs. 
With the change. E.' .\en's Daily will 
air at 6 p.m. ET /PT. at 7 p.m. in Moun- 
tain time zones and at 3 p.m. in Hawaii. 
the network says. 

In addition lo delivering its East 

Coast prime time program - 
ming On the West Coast in 
prime time. E! is also now 
able to bury its 3 -6 a.m. ET 
infomercials in the saine 
gr:neyard On the West ('oast. 
Pre\ iorsi , West Coast \ ho - 

ers received infomercials 
starting at midnight. which E! 
officials sax pulled down their 
total -day ratings. 

"A large part of our adver- 
tising revenue comes l'roni 
West Coast studios, and they 
want to know what is going 
on in the entertain nient busi- 
ness. That was another reason 
we wanted the \Vest Coast 
audience to he able to watch 
IE! NCH'S Daily] at home as 
well as the East Coast view- 
ers." says Keenan. 

" \Vil ihu night that since this w as a time 
we were increasing our originals, wt. 
could seise Ihr viewers nn the \Vest 

Helping hands 
Nickelodeon held its The Big Help - 
a -thon in Santa Monica, Calif., Oct. 
19. The televised pledge drive drew 
8 million calls and 95 million hours 
of time pledged from kids 
volunteering to help their 
community and world. Shown 
above at the event were (l -r) 
Nickelodeon President Herb 
Scannell; Big Help spokeswoman 
Whoppi Goldberg: Nickelodeon 
senior vice President Albie Hecht; 
COO Jeff Dunn, and senior vice 
president Marva Smalls. 

Coast better by providing; the 
right schedule tin' them in their 
time zone." he added. 

Although other cable net- 
works have adopted West 
Coast feeds, E! is the first to 
use Scientific-Atlanta's 
Power Vu video compression 
system to deliver both an ana- 
log and a digital signal to its 
affiliate on one transponder. 

Of dl cable networks moni- 
tored h\ Nielsen Media 
Research. 15 hase dual feeds. 
including COmed) Central. Dis - 
covery Channel. The Fain il) 
Channel. FX. I.itelimr. \IT \'. 
Nickelodeon. I SA Networks 
and \'H I. In addition, pa -Tv 
networks Honte Box Office. 
Show time. The \lu\ ie Chan- 

nel. The Disney Channel and Cinemax 
have dual feeds. 

Tim Brooks. I S.\ Networks senior 
vice president of research. says man\ 
networks adopt the dual feed not only 
to air their best programs in prime 
time on both coasts hilt lo give them 
flexibility in program scheduling. 

With a dual feed. for example. net- 
works can air adult -oriented program- 
ming starting at 111 p.m. ET. without 
worrying that the saine material will 
be inappropriate to air at 7 p.m. on the 
West Coast. Brooks sail s. 

"With a dual feed. networks can pm- 
gram without concern that shows are 
going to run outside of their appropri- 
ate time period or outside of the com- 
petition they were intended to go up 
against on the West Coast.'' sa\ s 

Brooks. 
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thirty-something 
years of cable coverage 

Broadcasting & Cable began publishing in 1931. When cable came on the scene, we 
were the first to report on this new industry . Thirty -something years later 1967 to be 
exact the first annual Western Cable Show was launched. To mark this 30th anniver- 

sary milestone, the 1997 Western Cable Show will focus on "30 Years of Change." 

Count on Broadcasting & Cable's 65 years of editorial leadership to deliver the kind of insid- 
er's perspective you won't find anywhere else. And our regular weekly issue and blockbuster 
trio of up -to- the -minute Western Cable Show dailies will give you the kind of industry exposure 
you won't find anywhere else: 

Weekly subscriber distribution of 40,000 - plus in -room and convention 
floor bonus distribution at convention halls (15,000 copies) 
Bonus distribution in -room and on the convention floor of all three tabloid -sized 
Western Show dailies (15,000 copies) 

Issue Date Size 
December 8 Weekly Magazine 
December 10 Tabloid Daily 
December 11 Tabloid Daily 
December 12 Tabloid Daily 

Closing date for all issues is November 28. 

All materials due on December 1. 

To reach 55,000 of the industry's elite - and strongly enhance 
your Western Cable profile - call your sales 
representative or Millie Chiavelli today at 212.337.6943. 

1,1 

Broadcastfng 
&Cable 

ONE MARI: HPI.AI I. (1N1 N1 u, 

Advertising Offices: New York 212.337.7053 Los Angeles 213.549.4113 
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Headline 
adds more 
news 
Bun.yt.y weather re/7(lrt.y and 
re('u/zc in branding initiative 

By Donna Petrozzello 

In the Farr lu stand out among a 

grim ing stable of cable ne\\ s net - 
\\o'Ls. Headline Ne\\s plans o add 

more frequent \\ealher reports and 
me\\sc.l I' of hreakimg stories in the 
\\eehs ahead. 

At regularly scheduled breaks I\\ice 
huurl\. Headline \errs \rilI bruadeasl 
I(,Lal and national \\ rather reports as 
\\ ell as a five -den forecast starling 
today (Oct. 271. 

The nel\\urk also \\ ill recap the 
da\'s tn11 hreakim_ ne\\s stories at 15 

minutes and .15 minutes last the hour. 
in addition to its e\¡sting doh -and hut- 
tom -of- the -hour reports. 

Headline \e\\s F:\ecutive Vice 
President .tack \ \'omark is hoping the 
changes \\ ill drive \ie\\ership to the 
ratings -starved net\\ork. Ilradlinr 
\r\\ s earned a .11; rating in both prime 
time and total -dav Neilsen. 

"If \\e can keep briefing audiences 
on top stories ever\ 15 minutes. that k 
better than making viewers \\ :tit almost 
half an hour." he says. 

li\ offering scheduled \\ cal her 
reports. Womack sa\s. the ilel\\urk is 

" tr\ ime to give consistent\ to \\ealher 
ne\\s so that vie \\ers can count on us 

ICI deliver \\ rather at a predictable 
time... 

Ilradline \e\ \s also \\ ants to attract 
more vie \\ers looking for quick 
updates on breaking stories. "There are 
a lot of choices for cable ne\\ s out 
there. and I don't think \\e have as 
much time to give audiences the ne\\s 
as \\e did in I982. \\ hen headline 
Ne\\ s started.- stn s Womack. 

As Ilradlinr .\errs rolls out its pro- 
gramming additions. it \r ill also begin 
incorporating the CNN logo before and 
after commercial breaks tu yore close- 
1\ idrmlil\ Ilradline \errs with its par- 
ent company. Womack is hoping the 
tie -in \\ill 11a\ off. as viewers cross 
O\ er hem Cell the tv o met \\arks. 

Cabl 

50 PEOPLE'S CHOICE 
Top Cable Shows 

Following are the top 50 basic cable programs for the week of Oct. 13 -19. 
ranked by rating. Cable rating is coverge area rating within each basic cable 
network's universe: U.S. rating is of 98 million TV households. 

HHs. Rating Cable 

Program Network Time IETI 0m Cable U.S. Share 

I. NFL /San Diego @ Kansas City TNT Thu 7:58p 3732 5.2 3.8 8.5 
2. Rugrats NICK Mon 7:30p 3006 4.2 3.1 6.7 

3. m / "Hope" TNT Sun 8:OOp 2621 3.9 2.9 5.9 
3. Rugrats NICK Wed 7:30p 2766 3.9 2.9 6.4 

3. Rugrats NICK Thu 7:30p 2756 3.9 2.8 6.8 

6. World Champ. Wrestling TNT Mon B:OOp 2773 3.8 2.9 6.0 
6. Rugrats NICK Sat B:OOp 2692 3.8 2.8 6.8 
8. World Champ. Wrestling TNT Mon 9:000 2707 3.7 2.8 5.5 

8. m / "Overboard 119871" TNT Sun 5:33p 2679 3.7 2.8 6.9 
8. Rugrats NICK Sat 10:OOp 2602 3.7 2.7 12.0 

11. Hey Arnold NICK Wed 8:00p 2575 3.6 2.7 5.7 
12. Rugrats NICK Fri 7:30p 2494 3.5 2.6 6.8 
12. m / "The Hired Heart" LIF Mon 9:00p 2412 3.5 2.5 5.2 
N. Doug NICK Wed 7:OOp 2375 3.3 2.5 5.9 
15. Hey Arnold NICK Mon 8:000 2310 3.2 2.4 4.8 
IS. Wonder Years Marathon NICK Fri 11:30p 2305 3.2 2.4 7.8 

15. PII That NICK Sat 8:30p 2288 3.2 2.4 5.6 
17. Doug NICK Thu 7:OOp 2233 3.1 2.3 5.9 
19. Secret World of Alex Mack NICK Thu 8:OOp 2220 3.1 2.3 5.0 
19. Wonder Years Marathon NICK Fri 12:OOa 2194 3.1 2.6 9.0 
19. Wonder Years Marathon NICK Fri II:OOp 2187 3.1 2.3 6.4 

23. Wonder Years Marathon NICK Wed 8:30p 2164 3.0 2.2 4.7 

23. Keenan E. Kei NICK Sat 9:OOp 2149 3.0 2.2 5.2 

23. Wonder Years Marathon NICK Fri 10:300 2131 3.0 2.2 5.6 

23. Tiny Toon Adventures NICK Sat 9:30a 2103 3.0 2.2 10.0 

27. CFR /Iowa @ Michigan ESPN Sat 12:30p 2150 2.9 2.2 8.7 

27. Wonder Years Marathon NICK Thu 8:300 2091 2.9 2.2 4.5 

27. Figure It Out NICK Wed 6:OOp 2090 2.9 2.2 7.1 

27. Rre You Afraid of the Dark? NICK Wed 5:OOp 2087 2.2 7.1 8.1 

27. Rocko's Modern Life NICK Wed á:30p 2066 2.9 2.1 6.4 
27. Angry Beavers NICK Sat 10:30a 2045 2.9 2.1 9.5 

27. Doug NICK Mon 7:OOp 2038 2.9 2.1 4.9 
27. Wonder Years Marathon NICK Fri 10:OOp 2038 2.9 2.1 5.1 

27. Wonder Years Marathon NICK Thu 9:30p 2033 2.9 2.1 4.2 
36. Wonder Years Marathon NICK Tue 10:OOp 1991 2.8 2.1 4.3 

36. Tiny Toon Adventures NICK Wed 8:30p 1975 2.8 2.0 5.3 
36. Doug NICK Sat 7:OOp 1972 2.8 2.0 5.6 
36. Tiny Toon Adventures NICK Tue 6:30p 1963 2.8 2.0 5.4 
40. m /"Corinna. Corrina" TNT Sun 2:58p 1987 2.7 2.0 6.3 
40. Walker. Texas Ranger USR Wed 8:OOp 1972 2.7 2.0 4.2 
40. CFR/Tennessee @ Alabama ESPN Sat 7:000 1957 2.7 2.0 5.0 
40. Wonder Years Marathon NICK Thu 9:OOp 1948 2.7 2.0 4.0 
40. Wonder Years Marathon NICK Thu 10:OOp 1942 2.7 2.0 4.2 
40. Wonder Years Marathon NICK Tue 10:30p 1936 2.7 2.0 4.5 
40. Wonder Years Marathon NICK Wed 9:30p 1930 2.7 2.0 4.0 
40. m / "Hope" TNT Sun 10:010 1929 2.7 2.0 4.9 
40. Figure It Out NICK Tue 6:00p 1923 2.7 2.0 5.7 
40. Doug NICK Tue 7:000 1906 2.7 1.9 4.8 
50. Walker. Texas Ranger USR Fri 8:OOp 1888 2.6 1.9 4.8 
50. Wonder Years Marathon NICK Wed 10:000 1881 2.6 1.9 4.2 
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Cable tech sizzles, 
vendors fizzle 
Hardware nitlntt/acnurcr.v are shaken: NIl/('k. talk(' tt hit 
By John M. Higgins 

A,I\:teing cable technology has 
\l SO stocks rocketing to all -tinte 
highs. hut cable hardware manu- 

facturers :ire sinking. stumbling on 
shaky orders Irons operators and anxi- 
eties about the Silicon \'alley boys who 
are flooding the business. 

The confusion that prompted the 
ouster of the chairman of cable set -top 
kingpin Nextlevel St stems Corp.. one 
of the three splinters of General Instru- 
ment Corp.. is only one of the problems 
shaking hardware suppliers and ham- 
mering their stocks. Fellow lornter GI 
sibling CommScope Inc. and hybrid 
fiber /coax system supplier Harmonic 
Lightwates Inc. both had sales prob- 
lems during the third quarter. 

Manufacturer and distributor Antec 
Corp. has earned that sloe sales will 
spur losses in the costing quarterly 
reports. 

That's in stark contrast to the head- 
lines that Microsoft Corp. is negotiat- 
ing a S700- million -plus equipment 
financing deal with Tele-('ontmunica- 
lions Inc. and than the likes of Oracle. 
IBM and Intel are wooing operators to 
get a piece of the smart digital box 
business. "That irony hasn't escaped 
us." sa\ s a senior executive with one 
manufacturer. 

The good news about the Silicon 
Valley entries is that they're primarily 
proposing Norm are or chip de\elop- 
nent, for WehTV -like functions. They 
generally don't have their ow s cun- 
verter manufacturing capability or in- 
house technology for signal compres- 
sion and eau s lot 011 and so may seed 
NextLevel and Scientific -Atlanta. 

"I think we've positioned ourselves 
right in the middle" of operators and 
computer companies. newly-promoted 
Nest Level President Ed Breen told 
securities analysts. 

Indeed. sources say TC'Is negotia- 
tions to employ Microsoft's operating. 
systems in digital converters include a 

deal for NestLevel to manufacture the 
hardware. 

The bad new s is that converter manu- 
facturers could he relegated to the low- 

profit commodbt 
end if the business, 
licensing important 
technology from 
Microsoft or Ora- 
cle. "What does 
that du to the mar- 
gins of the digital 
set -top business'!.. 
ask Nikos Theo - 
dosopolus. equip- 
ment analyst for 
['[3S Securities. 

Tim Savageaus. 
an equipment ana- 
lyst for Robinson 
Stephens Inc.. 
agrees. .. \\'hat 
Microsoft has done with the PC is dri- 
ven all the value -added into the soft- 
ware and made the hardware a cut- 
throat 20 percent margin business." 

But there are more immediate con- 
cerns for hardware companies. As is 
common with cable operators. theres a 

big gap hem ccn the technology hype 
and the shipment of equipment. 

For all of T('l's current talk about a 

new Web -surfing set -top. the MSO has 
slashed spending on system upgrades 
that will make those boxes work well. 
That money is instead being hn ished 
un more limited headend improve- 
ments That will allow dozens of new 
channels through digital cable. 

Vendors also complain that systems 
serving millions of subscribers targeted 
for swaps -particularly at TCI-have 
also slowed capital spending. Mix in 
troubles in international markets and 
U.S. equipment suppliers are stum- 
bling. 

That steam, while the stork prices 
of MSO, like Cahlevision Sy stems 
Corp. and TCI have doubled this year. 
cable tech stocks are heading in the 
opposite direction. NestLevel is oft' 
about 28'. since it started trading in 
August, while Comm Scope has lost 
32'; of its value. Harmonic has 
dropped 28'; during the sanie period 
and 511'; since January. 

.-\nice. however. is up sharply for the 
year. fueled by a price jump last week. 

Scientific- Atlanta Inc. is proving 

resilient. with analysts expecting the 
company to release stable earnings liti 
its first quarter alter press time last 
week. 

Executives and anak sts chalk up the 
snags to the perils of rely ing so heavily 
on the cable industry. 

"They're so tied to cable operators' 
spending." said San - 

,tgeaux "It's not like 
telecom. where xuu 
can sell to the Bells. the 
\\ fireless guys and the 
competitive local 
exchange carriers. 
Spending shills by one 
or Iwo cable operators 
stake a big difference." 

Certainly most 
operators are at least 
holding_ spending 
steady. Time Warner 
Cable', capital spend- 
ing will total $1.6 bil- 
lion this \ear. 

Comcast's spend- 
ing. however. is surg- 

ing. "We spent in total upgrade 
rebuilds $290 million in 1996." sac, 
CFO John Alchin. "We'll spend 5600 
million in 1997 and at least S600 mil- 
lion in 1998." 

The vendors complain that TCI is 
the biggest problem in recent months. 
First. the financial uphea al at the 
number -one MSO prompted the com- 
pany to slow plans for high -speed 
Internet sec\ ices and accelerate plans 
to deliver compressed signals through 
digital cable. That means capital 
spending has shitted ;nay from fiber - 
rich system upgrades that ensure 
smooth cable modem traffic toward 
simply upgrading headends for digital 
and buying new digital converters for 
subscribers' homes. 

So not only will TCI's spending fall 
from 5891 million to 5725 million. 
with much of that going into digital 
headend gear made by NextLevel. but 
manufacturers of transmission hard- 
ware like fiber. nodes and amplifiers 
will he left out in the cold. 

Thai particularly hurts NextLevel- 
despite the digital upgrade business - 
and Antec. which ironically is partly 
owned by TCI. The other problem is 

,\stem swap,. Vendors say operators 
are delaying spending on properties 
that are about to be traded or pushed 
into joint ventures with TCI. redesign- 
ing rebuilds so that adjacent systems 
conning under the same management 
are integrated efficiently. 

Cable tech stocks 
take a tumble 

Neztlevel CommScope 
7/25/97 18 93 19 

8/01/97 20 16.50 
8/08/97 19.63 17.75 
8/15/97 19.13 16.50 
8/22/97 19.88 16.38 
8/29/97 20.06 17.25 
9/05/97 19.75 14.80 
9/12/97 19.31 14.88 
9/19/97 16.80 13.63 
9/26/97 16.31 13.50 
10/03/97 16.25 13.43 
10/10/97 16.43 13.50 
10/17/97 12.63 13.43 
10/21/97 13.63 12.93 
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Bryan Busby is chief 
meteorologist at Kmac-ni 
Kansas City, Mo., and is 
chairman of the Board of 
Broadcast Meteorology 
of the American 
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To viewers, 
weather is 
a top priority. 
For TV stations, 
that means weather 
reporting is serious 
business. The 
following special 
report maps the 
state of the art 
of local weather 
news, from the 
weathercaster's 
point of view 
¡opposite) to the 
latest technical 
advances necessary 
to give stations a 
competitive edge 
¡page 74). 

Weather fronts 
local news 
More viewers say weather is top) reason for watching news 

By Andrew Bowser, 
special correspondent 

When New Orleans is threat- 
ened by hurricanes or severe 
storms blowing in from the 
Gulf of Mexico, news leader 
WWL -TV counters with Nash 

Roberts. the semiretired dean of local 
weathercasters who has been reporting 
since the 1950s. 

At a time when affiliates are spending 
tens of thousands of dollars on weather 
graphics systems. Roberts tracks the 
storm's progress using only an ordinary 
map and a black felt -tip pen. 

"There are people in town who feel that 
Nash Roberts is always right and always 
knows exactly where every hurricane is 
going." says Dan Milham, chief meteorolo- 
gist at wnsU(TV), an NBC affiliate and one 
of w'wL -TV's two main news competitors. 

He may. in fact. know no more than any- 
body else, but a lot of people like to watch 
him. I equate it to a security blanket." 

Weather -or some aspect of weather 
coverage -is the number -one news draw in 
I I Of the top 20 TV markets. according to 
data from Frank N. Magid Associates. "If 
its the top interest, you can pretty much 
assume that's what's bringing them 
through the door." says Magid consultant 
Eric Braun. 

According to a composite analysis of 
viewer attitude data gathered in 1997 by 
Magid. 92% of news viewers say weather 
is something they "really want to see cov- 
ered" in local news. followed by the day's 
local news 189'/ ). live coverage of break- 
ing news 189'% ) and health news (75'7 ). 

In markets with severe weather, the 
interest gap between weather and local 
news widens. "The disparity grows with 
the likelihood of death." says Braun. 

There's more weather in newscasts 
today than there was five years ago. say 
market watchers. But whether more 
weather is a response to viewer demand - 
or simply an "il' you've got it. use it" men- 
tality on the part of station executives who 
OK spending for state -of -the -art weather 
equipment -is open to debate. 

Analysts contacted by BROADCASTING & 
CABLE suspect that the latter has a strong 
influence. "If you spend hundreds of thou- 
sands of dollars. you're probably going to 
put more time to it." says Mark Fratrik, an 
economist with the National Association 
of Broadcasters. 

The trend toward more emphasis on 
weather is expected to continue. as more 
money spent on news translates into more 
spending on weather. According to NAB 
data. U.S. TV stations are putting a greater 
percentage of operating expenses into news, 
stepping up every year from 1993 (20.5% of 
operating expenses) to 1996 (23.3%). 

"A lot of broadcasters are realizing that 
what sets them apart from the cable net- 
works is localism, and what's more impor- 
tant in local news than knowing what the 
weather's going to do tomorrow?" Fratrik 
says. "I know it's the first thing my daugh- 
ter asks me every morning." 

Braun senses that the weather -to -news 
ratio is increasing as stations buy new 
ways to visualize weather data in comput- 
er fly -throughs or storm modeling, for 
example. "It's riveting stuff that you 
would see only in documentaries in the 

NOT JUST SMALL TALK 
VIEWERS' RESPONSE TO THE QUESTION, 
"IN YOUR LOCAL NEWS, WHAT DO YOU 

REALLY WANT TO SEE COVERED?" 
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"Talk about a 

major change. 

Going digital can 

ave 
Controlling production costs 

has always been a hair- raising 

experience for Holy wood. Or for 

any business that relies on creative 

work. Finally. theres a solution. 

I13\I I ligital I.ibrary -a series of new 

technologies that are dramatically 

changing production. 

Imagine everything. in all your 

l i l r ra vies. condensed into digital tiles. 

I it which can then 1w accessed from 

your d4 'sLtup or sent over a network. 

to collaborators am V. here. Suddenly. 

steps are trimmed and expensive 

production tinie is compressed. 

:\.(w all your work. whether it 

he film. art. sound or photography. 

is in one place. Giving you greater 

control of your assets. 

So what are you waiting for? 

See how you can get more from 

your assets in a digital world 

at wV%V.ibm.cum /solutions. 

Or call 181111I13\I- 'I1.8.ex1..1\131. 
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past. Braun sa .. "\ le \ter. don't seem 
to mind extra time denoted to it. They 
reap) .rent to he prep fascinated h\ 

IIo\\ .\el. Its hard Io say exact!) hone 
weathercasting influences ratings. Some 
affiliates report that they can gauge 
\\eaihercasting's impact on ciC\nership 
by ratings achieved during limes of 
unusual weather. 

When I(, tornadoes touched doncn in 
the \1inneapolis Area in June I9%. NBC 
affiliate K\ItrtixI covered \\ ether non- 
stop for tour and a half hours. Our share 
that night \\ as like a 42. and \\e never 
look a break." says chief meteorologist 
Ken Barkm. 

As the dominant not s station in the 
\linneapolis market. h.\li- sees blips in 
the ratings ever\ time there's a \\ rather 
event. from the first .mitt squall of the 
season u, cold snaps or garden -\:ric!\ 
thunderstorms. according to Ballow. 

But for the market at large. the pope 
tarn of weather \\ ith netts V Text cr. doe, 
not mean the \\rather portion of the shut\ 
commands higher numbers. "Its not si, 

much that \ccather is the most-watched 
part, huh it gets the highest rating when 
you ask vie\ters to rate the subject on a 

one lu -I11 ,ralì. says Jacques de Sure. 
president of \Icllugh & Hoffman in 
Southfield. \ 

Ken Barlow of KA RE -TV Minneapolis says 
weather events there cause ratings to rise. 

Rut in CIO eland. \\ here Llsl \\ inter 69 
inches of snot\ fell east of the cil\ and 27 

inches blanketed dont mown. 711', -75' 
ul' Fo\ affiliate \\.1\\ -r\s ne\\s viet%ers 
\latch the \\rather. tchile only about _'ll'; 
of nett s Viet\ ers \\ atch sports. according 
to the station's research. "I'm sur news 
directors do not keep meteorologists on 

hand for altruistic reasons." sat s Dick 
Goddard. chief meteorologist. 

Personality vs. 
technology 

Allhouglt there's little question that 
weather ranks ;among the top rea- 

sons that \ie\\ers \mch netts. there's 
considerable debate about just nchat 
dr:n\s them the most. 

Nash Roberts's old- fashioned 
approach stakes a strong case that per - 
sonalit \\ ins a Iat'r_e number of \iet\ ers. 

\\l\\ -r\ 's Goddard has been weather- 
casting for ±7 \ears. "This is a consena- 
tice market. and cic\cers are not prone Io 
accept nen\comers ter \\ell." he sas. 
His longe\it\. like that of Roberts. illus- 
trates the power of personality. 

..Having the right \\ eat her guc can be 
the difference bel\\een being number one 
and number three in the market.- says 
\like Lee. general manager of i i-l) -I\. 
the CBS affiliate in Amarillo. Tex. Krn.\- 
Tv Chief Meteorologist Dave Oliver. 
known to cie\\ers as "Doppler Dave." is 

lung on personalit\. 
When the forecast contains no immi- 

nent threat. such as a tornado. Doppler 
Da\ e conies off as the "good old hoc" in 
the market. holding contests- including 

Salary forecast: Slightly sunnier 
salaries are 

growing -albeit modestly - 
according to a salary survey 
released earlier this month. 

