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Jack Kent Cooke Incorporated

has sold its cable assets in Texas, New Mexico
and Mississippi consisting of approximately
90,000 basic subscribers to:

TCA Cable TV, Inc.

The undersigned acted as financial advisor to
Jack Kent Cool:e Incorporated.

LAZARD FRERES & CoO.

October 2, 1989

“There's time to do everything but

THINK!”

How often have you said it as
deadline and management pressures mounted?

We will pay you to take some time off to THINK, in an environ-
ment of Nobel Prize winners, world-class scholars, and the top
professionals in public policy and journalism. Isn't it time to take
that midcareer break and recharge your brain?

The William Benton Fellowships in Broadcast Journalism at the
University of Chicago offer a 9-month academic program (with
stipends normally equivalent to full salary) for TV and radio re-
porters, news executives, producers, writers, editors, and videogra-
phers. The program is supported by Encyclopaedia Britannica, Inc.

The application deadline for the 1990-91 program is February 1,
1990.

For more information, write:
Peter M. Herford, Director, William Benton Fellowships, The Uni-
versity of Chicago, 5737 University Ave., Chicago, IL 60637.

William Benton Fellowships in Broadcast Journalism
The University of Chicago

Weeding Out the Farmers

read with great interest Richard
Katz’s article on WPTY’s efforts to
attract more agricultural accounts
[“The Farmer’s Market,” May].
However, at least one statement in
the article was not entirely correct. Ac-
cording to the article, “the last ex-
tensive farm studies were the Doane
and Arbitron studies done in 1983.”
Kutz Television has been producing
farm studies annually since 1978, In
fact, the 35+ demo, which you cor-
rectly characterized as the farm demo,
was first isolated in the inaugural Katz
study. Unlike other farm studies,
Katz’s considers persons 35+ only
when they reside in the non-metro
portion of a market’s DMA. This way
urban dwellers in the market won’t
affect the results.
George Feldman
V.P., Dir. Management Services
and Sales Research,
Kuatz Television Group
New York, N.Y.

Picking on Nothing

must say I am shocked to see a big

man like Frank Lovece picking on

such a small has-been as RCA in

“Is it TV’s 50th Birthday or Not?”
[June, Reports].

Of course the date is arbitrary. But
the article’s facts are all mixed up as
well. Whether Vladimir Zworykin,
Philo Farnsworth or Milton Berle in-
vented electronic television has no
bearing on the birthday of regular com-
mercial television broadcasting and TV
set sales.

If vou want to date television to its
proper start, how about 1834 when
Paul Nipkow invented the scanning
dise? Or 1900 when a Frenchman
named Perskyi coined the word tele-
vision? Or 1928, when Charles Franeis
Jenkins started broadcasting regular
weekly programs of 48-line
“raciomovies?” Or BBC’s start of elec-
tronic television in 19367 Or the post-
World War 11 beginning of TV broad-
casting in the NTSC system?

No, 1939 is convenient. It was the
year of the New York World’s Fair. It
was the year the first electronic TV

CHANNELS / NOVEMRBER 1989
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...and many mare. ‘

Substantial commitments like these are noihing to laugh at!
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sets became available—not only from

W S L F TV? ' RCA, but from Dumont and Andrea us
HAT AN TUDENTS EARN ROM d well. To say that CBS was broad-
casting television regularly in 1931 is a
0000000000000 0000000000000000 bit disingenuous, in view of the fact
that CBS insisted on the air that these
were experimental broadcasts and long
after 1939 advised its radio affiliates to
stay out of television, which it called a
toy and a novelty.
So 1939 is arbitrary. But Lovece
1 picks on RCA as if it were still a pow-

erful cartel. RCA is nothing—it doesn’t
exist. RCA appliances are sold by GE.
’ RCA Records are sold by Bertelsmann
of Germany. RCA TV sets are sold by
| Thomson of France. RCA Laboratories
is owned by Stanford Research Labs.
Shocking as it may seem, RCA has
now become the underdog—the under-
Nipper. Sold out by its board chairman,

|e N1V. That's why the National Education As- betrayed agaimjbyjits buyer, G jtrad:

ociation pfomotes programs that stimulate learning. jﬂ doifhgo(jt;?fgﬁﬁz “‘t';l‘llt:: Sstr}:?:gs

reré)cghrgrms that enhance the role of the classroom left but the ghost of David Sarnoff.