The average weathercaster 
salary for all markets grew 
from $52.562 in 1995 to 
$55.018 in 1997. according to 
a National Association of 
Broadcasters survey of 538 
affiliates (or a little over half of 
all affiliates in the U.S.). That 
translates to roughly 5 %, 
which means weathercaster 
salaries are increasing in lock- 
step with inflation. according 
to Mark Fratrik. economist 
with the National Association 

1995 -1997 Average Affiliate 
Weathercaster Salaries 

Market Size 

Average 

Anneal 1995 

Average 

Annual 1997 

Starting 

Annual 1995 

Starting 

Annual 1997 

All Markets 552.562 S54.504 S29.559 S30.856 
1 -10 S130.919 S179.729 567.917 S76.634 
11 -25 S95.766 S98.854 S51.815 S53.194 

26 -50 S68.129 S66.782 S36.121 S37.442 
51 -75 548.716 S52.984 S29.528 S29.981 

76-100 S37.647 S43.783 S23.217 S27.097 
101 -125 S35.628 S35.551 S24.690 524.951 
126 -150 S28.577 S29.655 S19.614 S20.376 
151+ S25.638 S26.135 519.513 S19.259 

Soun:e National Assoeation of Broadcasteis 

rs, m I ,,n ^ .n., .,1,11 ,n11n,11, JAB . . 

of Broadcasters. 
Weathercasters at affiliates of the Big Four (ABC, CBS. 

NBC and Fox) earn an average $54.504. with starting 
salaries averaging $30,856 -comparable to the pay scale 
for sportscasters (an average of $52.090 annually and 
$29.910 starting) and markedly less than that of anchors 
($71.736 annually and $37.870 starting). 

For the top 10 markets, weathercaster salaries at network 

affiliates climbed about 37 %. 
from $130,919 to $179.729 - 
a boost Fratrik attributes to the 
increased emphasis on news 
at Fox affiliates. which bid up 
the price for top -notch talent. 

How much the weather - 
casters make compared with 
their on -air colleagues 
depends on market size. At 
network affiliates in the top 10 
markets. the average salaries 
pale in comparison with those 
commanded by sportscasters 
and anchors ($179.729 vs. 
$247.086 and $313,712. 
respectively), but weather - 
casters come out above 

sportscasters in markets 11 -25 ($98,854 vs. $95.537) and 
markets 26 -50 ($66.872 vs. $61.015). 

Although some stations have a hard time filling the 
weather slot with the right personality. when they do find 
one, he or she tends to stick around. "A lot of us are staying 
put and not retiring as early as we used to. so the turnover 
is not as acute as it used to be." says Bryan Busby. weath- 
ercaster for KMBC -TV Kansas City. Mo. -Andrew Bowser 
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FOR MILLIONS OF 

PEOPLE, A DAY WITHOUT 

THE WEATHER CHANNEL 

IS LIKE A DAY WITHOUT 

A LARGE SUBTROPICAL 

RIDGE OF UNOBSTRUCTED 

SOLAR RADIATION. 

Ask the residents of Los Ange 
who, when they found out TWC 

being takan off the air, deman 
we be pu: back on. This fanatic 
is not isolated. TWC is one of 
most- watcied channels on c. 

THE 
WEATHER 
CHANNEL 

ww: - 8 

television, with an average viewing 
time of almost 18 minutes at a time. 
That's longer than CNN. Which means 
if you haven't considered TWC, you've 
probably got your head stuck h the 
stratospheric cirrocumulus. 
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.'rain -gauge shoutouts " -with the sta- 
tion's weekend meteorologist. John Har- 
ris. "If Dave wins. John might have to go 
down to the local steakhouse and cook 
him a steak or something." Lee says. 

KFU:\ -TV. which has the senior anchor 
team in Amarillo. is number one more 
tittles than not" for its ne\\ scads. accord- 
ing to Lee. In the most recent (July1 
Nielsen ratings hook. the affiliate was 
number one al (t a.m.. noon. i p.m. and 
10 p.m. and a close second at p.m. 

Over a long period of line. a viewer's 
impression of how a \\ eathercaster inter- 
acts vv ith the new s leant or explains storm 
behavior builds iov:thy and brand equity. 
according to consultant de Suze. "Per- 
sonality is important in making the view- 
er feel comfortable." he sa s. 

But some research suggests that person - 
ality is not as strong a factor as some think. 

When one of Magid's large- market 
clients theorized that another station's 
weathercaster was sy orth 2 ratings points 
to the competing newscast. Magid con- 
sultants analyzed Iv\o \car,' \\ °rill of 
National Weather Service data and 
matched it against quarter -hour news rat - 
ings during weather warnings or watch- 
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!öcaITV 
l = ther 

Kaw(rv) Portland, Ore., hired a popular 
weathercaster in the market. Matt Zaffino, 
away from a competitor. 

es. "This meteorologist had huge viewer 
scores. but when it was all said and done. 
everybody went to their own favorite sta- 
tions." says Braun. "That leads etc to 
wonder if coverage is the issue." 

UltraGraphix ULTRA?" 
The best weather graphics 

system ever developed. 
SEE IT 

ON 
CNN 

SPEED I lie fastest system ever 

PRESENTATION Unique look 

SIMPLICITY User friendly interface 

Call 800 -566 -6606 today for a free 
tape and on -site demo 

23 stations have bought one in 
the past 60 days! 

Shouldn't You Be Next? 

acce ..W.s, 
b. II 

The World's Weather Leedom"' 
619 W. College Avenue, State College, PA 16801 
Call 800 -566 -6606 Fax 814 -231 -0453 E -mail info®accuwx.com 
Visit our Internat site at: http://www.accuweatheneem 
IO ® 1997 AccuWeather. Inc 

Covering the major 
weather event 

MIke Bausch. e\ecutiv e nr\\ s director 
of NB(' affiliate K(\(i\) Portland, 

Ore.. says co\ rein_ major events has been 
"the single most important tool'' in mak- 
ing his stations newscast top -rated in the 
morning and at noon. 5 p.nt.. I I p.m. and 
on weekends. and number one in overall 
ne\% s image. according to the station's 
research. Several years ago. Kt W had the 
second- or third -rated newscast. 

The station's weather coverage high- 
lights include \\ all -to -wall reporting on a 

day -long ice storm that knocked down 
thousands of trees in the area. as well as 

continuous coverage. from i a.m. to II 
p.m.. of recent severe flooding. "It's the 
hundred things you do right that take \uu 
to number one." Rausch says. "Weather 
coverage is one of those. and it's a big 
one. but not the only one." 

Rausch also credits investment in new 
weather technology for the station's 
gains: isc\\ is the first TV station in the 
world with a 1-111 -knot Bell 4117 heli- 
copter. which with ENG and camera sys- 
tems cost S2.2 million. 

Gizmos only go so far 
Ncw technology can merely enhance a 

popular weathercasl. according to de 
Suze. and only if the technology is promot- 
ed right and used in an interesting way. "II' 
the weathercaster is not well known and 
the show is not well watched. it will not 
have an impact. he sans. 

In agreement is lily an Busby. chair- 
man of the American Meteorological 
Society's Board of Broadcast \leteorolo- 
g\ and chief meteorologist at h \Ili( -Ty 
Kansas City. MO. "You can have a \\ Bath- 
er department with every \vhiz -bang 
gizmo out there. but if these guys and gals 
are perceived as stuffed shirrs or not 
involved in the community. they're prob- 
ably not going to be as successful as the 
weather department that cattle to my kids 
school. or that I saw at the Rotary Club. or 
that hosted a telethon." Rushy says. 

Credentials, skill and 
accuracy 

here's no agreement on how important 
it is for a v \eathercasler to be loaded 

with credentials. According to KFD.\ -T\s 
Lee, credentialing tends to be more impor- 
tant to general managers iIi markets that 
have life -threatening weather. 

The CBS affiliate hires only degreed 
meteorologists. Two out of KFt). \ -1 \'S 
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The World's Leading Source For Weather. 

At WSI, we don't just claim to be the world's leading source for 

weather. We are. 
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broadcasters with everything they need to produce visually exciting 

programming for accurate local 

forecasts; regional. national 
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three meteorologists have the AMS seal 
of approval. but Kf I)A -TV doesn't tout 
those credentials to viewers because 
many meteorologists in the market also 
have the seal. Lee says. 

Some 800 weathercasters have 
received the seal since the first one was 
given in 1960. 

Even those who have it admit there are 
other factors more important to success. "I 
have the seal and I think it gives some 
credibility." says 1yJW -TV's Goddard. "But 
if you estahlisii the fact that you know 
weather. you build a clientele -a follow- 
ing -and that's how you stay on the air.'' 

Likewise, sonic station executives say 
that viewers don't care if a weathercaster 
has a meteorology degree. Jeff Cook. 
general manager of Kxxv(TVI Waco. 
Tex.. suspects that many viewers think all 
weathercasters are meteorologists. At the 
same time, however, he will not hire a 

weathercaster who is not a meteorologist. 
In Oklahoma City. one station blew 

the whistle on another station they 
thought "cried wolf- one too many 
times. When a storni chaser provided an 
inaccurate report of a tornado destroying 
a nearby town. CBS affiliate 101 .1 

reported on weathercasting practices that 
meteorologist England says are akin to 
tabloid journalism. "We aimed the gun. 

Gary England of Kwrv(rv) Oklahoma City 
thinks some weathercasting practices are 
akin to tabloid journalism. 

and the Witt-ill station in the market 
pulled the trigger at 10 o'clock and 
named them by coming on the air and 
saying. 'it wasn't us.' 

Wrong half of the time? 
More than quantity of coverage. it 
may he accuracy -or. at least. per- 

ceived accuracy that keeps viewers 
coming hack. That's especially true in 
se VCR' - w cat her markets, where con- 
sumer, view weather broadcasts as 
potentially life -saving information. 

To boost viewer, perception of accu- 
racy. K \IUC -Ty runs an ongoing "guaran- 
teed forecast" promotion. If chief 

Busby is more than five degrees 
off in predicting the nest day', tempera- 
tures at the airport. a \ie %er postcard is 
drawn at random, and that viewer wins 
$99. If Bushy hits the temperature on the 
nose. loin( -I\ donates S10(I to a local 
charity. 

That may be a novel solution. but 
most seasoned weathercasters are con- 
tent to roll » it) the punches -and put on 
the asbestos gloves before opening 
viewer trail. 

"I had a guy tell me that forecasters in 
Japan are actually required to apologiie 
to their audience if they blow it." sans 
wlw -Tv's Goddard. "I'm against that. 
but I think that most people. if you are 
honest with them. know the hest forecast 
you can make is seldom 100 percent 
accurate." 

The W- factor in Waco 
In markets where severe weather threatens lives and 
property, the business of weathercasting can turn into a 
horse race. 

In Waco, Tex., Kxxv(TV) has gone from a weather no- 
name to a serious contender in less than two years. 

In the notorious "Tornado Alley," the ABC affiliate has 
spent its way into the public's view under the direction of 
general manager Jeff Cook, who claims to have stolen 
40% of the market's weather -specific viewers from the 
competition. 

The station bought more than $1.5 million worth of new 
weather equipment, including two $250,000 "First Alert 
Storm Team" (FAST) vans, with which Kxxv meteorologists 
can videotape tornadoes or wall clouds (a precursor to tor- 
nadic activity) and beam the images back to the station via 
microwave. Doppler radar added a few hundred thousand 
more dollars to the tab. 

"When we bought this station, it didn't even have a 
meteorologist," says Cook, who came aboard when the 
R.H. Drewry Group bought the station in 1994. They didn't 
even have a weather department. They had a reporter that 
literally read the weather at 6 and 10, and that was it. 

Among the changes: KXXV now has four full -time meteo- 
rologists on staff (bettering the nationwide average for the 
top 50 markets by two), a 15- member storm -chasing team 
on alert everyday -and a 24 -hour cable weather channel 

68 

that allows them to go live indefinitely during severe 
weather. ( "We have roughly 274,000 households in our 
DMA, and 181,000 get our weather channel all the time," 
Cook says.) 

When severe weather hits, chief meteorologist John 
Basham can switch control of the entire station to the 
weather set. "We don't have to ask permission to do it, 
and we don't notify anybody; we just do it," he says. "We 
make that call back here, which is very strange. This is the 
first TV station I've been to where they give us the power 
to do that. 

And some viewers are warming to KXXV. According to a 
February study by Frank N. Magid Associates, the number 
of news viewers in Waco who say that KXXV is the station 
to watch for severe -weather coverage jumped from 15% to 
32% in a year and a half, while market leader KwTx -TV's 
percentage dropped from 50% to 35 %. 

Nevertheless, CBS affiliate KWTX-TV remains the domi- 
nant news station in Waco. "In the July book, both of the 
other stations [Kxxv and KcEN -Tv], combined, do not equal 
us for rating or share...in the evening newscasts." says Vir- 
gil Teter, vice president of news for KWTX-TV. 'People want 
to watch people. and we have the most popular weather - 
person in the market." Teter says of Rusty Garrett. who 
has served as weathercaster at the station for nine 
years.- Andrew Bowser, special correspondent 
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Baron is # 1 because You Can't Be Beat. 

Our radar is powerful. Our radar is sophisticated. Our radar is the easiest to 
use and understand on the market today. In the last 2 years, we've put more 
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1995 NexTrac@J 

1995 }IDDP'" Non- pixelated Radar 
1995 NWN, Weather Sensors 
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1935 Storm Spart r." 
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Total integration of real -time Doppler, Nexrad, lightning, weather 
vehicles, sensors, and more .. 

And, we've set new weather standards again! 
Give us a call for more information. 
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'''Services 

(205) 881-8811 
www.baronservices.com 
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THE 
WEATHER 
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All weather all the time 
from The Weather Channel 
Cable channel was pioneer in '-/-hrnn' weather coverage; now 
reaches 69 million subscribers in the U.S., 26 million globally 
By Donna Petrozzello 

pl 

haps it . The Weather ('hanncl's 
tbilit\ to deliver weather reports 
from Tacoma to Tallahassee. \lay be 

Ws the personality of its on -air meteorol- 
ogists or the special weather news fea- 
tures. 

Regardless. The Weather Channel 
continues to gain cable sy .tent sub- 
scribers despite competition from local 
weather forecast services that are 
increasingly i ailablc Io cable operators. 
The lick%ori. k hoping to break Ille 711 

million subscriber mark by the end of 
I9)97. the same year il yy ill celebrate 15 

years on air. 
Carried by more than 6.5511 cable ''. 

lems in the l'.S.. The Weather ('h.n n.il 

reaches (t1) million subscribers in the LS. 
and another 26 million globally. The 
channel is owned by- Landmark Commu- 
nications. 

\. cable's first channel offering 24- 
hour. contprehenske weather new s 

Throughout the l'.5.. The \Veather('hannel 
is confident That its mi. of local. regional 
and national weather reports alongside 
weather- related new s and features \\ ill 
continue Io attract cable viewers. 

"Local \yea Cher new s sen ices can't 
deliver the full package that The Weather 
Channel can." says 'I'\W( ''s vice presi- 
dent of strategic and consumer research. 
Bruce Humbert. '''I hr lue of The 
Weather Channel contes from the fact 
that it is comprehensive... 

The Weather Channel also is comis- 

Colin Marquis is one of 80 meteorologists 
on the staff of The Weather Channel. 

tent. The network uses the sanie forecast 
data pro\ iller. Weather Sers ices Inc. of 
(Billerica. \lass.. that il has used since 
1982. The Weather Channel also 
recek es forecast information via radar 
reports from Weather Central of \ladi- 
son. Wis.. as a backup sen ice. 

The network also delis er. forecasts on 
a t'outille programming schedule. II 
broadcasts local weather conditions and 
forecasts sis limes hourly. -Weather- 
Scope- provides hi;_hlights of the day's 
most active weather news packaged 
within a comprehensive national weather 
report tyy ice hourly. 

Al :111 minutes and :411 minutes past 

No -show hurricane whips up storm 
The day after Hurricane Nora didn't hit 
Phoenix, KPNX-TV weathercaster Sean 
McLaughlin mentioned on the air that 
he had gotten calls from viewers who 
said they believed they had been mis- 
led about the storm's potential for dev- 
astation. 

With five commercial TV stations in 
the maerket competing for a finite 
news audience, producers, reporters. 
writers and anchors may be tempted 
to add a touch of melodrama and 
hype. 

The coverage of Nora's approach to 
Phoenix was about as understated as 

KTVK -TV's coverage was meant 'to prepare 
people for the worst possible scenario,' 
says the station's VP -news, Phil Alvidrez. 

a pro -wrestling match. The day before the storm made 
landfall. footage of desert dwellers filling sandbags and 
taping windows topped local newscasts. 

By late afternoon on Sept. 25. KTVK -TV. a powerful 
Phoenix independent. blew out syndicated strips Inside 
Edition and American Journal to do an extra hour of live 

70 

storm coverage. 
The special report doubled the sta- 

tion's average ratings in that time slot, 
won the hour for the station and fed a 
big audience to the 90- minute evening 
news block, which was outrated only 
by the NBC Nightly News. 

The heart of the storm missed met- 
ropolitan Phoenix by about 60 miles, 
however. and although Nora deposit- 
ed heavy rain in sparsely populated 
western Arizona. the official rainfall 
measurement at Phoenix Sky Harbor 
Airport was .003 of an inch. 

Ed Phillips. meteorologist at ABC 
affiliate KNXV -TV and a two -decade market veteran, met 
with key news staffers at his station the day before Nora's 
landfall to warn against overdoing early coverage. As a 
result. the station played the storm more conservatively 
than its competitors. 

-Dave Walker. special correspondent 
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the horn'. The Weather Channel broad- 
casts specialized forecasts mixing \\catti- 
er news and travel advisories in Trove/- 
Wise. 11 eckend Outlook and Weekend 
Ahead. airing at : I5 and :45 minutes past 
the hour. give weekend forecasts 
throughout the Week..S'forn, Wur('h at :50 
past the hour provides stormy weather 
outlooks on a local. regional and nation- 
al scope. 

During storms and other weather 
emergencies. The Weather Channel 
offers in- depth. live coverage on site and 
from its broadcast studios. Feature pro- 
gramming include special weather infor- 
mation series and Exposures. a 30- 
minute program airing Saturdays and 
Sundays at noon that document the 
effects of various weather phenomena. 

As part of the network's expansion in 
the past 15 years. it has grown to a staff 
of 400 people. with 85 full -time meteo- 
rologists. says Ray Ban. senior vice pres- 
ident of meteorology at The Weather 
Channel. 

Two dozen Weather Channel meteo- 
rologists are on- camera forecasters. Most 
have college degrees in meteorology and 
many come from a background deliver- 
ing weather news for local TV stations. 
Ban says. The use of on- camera meteo- 
rologists sets The Weather Channel apart 
from local weather service competition. 
Humbert says. 

He says focus groups and audience 
opinion polls indicate that "most view- 
ers feel they are better informed when 
they hear weather news from a person 
than when they read about it on- screen. 
The human factor is critical to making 
this both interesting and informative." 

Those same opinion polls also indicate 
that less than 111'; of Weather Channel 
viewers \latch strictly for local weather 
forecasts. Humbert says. He contends 
that it is the indi\ idual pieces of network 
programming. its reports hosted by live 
meteorolgists and special features that 
keep people watching. 

"In our 15 years. the network has 
developed from a basic. utilitarian service 
to something more important that is used 
for things other than convenient access to 
local weather forecasts." Humbert says. 
-For most people. getting a local forecast 
six times per hour is enough." 

The channel's expansion includes 
launching a weather news network for 
radio stations in 1991. The network 
includes 200 stations. 50 of which incor- 
porate The Weather Channel's live fore- 
casts into their on -air news. During the 
same year. TWC added a 900 phone ser- 
vice. 

Within the past two years. the network 
launched a site on the World Wide Web 
that browsers can use to pinpoint weather 
conditions in any region of the L!.S., 
depending on their personal needs. 

The Weather Channels senior vice 
president of new media. Mike Carey. 
says the site receives more than 40 mil- 
lion page yievs per ninth. which makes 
it one of the \ \'eb's top -five visited sites. 
The site is es em more Ilea \ il\ visited dur- 
ing weather emergencies. he added. 

Carey also says the network has 
earned a profit from advertising revenue 
from the site. 

Last March. The Weather Channel 
introduced a new headend unit. Weather 
Star XL that is an integrated satellite 
receiver and graphic workstation that 
allows for real -time. 3 -D animation dur- 
ing local forecasts. The addressable box 
in Weather Star XL gives operators the 
ability to show the local forecast in the 
lower one -third of the TV screen while 
still broadcasting national weather 
reports live. 

The enhancements are another way to 
offer viewers a more comprehensive ser- 
vice in The Weather Channel that local 
services cannot provide. Humbert says. 

Nothing Like Being Unique To 

Get Noticed... 
And if we get noticed, y(w get noticed - with the best looking on -air weather in the world! 

...etn'ess in telecn1on weather Walls mare than just 

standing out in a crowd. It mean, getting your mes- 

sage across through reliable weather data, dazzling 
.atmospheric images' and powerful forecast graph- 
ics and animations. Weather Central has pioneered 

the development of high powered, audience 

l.ivel. use' GenesisPlus, Wearier Central can provide 
any site station with the most fnnuvatfve on -air 

"look and feel" solution featuring the premier 
weather graphic, in the world. With the high per- 

formance computing prayer from the latest Silicon 

Graphics platforms. Weather Central will 
appealing TV weather computer graphics = (` help your station get the message 

and data systems for over 2; years. _ across...we can 'nip your weather shows 

With Livel.f,w Genesis, I Ise! iür - get noticed land ratings!), even it you are 

SuperGenesis, and the recent addition ..I - standing in a crnxal! 

WERTHER CENTRAL, INC. 

The tian ;or \ru .Igr Irlel,>n,u Weather 

5-2s Tokay Blvd. \t.idison, WI 1608I -11-a-í-%v. ras: 16u8i 3-i.58S4 

Your exclusive source for televisions' most detailed and timely forecastin' ool- A.O.O.N.I.S. FutureCasl 
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LIN weathers 
retrans consent 
By John Merli. 

special correspondent 

Four years ago. when broadcasters 
were pondering retransmission con- 
sent agreements w ith cable compa- 

nies. LIN Television Corp. proposed a 

plan to. in effect. get into the local cable 
business. In each of ils se\ en (soon to he 
nine) markets. LIN asked local operators 
for the use of a local cable channel. LIN's 
idea was to provide an LWS. or Local 

Local forecast and 
radar every 2 minutes 

Local Cable Weather " 
An incredible revenue 
opportunity 

Western Cable Booth #2747 

The World's Weather Leader' 

Call 800 -566 -6606 

619 W.College Ave. 
State College, PA 16801 
http://www.accuweathercom 
E-mail into@accuwx.com 

Weather Service. 
channel. Inaugurated 
in most LIN cities in 
early 1994. LWS 
channels today are 
cleared on an esti- 
mated 757 of cable 
systems in most of 
its markets. accord- 
ing to LIN officials. 

Each cable chan- 
nel relies on the mete- 
orological and techni- 
Lal resources of the 
local LIN broadcast 
station in each of its markets -wish -ry 
Indianapolis: Kx \s- ry Dallas: rx -t'v 
Austin. Tex.: w,\yy -ty Norfolk. Va.: 
w(xtl) -ry Grand Rapids. Mich.: w \\i - -Tv 
Ft. Wayne. Ind.. and w \xD(ly) Decatur. 
Ill. LIN also hopes Io sign similar agree- 
ments with as many local cable operators 
as possible in Buffalo. N.Y.. and New 
Haven. Conn.. its two newest markets. 

LIN Vice President Paul Karpowicz 
says the enterprise is "a win -win situa - 
Iiun" both for LIN ;und cable. LIN stakes a 

profit on the multi- market venture. espe- 
cially since it's already using its existing 
local broadcast resources lin' the 24 -hour 
cable services. Karpuw ici said local cable 
operators pay LIN for its various channels 
on a per -subscriber basis. LIN would not 
provide financial details. but said that its 
LW'S channels collecti\cls reach a cable 
universe of about 12 million homes. Gen- 
erally. a cable operator may pay a channel 
programmer a few pennies per subscriber. 
although that rate can vary widely. 

There also is a more traditional 
method of revcline: Both the cable opera- 
tor and the local LIN station can sell 
commercial a\ ails -two minutes an hour 
for the broadcaster. six minutes for the 
cable system. On the broadcast side. suc- 
cess in selling the two -minute packages 
are "mixed." depending on the market 

and station. with some LIN stations being 
"fairly active" in sales and others "not 
so." according to one LIN official. 

"Cable operators love it." says Rick 
Thedwall. wisti-r\ program manager. 
"because it add, another local channel to 
their service." Thecbvall sa\ s that a few 
years ago when broadcasters and cable were 
hashing out retransmission consent prob- 
lems around the country. cable balked at 

paying for broadcast programming which 
they claimed everyone else was getting for 
free. "We asked ourselves what we could 
contribute to local cable services that would 
help both us and the cable operators. and the 
viewers, of course. This was it." 

However. not 
all cable compa- 
nies have come on 
hoard. In Grand 
Rapids. for exam- 
ple. Cablevision 
has balked at giv- 
ing up channels to 
LIN because of 
capacity limits. 
and LIN says talks 
there continue 
after several years. 
in the absence of a 

retransmission 
consent agreement 

LIN's local cable weather channel in 
Indianapolis uses WISH -TV resources. 

with Cablevision. 
LIN's television group. based in Provi- 

dence. R.I.. is providing two different 
types of LWS channels: ( I I The simplest 
type merely otters a local Doppler radar 
screen via the broadcast station's vertical 
blanking interval to cable head -ends. (2 ) 

The more ambitious channel service - 
usually feel by nticrow ave or fiber-incor- 
porates a "wheel" of full -motion video. 
including graphics. text forecasts. some 
services of commercial weather compa- 
nies. and taped inserts from the local 
broadcast station meteorologists which 
are updated S -I(I times daily. (The vast 
majority of affected cable homes in all 
seven markets receive this latter format.). 

w isst- t \ 's Thedwall. who oversees 
LWS activities in all LIN markets with a 

manager from another LIN station. points 
out that during local weather emergen- 
cies. the local LWS channel automatical- 
ly w ill pick up a live simulcast of the LIN 
station's special broadcast coverage. 

Yet what about duplicating the services 
of the national cable network. The Weath- 
er Channel? Thedwall says it's not a prob- 
lem: "We're providing all -local weather 
information here. The Weather Channel is 

more of a national service. and a good one. 
but onlx a small portion of their coverage 
is devoted to any one local area." 
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WEATHER TOD NY 

of news 

PAINTBOX & PICTUREBOX 
The grap 'iics team 

In o world dominated by deadlines and rotings, the ability to create great news g-aphic fast, is vital. 