And that's why NEA is working today with cable TV e JEOpHIR G phantoms of the
networks, operators, and programmers to bring to the p e tﬁdyo e 1‘9’:’55 a8
attention of our 2 million members the possibilities of - S—— jsd o e Th
television and technology as an educational too!. fm‘t‘s‘omc ”1“"’“ 2 i ﬁ 'f)e L you

The NEA and its state and local affiliates are adver- w \1: g: 1 gﬁg‘ost“ffat‘}fé V‘;:’tﬁu‘r’luwar?
tising on a range of broadcasts and underwriting the ping David La‘chenbnich
ABC/PBS Project Literacy U.S. and programs on the
Discovery Channel and Turner Broadcasting System.

And together with the nation’s other major educa-
tional organizations — The American Association of
School Administrators, The National PTA, The National
School Boards Association, and the National Associa-
tion of Secondary School Principals — we are meeting
regularly with cable and network officials to advance
the use of new technologies in the classroom.

Editorial Director, Television Digest
New York, N.Y.
Frank Lovece responds: The historical
facts are not in question; RCA did do
all these things ascribed to them, which
Mpr. Lachenbruch concedes. To then
ask, “Why pick on them?” is to pretend
the past never happened. And this isn’t
such a long-ago past: while industry
veterans may be familiar with RCA’s
actions to denigrate Farnsworth,

Major Armstrong and other TV/radio
pioneers, and to rewrite broadcasting
history in its own favor, the general

THE NATIONAL EDUCATION ASSOCIATION, PROMOTING THE USE OF TECHNOLOGY | public 18 not.
AND TELEVISION IN THE NATION'S CLASSROOMS. Constantin Perskyi was not a
> ) -
1201 16th St. N.W. F"renchman, ‘but _rather‘ a ltusswn en
Washington, D.C. 20036 gineer speaking in Paris at an engi-
(202)822-7200 ¢ o o 0o o 00 00000 COQCOOOGOEOOOGOIOEOECTODO neering conference in 1900.

Is It Live ... ?

| our July-August issue’s piece
QUEST IONS? on computer-generated music
» [“More Sound for Less”] con-

centrates on the alleged cost
savings of synthetic sounds while
giving short shrift to its question:
“Does it sound like the real thing?” Its
| facade of balanced reporting is belied
‘ by its sources, all of whom are practi-
tioners of electronic music-making,
except for one “spokesman” for the
American Federation of Musicians (an

fyou have questions
about your subscription to CHANNELS,
please call our customer service |
|

" ~ = employee never to my knowledge au-
depariment at (218) 723-9202. \.I'INWl:I.S thorized to make statements on behalf

of our 200,000-member association).

The Business Magazine for Television Professionals
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...and many more!

With major national advertisers already showing their support for the
channel, it won’t be long before local sales really take off— and isn't
that a big reason to smile?
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In their competitive marketplace,
most music synthesists can be ex-
pected to promote the virtues of their
own product, especially in a publication
aimed at so many of their potential
clients. Yes, the machines can “will-
ingly” simulate the sounds of live en-
sembles, and, yes, using them some-
times (but not always) costs less than
employing live studio orchestras. But
an objective survey of the costs of syn-
thetic music would probably reveal
little or no savings—the more talented
electronic musicians usually command
substantial compensation for their time
and investment in the ever-changing
technological devices. More to the
point, most synthesists (some quoted in
Frazier Moore's piece) freely admit
that electronic simulation of acoustic
musical instruments usually compares
unfavorably to the real thing.

The true “progress” inherent in syn-
thetic music stems from its ability to
create new and unusual sounds. But
the exploitation of electronics to re-
place live orchestras disgusts true
musice-lovers and perpetrates a cruel
hoax on unsophisticated listeners.

What’s more, the use of these phony
sounds is impacting disastrously on the
musical world: highly qualified musi-
cians are being forced out of the pro-
fession and some of our larger rec-
ording studios have folded.

FFortunately, the pendulum may
have already begun to swing back in
the acoustic direction. Many producers
seem to be losing their fascination with
the use of new technology merely for
its own sake. More and movre, synthe-
sizers are being used with live or-
chestras to enhance, rather than re-
place, the output of live musicians.

There may always be some clients
who will try to save a buck by using
ersatz sounds. But we musicians are
hopeful that the electronic simulation
of live orchestras will increasingly be
recognized by producers and the lis-
tening public alike as a second-class
product. Instead of the wholesale re-
placement of acoustic instruments by
computers, the future will more likely
foster a more creative symbiosis be-
tween them.

Only time will tell if this forecast is
accurate. While we wait to find out,
your publication should provide ob-
jective reportage rather than serving
as a platform for those who, for self-
interested reasons, would contribute to
the demise of our musical culture.