The united fc-ce; of Paintbox , Pidurebox' and Pidurenet Plus gives you all the creative power, 

assured stills handling performance and efficient networking yDu need. It's the teom yoi can count cn. 

QUANTEL 

Call our 24 hour Graphics Hotline now: 1 800 218 0051 Ext.482 
Quantel Inc., 28 TFomdal Circle, Dorien, CI 06820 Tel: (203) 656 3100 Fox: (203) 65o 3459 http: / /www.quantel.cam 
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Weather ca 7il 
systems W =.` 

ther 

get automated 
By Glen Dickson 

As news departments place more 
emphasis on weather coverage. 
meteorologists need technolo- 
gies that can meet rising pro- 

duction values without adding hours to 
their busy workday. 

With its combination of analyzing 

reams of data and assembling state -of- 
the -art graphics and animation, preparing 
a weathercast is a labor- intensive assign- 
ment. Most meteorologists agree on this 
rule of thumb: every minute of on -air 
weather requires one hour of preparation. 

Chief meteorologist Nick Gregory of 
wNYw(TV) New York spends four to 
five hours each night preparing graph- 

ics for the 10 p.m. newscast, which 
includes a main weathercast of 2:45 
and four other on- camera appearances 
requiring 10 -18 graphic presentations 
each night. So Gregory is looking for 
more automation and faster processing. 

"Localism" is key in weather depart- 
ments, and it is driving higher -powered 
radar systems. more sophisticated map- 
ping software and forecast models that 
can pinpoint towns, not counties. 

"The scale of weather has gotten down 
to the local city." says Bryan Busby. 
chief meteorologist for Kx1I3C -TV Kansas 
City. Mo., and chairman of the American 
Meteorological Society's Board of 
Broadcast Meteorologe. "If the weather 
doesn't tell the story of what happened 
on one viewer's cul -de -sac. then that 
viewer isn't going to he moved." 

Here's a look at how weather graphics 
and radar are meeting the challenge: 

Weather 
Services 
International 

The flagship product for Billerica. 
Mass. -based WSI is WEATHER- 
producer. an integrated data -to- 

graphics workstation. The system gener- 
ates show- quality presentations by com- 
bining incoming weather data with an 
automated suite of broadcast images and 
effects. including real -time 3 -1) anima- 
tions of alphanumeric data. 

"It gives meteorologists more 
dynamic graphics tools with interfaces 
that shorten show production times." 
says Peter Ryus. WSI's chief operating 
officer. "The new SGI workstations 
have also significantly improved the 
rendering speeds." 

WEATHERproducer will run on the 
SGI Octane or 02 platforms: a dual 02 
system sells loi $93.000. 

WEATHERproducer works as an 
automated show builder. compiling 
data from multiple sources to create a 

local forecast complete with graphics. 
2 -D and 3 -D animations and special 
effects. The system also can import 
effects created in other graphic s' s- 

tems. such as Alias /Wavefront. "It's 
extremely easy to use." Ryus says. 
"We've tried to automate the 2 -D and 
3 -D models as much as possible." 

WEATHERproducer includes sever- 
al specialized software packages. One 

of them is WEATHERcast. which cre- 
ates graphic forecasts by incorporating 
multiple forecast models. Among 
WEATHERcast products are forecasts 
of clouds and sunshine: three hourly 
temperatures: high and low tempera- 
tures: wind, rain or snow: the potential 
for fog: icing conditions: thunder- 
storms. and other severe weather. Mod- 
els are constantly readjusted to chang- 
ing conditions in near real time. 

Another software package included in 
WEATHERproducer is Showfx. which 
relies on a Silicon Graphics 02 to gener- 
ate moving images. icons and graphics 
that are integrated with the latest incom- 
ing weather data. Showfx has a set of 
user tools called "wizards" that allows a 

meteorologist to change daily show ele- 
ments with a few keystrokes. A special 
set of wizards will even tie incoming 
data to selected special effects elements 
and automatically create them. 

"You get 90 percent of the custom 
look from post -production with IO per- 
cent of the effort." Ryus says. Showfx 

conies standard with a 

library of 2 -D icons and 
3 -D models with full 
360- degree movement: 
the software also can 
incorporate video clips. 

Robin Reed. chief 
meteorologist for CBS 
affiliate woui(Tvf 
Roanoke. Va., has been 
using WEATHERpro- 
ducer since June 1995. 
As an early adopter. the 
station runs WEATHER- 

producer on an SG I Indigo2 Impact 
workstation: it bought an 02 as an add - 
on to handle rendering for the Showfx 
upgrade. "Showfx is not idiot -prof, but 
it was designed for people with no 
graphics skill whatsoever." Reed says. 
"However. it's open- ended -if you have 
some 3 -D graphic artist skills, you can 
do a lot with it." 

Reed says he relies on Showfx's 
automation capabilities to build show 
graphics displaying current tempera- 
ture and weather conditions: "They 
arrive on the top of the hour, so we 
use the auto -update for that." The 
time he saves by using Showfxs 
automation is spent making more 
complex graphics for the rest of his 
weather presentation. 

"It's a strange dynamic -the boxes 
can do more, so we can do more." says 
Reed. "There's no net loss in the time I 

have to spend on graphics: it's the same 
as before -we're just making better - 
looking. more dynamic and accurate ren- 
ditions of what we're trying to say." 
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multi -purpose camera system. 
Ahead of its time. 

LDK 100 Series...Supreme versatility and adaptability 
The new flexible camera rut's easy and fast to configure for studio, EFP 

Triax, Betacam SP and DVCPRO Camcorder applications. The system 
optionally features the award winning DPM sensors for no compromise 
4:3/16:9 switching. 12 -bit A/D conversion, greater than 24 -bit signal pro- 
cessing quality and an unsurpassed list of powerful features make the LDK 
100 today's best investment for tomorrow's imaging world. 
For additional information, to request literature, or to have a sales repre- 
sentative contact you call us toll -free at I- 800 -962 -4287. Or e-mail us at 
sales @mail.phbtsus.com 
Also, be sure to visit our website at www.philipsbts.com 
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Kavouras 
Ktvouras's Triwn weather graphics 
system has undergone a number 
of upgrades and revisions since 

being introduced at NAB in 1991. The 
s) stem. \\hick has about 1811 l .S. 
installations. first ran on a Pentium 386 
plaafornl: nu\\ it is available on the Sil- 
icon Graphics (12. Octane and Indigo2 
plallhn'uis. 

"No\\. of course. the processor 
speeds are doyens 
of times faster.'. 
stns Bill 
Schlueter. vice 
president of mar- 
keting and sales 
for Kavouras. 
based in 
Burns\ ilk. \Iinn. 
"But \\e haven't 
made obsolete a 

system bought in 
1991. Through 
processor upgrades. those customers 
still ha\e a prep) reliable platform.- 

The latest version. the Triton i7 
4 N1VERSE. has full 24 -bit. high -reso- 
lution imagery and can handle 30- 
frames-per second 3 -1) animations. 

-We can do cloud animations. pre- 
cipitation. forecast temperature. cur- 
rent conditions and frontal position. all 
in 2- and 3 -I)." Schlueter sa\ s. 

The hase Triton i7 s\ stem still runs 
on a standard 
Intel 486 proces- 
sor. starting al 
ti 5 5.1111(1- 

î5.000. Adding 
3 -I) rendering 
capahiIit) and 
24 -bii image 
yualil\ costs 
another S311,(IIIn. 
Kan auras offers 
a sect' of soft- 
ware options 

beyond Ihat. plus standard recurring 
fies fur data sere ices and soll\\ are 
recisions. 

\vsY\\t iv). Foe's New York O&O. 
\\ hick has been using the friton system 
for almost five years. just upgraded to the 

Triton i7 Version 3.4 this hast April. 
"It's got a but of nee\ features." sa\ s the 
station's chief meteorologist, Nick (ire- 
gon . " \\'r' \ e added) an S( l 11' pmcessur 
to assist us in the more comble\ opera- 
tions. like satellite fly- Ihroughs. It culs 
the production time in half. You can 
\isualiie Ilight patterns all in the click of 

a mouse. What used to take ne t\\o hours 
to create no \\ takes 45 minutes." 

\\\v\\ receives updated radar data 
li'0I71 K :n muras e \ei') three lo si \ min- 
utes and satellite data r\er\ 211 to 3(1 

minutes. Gregory says. "The data's 
ingested automatically.` he adds. "With 
the click of a mouse. I can luck at a 48- 
hour satellite loop within 10 seconds. 
We also pull in data from Rs() local 
radars. and the machine all() \ s us to cre- 
ate a radar sector whenever \ \e \\ allt.'' 

Gregor) uses "us'' strict') in the lle- 
urali\e sense. since he admits he's a 

one -man hand \\ hen it comes lo 
\\ N) \\'s \\ eathercast: "I do all my own 
;graphics and m\ o\\n forecasts. So 
automation is where we're headed.'. 

In that vein. he relies on the Triton 
system to autuplul temperatures and 
rainfall from incoming data and uses 
Kavouras' Auto Track feature to cal- 
culate storm direction and speed from 
NI :\R.-\U information. 

ABC33/40 goes stormchasin' 
TV- AL33/40, the Allbritton outlet in 
Birmingham, Ala., that runs ABC 
affiliates wcFr -Tv Tuscaloosa and 
WJSU -TV Anniston, is using a 
unique mobile weather unit to 
inform viewers in its weather -con- 
scious market. 

The stations, which call them- 
selves ABC33/40, use a Storm 
Spotter vehicle from Baron Ser- 
vices as the "focal point of severe 
storm coverage," says ABC33/40 
News Director Garry Kelly. 

The vehicle, called Storm Link by ABC33/40, is a 
1996 Ford Windstar minivan equipped with sophisticat- 
ed meteorological sensors that allow for quick updates 
from the field. The van also has a global positioning sys- 
tem that allows the stations to track its progress with an 
in- station mapping display. 

"Whenever severe weather is moving into the area, we 
send the Storm Link van and a microwave truck into the 
path of the storm." Kelly says. "The crew will report on tem- 
perature and wind speeds. which we can compare here to 
[temperature and wind speeds in] Birmingham to tell how 
strong the storm is. It gives our viewers a better under- 
standing of what's going to hit them." 

When a hurricane hit Gulf 
Shores, Ala., this summer, Storm 
Link was quickly dispatched. "As 
the storm approached, you could 
see the temperature difference," 
Kelly says. "We can take the view- 
er into the storm more than we've 
been able to. We can say, 'Here's 
our wind gauge,' and they can see 
it spinning around at 96 mph." 

While ABC33 /40 never sends 
Storm Link out on a story without 
a supporting ENG van, Kelly says 

a dedicated weather vehicle isn't redundant. 
ABC33 /40's ENG vans are too crammed with equip- 
ment to house meteorological systems. and the Baron 
Services vehicle also serves as a great promotional tool. 
Storm Link is often dispatched with meteorologists to 
visit schools, for example, and the vehicle will be on dis- 
play at an upcoming auto show in Birmingham. 

"An ENG van is on the road so much [that] there's a 
limited opportunity to use it as a promotional tool." 
says Kelly. "But I can commit to having the Storm Link 
van at the auto show for two or three days -under the 
condition that I can pull it from the floor if severe 
weather breaks." -Glen Dickson 
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Accu- 
Weather 

Accu\eather of State College. l'a.. 
is beaming over its new U Ili a- 
Graphix ULTRA weather graph- 

ics system, which was first shown at 
NAB '96 and began shipping this past 
summer. AccuWeather already has sold 
23 UltraGraphix ULTRA systems and 
plans to sell a total of 60 by next NAB. 

"We've never sold so many. so fast." 
say s AccuWeather founder and presi- 
dent Dr. Joel N. Myers. The previous 
one -year sales record was 35 
AccuWeather systems. Myers says. 

The system. running on the popular 
Silicon Graphics 02 platform. can 
automatically create animated weath- 
er maps. forecast fly- throughs or fore- 
cast satellite animations from numeri- 
cal model data. I.ltraGrapiiix ULTRA 

also employs ;_ridded numerical fore- 
cast data. v, hich allows meteorolo- 
gists to blend different forecast mod- 
els to ere:te the most accurate local 
forecast. 

Pricing for the system is scaled to 
market size. A small- market station 

Weather Central 
cat her Central of Madison. Wis.. 
which has been in the weather 
business since 1974. has more 

than 7(M) systems in the field. The com- 
pany's latest product is A.D.O.N.I.S. 
FutureCast. a software add -on designed 
fir its Genesis weather graphics systems. 
The systems, which run on Silicon 
Graphics v,orkstations. are represented 
in more than 1(0) installations. 

A.D.O.N.I.S. FutureCast provides 
video forecast animations based on 
Weather Central's real -time. high -reso- 
lution atmospheric model. The system. 
which relies on a dedicated data feed 
from Weather Central. uses the same 
high -resolution satellite and radar 
graphics that shoe past and current 
conditions in Genesis to generate 2 -D 
72 -hour forecast models which can be 
broken down on a half -hour basis. 

"The principal reason we're doing 
A.D.O.N.I.S. dates back to my days as a 

meteorologist." says Terry Kelly. 
Weather Central founder and president. 
"People wanted more forecast informa- 
tion. but the weather visualizations on 
TV tend lu focus on what is happening 
and what has happened.- 

Kelly says the A.D.O.N.I.S. add -on 

allows Genesis users do graphically and 
visually shuns ' hat's going to happen at 

every point in a station's DMA. "Our 
model has many advantages over the 
government models.' Kelly says. "We 
give a smooth transition every hall' hour. 
instead of the government's I 2-. _'S- 

and 48-hour models, and we get down 
to 15 kilometers on a side for the _rid 
points. A lot of weather events that are 
important to local viewers slip through 
the large grids." 

Any Genesis user running on SGI 
who signs up for the A.D.O.N.I.S. 
data service gets the software add -on 
free. While the new software will run 
on the base Genesis system with a sin- 
gle SGI 02 workstation. Kelly recom- 
mends using it on the dual -02 Genesis 
Plus or the Super Genesis. which 
conies with both an SGI Octane and 
an 02. All the systems use a 200 nubs 
Pentium as a front end for data. 
Weather Central's Genesis sells for 
about S65.000. while the Genesis Plus 
and Super Genesis cost $ 1 15,0(Hí and 
$170.01111. respective!). The company 
already has 30 A.D.O.N.I.S. cus- 
tomers since introducing the new soft- 
ware at this year's NAB. 

uiav pay little as $49.00(1 for the 
I. ItraGraphi. l Itra hardware and soft- 
ware. while a system for a top- market 
station may top S 100,000. Myers san s. 

The monthly data feed for the s stein 
starts at S1.400 and also scales up 
according to market size. 

"[The s) stem's! speed makes it very 
easy to put together a weather show." 
says Myers. s ho claims that a meteo- 
rologist can use the UltraGraphix 
ULTRA to create a first -rate show in 
less than 30 minutes. 

"Some meteorologists aen't tech- 
nically oriented." Myers saes. "But 
with this system. all the people who 
do the weather are able to have the 
sanie quality of presentation." 

CNN. the beta site for the Ultra- 
Graphix ULTRA system. has been 
using the system since July 1996. 
According to CNN weather department 
manager Steve Gallien. ('NN decided 

Earth Watch 
Communication 

Rcalk)/ 3D is the top -of- the -line 
product from EarthWatch Com- 
munications of Minnetonka. 

Minn. The system. which runs on the 
Silicon Graphics Octane or 02 plat- 
forms. can render real -time 3 -D models 
of satellite and radar data and generate 
3 -D representations of fronts, volumet- 
ric air masses. text and symbols. 

The EarthWatch software also per - 
fornis automatic sector transitions on its 
fly- throughs. "As you fly closer to the 
earth, the software will change to a high- 
er- resolution sector the closer you get." 
says Jan Mackenzie, Earth Watch vice 
president of sales and marketing. 
Mackenzie says that sector transition 
capability makes the Reality 3D soft- 
wae suitable for news applications other 
than weather. such as re- creations of 
plane crashes or automobile accidents. 

"You can incorporate any 3 -D 
model you like into the system." she 
sans. "Sonic of our users have an inter- 
est in using Reality 3D for more than 
just weather, primarily because of the 
fact that it does render in real tithe.'' 

Pricing for Reality 3D runs from 
around $50.000 for an 02- equipped sys- 
tem to S100.000 for an Octane - 
equipped unit. EarthWatch has about 
20 customers for the system world- 
wide. half of then in the U.S. 
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Technology 

Getting up- to- the -minute with radar 
By Glen Dickson 

Radar technology is at the heart of 
all modern weather forecasting. 
But for a television station. 

there's a big difference- usually live 
or six minutes- between getting 
NEXRAD radar information generated 
by the National Weather Service 
(NWSI and having your own Doppler 
radar system. 

Thai's ohs Nick Gregory. chief 
meteorologist for Fox O &O wNVwlw) 
New York. has a Doppler radar system 
at the top of his wish list. The NWS 
radar information that Gregory uses is 
l'ive ur six minutes behind the informa- 
tion that competitor \VNR((IVI gets 
from its Doppler 40{X) radar system. 

..I'd love to have my own. but we 
don't have the budget." says Gregory. 

We get Doppler radar data from 
Kavouras. which is just as good. But 
WNW' can control the beam and scan 
the storm themselves." 

ws.uo got its Doppler 40(1(1 sy stem in 
July 19% and heavily promoted it dur- 
ing NBC's Olympics coverage. The 
system. made by Enterprise Electronics 
of Enterprise. Ala.. has a 12 -foot dish 
and a 250 kw transmitter /receiver that 
can see weather conditions at a range 
of 300 miles and measure the velocity 
of rain and wind shear up to 75 miles 
away. It replaced a smaller. lower - 
powered Rockwell Collins radar sys- 
tem that used a 30 -inch dish for an 
effective range of 75 miles. 

Hal Quast. Enterprise marketing 
director, says big Doppler systems are 
what's selling today. "In the last three 
years. everyone's been going with a 

14 -foot reflector with a C -hand sys- 
tem that gives them a one- degree 
beam width.- Quast says. "With a 

Doppler system that measures veloci- 
ty. a one- degree beam w idth is really 
the way to go." 

Using a 25(I kw transmitter that relies 
on magnetron tube technology. Enter- 
prise systems have a maximum range of 
3(H) miles. Quast says. But the curvature 
of the earth puts the beam "pretty high 
up in the air." He says a practical range 
is about I50 miles. 

Radars aren't cheap, of course. 
Quast estimates that a I4 -foot Doppler 
system. including tower, infrastructure 
and construction costs. will run a sta- 

Baron Systems' FasTrac lets television 
stations offer street -level mapping. 

lion about $500.000. 
Baron Services of Hunts\ Ille, Ala., 

also is selling big -ticket Doppler sys- 
tems. The company. which started in 
the radar software business in 1988 
and began building its own radar sys- 
tems about two years ago. has sold 29 

radar systems that are on air today. 
Most oh'thent are 250 k . 14 -Iona dish 
configurations in the $500.000 - 
$600.000 range and have the same 
300 -mile maximum range as Enter- 
prise's products. says Bob Baron Jr.. 
Baron Services director of sales. 

The Baron Systems. unlike the 
Enterprise sy stems, use magnetron 
technology. The company uses a mil id- 
state modulator to teed a magnetron 
amplifier, a technique that Baron says 
eliminates garbage and noise in the sig- 
ma:. The company also uses high -speed 
digital signal processors to measure the 
magnetron frequencies. 

"Radar in general. even with 
NEXRAD. has had a whole lot of 
ground clutter, which leaves the meteo- 
rologist to explain that this little green 
blip isn't really rain," sans Baron. 
"We've worked very, hard to eliminate 
ground clutter and get a better image on 
air. We've also tried to eliminate blocky 
pixelation so (that] even down at the city 
street level you deliver a clear and 
understandable picture to the viewer." 

While the relative merits of Baron's 
and Enterprise's technical approaches 
remain debatable, TV- AL33/40 in 
Birmingham. Ala.. is certainly a happy 
Baron customer, The Allbritton station 
uses a 250 kw Baron Doppler system 

and Baron's storm 
tracking software to 
cover severe weather 
such as thunderstorms 
and tornadoes. 

"You can flick on a 

storm, draw a line across 

' 
our ADI and show 

what time the storm is 
going to hit the city,'' 
a. s TV- ÁL33 /4(1 news 

director Garry Kelly. 
"With their street -level 
mapping, you can show 
exactly what street is 
getting pounded." 

Advanced Designs Corp. (ADC) of 
Bloomington. Ind.. sells a different 
technical approach. As the authorized 
U.S. distributor for ground -based Rock- 
well Collins radar systems. ADC sells 
smaller, lower- powered systems that 
use solid -state transmitter technology. 
ADC otters an eight -loot parabolic dish 
antenna. a six -toot parabolic unit and a 

30 -inch phased array antenna. The com- 
pany has 140 customers worldwide. 

According to Jim San\ telle. ADC 
Western region marketing manager. an 
eight-foot Rockwell Collins Doppler 
system running on 2(NI warts of power 
can see tall thunderstorms at a range of 
20(1 miles. "It doesn't need a lot of 
power because it doesn't use magnetron 
tubes." Sawtelle says. "It uses a solid - 
state dual -crystal control transmitter. 
Our radar has great hearing -the receiv- 
er's extremely sensitise --so the trans- 
mitter doesn't have to yell very loud." 

While Sawtelle doesn't like to talk 
numbers. he says ADC sells its ..stems 
for roughly half the price of its mag- 
netron competitors. "The initial price is 

considered very attractive. and the main- 
tenance and operational costs are very 
low." he says. Like Enterprise and Baron. 
ADC oilers a full range of radar display 
software, including packages that will 
work with NEXRAD data for stations 
that can't afford their own radar system. 

A company to watch in the radar 
market is Kavouras, which has had 
great success selling weather graphics 
systems and is now marketing high - 
end Doppler radars that use klystron or 
TWT amplifiers with solid -state modu- 
lators. Kavouras has gained nine cus- 
tomers for its TDR Series radars since 
NAB '96. 
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See lust page of classifieds for rates und other in formation 

RADIO 

HELP WANTED MANAGEMENT 

200+ Radio Market in E. Central Illinois town has 
rare opening for an aggressive Sales Manager in 
a competitive market. Seeking an organized. ex- 
perienced professional in National. Regional and 
Local sales with a proven track record in New 
Business Development and Sales Promotions. 
Candidate must demonstrate strong leadership 
and people skills with motivational and training 
skills a must. Send resume, references. and com- 
pensation history to Box 01262 EOE. 

HELP WANTED SALES 

Account Executive. Radio Sales. New Jersey 
Broadcasting is presently interviewing for both 
experienced and entry level sales professionals 
to sell for one or more of its radio stations. 
Qualified candidates must have a college degree. 
be service oriented relationship builders and 
have promotional creativity. New Jersey Broad- 
casting is a growing radio group comprised of 
WMTR WDHA - Morristown. WRAT - Monmouth, 
Ocean. and WRDR - Atlantic City. Our company 
is the leader in compensation and benefits. and 
an Equal Opportunity Employer. If you are ready 
for this exciting challenge send your resume to 
Director of Sales. New Jersey Broadcasting. 55 
Horsehill Road. Cedar Knolls. NJ 07927. Fax 
973 -538 -3060. No phone calls please. 

HELP WANTED TECHNICAL 

Chief Engineer for Knoxville. Tennessee radio 
stations. Should have experience as a Radio 
Chief or Assistant. Experience with installation. 
maintenance and repair of radio studio and RF 
equipment is required. Knowledge of computer 
network systems and station automation a plus. 
Contact Randy Price. VP Engineering. Journal 
Broadcast Group Inc.. 720 E. Capitol Drive. 
Milwaukee. Wisconsin 53211. Phone 414-967 - 

5218. Fax 414-967-5540. 
price @journalbroadcastgroup.com Journal Broad- 
cast Group is an employee owned EOE company. 

Audio Engineering Manager, Broadcast Ser- 
vices #901. Responsibilitiet include: managing 
staff of Broadcast Recording Technicians: for- 
mulating Technician schedules based on produc- 
tion. remote. and client requirements: changing 
daily schedules to cover for ill staff members. last 
minute production needs. etc: approving bi- 
weekly timesheets: and evaluating Technicians. 
Six to seven years of hands -on technical produc- 
tion experience and four to five years experience 
supervising a diverse technical staff required. 
One to two years of public broadcasting experi- 
ence preferred. Must also be able to be on -call 
for around the clock scheduling support. and 
work a flexible work week. Send or fax cover let- 
ter and resume identifying position by number 
and title to: National Public Radio. Human Re- 
sources Department. 635 Massachusetts Ave- 
nue. NW. Washington. DC 20001 -3753. Fax: 
202-414-3047. EOE AA,M ED V. Also visit our 
web site at: www.npr.org 

HELP WANTED NEWS 

Immediate Opening Entry Level News 
Personality. Excellent place to be noticed. Near 
Phoenix. KOSS 520- 425 -4378. 6 to 9pm PDT 
Only. EOE 

HELP WANTED HOST 

Spanish Radio Host: Expanding international 
production and distribution company with studios 
in No. VA is seeking a professional Spanish 
Radio Host with excellent narration. writing and 
English to Spanish translation abilities. Minimum 
five years experience. Will participate in the pro- 
duction of television and radio programs for Latin 
American audiences. Employee benefits include 
health, dental. 4011k) plan and professional work- 
ing environment. Salary range mid to high 30's. 
Send resume and cover letter to Personnel 
Director. P.O. Box 221843. Chantilly. VA 20153- 
1843. 

SITUATIONS WANTED MANAGEMENT 

GM experienced, all facets of radio manage- 
ment. including: construction. start up of new sta- 
tions. LMA and multi- station operations. Recent 
manager of two 100K FM *5000 K AM in market 
ADI 185.000. Track record in sales and bottom 
line. Seeking immediate position. Dennis @ 605- 
642 -7649. 

Key player presently employed by major broad- 
cast group seeks take charge GM position. Look- 
ing to do turn around or startup. 813-920-1556. 

TELEVISION 

HELP WANTED MANAGEMENT 

Programming & Production Vice President: 
SportsChannel Chicago. a 24 -hour sports 
network. has an excellent opportunity for a 
creative and organized individual to serve as 
Vice President of the programming and produc- 
tion departments. This ideal candidate will devel- 
op vision. goals and strategies. as well as estab- 
lish yearly budgets. 5 -year plan and forecast. 
You will also supervise and manage all produc- 
tion /programming employees. as well as maintain 
relationships with key non -staff personnel. Addi- 
tional duties include managing all aspects of the 
on -air look for studio and remote productions. To 
qualify. you must have 5-10 years of manage- 
ment experience with a cable programming ser- 
vice. broadcast station or similar entity: the ability 
to manage. motivate and work with all levels of 
individuals on an ongoing basis: and experience 
with a staff of more than 50 people. Strong 
knowledge of a PC based computer environment 
is preferred. Please send your resume to: 
Rainbow Sports. 150 Crossways Park West. 
Woodbury. NY 11797. Dept: MS -20. We are an 
equal opportunity employer. 

TV Station Manager. Station Manager for CBS 
affiliate KCBY -TV. Coos Bay. Oregon. Join a 
progressive expanding northwest group broad- 
cast owner. Candidate must demonstrate ability 
to recruit and lead a strong local sales effort. A 
history of dynamic sales leadership. team build- 
ing and marketing creativity are a plus. Personnel 
and business management skills. and budgeting 
experience required. Great benefits package in- 
cluding generous retirement plan. The company 
is an Equal Opportunity Employer. Pre- 
employment testing required. Please respond to 
General Manager. KVAL -TV. PO Box 1313. 
Eugene. OR 97440. 

HELP WANTED SALES 

Spirit ofthe 
Northwest 

K A T U P O R T L A N D 

GENERAL SALES MANAGER 
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Mindy' Davis. I4\TL'. 21 t\ Fi Sandy Blvd.. 
Portlanel. OR 97232. 1(,l..11 OPportunit- 
Employer. 

Traffic Manager. WJNW -TV. UPN 57 in the 
beautiful and progressive city of Madison. Wis- 
consin has a position available for an experi- 
enced Television Traffic Manager. Excellent op- 
portunity to build a first class Traffic Dept.. broad 
computer knowledge required. Positive attitude 
for positive atmosphere a must. Send resume to 
Personnel. Media Properties. PO Box 5726. 
Rockford. IL 61125 -0726. 

Senior Account Executive - WDEF -TV, CBS, 
Chattanooga a Media General Station has an 
opening for a salesperson who will service and 
solicit additional business from an existing ac- 
count list. as well as develop a substantial 
amount of new -to- television station business. 
Two to four years of hands -on. successful media 
sales experience with television sales experience 
a plus. Must demonstrate strong communication 
and organizational skills and possess a basic 
knowledge of consumer marketing. Must be able 
to understand and use PC -based media re- 
search. A valid driver's license is required. Col- 
lege degree preferred. Not an entry level posi- 
tion. Qualified persons should send a cover letter 
and resume to Human Resources Department. 
WDEF -TV. 3300 Broad Street. Chattanooga. TN 
37408. Deadline to respond: Friday. October 31. 
EOE. Minority applicants encouraged to apply. pre- 
-employment drug test required. M F. 

Fax your classified act to 

Broadcasting & Cable 

(212) 206-8327 
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Classustras 

Seattle Local Sales Manager. KSTW UPN 11 is 
looking for a highly motivated, creative and ag- 
gressive individual to lead and inspire our Seattle 
local sales team. A working knowledge of inven- 
tory control, budgeting process, computer liter- 
acy. BIAS. Scarborough, TV Scan and the ability 
to train and motivate AEs a must. Four -year col- 
lege degree, plus 5 years TV Sales experience in 
the Top 50 markets preferred. Send resume to 
KSTW UPN 11. L. Sales Manager. PO Box 
11411. Tacoma, WA 98411. We are an Equal Op- 
portunity Employer. 

National Sales Manager. ABC affiliate, KDNL 
TV 30 in St. Louis. has an immediate opening for 
a National Sales Manager. 3 years television 
and or rep experience required. Must have ex- 
cellent communication skills and the ability to 
drive station's national shares. Send resume to 
Personnel Administrator, KDNL TV 30. 1215 
Cole Street. St. Louis, MO 63016. Minorities and 
women are encouraged to apply. Pre- 
employment drug screening is required. KDNL is 
an Equal Opportunity Employer. 

National Sales Manager. Top 70 FOX /UPN Com- 
bo looking for high energy, creative National 
Sales Manager. Minimum 5 years experience at 
a station or rep. Experience with sports sales a 
big plus. Reply to Box 01263 EOE. 

Local Account Executive. WTKR NewsChannel 
3, the CBS affiliate owned by the New York 
Times and located in Norfolk, VA. the nation's 
39th market, has an immediate opening for an 
experienced Local Account Executive to enhance 
our strong sales team. Candidate should have at 
least two years of broadcast sales experience. 
with an ability to demonstrate new business de- 
velopment. strong client and agency rela- 
tionships. self- motivation. creativity. energy and 
enthusiasm! Show us why we should hire you for 
this great opportunity! Reply to Anne Del Core. 
GSM. WTKR -TV. PO Box 300. Norfolk. VA 
23501 or Fax to 757 -446 -1385 or email to 
delcore @nytimes.com 

If you're good in sales, know how to recruit. 
hire. train and motivate, we may have a sales 
manager position for you. Small market station. 
confidential. Reply to Box 01261 EOE. 

General Sales Manager. WHBO, a FOX O/O in 
Memphis. Tennessee. seeks a General Sales 
Manager to direct and manage the Traffic and 
Sales Departments. Will also be responsible for 
pricing the station and inventory management. 
Bachelors degree in communication, business. 
media sales. or related field. A minimum of 6 
years of Broadcast Sales experience preferred 
with minimum of 2 years management experi- 
ence. Must have proven performance record in 
local and /or national sales. strong people skills 
and excellent verbal and written communication 
skills. Responsible for managing National and 
Local Sales Managers as well as the Traffic 
Manager and Sales Assistant. Frequent travel re- 
quired. EOE. If qualified. send your resume and 
cover letter to Human Resources. WHBO-TV, 
485 S. Highland. Memphis. TN 38111. 

HELP WANTED TECHNICAL 

WE PLACE ENGINEERS 
USA & WORLDWIDE 

®KEYSTONE INT'L., INC, 
16 Laflin Road, Suite 900 
Pittston, PA 18640, USA 

Phone (717) 655 -7143 
Resume /Fax (717) 654 -5765 7/97 

Spirit of the 
Northwest 

NATu PORTLAND 

CHIEF ENGINEER 
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Mindy Davis, KATU, 2153 NE Sandy 

Blvd., Portland, OR 97232. Equal 
Opportunity Employer. 

Viacom O &O in sunny South Florida seeks a 
Maintenance Engineer who would like the op- 
portunity to work with the latest technology includ- 
ing tapeless Master Control operating multiple TV 
stations! If you have experience repairing and 
maintaining a major TV broadcast/production fa- 
cility. can trouble -shoot at component level. have 
working knowledge of BTS switchers. Phillips. 
media pool. Harris Transmitters. Avid Media Com- 
posers. Chyron Max. and Sony 1" and BetaCam 
formats. we're looking for you! RF experience 
and SBE certification a plus! Send resume and 
cover letter to Dept. #ME -202. WBFS -UPN 33. 
16550 NW 52nd Avenue. Miami. FL 33014. 
EOE. 

Maintenance /RF Engineer (S). Multiple -channel 
Asian -language satellite program services in Los 
Angeles seek hands -on technical personnel. Pre- 
fers 3 years TV Broadcast experience. good 
skills in maintenance. studio operation and or 
satellite transmission and willing :o relocate to 
Los Angeles. Offers great benefits package. Fax 
send resume to: Administrative Assistant. 15411 
Blackburn Ave., Norwalk. CA 90650. Fax: 562- 
802 -0020. 

Maintenance Engineer. KOTV, the A.H. Belo 
owned CBS affiliate in Tulsa. OK seeks qualified 
Maintenance Engineer. Responsible for the in- 
stallation. operation, and maintenance of broad- 
cast equipment. Requires two years college or 
technical training in electronics or a related field 
and two years experience in commercial broad- 
cast television. SBE certification is also required. 
Send resume to Don Dobbs. Director of Engineer- 
ing, KOTV -6. PO Box 6. Tulsa. OK 74101. Equal 
Opportunity Employer. 

Chief Engineer. The successful candidate must 
be skilled in all areas of broadcast engineering 
and technology and must have demonstrated ex- 
perience in personnel management and adminis- 
tration. We need an individual committed to ex- 
cellence in engineering who will not only support 
our dominant news operation. but who will ef- 
fectively manage and enhance our extensive dis- 
tribution system. Send resume and salary require- 
ments to Mary Lynn Roper, General Manager, 
KOAT -TV. PO Box 25982. Albuquerque. NM 
87125. Drug free workplace. KOAT -TV is an 
Equal Opportunity Employer. 

Maintenance Engineer: Top 50 market televi- 
sion station seeking a qualified maintenance 
person. This person must have a strong back- 
ground in Beta. Macs and PC computers. Digital 
electronics and be a good trouble shooter. Must 
be a self starter and highly motivated. Send re- 
sume to the following address: WSMV -TV. Attn: 
Mike Nichols. 5700 Knob Road. Nashville, TN 
37209. EOE. 

Maintenance Engineer. Florida's sun and sand 
are calling you. WFTX TV 36, the FOX affiliate in 
Fort Myers market, is seeking a self -motivated 
Maintenance Engineer. Experience with station 
systems, component level repair. cameras, 
Odetics TCS2000. 3/4 ", Beta. ENG and News 
experience a must. All new Digital -S news de- 
partment. SBE certification and UHF experience 
are desirable. Second shift hours. Please send re- 
sume and salary requirements to Ryan Steward, 
Chief Engineer. WFTX TV. 621 SW Pine Island 
Road. Cape Coral, FL 33991. We are an Equal 
Opportunity Employer. 

ENG Personnel. ENG field operations with 
camera (and microwave) experience. Videotape 
Editors, and ENG Maintenance. Employment for 
West Coast. Would commence fall /winter 1997. 
Out -of -town applicants accepted for these posi- 
tions will be reimbursed for airfare, hotel, and per 
diem expenses. Send resumes to: MMS. Suite 
345. 847A Second Avenue. New York, NY 10017 
or Fax: 212 -338 -0360. This employment would 
occur in the event of a work stoppage and would 
be of a temporary nature to replace striking 
personnel. This is not an ad for permanent 
employment. An Equal Opportunity Employer. 

Director of Engineering. WPWR -TV. Newsweb 
Broadcasting's UPN affiliate in Chicago, is seek- 
ing candidates with an established television 
engineering and management background. Re- 
sponsibilities include studio, transmitter. building 
and information systems planning. implementa- 
tion and maintenance. Ability to evaluate new 
technologies essential. ASEE /BSEE and /or SBE 
certification preferred. Resume and salary history 
to Bob Brewer. Director of Operations. WPWR- 
TV. 2151 N. Elston Avenue. Chicago, IL 60614. 
Fax 773 -276 -6477. 

Director of Engineering and Operations. 
WFMY -TV is looking for a Director of Engineering 
and Operations who would be a strong leader for 
its technical and production teams. Must have ex- 
cellent communication. team building and prob- 
lem- solving skills, as well as a solid base of 
technical knowledge. Ideal candidate would also 
possess knowledge of and experience with capi- 
tal and operating plans. Send resume to Deborah 
Hooper. President and General Manager, 
WFMY -TV. PO Box TV -2. Greensboro. NC 
27420. No phone calls please. EOE. 

Chief Engineer: Dallas Area Trinity Broadcasting 
station. Experienced in maintenance of UHF 
transmitter. studio systems as well as personnel 
supervision and training. SBE certification a plus. 
Send resumes to Ben Miller. Mail: P.O. Box C- 
11949. Santa Ana, CA. 92711: E -mail: 
BMILLER @TBN.ORG: Fax: 714- 665 -2101. M/F 
EOE. 
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Classified 
HELP WANTED NEWS 

ARE YOU UP TO THE CHALLENGE? 

Are you one of this country's best communicators? Do you believe 
political correctness and media bias have stifled honest debate? Are 
you an aggressive advocate for free enterprise and consumer choice? 

We want to talk to you! We are one of America's most prominent trade 
associations. We are seeking a Vice President - Communications to be 

our lead spokesperson. Responsibilities include development and 
implementation of national media strategies, broadcast and press 
relations and industry communications. The successful candidate will 
be a seasoned spokesperson effective in all forms of media. 

We offer outstanding compensation and comprehensive benefits. For 

consideration please send your resume and salary history in confidence 
to PO Box 57058, Washington, DC 20037 -7058. EOE M/F H/D 

Championship Auto Racing Teams, Inc. (CART), the 
sanctioning body for America's premiere 

professional open -wheel racing series, is seeking a highly 
motivated television professional to join its 

Troy, Michigan headquarters office as 

SENIOR BROADCAST COORDINATOR. 

I In. la..ition report. to the Vice l'resident of I elc\ision. Responsibilities in, lode: I i.ti- 

.oIl k ith all of '.AR 's I, wkst partners and Rights Holders: Coordinating and produs- 
ing mag,vine style shows. promotional programs. and sponsor related programs: Conduct 
site surveys .11 track locations for the purpose of securing broadcast booths, power needs, 

space for T \ compound. and other related needs: Overseeing licensing of broadcast fòotage 

for third-party projects, i.e., commercials. documentaries. promotional and sponsor pro- 

grams: Overseeing the tape library of race related footage: Coordinating and implementing 
credential requests for third party video shoots at events. 

Candidate should pusses.: Strong background (2-S years experience) in all aspects of 
remote television production (preferably sports- related): Strong producing skills: l..\peri- 
ence in oil -line and on -line editing. as well as familiarity of a post -production environment: 
strong conununic,tion ,kills \\ ith an emphasis on written correspondence; Strong organita- 
tiun.d skills with the ability to handle multiple tasks simultaneously. 

\lust be willing to travel extensively (80 -90 days per ear), including some overseas trav- 

el: Knowledge of motorsports a plus. 
Salary and Benefits are commensurate with experience. 

Please send corer letter, resume, and salary bistoly/requireutents to: 

CART 
Human Resources - Television 
755 W. Big Beaver Road, Suite 800 
Troy, MI 48084 
Fax # 248 -362 -8810 (No phone calls) 

Equal Opportunity Employer 

ACCOUNT EXECUTIVE 
NEW BUSINESS DEVELOPMENT 

Channel -/:\ü( I is seeking an experienced 
1lrolessinu.tl tor the position nt .l't'(1u111 
I \crtll\e itl \css Business I)etclopnuIlt. 
uu.tliltcd e.nldid.urs Ilutst h.oc a nlhlillllllll 
ol ' sar. itl mctli.t salcs \sill) a pros en. 
succc.slltl track rccortl in tic\ eloping new 
ash crtising re\l'lllle .\ppGetnt Illusi l)avc 
c\pcncncc ill n1:u'krting and promotion. 
t\t client t onununicuion. presentation .uul 
orc.tnv.nion.tl skills is mantLnor. 
I:n.1s\ ledge ot \\ ord. I\ccl. l'. iss cr Rum .uul 
other eunlputer related sotis\ arc is essential. 
.\pplication deadline is \os cnll)cr -. I `)-. 
Plc:sc send cuycr Icucr.tnd resunlc to 

KGO -T'' /Personnel 
900 Front Street 

San Francisco. CA 94111 
EOE 

Fax your classified ad to 

Broadcasting & Cable 
(212) 206 -8327 
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Classifieds 

Tribune and Time Warner, two leading companies in the new and 
broadcasting industries, hase created a dynamic local 24 -hour cable 
news channel in ( )rlando, Florida. I Iere's your chance to join a cutting - 
edge team working in an advanced, digital newsroom in a flourishing 
Central Florida market. 

We are always on fhe look out tor moti\ ated and e\perienced team 
players ready to jump in and e\rand their career in broadcast news. 1\e are currently 
accepting resumes, tapes Ior the following positions: 

Producer - Responsibilities include hands -on production of newscasts; coordination 
and production of all editorial and electronic elements of newscast. knoo ledge of 
newscast production, local news gathering. graphics, news promotion and experience in 
producing c\tended coverage of li\ e. breaking news a nu st. Proven editorial abilities, 
strong writing skills and ne\y.ruun1 computer o\periencc required. Lndergraduate 
degree in Broadcast Communications preferred. 

Reporter / Videojournalist -1\ iiI develop and report on stories of local interest. 
1\ rite news cop \ , conduct antes ic\ys and coyer li\ e breaking news. l'revious television reporting 
experience needed along with the ability to shoot, ed it and produce new stories. Live shot 
e\periencea plus. I \cellent written and oral communications skills needed. Undergraduate 
degree in Rrmdcast Communications preferred. 

become part of this innovative news in- ganitation, please submit resume with salary 
luircnxnt.to: 

Central Florida News 13 
do The Orlando Sentinel 

633 N. Orange Avenue 
Orlando, FL 32801 

EOE / MF 

Writer /Producer 
KCBS -TV in L.A. is looking for a News 
Topical Writer /Producer to join our Creative 
Services team. You'll work from 3pm -11 pm 
writing the best darn news topicals in town 

. and well make it worth your while. 
Please send resume 8 reel ASAP to: 

Garen VandeBeek 
Director of Creative Services 
KCBS.TV 

6121 Sunset Blvd. 

Los Angeles, CA 90028 

CBS 
CBS is on Equol Opportunity Employer 

Top 10 affiliate needs a newscast producer. You 
must have three to five years experience in local 
commercial news. and the ability to produce a 
newscast that is innovative. highly visual and non- 
-traditional. College degree in a related area pre- 
ferred. Must have sound news judgement. 
thorough knowledge of current events and good 
writing skills. Send resume and references to Box 
01260 EOE. 

NEWSWRITER /PRODUCER 
Bay Area Focus Unit 

KGO -TV is seeking a segment producer long 
form, issue oriented pieces for the Bay Area 
Focus segment of the newscast. Will set up, 
write and supervise editing of focus pieces. 
Candidates must have at least 3 -5 years 
experience in news writing and producing 
with experience in field producing for 
breaking news coverage. Non linear editing 
a plus. Application deadline is November 7, 
1997. Please send resume and cover letter 
and videotape to: 

KGO -TV /Personnel 
900 Front Street 

San Francisco, CA 941 11 
EOE 

On -Air Talent: American Stock Exchange. NYC. 
Looking for full -time. freelance on -air talent for In- 
ternet and television broadcasts and interviews. 
Must be energetic and pleasant. able to write 
short scripts and meet deadlines. May be asked 
to help out with other light production duties. Re- 
sponsible for own make -up. blazers. Experience 
in financial news is preferable. Experience on -air 
is required. Rush resume and tapes: attn: Jen- 
nifer Osborne. American Stock Exchange. 86 
Trinity Place. New York. NY 10006 -1881. EOE. 

To place your classified ad in Broadcasting & Cable, 
call Antoinette Pellegrino (212) 337 -7073 

or 
Sandra Free (212) 337 -6941 

Video Tape Editor. KIRK -TV Television News 
has an immediate opening for a Video Tape 
Editor. Candidates should have experience in the 
editing of video tape for a news broadcast: in a 
deadline intensive environment. Serious candi- 
dates should have a working knowledge of 
BetaCam editing equipment: should be able to 
edit in deadline situations: be creative and be 
able to work fast. Hours will vary and will include 
nights and weekends. If you would like to work 
for an ABC owned station in a large market for 
the top -rated station. this job is for you. In- 
terested persons should send a written resume 
as well as a video tape sample of your work to 
Phil Grant. Operations Manager. KTRK-TV. 3310 
Bissonnet. Houston. TX 77005. No phone calls 
please. Equal Opportunity Employer. M F D V. 

Television Electronic Newsgathering Techni- 
cian: Applicants should have at least two years 
of experience in ENG SNG operations. Must be 
available to work any shift. Send resume to Ed 
Tyler. WTVD -TV. PO Box 2009. Durham. NC 
27702 or Fax to 919- 687.2292. No phone calls 
please. EOE. 

Television Director. Must be able to direct fast - 
paced. heavy story count. and graphic- intensive 
newscasts. Must be able to perform under pre- 
ssure. meet deadlines and communicate well 
with crew and producers. Must be familiar with 
Grass Valley 3000 switcher. Abekas DVE and 
Pinnacle Still Store. Chyron Infinit and Sony 370 
studio cameras. Must be able to switch own 
newscasts on occasion. Prefer minimum 5 years 
experience in a major market either directing or 
technical directing newscasts. Degree in commu- 
nications or related field desired. Qualified appli- 
cants will be motivated. creative and able to meet 
strict deadlines. Please send resume and cover 
letter to Jeff Jeandheur. Production Manager. 
KPRC -TV. PO Box 2222. Houston. TX 77252. 
EOE. Drug free. 

Night Side Assignment Editor required at the 
CBS Network affiliate WBTV NewsChannel 3 in 
Charlotte. Strong leadership ability and excellent 
news judgement. Oversee and run aggressive 
news desk. We have the tools if you have the abili- 
ty to use them effectively. Its a very competitive 
market and we are committed to win. Send re- 
sume to: Jim Newman. News Managing Editor. 
WBTV NewsChannel 3. One Julian Price Place. 
Charlotte. NC 28208. Competitive salary and com- 
plete benefit package. No phone calls. Qualified 
women and minorities encouraged. Jefferson - 

Pilot Communications Company is an Equal Op- 
portunity Employer MFD. 

Newscast Producer. WAGA -TV. a FOX 080 in 
Atlanta. is seeking a Newscast Producer to 
gather news and information: play an active role 
in deciding newscast content. how stories are 
produced and where they will be placed in 
newscast. Assigns and supervises writers and 
associate producers: discusses story ideas and 
content with news managers and reporters: line 
produces assigned newscast. Must have signifi- 
cant experience producing television newscasts 
for broadcast on commercial television station: 
be proficient in writing conversational broadcast 
news copy under deadline: possess the ability to 
learn to use the newsroom computer system. Col- 
lege degree preferred. EEO. Send resume to 
Human Resources WAGA -TV. 1551 Briarcliff 
Road. NE. Atlanta. GA 30306. No phone calls. 
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News Producer/Writer. WAGA -TV, a FOX 080 
in Atlanta, is seeking a News Producer/Writer to 
gather news and information for newscasts. 
Plays an active role in story content and place- 
ment: writes and prepares newscasts formats: 
plans and coordinates use of graphic elements: 
line produces assigned newscasts. Must have 
significant experience producing television 
newscasts: possess the ability to learn newsroom 
computer system, and have excellent writing 
skills. Looking for candidates with strong lead- 
ership skills, excellent news judgement. and 
creative ideas. Minimum 4 years experience. Col- 
lege degree preferred. EEO. Send resume to 
Human Resources. WAGA -TV, 1551 Briarcliff 
Road. NE. Atlanta. GA 30306. No phone calls. 

News Photographer /Editor: Videotape and edit 
newsworthy events for broadcast. operate 
microwave live trucks. operate helicopter - 
mounted Wescam system. Two years experience 
shooting in a commercial news operation, college 
degree in related field preferred. Resume. cover 
letter and non -returnable tape: Michael Kinney. 
KOAT -TV. 3801 Carlisle Blvd. NE. Albuquerque. 
NM 87107. Drug free workplace. KOAT -TV is an 
Equal Opportunity Employer. 

News Photographer wanted for Pacific NW TV sta- 
tion. Three years experience as a TV news photo - 
grapher/editor required. Send a tape. letter and 
resume to Human Resources, KSTW -TV. UPN 
11, 2033 6th Avenue, Seattle. WA 98121. We are 
an Equal Opportunity Employer. 

News Director: NEWS9 is looking for an ag- 
gressive. forward- thinking leader for our busy 
newsroom. Our successful candidate will be so- 
meone who wants to make our existing and 
future newscasts a winner. is able to relate to our 
reporters and anchors. and has the ability to con- 
tribute in the overall management of this ABC af- 
filiate. For consideration in our recruitment pro- 
cess. please send your cover letter. salary history 
and references to us via mail or fax Business 
Manager. KCAU -TV, 625 Douglas Street. Sioux 
City. Iowa 51101. Fax 712 -277 -3733. 

Morning Producer: KSNF -TV is looking for a 
Producer to supervise the production of a new 
morning program in Joplin, Missouri. The suc- 
cessful candidate must have excellent writing, 
editing, organization and communication skills. 
Creativity a must. A four year degree and one 
year experience required. Send resume. tape. 
and news philosophy to Rick Iler. News Director. 
PO Box 1393. Joplin, MO 64802. No phone calls! 

Meteorologist. West Texas affiliate seeks a Staff 
Meteorologist. On -air experience required: de- 
gree and seal preferred. Experience with WSI 
essential. Candidates will do daily Five, Six and 
Ten PM weathercasts. Send resume and tape to 
Personnel Director. KLST -TV. 2800 Armstrong. 
San Angelo. TX 76903. EOE. 

General Assignment Reporter wanted for Pacif- 
ic NW TV station. Three years TV reporting expe- 
rience and college degree preferred. Send a 

tape. letter and resume to Human Resources. 
KSTW -TV UPN 11, 2033 6th Avenue, Seattle. 
WA 98121. We are an Equal Opportunity 
Employer. 

Meteorologist: WICS -TV. the NBC affiliate in 

Springfield. IL. is looking for an experienced 
weathercaster for early morning news show. You 
must have energy and personality to interact with 
our news team and viewers. At least two years 
on -air experience required. Meteorology degree 
preferred but not necessary. Send non -returnable 
tape, resume and references to Sue Stephens. 
News Director. WICS -TV. 2680 East Cook Street. 
Springfield, IL 62703. EOE. Women and 
minorities are encouraged to apply. WICS is an 
Equal Opportunity Employer and a division of 
Guy Gannett Communications. 