John Glasel

President, Associated Musicians
of Greater New York,

Local 802, American Federation
of Musicians

New York, N.Y.

Watchdogma

he Electronic Media Ratings

Council (EMRQC) article [“An

Aging Watchdog”] in the July-

August issue has been noted
with interest. While it deals with the
accreditation problems that the EMRC
has had over the years, it fails to deal
with a far more serious matter.

References to a “paper tiger” and
“An Aging Watchdog” are far too mild
when speaking of the EMRC. One need
only to examine its recent position on
the matter of extra diary sampling to
get a picture of the weakness within.

In recent months, the EMRC has
spoken out (whispered would be a more
appropriate term) against the practice
of permitting extra diary samples or-
dered for a specific geographic area
within an ADI/DMA (county), and the
inclusion of the extra sample as part of
the rating book for that market. The
EMRC has agreed with this writer
that such extra samples that do not in-
clude the entire market should be re-
ported separately—as a privately or-
dered coincidental study. The EMRC
has recommended that the practice be
discontinued. Arbitron has stated that
they would do so if Nielsen agreed to
do the same. The latter has said, “No
Way!”

The “Aging Watchdog” refused to
have the courage to back up the de-
cision. What kind of a watchdog is that?

The industry needs the EMRC, but
perhaps part of the problem stems
from the fact that the Council is funded
to a great extent by the very organiza-
tions it is supposed to be watching. It’s
time to put teeth in the tiger’s mouth.

Murray J. Green
V.P. and GM., WFLX-TV
West Palm Beach, Fla.

v quotes were taken
somewhat out of context in
“An Aging Watchdog” by
Michael Couzens.

The EMRC does serve a very useful
purpose, and while it took us two years
to become accredited, our customers
now have the assurance that our
products are produced with the highest
degree of accuracy and integrity.

We believe that all ratings services
should be required to have EMRC ac-
creditation, as some users of infor-
mation are not sophisticated enough to
understand all of the subtleties and in-
tricacies that go into producing a
“quality” research product. It is up to
us to maintain the highest standards of
quality assurance that are so vital to
keeping our reputations beyond re-
proach. This can definitely be accom-
plished through the EMRC.

WWW.americanradiohistorv.com
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..and you guessed it, llnuch more 24 hours a day'

It's unique, inventive Zelevision that will originate from a 16,000-
square-foot “comedy factory” in the heart of New York City. And the
world has never seen anything like it before! So wouldn’t it be a
serious mistake not to give your subscribers exactly
what they've been waiting for?
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FUNNY
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's 16’ oo |
I hope that stations and agencies
I* /xNV FI demand that all information producers
- | receive accreditation from the EMRC.

. . For only th h ‘s h fi-
West Coast Sales & Editorial Offices o e Tiheth what they scbaally vecetve

_ ) . is of the highest quality.
5 A B ' | William P. Livek
BB Pres./COO,
A ' Birch Scarborough Research
] e u l Coral Springs, Fla.
Our new address Is: e

ichael Couzens refers to
‘ watchdog.”

Perhaps the EMRC at 25

might be considered aging, but it is still
erman ay very much a lively watchdog. Noting
’ the distortion problem, for example,
Nielsen and Arbitron, major television

SUlte 380 ratings services, recently issued no-

tices stating that henceforth “special
station activities” will be published on

anoga al' | the computer tapes, as well as in the
’ | ratings books. This was a recognition of
—e———— EMRC’s campaign to make users who

7 gllﬁ; :_ (gl é) 709_98 ] 6 ‘ utilize the tapes more aware of such ac-

ti\jities. Our next step is to have the
Editorial: (818) 709-8837 B B

remove such notices from their
Fax: (818) 709-5314 software.
‘ Regarding the two years it took for
Birch Radio to receive EMRC :ceredi-
tation, Tom Birch or Bill Livek will tell
you it was time well spent. The EMRC
audit procedure does not sacrifice
| speed for quality. It is a very rigorous
D OWN TO THE WIRE ° ’ procedure, which serves to improve
° the quality of all ratings research.
As for research done by non-

( 'H ANNELS AND ‘ ABLE accredited services, it should be recog-
nized that EMRC’s charter covers au-

‘ diting of syndicated ratings reports,

CHANNELS continues to be THE showcase for cable network not special studies, and not one-

advertising, Here’s our line-up of 1990 issues you won’t want to miss: | time-only surveys.

‘ In any event, the advertisers, agen-
cies and broadcasters have the final say
on what research services they use.