Managing Editor. CNN's New York Bureau is 

looking for an energetic and dedicated journalist 
to co- manage (with the Executive Producer) our 
news operation. The Managing Editor is primarily 
responsible for editorial planning and the assign- 
ment desk. We're looking for an editorial leader 
and a master logistician. This is a hands -on job 
for someone with significant field experience and 
management/supervisory skills. Send letter and 
resume to: Ester Malatesta. CNN. 5 Penn Plaza, 
New York, NY 10001. No phone calls. please. 
Equal Opportunity Employer. 

Make your mark in Miami! WFOR -TV (CBS) is 
looking for strong newscast producers and an in- 
vestigative producer. If you're a great writer, an 
idea person. live for breaking news. a digger, and 
have at least three years experience. send your 
resume. These are not jobs for beginners! Con- 
tact: Cheryl Stopnick. Assistant News Director. 
WFOR -TV. 8900 NW 18th Terrace. Miami, FL 
33172. Fax 305- 477 -3040. Email: 
stopnick @wfor.groupw.wec.com M /F. EOE. 

KTVT -TV has 2 exciting openings in its news 
department: Anchor Franchise Producer: Must be 
a conceptual thinker, talented writer. outstanding 
researcher and an experienced field producer. 
You'll work with an exceptional anchor /reporter 
and one of the best photography shops in the 
country. Overnight Assignment Editor: Candi- 
dates must understand contemporary television 
newsgathering and storytelling techniques, be 
able to enterprise issues and trends stories. and 
make the trains run on time. At least one year's 
experience as an assignment editor preferred. 
Send tapes and resumes to Human Resources. 
5233 Bridge Street. Fort Worth. TX 76103. No 
phone calls please. We are an Equal Opportunity 
Employer. 

Get the added exposure you need with 
Mediacasting. the premiere audio /video 
classifieds on the internet. Call today at 920 -926- 
9620. Your tape can be online today. 

FOX News in the Fort Myers /Naples market 
seeks a General Assignment Reporter and a 

Troubleshooter. Must be FOXIFIED with two 
years experience. College degree preferred. 
Send resume and non -returnable tape to Mark 
Pierce. Station Manager, 621 SW Pine Island 
Road. Cape Coral. FL 33991. We are an Equal 
Opportunity Employer. 

Editor /Camera Person needed at once. Fast 
VM editing experience and must know Alladin in- 
terface. Knowledge of Turbo Cube and AVID will 
be helpful but not necessary. Mail resume to: 
Attn: Controller. 9903 Santa Monica Blvd.. #253. 
Beverly Hills, CA 90212. 

Director. WLWT -TV. Hearst -Argyle's NBC af- 
filiate in Cincinnati, Ohio. has an immediate open- 
ing for a Director. The ideal candidate will have 
four (4) years experience directing newscasts 
and other live programming. College degree in 

broadcasting or related field is preferred. and 
strong supervisory skills are a must! Send re- 
sume. non -returnable VHS tape. and salary re- 
quirements to David Rosch. Production Manager. 
WLWT -TV, 140 W. Ninth Street, Cincinnati. Ohio 
45202. WLWT -TV is an Equal Opportunity 
Employer. Phone calls and faxes will not be ac- 
cepted or considered. 

Dayside Executive News Producer. WTSP -TV 
needs someone who has been a creative, on- 
the -edge producer who likes to make the same of 
other producers. Credibility and journalistic integri- 
ty must be part of the mix. But you also must be 
able to help a line -up of solid producers. re- 
porters and photographers create "memorable 
moments." If you ask what's in it for the viewer 
before making your decisions and help producers 
be better than they imagined without taking over 
their work. then send a tape. resume and cover 
letter addressing your thoughts on content and 
creative presentation. WTSP -TV is the Gannett 
owned station in the 15th market. (Tampa/St. 
Petersburg) and is an Equal Opportunity 
Employer. 

Creative Services Writer /Producer: Creative 
news hound with a "team player" attitude needed. 
Must have 1 -3 years experience writing and pro- 
ducing "killer" news topical and some news 
series production knowledge. Some editing skills 
are required. Send resumes and non -refundable 
tapes to Human Resources. 5233 Bridge St.. Fort 
Worth. TX 76103. No phone call please. We are 
an Equal Opportunity Employer. 

Assignment Manager: Do you have what it 

takes to be a key manager in the newsroom? We 
need someone who can manage the assignment 
editors and help shape our newscasts through 
story assignments that reflect our news philoso- 
phy. We cover relevant stories that deal with the 
world. Not just the crime and grime world of the 
cop scanners. We need someone who sees the 
big picture of the world we live in and un- 
derstands how to find stories that are relevant to 
that world. We want you asking questions and 
questioning everything. You need to have a "take 
no prisoners" attitude about beating the competi- 
tion and always up to the task of winning the big 
story. We have three newsrooms. three ENG 
trucks and one SNG truck. Lots to juggle. Salary 
is 50K plus. Please send your resume and short 
letter with your news philosophy to Billy Otwell. 
News Director, WTNH -TV. 203 -624 -6438 or mail 
to 8 Elm Street. New Haven. CT 06510. EOE. No 
phone calls please. 

HELP WANTED 
FINANCIAL & ACCOUNTING 

Director of Finance. Weekly /monthly financial re- 
porting: monthly GiL close and reconciliation of 
balance sheet. Prepare quarterly foot note 
package, assist in forecasting and budgeting. 
Supervise A/P. A/R and payroll. 4 year college 
degree with emphasis in Accounting. Finance or 
Business. CPA or MBA preferred. 3 -5 years ex- 
perience. Supervisory skills required. Send re- 
sume and cover letter to WJW FOX8. Attn: Hu- 
man Resources. 5800 S. Marginal Road, 
Cleveland. OH 44103. 
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HELP WANTED PUBLIC RELATIONS 

March of Dimes 
Tba March of Dimes Birth Defects Found- 
ation is dedicated to improving the health 
of babies by prereating birth defects and 
infant mortality. 

ASSOCIATE DIRECTOR, 
CHAPTER COMMUNICATIONS 

In this position, you will manage the National 
Achievement in Radio (AIR. )Awards event, man- 
age chapter communications involvement and 
support of national corporate sponsors /alliances, 
and conduct corporate communications training 
at regional and national staff /volunteer meetings 
as nceded.The successful candidate will possess 
a Bachelor's Degree in Business Communications, 
Mass Communications or related field. Must have 
experience and successful track record in nego- 
tiating. securing sponsorships, and conducting 
trainings. Excellent oral and written communica- 
tion skills required. Radio knowledge preferred. 

We offer a competitive salary, excellent ben- 
efits and a quality work environment. For 
consideration, please send /fax your resume with 
s.tla requirements to: Manager -Employee 
Relations, March of Dimes Birth Defects 
Foundation, 1275 Mamaroneck Ave., White 
Plains, New York 10605. FAX: 914- 997 -4587. 
Equal Opportunity Employer M /F/D/V.. 

HELP WANTED CREATIVE SERVICES 

Top north Texas NBC affiliate is seeking a 
Creative Services Director. Responsibilities in- 
clude writing. shooting, editing and creating local 
commercials. Shooting on Beta format and edit- 
ing on a Media 100. Must be able to coordinate 
post -production in special events sponsored by 
station. A minimum of one year's experience re- 
quired. Send cover letter, resume and non- 
returnable VHS tape to Julie Pruett. Vice Presi- 
denfGeneral Manager. KFDX -TV. 4500 Seymour 
Highway. Wichita Falls. TX 76309. No phone 
calls. KFDX -TV is an Equal Opportunity 
Employer. 

Graphic Artist: The ABC owned station in Flint. 
MI. is seeking a cutting -edge designer to join our 
creative team. Ideal candidate will have at least 
one year of experience in a broadcast environ- 
ment and demonstrate a strong creative sense, ex- 
cellent communication skills. and experience with 
Liberty and Mac based paint programs. This posi- 
tion emphasizes news graphics and news promo- 
tion with opportunities to work on special pro- 
jects. including print. Please send your creative. 
non -returnable demo reel and resume to Keith 
Stironek. Promotion Manager. WJRT -TV. 2302 
Lapeer Road, Flint. MI 48503. EOE. 

Creative Services Director, WJNW -TV UPN 57 
in Madison. Wisconsin. has a position available 
for a high energy Creative Services Director. 
Qualified applicants must have three to four 
years television experience in a programming - 
promotion position. Strong working knowledge of 
both network and syndication co -op procedures. 
The successful applicant will be responsible for 
research and contracting of programming. image. 
identity, creative direction. and outside media 
marketing. If you're looking for a positive atmo- 
sphere send resume to Personnel. Media Pro- 
perties Inc.. PO Box 5726. Rockford. IL 61125- 
0726. 

Classified 
HELP WANTED PROMOTION 

PROMOTION 
WRITER /PRODUCER 

MSNBC. the 24 hour news network from NBC News and 
Microsoft, is seeking a talented producer to join 

our award winning promotion staff. 
Responsibilities will include producing image 
campaigns, topical promos, and corporate 

NBCExcellent writing Excellent writing skills and knowledge of the 
Internet is required. Experience with film, non- 

linear editing, and state of the art graphics is preferred. 
This is a once -in -a- career opportunity to be part of the 
future of news- Send your reel and resume to: 

MSNBC 
Employee Relations: T.T 

One MSNBC Plaza 
Secaucus, NJ 07094 

MSNBC is an equal opportunity employer M/F. 

sk 

S ation Promotions Director: Need creative in- 
dividual with strong organizational skills to devel- 
op and coordinate station promotions. Must be 
highly motivated. energetic and have successful 
expeience at writing, producing. directing and 
editing eye- catching program and all station pro- 
motions. AVID experience a plus. Send tape and 
resume to Sheldon Galloway. WVLA NBC 33 TV. 
5220 Essen Lane. Baton Rouge. LA 70809. 
EOE. 

Senior Promotion Writer, Producer. WXIA -TV. 
Atlanta's NBC affiliate. is looking for a creative 
writerproducer to join its marketing team. Main re- 
sponsibilities include the writing and production 
of news'station image promotion and sales pres- 
entations. Individual should possess excellent 
writing skills. solid experience in television on -air 
promotion. a strong visual sense. and the ability 
to think strategically. Send your tape. resume 
and salary requirements to H.R.. WXIA -TV, 1611 
W. Peachtree St. NE. Atlanta. GA 30309. No 
phone calls please. EOE M,F 

News Promotion Writer /Producer. KTRK -TV. 
an ABC owned station. has a terrific opportunity 
for an experienced producer who can do it all: 
image. series and topicals. We are looking for so- 
meone who likes to write. has a good eye in the 
suite and is a team -player. We have everything a 
creative and motivated person needs to turn out 
great work. AVID and metered market experi- 
ence a plus. Please send tape and resume to 
Tom Ash. Creative Services Director. KTRK -TV. 
3310 Bissonnet. Houston. TX 77005. Equal Op- 
portunity Employer. M. V. 

Graphic Designer. KTRK -TV. an ABC owned 
station. has an exceptional opportunity for a 
talented and experienced graphic designer. If you 
are ready to move up. we offer the tools. the re- 
sources and a great working environment. 
Quantel Paintbox Express experience a plus. 
Please send resumes to Dana Decker. Art 
Director- KTRK -TV. 3310 Bissonnet. Houston. TX 
77005. Equal Opportunity Employer. M/F DiV. 

HELP WANTED PRODUCTION 

Producer /Photographer /Editor. KTRK -TV. an 
ABC owned station. is looking for a dynamic indi- 
vidual responsible for the execution of station 
marketing campaigns. sales commercial produc- 
tion. vendor tapes. and a number of diversified 
local program projects required by station man- 
agement. Must have 3 years Commercial 
creative television writing. BETA photography 
and non -linear editing. Needs a working knowl- 
edge of television production techniques. incl.td- 
ing paintbox and the ability to complete the pro- 
jects from writing script. to shooting. editing and 
posting project. Qualified candidates should send 
resume and video tape to Kim Nordt- Jackson. 
Program Manager. KTRK -TV. 3310 Bissonnet 
Street. Houston. TX 77005. Equal Opportunity 
Employer. M F D V. 

Producer On -Air Fundraising. TV Radio mem- 
bership. auctions. other fundraising activities for 
public broadcasting station. Excellent communi- 
cations/hands-on production skills: ability to pro - 
duceiedit. manage multiple tasks. coordinate in- 
ter- /intra- deparmentally. work with volunteers: de- 
monstrated knowledge of PTV fundraising princi- 
ples.technicques: proficient in Word. Excel. Ac- 
cess. B.A. Communications related field: 5 years 
direct experience: year -for -year experience in lieu 
of degree. salary competitive. excellent benefits. 
Resume. salary history. names of 3 professional 
references to Steve Travis. WJCT. Inc.. 100 Fes- 
tival Park Avenue. Jacksonville. FL 32202. EEO 
M F D. 

Editor. We're looking for an experienced eoitor 
to come to work at an all Avid production compa- 
ny post house. Great working environment in 
the heart of Washington. DC. Fax resumes to 
GVI at (202) 293 -3293 or e-mail to 
andy @gvimail.com. 
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ENG Personnel For A Major Broadcast Facility 
in NYC. ENG field operations with camera (and 
microwave) experience. video tape editors. and 
ENG maintenance. employment would com- 
mence fall winter 1997. Out -of -town applicants ac- 
cepted for these positions will be reimbursed for 
airfare. hotel and per diem expenses. Send re- 
sumes to: Media Management Services. Suite 
345. 847A Second Avenue. New York. NY 10017 
or fax to 212- 338 -0360. This employment would 
occur in the event of a work stoppage. and would 
be of a temporary nature to replace striking 
personnel. This is not an ad for permanent 
employment. An Equal Opportunity Employer. 

Broadcast Personnel Needed. ENG Field Op- 
erations with Camera and Microwave experience 
Videotape Editors. Studio Operators. and Main- 
tenance. For the Midwest. Would commence 
fall winter 1997. Out -of -town applicants ac- 
cepted for these positions will be reimbursed for 
airfare. hotel. and per diem expenses. Send re- 
sumes to: MMS. Suite 345. 847A Second Ave- 
nue. New York. NY 10017 or fax: 212- 338 -0360. 
This employment would occur in the event of a 
work stoppage and would be of a temporary 
nature to replace striking personnel. This is not 
an ad for permanent employment. An Equal Op- 
portunity Employer. 

Broadcast Personnel. Technical Directors (GVG 
300 Switcher with Kaleidoscope). Audio (mixing 
for live studio and news broadcasts). Studio 
Camerapersons (studio productions and news 
broadcasts). Chyron Operators (lnfinit). Still Store 
Operators. Tape Operators (Beta). Maintenance 
(plant systems experience - distribution and 
patching). Lighting Director Engineer. Employ 
ment would commence fall/winter 1997. Out of 
town applicants accepted for these positions will 
be reimbursed for airfare. hotel. and per diem ex 
penses. Send resumes to: MMS. Suite 345. 847A 
Second Avenue. New York. NY 10017 or fax 
212- 338 -0360. This employment would occur in 

the event of a work stoppage and would be of a 

temporary nature to replace striking personnel 
This is not an ad for permanent employment. An 
Equal Opportunity Employer. 

HELP WANTED MISCELLANEOUS 

News 12 Regional Networks, the nation's first. 
largest and most watched regional news channel. 
is expanding again in the New York market. 
We're launching a cutting edge news service. 
utilizing custom designed software and unique 
studio facilities. These are opportunities to shape 
the direction of a startup venture by the most ex 
perienced regional news organization. The follow- 
ing positions require driven. energetic pro- 
fessional. Bilingual English Spanish is a plus: 
News Director. Anchor Reporters. Video 
Journalists. Producers. Assignment Editors. - 
Graphic Artists. Studio Directors. Business Man- 
agers. Engineers. We offer an attractive salary 
and benefits package. a hands -on environment 
where you are empowered to set your own Stan 
dards. and never a dull moment. For considera- 
tion. please send your resume to: PO Box 999 - 
NF. Woodbury. NY 11797. EOE. 

SITUATIONS WANTED NEWS 

Commentary with Credibility. College Dean 
and Professor. Ph.D. in Political Science. M.S. 
journalism. with substantial television commen- 
tary experience. seeks major market commentary 
or editorial opportunity. Call Dr. Steve at 607- 
735.1703. 

Classifieds 

Eager, beginning reporter. looking for career 
start. Some experience reporting. writing. and 
camera work. Willing to learn and grow with sta- 
tion. Creative. energetic. and hard -working. De- 
monstration tape and resume available. Call 
Brickey 615- 896 -9288. 

PROGRAMMING SERVICES 

STUDIOS 
National Weather Network 

Your o via v satellite. Custom and 
localized TV weathercast inserts tor FOX. UPN. WB. Indy 
stations and cable stations Three satelliteleedsdaily. Your 
own on.air meteorologist and great graphics. Sell these 
inserts and make money. Low cash and barter and very 
simple to receive and use. Call Edward SI. Pe at NWN 601. 
52.6673 and start today. 

TV RESUME TAPES 

Career Videos prepares your personalized 
demo. Unique format. excellent rates. coaching. 
job search assistance. free stock. Great track re- 
cord. 847-272-2917. 

TV SALES TRAINING 

LEARN TO SELL 
TV TIME 

The program works. Former students 
now sell for NBC, ABC, ESPN, MTV, 
Katz, Turner, Petry, and dozens of TV 
stations across the country. 

(Over 25 years in the TV industry) 

Call for free information packet. 

Next Program: 11/17 

ANTONELLI MEDIA 
TRAINING CENTER 

(212) 206 -8063 

TV NEWS COACHING SERVICES 

Coaching Services: We provide comprehensive 
tape critiques and ongoing consultation for news 
professionals. Expert. approachable. affordable. 
Media Mentors 334)665 -5553. 

CABLE 
HELP WANTED SALES 

GENERAL 

SALES MANAGER 
Cox Communication's Cablekep San Diego 
k looking for a Genera Sales Manage to 
manage the total altixilx and function of 
producing revenue Ibr the sale of all cattle 
a(I tnlslug ON a %:111í'1y of It'\Ctttk' pllxltx'iltg 
vehicles. Ideal candidate is responsible 
for the attainment of the budget. displaying 
entrepreneurial skills In creating new 
revenue opportunities. and developing a 

strategic plan to guide the sales depart- 
ment tlnyaITIS ils targeted goals. 

Qualifications include: Bachelor's degee 
or equivalent %York experience: 3 -5 yeas' 
Into!' sales management exIxrience. 
preferably in cable. broadcast or 
radio sales: 3 -5 Nears' media sales 
rgxtlence: strung mathematical. analyti- 
cal. presentation. selling and verbaNwitten 
communication skills. Krum ledge of the 
local media/client ern ironnx'nt is a strong. 
¡A antage. kin Wedge of Excel. dint ous 
and media software required. 

Cox Communications tiers a very compel- 
ive salary and beliclit package and we are 

a ore -smoking. drug-fee cump:n. No 
phone calls. 1'u apply. please send your 
resume with salary requirements tu Cox 
Communications. !Inman keso roes -I.Ik. 
5159 Federal Blvd.. San Diehl. GA 92105- 
5-111(i or e -mail resume (ASCII) to 
jobs.sdCCcox.com. Ne are pleased lo 
support a diverse workforce. 

co 
COMMUNICATIONS 

jobs.sd@cox.com 
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Local Ad Sales 
Affiliate Relations 

Lifetime Television, the dynamic cable 
network, has an opening for a highly 
motivated individual in a fast -paced New 
York Corporate Affiliate Relations office. 

This position is responsible for providing 
overall direction and support for Lifetimes 
Local Ad Sales functions. Responsibilities 
include development of Local Ad Sales pro- 
motions, sales training support material and 

audience research information. Candidate 
will interface with Affiliate Relations staff 
and Corporate Marketing and Research. 
Ideal candidate should have working knowl- 
edge of Local Ad Sales, with at least two 
years experience in Sales and Marketing. 
College degree, excellent presentation and 

organizational skills required. 

Lifetime offers a competitive salary and 
excellent benefit package. For immediate 
consideration, please forward your resume 
and salary requirements to: 

Lifetime 
Television for Women 

Human Resources Department 
309 West 49th Street, New York, NY 10019 

EUE. M/F 

Fax your classified ad to 

Broadcasting & Cable 

(212) 296 -8327 
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HELP WANTED TECHNICAL 

C -SPAN is seeking full time Master Control 
Operators. Responsibilities include: keying graph- 
ics for live and taped programs. switching com- 
plicated on -air transitions involving live audio and 
video. multiple taped elements, stills and graph- 
ics looking for proactive. experienced technicians 
with the ability to trouble shoot problems and find 
solutions instantly. Should be a self starter. de- 
tailed oriented. able to react well under pressure 
and interested in politics and public affairs. Can- 
didates should be team players with excellent 
communications skills. Shift includes every other 
weekend off. Send resumes to: C- SPANBC. 
Human Resources Department. 400 North Capi- 
tol St. N.W.. Suite 650. Washington. DC 20001. 
EOE. 

HELP WANTED PROMOTION 

Promotions: Washington. DC based National 
Network seeks On -Air Promotion Manager. Re- 
quires hands -on marketing pro responsible for im- 
plementing on -air image while managing staff of 
talented producers. Minimum three years prog- 
ressively responsible broadcast experience. 
Send resume and demo reel to On -Air Promotion 
Manager. 717 Second Street. NE. Washington. 
DC 20002 or e-mail jhalling @fcref.org. EOE 

ALLIED FIELDS 

HELP WANTED INSTRUCTION 

rowson University Positions Available. De- 
)artment of Mass Communication and Communi- 
:ation Studies. 1. Radio (Audio) Production: 
tenure- track. entry level assistant professor be- 
)inning Fall. 1998. Ph.D. or appropriate terminal 
iegree required. One to two years of full -time 
eaching experience preferred. along with pro - 
essional experience in the electronic media. Re- 
Iponsibilities will include teaching courses in both 
inalog and digital radio (audio) production and 
Koadcast performance. Additional teaching ex- 
lerience in video production and broadcast jour- 
nalism preferred. Knowledge of an ability to use 
new technologies in the instructional process is 
lesired. Demonstrated research potential. advis- 
ng students. and participation on committees ex- 
iected. Salary commensurate with entry -level 
experience. 2. TelevisionNideo Production. Entry 
eve) Tenure -track assistant professor rank with 
,h.D. or terminal degree completed. or tenure - 
rack instructor rank with substantial progress 
oward completion of doctorate. Ability to teach 
ourses in studio and field television 'video pro - 

luction and post -production required. Ability to 
each new technologies information preferred. 
;hare in supervision of student managed and 
perated low power television station. Advising 
tudents and serving on department committees 
xpected. Professional experience in televisioni 
ideo production and demonstrated scholarly 
.ctivity potential required. One or two years full 
me university level teaching preferred. Salary cor n- 

iensurate with entry -level experience. Submit a 
Ater of application identifying the position noted 
bove. vitae. graduate transcripts, and three let- 
N's of recommendation to: Ronald J. Matlon. 
'h.D.. Chairperson. Department of Mass Com- 
tunication and Communication Studies. Towson 
Iniversity. Towson. Maryland 21252. Evaluation 
f completed applications begins January 26. 
998. Towson University is an equal opportunity 
ffirmative action employer and has a strong in- 
litutional commitment to diversity. Women. 
minorities. persons with disabilities. and veterans 
re encouraged to apply 

Classified 
The University of Oklahoma. The H.H. Herbert 
School of Journalism and Mass Communication 
is currently seeking a faculty member to fill the 
following tenure -track position. Broadcasting and 
Electronic Media - assistant or associate pro- 
fessor. Primary teaching areas must include the 
following: Audio video production. broadcast writ- 
ing and Radio TV Performance. Must be corn- 
outer literate. qualified to advise graduate students 
and supervise theses. and have strong interest in 
implementation of new technologies. Substantial 
professional experience required. A proven record 
of teaching required. Masters required. Ph.D. 
preferred. Experience with digital post- production 
techniques preferred. Salary. teaching 
responsibilities and support for research and creative 
activities are competitive. Applications will be 
reviewed beginning December 1. 1997. and will be 
accepted until the position is filled. The successful 
candidate will begin in August 1998. Applicants must 
provide (1) a letter of application providing specifics 
regarding their teaching and professional experience 
and describing how they would expect to publish or 
engage in scholarly and'or creative activity as a 
faculty member: (2) a curriculum vitae: and (3) 
names. addresses and current telephone numbers 
of at least three references. All materials should be 
sent to: Director. School of Journalism and Mass 
Communication. The University of Oklahoma, 860 
Van Vleet Oval. Room 101. Norman. OK 73019- 
0270. The University of Oklahoma is an Equal 
Opportunity 'Affirmative Action Employer. Women 
and minorities are especially encouraged to apply. 

The University of Colorado's School of Jour- 
nalism and Mass Communication seeks appli- 
cants for a tenure track position in television 
news. Requirements: Ph.D.. MFA or MA, signifi- 
cant industry experience. demonstrated capacity 
for research or creative work. a commitment to ex- 
cellence in teaching. Successful candidate will 
teach in a live. cable news lab setting and may 
also be assigned to courses in video production. 
broadcast news writing. reporting and docu- 
mentary video. Secondary interest in radio news' 
programming. multi -media. sports. drama. chil- 
dren's or corporate programming. production 
management desirable. Appointment intended at 
assistant professor rank. but other ranks and con- 
tract terms may be considered. Salary is com- 
petitive. Appointment begins August 1998. "The 
University of Colorado at Boulder is committed to 
diversity and equality in education and employ- 
ment." Review begins December 10th and con- 
tinues until suitable candidate is found. Send let- 
ter of application. curriculum vita or resume and 
the names of three references to: Prof. Meg 
Moritz. Chair. TV News Search Committee. 
School of Journalism and Mass Communication. 
University of Colorado - Campus Box 287.Boulder. 
Colorado 80309 -0287. Phone: 303 -492- 1610. Fax: 
303 -492 -0969. Email: moritzm @spot.colorado.edu 

Electronic Journalism Full -time faculty posi- 
tion. Demonstrated ability to teach Electronic 
New Writing, and Field and Studio Reporting re- 
quired. Demonstrated ability to teach a range of 
broadcasting courses. including Minority Voices 
and the Media, preferred. Ph.D. in related field 
highly preferred. Master's degree required. 
Strong record of relevant teaching experience or 
significant professional experience in electronic 
journalism (news director, anchor. reporter. pro- 
ducer) required. Rank and salary competitive and 
appropriate to experience. with excellent fringe 
benefits. Application deadline November 30. 
1997. Send application. vita and three letters of 
reference (including phone numbers) to: Dr. 
Emile Netzhammer. Chair. Dept. of Communication. 
Buffalo State College. 1300 Elmwood Ave.. Buffalo. 
NY 14222. The New York State University College 
at Buffalo is an Equal Opportunity Affirmative Action 
Employer and particularly encourages applications 
from women and minority candidates. 

Northeastern University's School of Journal- 
ism seeks a full -time, tenure -track assistant pro- 
fessor for Fall 1998. The principal teaching em- 
phasis will be in the areas of television and radio 
journalism. but candidates must also be able to 
teach basic print newswriting courses. We are 
particularly interested in candidates who can help 
integrate new technologies into our curriculum. 
Requirements include a minimum of five years 
full -time professional news media experience, a 
master's degree. and demonstrated competence 
in video and audio production. Creative produc- 
tion/research is expected. Internet experience 
and knowledge of public relation principles and 
practices desirable. Send letter outlining career 
goals. curriculum vitae, names of three re- 
ferences. and supporting material to Search Com- 
mittee. Northeastern University. School of Jour- 
nalism. Box BC. 102 Lake Hall. Boston. MA 
02115. Application deadline is January 5. 1998. 
Northeastern University is an Equal Opportunity. 
Affirmative Action Title IX Employer. North- 
eastern embraces the wealth of diversity re- 
presented in our community and seeks to 
enhance it at all levels. Minorities and women are 
strongly encouraged to apply. 

EMPLOYMENT SERVICES 

PROFESSIONAL JOBS 
WITH ENTERTAINMENT COMPANIES 

BROADCAST 8 CABLE TELEVISION. DISTRIBUTORS. 
MOTION PICTURE. POST PRODUCTION 8 MORE 

Entry to senior level jobs nationwide in ALL fields 

(news, sales, production, management, etc.). 

Published biweekly. For subscription information: 

(800) 335 -4335 
In CA, (818) 901 -6330. 

Entertainment Employment Journar 

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 

Broadcasting TV Radio On Air, Tech. Mktg.. 
and promo. Entry level and exp. Nationwide. In- 
ternet access regd. Call today 1- 800 -553 -0746. 

RNANCIAL SERVICES 

Loans By Phone: Lease'finance new or used 
broadcasting equipment. Flexible payment plans. 
Flexible credit criteria. Call Jeff Wetter at Flex 
Lease. Inc. 800 -699 -FLEX. 

WANTED TO BUY EQUIPMENT 

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

Fax your classified ad to 

Broadcasting & Cable 

(212) 206-8327 
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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 
V I D E O 

ATTENTION C -BAND SHOPPERS! 

Galaxy VII Fully Protected Transponder 
Available for Immediate Full -Time Use 

Uplink from N.Y. with DigiCipher II MCPC 

Below Market Rate! 
Commit now for Huge Discount! 

Only Two Channels Left! 
First Come. First Served! 

Call Today (714) 263 -9900 x217 

General 
Instrument 

IRD's 
575 DSR- 1500's 
& 80 DSR- 2200's 

Almost new, available for 
sale at a very low price! 

Call now to place your order! 
(714) 263-9900 x217 

TV Mobile Unit. 1985 35' 10 wheel GM mobile 
unit. body by Barth. 3 door access. air suspension. 
hydraulic levelers. two 13.5kw BTU air cond. 7.5kw. 
water -cooled. AC generator regulated or external 
power. 2 phase 50 amp. 7' interior contains racks 
for TV config. Video equipment avail. Rutgers 
University: 973- 353 -5119 ext.37. 

Selling Coax, 100' Andrews LDF7 -50A 50 ohm 
1 -5/8 foam never unrolled. $1000 u ship. Wire- 
less Data 202 - 756 -2800. 

RCA TTU -110C TV Transmitter, Channel 39. Com- 
plete. selling all or parts. Off air since May 1997. 

305 - 757 -9207. 

Lowest prices on videotape! Since 1979 we 
have been beating the high cost of videotape. 
Call Carpel for a catalog. 800 -238 -4300. 

Broadcast Equipment (Used): FM AM transmit- 
ters. RPU's. STL's. FM antennas. Consoles. Pro- 
cessing. etc. Continental Communications. 3300 
Chippewa. St. Louis. MO 63118. 1- 800 -664- 
4497. Fax: 314- 664 -9427. 

Classified 
AM and FM transmitters, used. excellent condi- 
tion. tuned and tested your frequency. Guaran- 
teed. Financing available. Transcom. 800 -441- 
8454. 215 - 884 -0888. Fax 215- 884 -0738. 

FOR SALE STATIONS 

WCFJ -AM, its equipment. 8 towers and 13.5 
acres upon which towers sit. Bankruptcy auction, 
sale set for 10 29/97. Room 613. 219 S. 
Dearborn. Chicago. IL. Minimum bid $420.000. 
cash sale w /no contingencies except FCC 
approval. For details contact McDermott & 

McDermott. Ltd.. 4343 W. Lincoln Highway. Suite 
303. Matteson. IL 60443. (708)747 -9440. 

Opportunities for top sales professionals: 
Florida major market. suburban AM: Central Tex- 
as. small market combo. excellent facilities. Mayo 
Communications. 813 -971 -2061. 

1 kw AM Day, Growing Historic Rural Market. 
needs hustler. 60k included real estate, no paper. 
no brokers, owners have other interest. Call 
(803)484 -6917 between 7 -10 pm M -F or 
(803)484 -5145 1 -5 pm M -F. 

VIDEO FIBER SERVICES 

LOWEST RATES 
for 

Occasional Video Fiber Services 
212 -719 -2100 x23 

www.triumphco.com 

YOUR AD 
COULD BE 

HERE! 

To place an ad in Broadcasting & Cable's 

Classified section, call 

Antoinette Pellegrino 

TEL: 212- 337 -7073 

FAX: 212- 206 -8327 

or 

Sandra Frey 

TEL: 212- 337 -6941 

FAX: 212- 337 -6957 

APELLEGRINO@B&C.CAHNERS.COM 

S.FREY@B&C.CAHNERS.COM 
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BROADCASTING & CABLE'S CLASSIFIED RATES 

All orders to place classified ads & all correspon- 
dence pertaining to this section should be sent to 

BROADCASTING & CABLE. Classified Department. 
245 West 17th Street. New York. NY 10011. For infor- 
mation call Antoinette Pellegrino at (212) 337 -7073 
or Sandra Frey at (212)337 -6941 . 

Payable in advance. Check. money order or credit 

card (Visa. Mastercard or American Express). Full 

and correct payment must be in writing by either let- 

ter or Fax (212) 206 -8327. If payment is made by 

credit card. indicate card number. expiration date 

and daytime phone number. 
Deadline is Monday at 5:00pm Eastern Time for the 

following Monday's issue. Earlier deadlines apply for 
issues published during a week containing a legal 

holiday. A special notice announcing the earlier dead- 
line will be published. Orders, changes. and /or can- 

cellations must be submitted in writing. NO TELE- 

PHONE ORDERS. CHANGES, AND /OR CANCELLA- 
TIONS WILL BE ACCEPTED. 

When placing an ad. indicate the EXACT category 

desired: Television. Radio. Cable or Allied Fields: Help 

Wanted or Situations Wanted: Management. Sales. 

News. etc. If this information is omitted. we will 
determine the appropriate category according to the 

copy. NO make goods will run if all information is not 

included. No personal ads. 
The publisher is not responsible for errors in print- 

ing due to illegible copy -all copy must be clearly 

typed or printed. Any and all errors must be reported 
to the Classified Advertising Department within 7 

days of publication date. No credits or make goods 
will be made on errors which do not materially affect 
the advertisement. Publisher reserves the right to 

alter classified copy to conform with the provisions 
of Title VII of the Civil Rights Act of 1964. as amend- 
ed. Publisher reserves the right to abbreviate. alter or 
reject any copy. 

Rates: Classified listings (non -display). Per issue: 

Help Wanted: $2.30 per word, S46 weekly minimum. 
Situations Wanted: 1.25e per word. $25 weekly mini- 
mum. Optional formats: Bold Type: $2.65 per word. 

Screened Background: $2.80. Expanded Type: S3.45 

Bold. Screened. Expanded Type: $3.90 per word. All 

other classifications: $2.30 per word. $46 weekly 
minimum. 

Word count: Count each abbreviation. initial. single 
figure or group of figures or letters as one word each. 

Symbols such as 35mm, COD. PD etc.. count as one 

word each. A phone number with area code and the 

zip code count as one word each. 
Rates: Classified display (minimum 1 inch. upward 

in half inch increments). Per issue: Help Wanted: 

$202 per inch. Situations Wanted: $101 per inch. 
Public Notice & Business Opportunities advertising 
require display space. Agency commission only on 

display space (when camera -ready art is provided). 
Frequency rates available. 

Color Classified Rates 
Non -Display: Highlighted Position Title: $75. Dis- 

play: Logo 4 /C: $250. All 4 /C: $500. 
Blind Box Service: On addition to basic advertising 

costs) Situations Wanted: No charge. All other classi- 
fications: $35 per issue. The charge for the blind box 

service applies to advertisers running listings and 

display ads. Each advertisement must have a separate 

box number. BROADCASTING & CABLE will now for- 
ward tapes. but will not forward transcripts. portfo- 
lios. writing samples. or other oversized materials: 

such are returned to sender. Do not use folders. 
binders or the like. Replies to ads with Blind Box 

numbers should be addressed to: Box (number). c/o 

Broadcasting & Cable. 245 W. 17th Street. New York. 

NY 10011 

Confidential Service. To protect your identity seal 

your reply in an envelope addressed to the box num- 

ber. In a separate note list the companies and sub- 

sidiaries you do not want your reply to reach. Then. 

enclose both in a second envelope addressed to CON- 

FIDENTIAL SERVICE. Broadcasting & Cable Maga- 

zine. at the address above. 

October 271997 Broadcasting & Cabe 
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http: //www.broadcastingcable.com 
"For the Record" compiles applications filed 
with and actions taken by the FCC. Applica- 
tions and actions are listed by state: the date 
the application was filed or the action was 
taken, when available, appears in italic. 

Ahhrea i:nions: AGI.- -assignment of license: ant. - 
antenna: ch.- channel: ('P- consnmction permit: 
U.I.P.- -(lehior on po.. scion: ERP- -ellective radi:u.J 
power: kb,- -kilohane Am Ailamrler.: Mc kilaw:nn: 
m.- nnten: mhi- -- mee.ihciv: nu mile.: 11. Ir:ms- 
milter b,cation: TO( li.anln ul 11,111101: ,. 
One moo-equal. ? `s leer 

NEW STATIONS 
Dismissed 
Foothill Farms, Calif. (BPED- 970411- 
MD)- Stockton Christian Life College Inc. 
for FM at 90.1 mhz. Oct. 16 

Filed 
Bessemer, Ala. (BPED- 971010MF)- 
Broadcasting for the Challenged Inc. 
(George S. Flinn Jr., president, 188 South 
Bellevue, Suite 222, Memphis 38104) for 
noncommercial 88.1 mhz, 7 kw, ant. 70 m., 
2.7 km SE of Summitt Farm, Ala. Oct. 10 

Concorde, Ala. (BPED- 971010MA)- 
Alabama Heritage Assoc. (Karen R. Bow- 
man, owner, 13910 Wyandotte Drive. S.W.. 
Huntsville, Ala. 35803) for noncommercial 
FM at 88.1 mhz, .75 kw, ant. 142 m., 1237 
Clark Mountain Rd. Oct. 20 
Northport, Ala. (BPED- 971009MD) -Mary 
V. Harris Foundation (Linda de Romanett. 
president /owner, 516 South Fourth Street. 
Las Vegas 89101) for noncommercial FM at 
88.1 mhz, 20 kw, ant. 150 m., E of Windham 
Springs. Ala. Oct. 17 

Parker, Ariz. (BPH-971003ME)- Farmwork- 
er Educational Radio Network Inc. (Anthony 
Chavez. president, P.O. Box 62, Keene, 
Calif. 93531) for FM at 93.9 mhz, 10 kw, ant. 
-46.7 m.. 1312 14th St., Parker. Oct. 20 
Danville, Ark. (950525MN)- Technology 
Management Inc. for FM at 105.5 mhz. 6 kw, 
ant. 100 m. Oct. 20 
Truckee, Calif. (BPH- 971003MB) -Point 
Broadcasting Co. (John Q. Hearne, presi- 
dent/owner. 100 Wilshire Blvd.. Suite 1000, 
Santa Monica. Calif. 90401) for FM at 101.5 
mhz, .69 kw, ant. 297.4 m., Donner Ski 
Ranch. 1.1 km ENE of Norden, Calif. Oct. 17 
Truckee, Calif. (BPH- 971003MC)- Sierra 
Radio Co. (James E. Rodgers. 91.48% owner, 
1500 Foremaster Lane. Las Vegas 89101) for 
FM at 101.5 mhz. .12 kw, ant. 656 m., atop Mt. 
Pluto, Placer County. Calif. Oct. 20 
Truckee, Calif. (BPH-971003MF)- Truck- 
ster Broadcasting (Todd P. Robinson, 
owner. 8280 Greensboro Drive, 7th Floor, 
McLean. Va. 22102 -3807) for FM at 101.5 
mhz..14 kw. ant. 606.2 m., on Mt. Pluto. 7.9 
km NW of Tahoe City. Calif. Oct. 20 
Sidney, Colo. (BPED-971014MB)- Educa- 
tional Communications of Colorado Springs 
Inc. (Ronald A. Johnson, chairman /33.3 %, 
1655 Briargate Blvd., Colorado Springs, Colo. 
80920) for noncommercial FM at 91.3 mhz, 

1.5 kw. ant. 186 m., Emerald Peak/Quarry 
Mountain electronic site, 3 km SSW of down- 
town Steamboat Springs. Colo. Oct. 14 

Lady Lake, Fla. (BPED-971016MB)-Vil- 
lages Radio Co. (H. Gary Morse. president, 
1100 Main Street. Lady Lake, Fla. 32159) for 
noncommercial FM at 90.3 mhz, .158 kw, 
ant. 58 m., Water Tower Circle Road. Oct. 16 

Sebring, Fla. (BPED-97101OMB)- Ameri- 
can Educational Broadcasting Inc. (Carl J. 
Auel. president/33.3% owner, 1601 
Belvedere Road, 204 E, West Palm Beach, 
Fla. 33406) for noncommercial FM at 88.3 
mhz, 1.7 kw, ant. 73 m., 4005 Skipper Road. 
1.5 km W of I -27, I km S of Sebring. Oct. 10 

Wakarusa, Ind. (BPED- 971009MC) -Bible 
Broadcasting Network Inc. (Lowell L. Davey, 
president, 8030 Arrowridge Blvd., Charlotte, 
N.C. 28273) for noncommercial FM at 89.9 
mhz, 1.75 kw, ant. 100 m.. 71225 County 
Road 123, New Paris, Ind.. owns and oper- 
ates 25 FMs and three AMs. Oct. 17 
Marshalltown, Iowa (BPED- 971009MA)- 
American Family Assoc. (Donald E. Wild - 
mon. president. P.O. Drawer 2440, Tupelo. 
Miss. 38803) for noncommercial FM at 88.7 
mhz. .25 kw, ant. 79 m., Hwy. Q. 1/3 mi S of 
Hwy. 30. Marshalltown. Oct. 17 

Bronson, Kan. (BPED-971003MD)- Ameri- 
can Family Assoc. (Donald E. Wildmon. pres- 
ident, P.O. Drawer 2440, Tupelo. Miss. 
38803) for noncommercial FM at 88.3 mhz. 1 

kw, ant. 125 m.. 3.5 mi. E of Bronson. Oct. 17 
Atlanta, La. (BPH- 971003MA) -A. T. 
Moore (3712 Cornell Dr.. Shreveport. La. 
71107) for FM at 106.5 mhz, 6 kw. ant. 100 
m., 1.5 km NNW of Atlanta. La. on State 
Hwy 34. Oct. 20 
Fife Lake, Mich. (BPH- 971009MI) -Roy E. 
Henderson (P.O. Box 948, Houston, Tex. 
77001 -0948) for FM at 95.9 mhz, 6 kw, ant. 
100 m.. County Hwy 567, e mi SE of Fife 
Lake. Oct. 9 
Harrisville, Mich. (BPED -970828M0)- 

Northland Community Broadcasters (Dale 
A. and Karen Mazzoline, owners. 2628 
Howard Road. Petoskey. Mich. 29770) for 
noncommercial FM at 89.7 mhz, 100 kw. 
ant. 408 m. Oct. 17 

Deerfield, Mo. (BPH- 971010ME) -Galen 
O. Gilbert (P.O. Box 492, Sulphur Springs, 
Tex. 75483) for FM at 100.7 mhz, 25 kw, ant. 
100 m., 1.2 km S of Garland, Kan., owns 
KSWM(AM) Aurora, Mo and 51.66% of KWHW 
(AM)- KRKZ(FM) Altus, KTJS(AM)- KQTZ(FM) 
Hobart, Okla. Oct. 10 

Lewistown, Mont. (BPED- 971006MA) -Big 
Country Christian Radio Inst. (Charles 
Howard and June Vong McDonald, owners, 
P.O. Box 1672, Bozeman, Mont. 59771) for 
noncommercial fm at 91.1 mhz, 5 kw, ant. 
573 m., 8.16 km NNW of the Lewistown Post 
Office on South Moccasin Mountains elec- 
tronic site. Oct. 6 
Hastings, Neb. (BPED- 971008MA) -Amer- 
ican Family Assoc. (Donald E. Wildmon, 
president, P.O. Drawer 2440, Tupelo. Miss. 
38803) for noncommercial FM at 91.7 mhz, 
.5 kw, ant. 43 m.. 6503 Osborne Dr. Oct. 20 
Las Vegas, Nev. (BPED- 971010MC)- 
Southern Nevada Educational Broadcasters 
(Carl J. Auel, 33.3% owner. 1601 Belvedere 
Road, 204 E, Weat Palm Beach, Fla. 33406) 
for noncommercial FM at 91.1 mhz. 3.2 kw, 
ant. 519 m., 2.1 km N of I -15. 2.5 km NW of 
Mauntain Pass. Calif. Oct. 10 

Smith, Nev. (BPH- 960930MB)- Donegal 
Enterprises (Patrick A. Mulreany, presi- 
dent/52% owner. P.O. Box 123, Smith Neva- 
da 89430) for FM at 92.3 mhz. .49 kw. ant. 
632 m., Lobdell communications site. 17.8 
km SE of Smith. Oct. 17 

Cape May Courthouse, N.J. (BPEd- 971010- 
MD)- Pensacola Christian College Inc. (Arlin 
R. Horton. president. P.O. Box 18000. Pen- 
sacola, Fla. 32523) for noncommercial FM at 
88.1 mhz..55 kw. ant. 65 m. Oct. 10 

-Compiled by Sara Brown 

BY THE NUMBERS 
BROADCAST STATIONS 

Service Total 
Commercial AM 4,812 

Commercial FM 5,488 
Educational FM 1,899 

Total Radio 12,199 

VHF LPTV 558 

UHF LPTV 1,456 

Total LPTV 2,014 
FM translators & boosters 2,815 

VHF translators 2,273 

UHF translators 2,725 
Total Translators 7,813 

Service Total 
Commercial VHF TV 558 

Commercial UHF TV 638 

Educational VHF TV 124 

Educational UHF TV 241 

Total TV 1,561 

CABLE 

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 BROADCASTING B CABLE 
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du Tren, Lurlcin & Rackky, Inc. 
uMJ.v...l I I limp VA 

240 North Washington Blvd 
Suite 700 

Sarasota. Honda 34236 
(941)366 -2611 

MEMBER AFCIE 

YOUR CARD HERE 

Call: 
(202) 659-2340 

E. Harold Munn, Jr., 
& Associates, Inc. 

Broadcast Engineering Consultants 

Box 220 
Coldwater, Michigan 49036 

Phone: 517- 278 -7339 

PROFESSIONAL 

CARL T. JONES- 
CORPORATION 

CONSULTING ENGINEERS 

7901 YARNWOOD COURT 
SPRINGFIELD, VIRGINIA 22153 

( 703 )569 T/04 
MaaOtl ArCYJ 

HAMMETT & EDISON INC. 
CONSUL TIN(: FN(,INFFRS 

Bos 280058 
San Francisco. California 94128 

HE707/996 -5200 
202/396 -5200 

e-mail engrfeh.v corn 

Mullaney Engineering, Inc. 
Consulting Telecommunications Engineers 

9049 Shady Grove Court 
Gaithersburg, MD 20877 

301- 921 -0115 

Member AFCCE 

(, \`UMMUNIUStnONSTFAl911xoCiFSr Inc. 

Clarence M Beverage 
Laura M M.:mhr 

PO Bet 41130. Mrl a, N1010, 

1(109) 965-0077 FAX: (609)9ßS -6124 

JHN F X BROWNE 8 ASSOCIA': 

BLOOMFIELD HILLS 
610-642.6226 

WASHINGTON 
202 -293.2020 

n4e.'. .i: 'r 
LL,eles, 

Membr' 4{. , f 

RATES 

13 weeks - $100 /week 
26 weeks - $85 /week 
52 weeks - $70 /week 

Shoolbred Engineers, Inc 

Towers and Antenna Structures 

Ro$irr, A Shoolbred. PF 

1040 IanrrYnn Dam 
CIWIMen, aC 29103 (aS) 577J601 

EMZE Aet I All 
Dennis Wallace 

SPECIALIZING 
IN DTV TRANSMISSION SYSTEMS 

5023 W 1201n Ave 

Suite 154 

Broomfield. CO 

80020 

(3031460 -9717 

wailacedtv@aol corn 

YOUR CARD HERE 

Call: 
(202) 659-2340 

Idatawonlld 

800-368-5754 
infaa)datawtxld.00m 

V,'WW: htip! dataworld.wm 

la 
COMMUNICATIONS Inc 

RF DESIGN d INSTALLATION SPECIALISTS 

LARCAN / CARCAN -TTC TRANSMITTERS 

RFS ANTENNAS COMBINERS %MISSION LINES 

LEBLANC TOWER SYSTEMS 

650 South Taylor Avenue. Louisville. CO 80027 

TEL:303-665-8000 FAX:303-673-9900 

CARDS 

LOHNES ANI) CULVER 
CONSULTING RADIO ENGINEERS 

8309 Cherry Lane 
Laurel, MO 20707 4830 

r\' (301) 7764488 

Since 1944 Member AFCCE 

CARL E. SMITH 
CONSULTING ENGINEERS 

AM FM TV Engineenng Consultants 
Complete Tower and Rigging Services 

"Serving the hnNala,t indmin -.lnr, 
over NI leurs" 

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

HATFIELD & DAWSON 
(a1NV'I TIN<. l'.NI.I NF FRS 

95(0 GREENWOOD ArE., N. 
SEATTI Y, WASHINGTON 914103 

121161 781-9151 l'nt .I At l l 1 12061 789.9%14 

MI 51111 -R METE 

NEW!! 
6 Week Rate 
$115.00/week 

NATIONWIDE TOWER COMPANY 

UECT104E - plYArTLES ANTENNA RELA 
tAIRASpIID STRUCTURAL ARALTSn-PARAT 

raP(RtOPra MOUE - E710aEE14140 

O SOS I' OOIE. KT 4]4444110 
PROW 11{1) s33-1s FAS 15021 531-0644 

I. NOUN E1EROPICT SERYKE AYAS -ASTE 

AND 

SERVICES 

COHEN, DIPPELL AND EVERIST, P.C. 

CONSULTING ENGINEERS 
Domestic and International Communications 

Since 1937 

1300 -L- STREET, N.W. PHONE: (2021898-0111 
SUITE 1100 FAX: (2021898.0895 
WASHINGTON. D.C. 20005 

EMAIL CDEPCQWORLDNET ATT.NET 
Mart10er AFCCE 

J 
DENNY 
Member AFCCE 

Denny 8 Associates,rc 
Consulting Engineers 

PH 202 452 5630 

EX 202 452 5620 

EM Into®Oenny corn 

F.W HANNEL & ASSOCIATES 

Registered Professional E ngineers 

911 Edward Street 
Henry. Illinois 61537 

(309) 364 -3903 

Fax (309) 364-3775 

Cavell, Mertz & Perryman, Inc. 
Engineering. Technology 
& Management Solutions 

10300 Eaton Place, Suite 200 
Fairfax, VA 22030 

1703) 591 -0110 (202) 332 -0110 
FAX (703) 591 -0115 

I)utaXp ertlNI 
Audience Data 
Programming Data 
Contact Information 
Technical Statation Data 
Contour Maps 

/ eítíâs VA rio 
ANTENNAS I' SYSTEMS 

'Antennas UHF471F /FAR 'RÌRif tine 
'Combiners FAI UHF N áwguide 

COMPLETE SI'TEM SOLUTIONS 
-mail pmpro@ns nel hnp / /ww'w/ampro corm 

Mew 916-3111177 I 

Fes 916-3811182 

Nf \y.lrina, n, 

Remote CanerO SyTIems 
transmitter and SYl1aO IrtltaOriOn 
Microwave aryl Sotelate 
Erlpirlerh0 Und IrIROSOtIOn 

14A Worlds a.. Orrr 
4I18.5h r I I41 4nrrwl, Ni 115871 

TGRS TOWER ERECTION 
-' '+TENNA INSTALLATIDFI 

ER ANAL YSIS 
.'SMITTER BUILDINGS 

Tower Structures, Inc. 
' ,sNA AYENUE 

hULA ../STA, CALIFORNIA 91911 
(6191 421-1181 rAX (619) 421-0531 

MAY .T:'wfP$'PI!!.^.;PE '-.fM 

East Coast Video Systems 
consonants engineers systems mlegrators 

.3 Mars Court 
Boonton. NJ 07005 
201.402 0104 
Fax: 201.402.0208 
www. ecvs. corn on line in time 

YOUR CARD HERE 

Call: 

(202) 659.2340 

www.americanradiohistory.com

www.americanradiohistory.com


i 

1 
t 

Local digital 
radio gets 
closer to reality 
Continued from page 46 

audio curling). which has been incorpo- 
rated into the current system. Suren 
Pai. Lucent director of blIiltl'ss devel- 
opment. say. PAC' k an audio corn- 
pression technology that eliminates 
audio frequencies that the human ear 
cannot readily perceive. It then com- 
presses the essential audio that 
remains. PAC' ryas not part of the first 
IBOC' efforts a few years ago. 

Jeff Jury. vice president at Westing- 
house Wireless Solutions. says the 
ongoing research in Baltimore (as well 
as in Cincinnati and New Jersey) is 

rapidly leading engineers tots:ird the 
final -and crucial -stage of real -world 
field testing: "We were faced with cor- 
recting the 'first adjacent- channel' 
interference problem and the multipath 
distortion 1from earlier IBO(' schemes 
caused by tunnels and ores and other 
objects. By the second quarter lof 
I99}{I. we should be out in the field 
IZ111(1 testing I this neN ,).Tenn..' 

Jury .:ns the IBOC' team in Balti- 
more already has worked through a 

"theoretical design" of a nett k revised 
DAB solution and is into the "detailed 
design." which C\ e11111:111\ will include 
lab simulations and other tests. Prelim- 
inary talks with the FCC' could begin in 
a fevt months. Ile predicts that within 
three years or less "you'll begin to see 

a real aggressive push- toward bring- 
ing DAB to the industry and con - 
Minters. 

Lucents Pai says this latest IBOC 
scheme vv ill cause only a minimum 
amount of disruption to the basic struc- 
ture of the radio industry: "Frequencies 
will slay the same. although we clon't 
know how much power will he 
required yet. Basically you need less 
digital power for the same signal 
strength as analog. Most transmission 
sites can remain the same. too." West- 
inghouse's .fury adds that local broad- 
casters still %% ill need to purchase new 
digital exciters ("probably under 
$20.0111) ") and likely will have to 
retune their transmitter.. Other start -up 
costs are expected. but nowhere near 
the digital costs on the television side. 

In the current I BOC project. Pai 
says. "for the first time we have a 

Broadcasting 

To convert to 
to make a small 

in transmission 
Component 

IBOC, broadcasters will need 
incremental investment 

equipment 
Description 

Transmitter Of those converting, most FM and about 
half the AM stations will need one 
Power level will depend on the class of 
station 

Studio -to- Transmitter 
Link (STL) 

Every converting AM and FM station will 
need it 
Driven by new mode of getting audio from 
studio to transmitter 

Exciter Every converting AM and FM station will 
need one, many typically will get a 

second as a backup 

Antenna Diplexer Needed by about 100 U.S. FM stations 
Sauce: USA Digital Radio 

tt Orld -class team that under. lands what 
ducal broadcasters need I. and we'r'e 
using a much more practical and realis- 
tic approach" to convergence. The sole 
radio broadcaster directly involved in 
the effort is the CBS Radio Group. Its 
director of engineering. Glynn Walden. 
is a seven -year veteran of pass IBOC 
wars and the only broadcast engineer 
involved in the project. 

"We continue to make little break- 
throughs even week." Walden say s. 

"Some of the discoveries were origi- 
nally methods and approaches we had 
devised for other situations. That's one 
of the big advantages of having a track 
record on IBOC research." Another 
advantage. he believes. is having a 

team that is sped ficall attuned to con- 
ducting product-development projects. 

Incorporated into the current IBOC 
system will he the potential for LCD - 
type displays on new receivers for a 

variety of possible data -weather fore- 
casts. sports scores. product informa- 
tion (ideally popping up on the LCD as 

a specific advertising spot is being 
'o, aired) and other enhancements for 

the consumer. Off-air "data broadcast - 
ing'' to niche customers also remains a 

future possibility and another potential 
source of station revenue. 

Any new digital standard will have 
to he teamed with the current analog 
standard as part of a still -undetermined 
transition period. "This is a complicat- 
ed problem to solve," says NAB's 
Marino. "and a lot of compromise is in- 

volved to keep the current analog sys- 
tem viable while adding digital and 
creating a receiver that will allow 
both.'' Lucent's Pai also maintains that 
getting both analog and digital on new 
receivers is "a business issue. It's the 
chicken -or -egg thing. Manufacturers 
have to knout that consumers can actu- 
ally pick up digital signals helòre they 
can proceed to build and sell the new 
receivers..' 

Once a new IBOC system goes for- 
ward into the marketplace. the auto 
industry may need four to five years to 
intrtxluce DAB into new car models. Pai 
points out, however. that nonvehicular 
receivers -as well as aliermarket car 
radios- -could he on store shelves with- 
in a couple of years after final approval. 

And when DAB eventually reaches 
the American consumer, what will 
IBOC digital really sound like'! West- 
inghouses Jury says the FM signal will 
take on "near -CD quality.- while digi- 
tal AM will sound "closer' to today's 
analog FM. 

Pai stresses that although not all ter- 
restrial radio stations will be a b le t o 

convert to digital at the sane time. 
eventual conversion will he inevit- 
able- "digital itself is inevitable. You 
see that in every aspect of life. and radio 
is no exception." A transition period. no 
doubt, will span several years. perhaps 
similar to the conversion timetable 
mandated for digital television. 

"The world is going digital." Pai 
says. "There is no going hack." 
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THIS WEEK 
Oct. 27 -Women in Cable & Telecommunica- 
tions 13th annual gala. honoring John Hendricks. 
Sheraton Washington. Washington. Contact: 
(703) 821 -2030. 
Oct. 27.28- "Telecommunications Law and 
Regulations Fundamentals." course presented by 
Government Institutes. Washington National Air- 
port Hilton. Arlington. Va. Contact: Jesus Ferro. 
(301) 921 -2345. 
Oct. 27 -Nov. 7 -The Museum of Television & 
Radio Third Annual Radio Festival. MT &R. New 
York City. Contact: Chris Catanese. (212) 621- 
6735. 
Oct. 28 -11th annual DTV Update. presented by 
Association for Maximum Service Television 
(MSTV). ANA Hotel. Washington. Contact: (202) 
861 -0344. 
Oct. 29 -12th annual John Bayliss Media Roast 
honoring Scott Ginsburg. presented by The John 
Bayliss Broadcast Foundation. Waldorf- Astoria 
Hotel. New York City. Contact: Kit Hunter Franke. 
(408) 624-1536. 
Oct. 29 -11th annual Achievement in Media 
Awards recognizing excellence in Washington - 
area radio. presented by The March of Dimes. 
Renaissance Mayflower Hotel. Washington. Con- 
tact: Cynthia Byers. (703) 824 -0111. 
Oct. 29.30- "Regulation of Wireless Communi- 
cations Systems." course presented by Govern- 
ment Institutes. Washington National Airport 
Hilton. Arlington. Va. Contact: Jesus Ferro. (301) 
921 -2345. 
Oct. 29.31 -Texas Association of Broadcast - 
ers/Society of Broadcast Engineers 44th annual 
convention and trade show. Camino Real Hotel. 
El Paso. Contact: (512) 322 -9944. 
Oct. 30- Presentation of the Peter Hackes 
Memorial Award from the Washington. D.C.. 
chapter of Radio-Television News Directors Asso- 
ciation to Bob Ryan. George Washington Univer- 
sity Club. Washington. Contact: Walter Gold. 
(301) 881 -8810. 
Oct. 30 -Nov. 2 -First annual International 
Teleproduction Society financial institute for exec- 
utives and operational managers. Sheraton Cres- 
cent Hotel. Phoenix. Contact: (703) 641 -8776. 
Nov. 2- 4-North Carolina Association of Broad- 
casters 50th anniversary annual convention. North 
Raleigh Hilton. Raleigh. N.C. Contact: (919) 821- 
7300. 
N ov. 2.5- National Educational Telecommunica- 
tions Association' 97 conference. Austin Marriott 
at the Capitol. Austin. Tex. Contact: Norma Gay. 
(803) 799 -5517. 

NOVEMBER 
Nov. 4-5- "Broadband Insights '97." nontechnical 
cable technology advancement seminar presented 
by Society of Cable Telecommunications Engi- 
neers and NextLevel Broadband Network 
Group. Tampa Convention Center. Tampa. Fla. 
Contact: Howard Whitman. (610) 363 -6888. 
Nov. 4-7 -Asia CommuniTech '97. telecommu- 
nications. mobile communications and wireless 
technology show and conference. Hong Kong 
Convention & Exhibition Center. Hong Kong. Con- 
tact: Virginia Jensen. (210) 652 -7070. 
Nov. 5--"The Business of Advertising." luncheon 
presented by the New York chapter of American 
Women in Radio & Television. The Yale Club. 
New York City. Contact: (212) 481 -3038. 
Nov. 5-7-Strategic Research Institute third 
annual forum on competition in local cable and 
telco markets. Georgetown University Conference 
Center and Guest House, Washington. Contact: 
(800) 599-4950. 
N ov. 9.11- Community Broadcasters Associa- 
tion annual convention and LPTV trade show. 
Excalibur Hotel, Las Vegas. Contact: Mike Sulli- 
van. (320) 656-5942. 
N ov. 10- Ba000cAsrwo & CABLE 1997 Hall of Fame 
Dinner. Marriott Marquis Hotel. New York City. Con- 

tact: Circle Special Events, (212) 213 -5266. 
Nov. 12- International Radio & Television Soci- 
ety Foundation newsmaker luncheon featuring 
Michael Bloomberg. Waldorf- Astoria. New York 
City. Contact: Marilyn Ellis, (212) 867 -6650. 
N ov. 12- 16- National Association of Farm 
Broadcasters 53rd annual convention. Westin 
Hotel, Kansas City. Mo. Contact: Deanne 
Gearhart. (612) 224 -0508. 
N ov. 14- Non -televised CableACE Awards, pre- 
sented by the National Cable Television Associa- 
tion. Wilshire Ebell Theatre. Los Angeles. Con- 
tact: (202) 775 -3611. 
Nov. 15 -19th annual CableACE Awards tele- 
cast and gala. presented by the National Cable 
Television Association. Wiltern Theatre. Los 
Angeles. Contact: (202) 775 -3611. 
Nov. 19- Federal Communications Bar Associa- 
tion luncheon featuring America Online Chairman 
Steve Case. Capital Hilton Hotel. Washington. 
Contact: Paula Friedman. (202) 736 -8640. 
N ov. 19-20--Consumer Demand: The Battle 
for the Entertainment Dollar." presented by The 
Yankee Group. Radisson Miyako Hotel. San Fran- 
cisco. Contact: (617) 956 -5000. 
N ov. 20- Federal Communications Bar Associa- 
tion 8th Annual Charity Auction to benefit the D.C. 
Children's Advocacy Center. Grand Hyatt Hotel, 
Washington. Contact: Paula Friedman. (202) 736- 
8640. 
N ov. 21.24- Society of Motion Picture and Tele- 
vision Engineers 139th technical conference. Mar- 
riott Marquis Hotel. New York City. Contact: (914) 
761 -1100. 
Nov. 24-3rd Worldwide Television Summit 
Conference. presented by the International Coun- 
cil of the National Academy of Television Arts and 
Sciences and Variety. New York Hilton. New York 
City. Contact: Linda Alexander. (212) 489 -6969. 
Nov. 24 -25th annual International Emmy 
Awards Gala. presented by the International 
Council of the National Academy of Television 
Arts and Sciences. New York Hilton, New York 
City. Contact: Linda Alexander. (212) 489 -6969. 

DECEMBER 
Doc. 3- S-NIMA International Asian Conference. 
Four Seasons Hotel. Tokyo. Contact: Jennifer 
Harding. (202) 289 -6462. 
Doc. 4.6 --MIP Asia '97. international film and 
program market for TV, video. cable and satellite. 
presented by the Reed Midem Organization. Hong 
Kong Convention and Exhibition Center. Hong 
Kong. Contact: Steve Orlick. (203) 840 -5402. 
Dec. 5 -7- Association for Education in Journal- 
ism & Mass Communication Association of 
Schools of Journalism & Mass Communication 
winter meeting. Hyatt Regency. New Orleans. 
Contact: (803) 777 -2005. 
Dec. 8-9-"High Definition & Digital Television." 
conference presented by IBC USA Conferences 
Inc. Caesars Palace. Las Vegas. Contact: (702) 
731 -7110. 
Dec. 9- "DBS 98: Executive Briefing: seminar 
sponsored by DBS Digest. Hyatt Regency/Alicante 
Hotel. Anaheim. Calif. Contact: (719) 545 -1210. 
Dec. 9-12-The Western Show. presented by 
California Cable Television Association. Anaheim 
Convention Center. Anaheim, Calif. Contact: 
(510) 428-2225. 
Dec. 11- Federal Communications Bar Associa- 
tion 11th annual FCC Chairman's Dinner. Grand 
Hyatt Hotel. Washington. Contact: Paula Fried- 
man. (202) 736-8640. 
Dec. 11- Hollywood Radio and Television Soci- 
ety Holiday Party Benefit. Beverly Hilton Hotel. 
Beverly Hills. Calif. Contact: Neith Stickells. (818) 
789 -1182. 
Dec. 11-12-15th annual Telecommunications 
Policy and Regulation Conference. sponsored by 
the Federal Communications Bar Association and 
the Practising Law Institute. Grand Hyatt Hotel. 
Washington. Contact: Paula Friedman. (202) 736- 
8640. 

Dec. 11.12- "Using Customer Opinions to Drive 
Corporate Profitability." conference presented by 
the Strategic Research Institute. Crowne Plaza 
New Orleans. New Orleans. Contact: Janet Wig - 
field. (800) 599 -4950. 
Dec. 16- Nashville Achievement in Radio 
Awards recognizing excellence in Nashville -area 
radio. presented by The March of Dimes. Nash- 
ville. Contact: Brendan Hurley. (914) 997 -4588. 
Dec. 17- International Radio & Television Soci- 
ety Foundation Christmas benefit. Waldorf -Asto- 
ria. New York City. Contact: Marilyn Ellis. (212) 
867 -6650. 

JANUARY 1998 
Jan. 8- 11- International CES: The Source for 
Consumer Technologies. consumer electronics 
exposition presented by the Consumer Electronics 
Manufacturing Association. LVCC. Sands. Hilton 
and Alexis Park. Las Vegas. Contact: (7031907- 
7674 
Jan. 11 -The Caucus for Producers. Writers & 
Directors 15th annual awards dinner. Regent Bev- 
erly Wilshire Hotel. Beverly Hills. Contact: David 
Levy. (818) 843 -7572. 
Jan. 1 S- International Radio & Television Soci- 
ety Foundation newsmaker luncheon. Waldorf- 
Astoria. New York City. Contact: Marilyn Ellis. 
(212) 867 -6650. 
Jan. 16 -40th New York Festivals International 
TV Programming & Promotion Awards and Inter- 
national Non -Broadcast Awards gala. Marriott 
Marquis. New York City. Contact: (914) 238 -4481. 
Jan. 19-22- National Association of Television 
Programming Executives 34th annual program 
conference and exhibition. Ernest Morial Conven- 
tion Center. New Orleans. Contact: (310) 453- 
4440. 
Jan. 19.22 -25th annual Association of Local 
Television Stations convention. Ernest Morial 
Convention Center. New Orleans. Contact: 
Angela Giroux. (202) 887-1970. 
Jan. 23 -40th New York Festivals International 
TV & Cinema Advertising Awards gala. Marriott 
Marquis. New York City. Contact: (914) 238 -4481. 
Jan. 28.30- Society of Cable Telecommunica- 
tions Engineers annual convention. San Antonio. 
Tex. Contact: (610) 363 -6888. 
Jan. 29 -New York Achievement in Radio 
Awards recognizing excellence in New York -area 
radio. presented by The March of Dimes. The Sup- 
per Club. New York City. Contact: Brendan Hur- 
ley. (914) 997 -4588. 
Jan. 29-31-Eckstein, Summers & Company 
annual conference on new business development 
for the television industry. Don CeSar Beach 
Resort. St. Pete Beach. Fla. Contact: Roland Eck- 
stein. (732) 530 -1996. 
Jan. 31 -Feb. 3 -55th annual National Religious 
Broadcasters convention and exposition. Sheraton 
Washington, Washington. Contact: (703) 330 -7000. 

FEBRUARY 1998 
Feb. 3.4 -"The Five Burning Questions." DBS 
conference presented by The Carmel Group. 
Sheraton Gateway Hotel. Los Angeles. Contact: 
Françoise McAvinchey. (408) 626 -6222. 
Feb. 3-4-Arizona Cable Telecommunications 
Association annual meeting. Airport Hilton Hotel. 
Phoenix. Contact: (602) 955 -4122. 

APRIL 1998 
April 8.9- National Association of Broadcasters 
annual convention. Las Vegas Convention Center. 
Las Vegas. Contact: (202) 429 -5300. 

MAY 1998 
May 17.20 -38th annual Broadcast Cable 
Financial Management Association conference. 
Hyatt Regency Hotel. New Orleans. Contact: Mary 
Teister. (847) 296 -0200. 
Major Meeting dates In red 

-Compiled by Kenneth Ray 
(ken.ray@b&c.cahners.coml 
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Attack of the killer specials 
Here was the pitch: a Fox special on 
the Ilorld's Most Entbarraviii 
/ /trmr -t 'p Moments. complete \ ills 

footage-live Or re- created -of a typical 
vomiting American. 

OK. so it \vasn't the hest idea Mike Dar- 
nell has heard during his tenure :IS senior 
vice president. specials and alternative pro - 
gramming. at Fox. 

But it represented a milestone. nonethe- 
less: pitches Itredg) specials- fascinating 
or .just plain out -of- the -question -were 
starting to come Out of the walls. Holly- 
wood was starting to understand \\ hat the 
house Of Darnell -Iunne of the controver- 
sial II hen Animals Attack franchise -was 
trying to accomplish fur Fox. 

'.The history of this company is do 
things that are a little edgy and a little 
bawdy at first. like .1/aried...tt it/t Chil- 
dren and //u Simp\uf\ ° Darnell says. 
"All have had Some contr°vers\ surround- 
ing them. but they have become accepted. 

"What's been happening is that \ere 
'the specials division' becoming more and 
more a part Of cult pop culture. Jay Len° 
and Scinfeld parodied us." 

Darnell has ale, a) , found something 
special about -1V. As a \otth in Philadel- 
phia. he studied the Nielsen ratings and 
made predictions on hits or misses by 
using 71 Guide's fall preview issue. 

Performing also was in Darnell's blood. 
While attending school. Darnell \\ as find- 
ing regular gigs on such shows as It ( /come 
Baca KOttcr. lames at /6. Kaiak..San/i,rd 
and Son and Kum. % Fondant. 

By 20. however. Darnell knee, acting 
would not he his future: "At an audition. I 

met another actor in his mid-40s. I asked him 
what he did when he vyasn'i acting and he 
said. 'I'm a waiter.' I then save myself in 2(1 

years and it scared the crap out of me. At that 
moment 1 starred to lake college seriousl\... 

While studs ing communications at Cali- 
fornia State I 'Ili \ el-sit \. Darnell nabbed an 
internship at kl I \ . the 140\ affiliate ill Los 
Angeles. Darnell saw the value in working 
tree at the station and learning about the 
business and production. Within a few 
years. he had landed a job as a field and 
news producer. 

That's when he discovered what TV 
"specials" really mean. To help promote 
Ku-v.'s syndicated strip Berer /v Hillbillies. 
Darnell produced a parody that alleged 
Aaron Spelling "stole- the idea for 13rrerlr 

"i'%that s been 
happening is that 
h'e're becoming 
more and more a 
part of cult pop 
culture. Jay Lena 
(111(1 Seinfeld 
parodied us." 

Michael 
Harris Darnell 
Senior vice president, spec als 
and alternative programming, 
Fox Broadcasting Co., Los 

Angeles; b. May 18, 1962, 
Philadelphia; BS, speech com- 
munications, California State 
University, Northridge, Ca., 
1986; television actor, Los 
Angeles, 1972 -84; news intern, 
Icrrv, Los Angeles, 1986 -87; 
Production assistant, news, 
nrrv, 1987 -88; Field and n =ws 

producer, nrrv, 1988 -91; Exec- 

utive producer of specials, Fox 

owned -and -operated stations, 
1992 -94, Los Angeles; dirctor 
of specials, Fox, 1994 -96, Los 

Angeles; vice president of 
specials, Fox, 1996 -97, Los 

Angeles; current position since 
April; in. Carolyn ()hernial , June 
18, 1994 

Hills. 90210 from the Buddy Ebsen series. 
Such projects got Darnell noticed by the 

Fox Television Stations. which recruited 
him to du specials for its O &O group. He 
produced his share of parades and pre - 
Emmy shoves. but Darnell had the best 
time creating specials like the one that fol- 
lowed the casts of Martin. Rae and Mar - 
ried...tt ith Children-all Fox shows - 
around fur one day. 

"There seemed to he room to try new 
things so )On can pop a number real quick 
rather than having to create a series that 
can take months to get some word of 
mouth." Darnell said. "With a special. you 
can attract viewers right away.- 

Darnell was ultimately hired by the Fox 
network. which didn't have traditional 
pageants or many awards shows to boost 
viewership. He needed a breakthrough idea. 

Footage of an alleged alien autopsy was 
the way to go. "It was risky for every - 
body." Darnell says. "It was new and dif- 
ferent. Is it real or not real'? That's 110e we 
approached it. We went to experts and it 
was very credible.- Alien Autopsy: utop.cy: Fact or 
Fictinn' first aired in August 1995. 

When Animals Attack ttuc k came next -a plan 
to capitalize On the success of some Nation- 
al Geographic specials that feature animals 
at their most dangerous. "People like it 
when nature is at its scariest:' Darnell says. 

The special. which first aired April 28. 
1996. was a success on several fronts. The 
show not only performed better when it re- 
peated a week later -a first in the history of 
specials at the network -hut it has spawned 
four more specials of the same name. 

Still. Darnell doesn't want his department 
to he known as simply the birthplace of 
II two .lnintalc Attack. "We did 53 specials 
last \ ear and only 2(1 of them had edgy mate- 
rial.- he says. "We did the It fold's Most 
lncredihle Animal Rescues. These were 
adorable. s\yeet. with emotion. All we're try- 
ing to do is touch an emotion. whether it's 
fear or a reaction like 'Oh niy God. ''' 

Darnell. who \\ ill roll out such November 
sweeps specials as 1 idcu.lustice II: ('rinses 
CauLlu On Tapr. and C'llecnin /)earl': Cat- 
astrophes Comdu on Tape. sa\ s it's impor- 
tant Ion hint not to take his job so seriously. 
You have to maintain a sense of humor. 

"You need to have a good instinct for 
what \\ orks on TV." Darnell says. I enjoy- 
it all. Maybe it won't win the Emmmy. but 
it's still enjoyable." -Lynette Rice 
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BROADCAST TV 

Chase 

Joan Chase, 
COO/CFO. Cot- 
tonwood Commu- 
nications. joins 
G(tcom Com u- 
nications LLC as 

VP /GM. hyuilTV) 
v1idland /Odessa. 
Tex. 

Joe Coscia, news 
d i err t (r. 
\\ I.\I (TV) New 

Bedford. Mass.. joins \\ R(u1TV) Sche- 
nectad . \.Y.. in sanie capacity. 

Susana Schuler, ne\\ s director. 
\\ r\yI I\ I Terre Haute. Ind. (Nexstar 
ABC affiliate). assumes additional 
responsibilities as corporate news 
director. Nexstar Broadcasting Group. 

Appointments at KFO.x- I y El Paso: 
David Bennallack, managing editor. wsR- 
i \ Atlanta. joins as new s director: Kristi 
Carson, chief meteorologist. haw \ -TV 

Che erne. Wyo.. joins as nneteomlo- 
gist: Tyler Sieswerda, weekday anchor. 
Kiel (T\) Grand Junction. ('olo.. joins 
in same rapacity: Noreen Jaramillo, 
weekend anchor. I:\ L\ -1 y El Paso. joins 
as anchor: Joe Mazur joins as sports 
director. 

Michelle Kaiser, assistant direetur /cont- 
i nercial production associate. w KRW -Ty 
Buffalo. N.Y.. named producer /direc- 
tor. 

Don Boswell, executive VP /COO. KER.A- 

Iy /I:u1\t I\ t Dallas /Fort Worth/Den- 
tun. Te\.. joins Western New York 
Public Broadcasting. Buffalo. N.Y.. as 

president /CEO. 

Kerry Connolly, weekend morning 
anchor /reporter. witlin- I y Fort Myers. 
Fla., joins wrstt(rvj Hartford. Conn.. as 

weekend morning anchor/health heat 
reporter. 

Appointments at WIt7 -Ty Boston: 
Howard Zeiden, director, sales and mar - 
keting. \\(i x -Tv Orlando. Fla.. joins as 

director. sales: Pam Bergeron, director. 
sales. named director, client marketing. 

John Kenealy, national /regional sales 
1i u -Tv Baltimore. joins 

\\ v i . Ili re as local sales manager. 

John Satterfield, local sales manager. 
ss rsa11\ I Philadelphia. named general 
sales manager. 

Jennifer Bucheit, producer. (m -air promo- 
tions. \\ KR( -I\ Cincinnati. named 
director. 

Ted Textor, meteorologist. CNN. 
Atlanta. joins I: l \vl ry I Las Vegas as 

chief meteorologist. 

John Sadler, manager. news sales. Cen- 
tral and w extern divisions. ABC Tele- 
vision Network Group. named VP. net- 
work sales. Western division. Los 
Angeles. 

Byrnes 

Mrcki Byrnes, cor- 
porate marketing 
director. WCPx -TV 

Orlando. Fla., 
joins WK1V -TV 

Cleveland as 

director, market- 
ing and promo- 

Jesus Bullies, 
niclil.iJ ;Issign- 
melll i\Illur. 

wsy\(TV) Miami, joins "i I ¡R-IV there 
as news assignment manager. 

Brad Dancer, research director. 
wt Ft.( l\) /wRDC1 ix I Raleigh/Durham. 
N.C'.. joins \s.11( ry l Washington as 
director. research. 

11m Scanlan, coordinating producer. 
Major League Baseball. ESPN, Bristol. 
Conn.. joins \\ (A-1 y Chicago as direc- 
tor. production. 

PROGRAMMING 

Anderson 

James Anderson, 
VP. public rela- 
tions. Carsev- 
Wemer Co.. Site 
dio City. Calif.. 
named senior VP. 
publicity and pub- 
lic relations. 

Appointments at 
Buena Vista 
Home Entertain- 
ment. Burbank. 

Calif.: Greg Probed, senior VP /manag- 
ing director. Asia. named executive 
VP. Buena Vista Home Entertainment 
Worldwide. Burbank: Robyn Miller, 
senior VP. international, named senior 
VP. worldwide marketing. 

Ken Werner, senior VP. strategic plan- 
ning and business development. CBS 
Inc.. joins Warner Bros.. Burbank. 
Calif.. as executive VP. network distri- 
bution. 

Faris 

Bill Faris, VP. 
operations. 
Innervision Stu- 
dios. St. Louis. 
named president. 

Ronald Garfield, 
senior VI'. net- 
work distribution. 
Fox Broadcasting 
Co.. Los Angeles. 
assumes addition- 
al responsibilities 

for national affiliate relations and net- 
work distribution. 

Victoria Quoss, senior VP. network dis- 
tribution. Fox Broadcasting C'o.. named 
senior VP. program planning and affili- 
ate relations. Fox Sports. 

RADIO 
Dave Martin, founder /president. The 
Radio Consultants. joins ('BS Radio 
as (i\1. Ko \It l \I t. KkR\ t F\I) and 
KII\ \I.\\!) Dallas /Fort Worth. 

Andy Graham, president /GM. 
WT( )1j.\\i I /wKDINI -\I) Akron. Ohio. 
joins Kiss( \\u /last ti- \I) /KRKQ(Fy1) Des 
Moines. Iowa. in sanie capacity: John 
Shea, sales manager. \\ xxk -F\t Harris - 
burg. Pa.. joins WI( 1 t \\II /wKDD(F\II 
Akron as VP /GM. 

Talisman 

Beth Talisman, 
senior manager. 
new business 
development. 
Public Radio 
line mat ional. 
named senior pro - 
grant marketing 
manager. 

James Loftus, GM 
()I' Shamrock 
Communications' 

wen.(n\n Scranton. wnvx(:\\I)Wilkes- 
Barre. \\I./xi i \i I Scranton and 
\yQF\n( i -st I .Nanticoke. all Pa.. named 
VP. East Coast radio operations. 
responsible fur Shamrock's six East 
Coast stations. 

Appointments at SS'S sixty sit Baltimore: 
Maria Dennis, midda personal it/assis- 
tant music director. W\111(F \I I 

Portsmouth. N.H.. joins as host. mid - 
da program: Tamara Nelson, midday 
host. muted ne\\ s host.. Info & Kenny 
show: Carolyn Powell, utility announcer. 
WI' ((I \I I Baltimore. joins as weekend 
personalit\. 
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Paul Miraldi, director. marketing and 
promotion. wc'RS -rxI New York. joins 
w'Axd(FM) New York as director. mar- 
keting. 

Jeff Howard, VP /sales manager. Eastman 
Radio. New York. named VP /Northeast 
regional manager. 

Appointments at wxyc'- \\l -r\I New 
York: David Mehr, development director. 
Minnesota Public Radio, joins as man- 
ager. corporate underwriting: Virginia 
Gold joins as director. public relations. 

Don Kidwell, CEO /COO. Champion 
Broadcasting. joins Connoisseur Com- 
munications. Westport. Conn.. as VP. 

Eric Neumann, senior VP, finance. Chan- 
cellor Broadcasting Co.. joins Capstar 
Broadcasting Partners. Austin. Tex.. as 

senior VP. 

CABLE 
Susan Lisovicz, cor- 
respondent/ 
anchor. CNBC. 
joins CNN Finan- 
cial News. New 
York. in sanie 
capacity. 

Appointments at 

Lifetime Televi- 
sion's advertising 
sales division. 
New York: Katy 

Cross, VP. Central region advertising 
sales. USA Networks. joins as VP. 
Midwest region. Chicago: Dan Thomas, 
VP. New York sales. named VI'. sales 
development: John Matluck, VI'. Eastern 
region. adds New SOH. and Detroit to 
his responsibilities: Michael Tedone, 
account executive. national sales. 
named VP. Eastern region. 

Bruce Friend, VP. research and planning. 
Nickelodeon and Nick at Nite. New 
York. named VP. worldwide research 
and planning. 

MN Lee, senior VP. sales and business 
development. MGM Telecommunica- 
tions Group. joins USA Networks 
International. Los Angeles. as VP. 
Asia. 

1ppOintmcnts at SportsChannel Ohio: 
Tom Fanner, senior pnxlucer /director. 
named executive producer: Glenn Meyer, 
programming manager. named director. 
programming and operations. 

Lee Lazerson, local sales manager. h) i - 

nV Albuquerque. NA.. joins Sunshine 
Network. Orlando. Fla., as national 
sales manager. 

Lisovicz 

Vickie Shipp, national sales manager, 
Home & Garden Television. Knoxville. 
Tenn., joins the Detroit office as 

regional VP. 

Andrew Rosengard, 
senior \ 
troller. ('ablevi- 
sion Systems 
Corp.. Woodbury. 
N.Y.. named 
executive VP. 
financial plan - 
ning. and con- 
troller. 

Rosengard Beverly Jean 

O'Brien, develop- 
ment director and executive director of 
Leaders. University of Missouri. joins 
The National Cable Tcle+ision Center 
and Museum. Denver, as VP. institu- 
tional development. 

ADVERTISING/MARKETING 
PUBLIC RELATIONS 

Paige Parsons, 
publicity and 
production con- 
sultant. joins 
Ashur\ Commu- 
nications. !lolly- 
wood. as direc- 
tor, live enter- 
tainment and 
special projects. 

William Common, 
VI'. business 

development. Marketing Corporation 
of America. Westport. Conn.. join, 
141 t S.\ tuihsidi:ur+ of Banes World- 

Parsons 

Changes on 
The Weather Channe 
Latin America, Miami 

Ve4azquez Escalona 

Alma Velazquez, marketing commu- 
nications consultant, joins as pub- 
lic relations manager; Alberto 
Esealona, VP, administration and 
finance, GEMS International Tele- 
vision, joins as controller and 
head, business affairs. 

wide). New York. as senior VP. busi- 
ness development. the Americas: Peri- 
anne Grignon, media director. market- 
ing communications. AT &T. Basking 
Ridge. N.J.. joins Bates North Ameri- 
ca. New York. as executive VP /direc- 
tor. media and new technologies. 

DEATHS 

Nancy Dickerson, 70. radio and televi- 
sion correspondent. died Oct. 18 of 
complications of a stroke in New 
York. Dickerson's passion was to 
cover politics and world affairs. fields 
that were then dominated by men. She 
got her chance in 1954. when CBS 
News. Washington. hired her to pro- 
duce The Leading (lar'linn radio 
show. She also was an associate pro- 
ducer of Merl the Pre., \ and in 196( 
became CBS's first female correspon- 
dent. From 1963 to 1970 Dickerson 
reported l'or NBC News. In 1971 she 
branched out as an independent broad- 
caster and producer airing /,,side 
R il.chiuelrm. a daily news program On 

network television. and producing 
documentaries. During the '80s she 
was a commentator on Fox TV News. 
Last +ear she anchored PBS's cover- 
age of the presidential elections. Dick- 
erson is survived by her husband. John 
Whitehead: five children: a sister. and 
I I grandchildren. 

Hy Averback, 76. producer /director. 
died Oct. I4 following heart surgery. 
He produced and directed such shows 
as Meet C'or/i.cs Archer. The Gertrude 
Berg .Shone. The ))irk PonY'll Show. 
The Flying Nun. McCloud, M °'A"S 11 
and I' Troop. Averback had also 
worked as an announcer for Bob 
Hope and Jack Paar at NBC Radio 
during the '50s. More recently . he 
helped to launch The Lore Boar and 
appeared in the documentary' Jack 
Paar: ;ts / Was Saving. 

Audra Lindley, 79. actress. died in Los 
Angeles Oct. 16 of leukemia. Best 
known for her role as Helen Roper in 
the 'Ills sitcom Three's C'anrpan . 

Lindley and Nonnan Fell (who played 
her husband. Stanley) also starred in the 
spin -off comedy The Ropers. Recently. 
she had a recurring role in ()bill and 
appeared in /Friends.. In the early '70s 
she had roles in several soap operas and 
acted in CBS's Bridget Loves Bernie. 
She is survived by three children. 

-Compiled by Denise Smith 
e -mail: d.smith @b &c.cahners.com 
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FCC Chief of Staff Blair 
Levin is calling it quits 
Oct. 30. Levin has served 
in the position under FCC 
Chairman Reed Hundt 
since December 1993, 
making him the longest -run- 
ning chief of staff in FCC 
history. Last week Levin 
said he plans to pursue a 
number of private- sector 
opportunities. One of them 
is a part-time position with 
KnowledgeBase Marketing, 
a North Carolinabased 
consulting and marketing 
company. Levin also is writ- 
ing a fictional account of his 
Washington life, entitled 
"Eight Million Ways to Die in 
D.C." Of Levin's tenure at 
the commission, Hundt 
said: "Countless times in 
the past four years I asked 
Blair to make the impossi- 
ble inevitable. He never 
failed." 

The trial of former NBC 
sportscaster Mary 
Albert ended last week, 
with Albert receiving 
the proverbial slap on 
the wrist, according to 
the AP. Albert will not 
serve any time in jail, and 
the charges against him will 
be dropped as long as he 
stays out of trouble for one 
year, State Judge Benjamin 
N.A. Kendrick said Friday in 
a sentencing hearing. Albert 
pleaded guilty to charges of 
assault and battery last 
month after two days of 
embarrassing testimony 
that painted him as a man 
who pursued such uncon- 
ventional sexual practices 
as transvestism and 
sadism. The complainant, 
Vanessa Perhach, accused 
Albert of sexual assault in 
February after appearing in 

a Northern Virginia emer- 
gency room to be treated 
for bite marks on her back 
and shoulders. Albert told 
Kendrick: "I've known Ms. 
Perhach for 10 years. 
We've had this relationship. 
As I said a moment ago, I'm 

aiD 
sorry if she felt she was 
harmed. 

Twentieth Television's 
weekly syndicated 
series Student Bodies is 
showing signs of 
improvement after three 
weeks. The show's ratings 
have jumped 25% since its 
debut in late September. 
The latest Nielsen Media 
Research numbers give the 
show a 1.5 household rat- 
ing. Twentieth officials also 
say the show's teen demo 
ratings have risen 23% 
since its premiere. 

The cast and crew of Step 
by Step got a nice surprise 
last Thursday night while 
celebrating their 150th 
episode. CBS has agreed 
to pick up the Warner 
Bros. sitcom -which 
debuted on ABC before it 

moved to CBS network this 
year -for a full season. 
CBS also ordered two 
additional episodes of 
Everybody Loves Ray- 
mond, bringing its total 
order for the sophomore 
show to 24. 

The FCC has been keep- 
ing up its effort to crack 
down on pirate radio 
stations during the past 
few weeks. Late last month 
agents from the commis- 
sion's San Francisco office 
seized gear being used by 
an unlicensed radio opera- 
tor in Sacramento, Calif. 
The action followed a legal 
victory for the FCC. 
Reviewing a commission 
decision to shut down an 
unlicensed operator in Lutz, 
Fla., a Florida judge upheld 
the government's decision 
to seize the unlicensed 
broadcaster's equipment. 
And the commission Friday 
shut down two South Flori- 
da stations "that were inter- 
fering with safe air traffic 
control communications at 
Miami International Airport 
and West Palm Beach 
International Airport." 

according to the commis- 
sion. 

Time Warner has asked 
the FCC to reconsider a 
Sept. 30 decision not to 
let the company perma- 
nently own a cable sys- 
tem and a TV station in 
Atlanta. The commission 
had given the company 12 
months to spin off either the 
cable system or wres(rv) 
Atlanta as part of its 
approval of the Time Warn - 
er/Turner merger. Time 
Warner in April asked the 
FCC to extend the waiver 
permanently or until the 
FCC completed a review of 
the TV station /cable 
crossownership restriction. 
The company cited the 
1996 Telecommunications 
Act, which lifted the statuto- 
ry prohibition against com- 
mon ownership of local TV 
stations and cable systems. 
"TWI should at least receive 
an extension of its existing 
waiver until the commission 
completes its upcoming, 
statutorily mandated 
review," the company told 
regulators. 

FCC Commissioner 
Susan Ness says the 
FCC should not impose 
traditional telcom regu- 
lation on the Internet 
for now. It would be easi- 
er to lasso Jell -O than to 
successfully apply tradition- 
al regulatory structures to 
the Internet," she said in a 
speech to the Wall Street 
Journal Technology Summit 
in New York this month. 
Ness also said that the gov- 
ernment eventually might 
want to examine whether 
Internet access is essential 
enough to everyday life to 
be included within the defin- 
ition of universal telecom- 
munication service. "But in 
my view, we should not 
take those steps today," 
Ness said. 

The NAB spent some 
time at its executive 

committee meeting 
gearing up for next 
year's big fight -the 
rewriting of the Satel- 
lite Home Viewer Act, 
which could include such 
contentious issues as copy- 
right fees and satellite 
retransmission of local 
broadcast signals into local 
markets. One industry 
source called those issues 
next year's equivalent of 
this year's grapple over dig- 
ital spectrum. Congress 
starts the long- expected 
satellite debate next week; 
it's expected to continue 
into the next congressional 
session. House Courts and 
Intellectual Property Sub- 
committee Chairman 
Howard Coble (R- N.C.), 
who is expected to offer 
legislation later based on a 
U.S. Copyright Office 
report, holds the first hear- 
ing this Thursday. A tenta- 
tive witness list for the first 
panel includes Bill Roberts 
and Mary Beth Peters from 
the U.S. Copyright Office, 
DIRECTV President Eddy 
Hartenstein, Satellite 
Broadcasting and Commu- 
nication Association Presi- 
dent Chuck Hewitt, Rik 
Hawkins of satellite distribu- 
tor Starpath, PBS represen- 
tative Tom Howe and Capi- 
tol Broadcasting President 
James Goodmon. The sec- 
ond panel likely will include 
Major League Baseball's 
Tom Alanson, NCTA Presi- 
dent Decker Anstrom, 
MPAA counsel Fritz Att- 
away and Network Affiliated 
Stations Association's 
Wade Hargrove (although 
Hargrové s attendance is in 

question, a House staffer 
said). Senate Judiciary 
Committee Chairman Orrin 
Hatch (R -Utah) has put off 
a scheduled hearing on 
compulsory licenses, prob- 
ably until next month, a 
spokesperson says. 

A final ruling is due 
today (Oct. 27) from the 
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Library of Congress on 
whether satellite com- 
pulsory license fees will 
increase to 27 cents per 
subscriber per month for 
retransmission of broadcast 
and superstation signals. 
Reps. Rick Boucher (D- 
Va.), Barney Frank (D- 
Mass.) and Asa Hutchinson 
(R -Ark.) earlier this week 
joined 51 other representa- 
tives in sending Librarian of 
Congress James Billington 
letters opposing the recom- 
mendation. If the Librarian 
approves the panel's rec- 
ommendations, the Satellite 
Broadcast Communications 
Association (SBCA) plans 
to file a petition about the 
decision with the copyright 
office and then appeal it in 
federal court. SBCA Presi- 
dent Chuck Hewitt says 
satellite broadcasters need 
help from Congress to 
rewrite the Satellite Home 
Viewer Act and revamp the 
process that determines 
copyright fees. 

House Telecommunica- 
tions Subcommittee 
Chairman Billy Tauzin 
(R -La.) is holding anoth- 
er hearing in an ongoing 
series on video compe- 
tition, focusing on the ris- 
ing cost of sports program- 
ming. Tenatively scheduled 
as witnesses on Thursday 
morning are EchoStar CEO 
Charlie Ergen, Comcast 
President Brian Roberts, 
DIRECTV's Larry Chapman, 
ESPN Executive VP Edwin 
Durso, the National Rural 
Telecommunications Coop- 
erative's Bob Phillips, the 
Small Cable Business 
Association's Matt Polka 
and an undetermined wit- 
ness from the NFL. One 
source says TCI President 

Leo Hindery, star of a 
recent Senate hearing on 
program access, also was 
asked to testify but refused. 
"Billy has expressed con- 
cern in the past that con- 
sumers may be forced to 
buy programming they 
don't want in order to get 
sports programming they 
do want," says Tauzin 
spokesman Ken Johnson. 
Tauzin's hearing will com- 
pete directly with one 
planned by the House Sub- 
committee on Courts and 
Intellectual Property on 
satellite and compulsory 
license fees. 

FCC Commissioner 
James Quello took more 
shots at FCC Chairman 
Reed Hundt's First 
Amendment record last 
week during a speech at 
Michigan State University: °I 

respect Chairman Hundt's 
drive, litigation expertise 
and [public relations] spins, 
but I strongly and respect- 
fully disagree with his subtle 
over -regulatory approach to 
First Amendment 'values. - 
Source Media Inc. is 
issuing $120 million of 
stock in two offerings 
to fund technology pur- 
chases and operations. 
Source, the parent compa- 
ny of the Interactive Chan- 
nel, will spend $35.6 million 
to buy the electronic pub- 
lishing assets of Brite Voice 
Systems and $9 million for 
those of Voice News Net- 
work, a unit of Tribune 
Media Services. It also will 
spend $24.5 million for gen- 
eral purposes, including its 
interactive TV business. 
The remaining $44.6 million 
is tagged to repay existing 
debt and fund an interest 
escrow account. 

Intel Corp. and @Home 
Network will jointly 
develop and deploy 
high -speed cable 
modems designed for 
easy "plug- and -play" 
installation. The two 
companies plan to have 
specifications ready in the 
first half of 1998, using 
the Universal Serial Bus 
and IEEE 1394 standards. 
The two also plan to col- 
laborate on Internet proto- 
col telephony, including 
voice, video, teleconfer- 
encing and video confer - 
encing. On the financial 
front, Intel will receive 
warrants from @Home 
enabling it to supplement 
its earlier investment in 
the multi -MSO Internet 
access service. 

MediaOne launched its 
MediaOne Express high- 
speed Internet service 
in the Los Angeles area 
last week. Customers of 
its Culver City, Calif., sys- 
tem are the first to have 
access, with MediaOne 
Express to be introduced in 
West Los Angeles, Mar 
Vista, Venice, Marina del 
Rey, Palms, Rancho Park 
and Cheviot Hills by year's 

end. The monthly fee for 
unlimited Internet access is 

$39.95 to cable subs and 
$49.95 for nonsubscribers. 
Customers also pay a one- 
time $99 modem and soft- 
ware installation charge. 
MediaOne serves some 
900,000 cable subs in the 
area and claims 10,000 
subs for MediaOne Express 
in systems around the 
country. 

The Sci -Fi Channel will 
do the first national 
simulcast of a drama on 
air and online as part of 
its annual Sci- Fi.Con con- 
vention next weekend. 
Leonard Nimoy and other 
members of the Alien Voic- 
es drama troupe will per- 
form a dramatization of 
H.G. Wells's "First Men in 
the Moon" at 8 p.m. on Nov. 
2. It will appear live on Sci- 
Fi and streamed on its 
Dominion Website 
(www.sci -fi.com). As part of 
the four -day bicoastal Sci -Fi 
confab, three live radio - 
style dramas will also be 
streamed online starting at 
8 p.m. on Oct. 31, including 
Wanted In Surgery, by Har- 
lan Ellison. 
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COMMITTED TO THE 

Keep your distance 

FIRST AMENDMENT AND THE FIFTH ESTATE 

There's too much Vice (as in president) and Gore (as in Al) 
in TV these days. 

It's at times like this that we wish John Dingell were a 

Republican. If the tough -minded Michigander were. he 
would he chairman of the House Commerce Committee 
(rather than its ranking Democrat) and he would be rais- 
ing hell about Vice President Gore's apparent intention to 
run the new FCC from the White House. When Dingell 
was chairman and Republicans ran the White House and 
the FCC. he would punish any FCC chairman for taking 
orders or even serious counsel from the White House. 
The thought of a Dingell oversight hearing alone was 
enough to make Fowler. Patrick and Sikes take care to 
cover any trails between 1919 M Street and 1600 Penn- 
sylvania Avenue. 

Gore's influence at the FCC is already well established. 
He hand- picked Reed Hundt, his old high school buddy. for 
the chairmanship four years ago and worked closely with 
him in developing policy and in trying to get it implement- 
ed. With Hundt on his way out and Bill Kennard on the 
way in. the Vice President looks determined to maintain his 
grip on the agency's policy -making. 

Gore's principal apparatus for doing so is the newly 
minted digital TV advisory committee. The so- called Gore 
commission is stacked to recommend free airtime for can- 
didates and the other programming goodies that Gore 
wants. After months of searching, the White House assem- 
bled a fine, politically correct group representing every vot- 
ing demographic. But it was unable to locate a single First 
Amendment expert likely to suggest that maybe. just 
maybe. the government's telling broadcasters what to air 
may be an abridgment of their free speech rights. 

It won't be easy for Kennard and the three other fresh- 
man commissioners to resist Gore or his shadow commis- 
sion. After all. Gore is arguably the most powerful Vice 
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President in history, and he has the extra juice that comes 
from his credible presidential aspirations. Nonetheless, in 
the absence of a Republican Dingell. we encourage the 
newcomers to keep their distance. The last we heard. Gore 
was to swear in the new commissioners. Bad idea. 

Reborn in the USA 
Barry Diller is back. Yes. we know. he was never really 
gone. In between Fox and USA there was Q2 and QVC and 
HSN and Savoy and Silver King and probably more that 
escapes memory. But those have all been bits and pieces - 
some fitting. some not -awaiting a critical mass. That 
came last week in the form of Diller's surprise deal to snap 
up Universal Television with its high -profile cable net- 
works and television programs (its Xena and Hercules first - 
run hours are among first -run's biggest hits). 

As programmer with portfolio -to the tune of $4 billion 
plus- Diller may be looking to become a cable network 
mogul (USA. Sci -Fi) or founder of yet another network (Citi- 
Vision) or. more likely. Ix)th. It says something about the 
strength of the cable brand that he chose USA for his umbrel- 
la company, and something about broadcasting that he seems 

to see its strength in a network /station format concept which 
seems to stress local identity as much as-or more than -a 
national conduit. This is starting to get interesting. 

And a little child 
shall lead them 
Nickelodeon held its "Big Help -a -thon" a week ago. More 
than 8 million callers pledged 85 million hours of commu- 
nity service in the cable channel's ongoing volunteerism 
effort -now in its fourth year -to help kids help others. 
Nickelodeon and kids have proved that little hands can 
make a big difference. We salute them both. 
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Broadcastng i 
presents 

& Cable 

Tite Seventh Annual hall of htrne 
Broadcasting & Cable 
welcomes thirteen media 

luminaries into its Hall 

of Fame in recognition of 

their substantial and lasting 

contributions to the medium. 

The Seventh Annual Hall 

of Fame inductions will 

be celebrated with a black -tie dinner 

on November 10, at the Marriott Marquis in 

New York City. A special souvenir program 

will be distributed at the event and will also be 

included in the November 10 issue of 

Broadcasting & Cable, reaching 38,000 

readers across the country. 

The Hall of Fame will also 

remember Brandon Tartiko , 

whose enthusiasm for 
television knew no bounds. 

A special tribute in his d° honor is planned. 

Take this opportunity to applaud these out- 

standing television and radio professionals with a 

message in this section. Call today to reserve 

your ad space. And, join us at the event! 

ISSUL DAM November 10 AD CLOSE: Oclobe.r 31 

For table reservations contact Circle Special Events. 
(212) 213 -5266 

404 Park Avenue South, New York, NY 10016 
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Puzzled over the 
purchase of a 

CJDS puts it all together. 
Buying a video server is just part of a bigger picture. 

And when selecting the right one for your 

facility, you know it has to work with 

everything from your master 

control automation on up to your 

traffic system. 

Well, there's one company known for 

that kind of total solution and that kind 

of integration. 

What you may not know is that 
we now sell video servers direct. 

Representing some of the finest server products on the market, Columbine JDS 

brings you all the pieces fully assembled: the right video server for your needs 

combined with CJDS software for seamless integration between traffic and master 

control. Not to mention the expertise to help you make the decisions that solve today's 

issues while laying the foundation to handle tomorrow's challenges. 

We'll show you all the options -including our Video Server Management and 

Clip Vault software that will save you money now and prevent hardware 

obsolescence in the future. 

Video Server M ment system (VSMS) offers true on -air 

spot playback from your video server. It can dub spots, create a backup breaktape, 

and play spots out to multiple regions -all at the same time. 

Clip Vault automates the management of video servers and digital tape archive 

systems, improving spot management and reducing station operating costs. 

So, if you're looking at Video Servers, 
CJDS has the whole bundle. Call us today. 
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