The EMRC offers them the assurance

MARCH: “The Cable Programming Squeeze”
Bonus Convention Distribution: Texas Show

APRIL: “Cable Hones Its Ad Pitch”

that accredited services say what they ‘
Bonus Convention Distribution: CAB

are doing and actually do what they
say.

MAY: “Cable’s Future Mandate” Melvin A. Goldberg
Bonus Convention Distribution: NCTA . Executive Director, EMRC 1
JULY/AUGUST: “CTAM: Helping Cable Clean Its House” New York, N.Y.

Bonus Convention Distribution: CTAM
‘ issue, an article on pay-per-view mar-

SEPTEMBER: “Power Programming: Strategies For Fall”
Bonus Convention Distribution: EASTERN SHOW keting incorrectly stated the cost of up-
grading a Jerrold converter to ad-

OCTOBER: “The Changing News Mission:” dressability. The upgrade costs $20 per ‘

CORRECTION: In the September ‘

Bonus Convention Distribution: ATLANTIC SHOW | converter. Channels regrets any con-

DECEMBER: “Ninth Annual Field Guide” [fusion the error may have caused.

Bonus Convention Distribution: WESTERN SHOW Channels welcomes readers’ com- )

|
. . . i ments. Address letters to the editor to
For more information and closing dates, contact your Channels. 401 Park Avenue South

CHANNELS representative at (212) 545-5202. New York, N.Y. 10016. Letters may be
- edited for purposes of clarity or space.
CHANNELS The Business Magazine for Television Protessionals ‘ - § S o ‘
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s We speak
1 5 ¢ your larllaguage.

Every industry has a language allits own. And every CEQ knows

R the value of a banker who doesn’t have tobe educated from ground zero.
72 PAGES

At Chemical, our knowledge helped us spot opportunities and

made us a leading player in one of America’s fastest moving

industries.

When a major motion picture company wanted to explore new
sources of financing, Chemical helped create an innovative private
placement backed by a database which gave institutional investors
new insight into industry performance.

Our experience also enabled us to move quickly when TVS

Entertainment plc acquired Mary Tyler Moore’s MTM Entertain-

ment Inc. In this instance, we syndicated and closed the $210 million

transaction within four weeks.

DT .NTERESTED And in an industry where youre only as good as your last
performance, we played a leading role in financing three of this year’s
Oscar-nominated films.

N FARM DRAMA Of course, they don’t award Oscars for best supporting

performance by a bank. But that’s how we try to treat all our clients,

T - whether it’s in related industries like publishing, broadcasting and
td-West EXhlb says ‘B&r- cable, or industries like retailing and natural resources.
retts; Rothschi]d: Pim. For Chemical, the bottom line is knowing your business well
b .
pemel Am(}ng Best GPQSS' enough to make a difference.

ers in Silo Belt-Musicals
* Lame and Story Tops Star
as a Draw

CrEmicaALBANK

The bottom line is excellence?

STARTING TIME IDEA

Chemical Banking Corporation is the holding company for Chemical Bank, Chemical Bank New Jersey,
and Texas Commerce Bancshares. Member FDIC © 1989 Chemical Banking Corporation.

By GEORGE MceCALS
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four-part Moyers series en-
| titled The Public Mind, the
| documentary is testimony to

how the American news
media, especially broadcast
news, has lost sight of its
mission of informing the
public. The apparent culprit:
an unprecedented drive for
profit that translates into
style winning out over sub-
stance.

“The media, while they
won’t admit it, are in the en-
tertainment business, not the
news business,” former
Reagan adviser Michael
Deaver tells Moyers, gloating
about how easy it was to ma-
nipulate the nightly news-
casts because of their insa-
tiable hunger for sexy
pictures. Deaver knew that
when he sent Reagan to the
Indianapolis 500 to wave the
starting flag or to a Boston
bar for 4 beer with the locals

ny one of a dozen sound- |

bites in [llusions of

News, a Bill Moyers doc-
umentary airing this month
on PBS, could stand as an ar-
ticulate indictment of the
fourth estate. Part of a

Whitewashing
The White House

it would make him a working-
class hero.

This may be no news
flash—the 1988 presidential
elections made media manip-
ulation a story in and of itself.
But [llusion of News ani-

Bill Moyers
laments the
political exploi-
tation of TV's
need for nice
pictures in
lusions of

mates the issue with on-
screen testimony from those
on the network news front-
lines.

“You almost have to use [a
staged presidential event],”
admits NBC news president
Michael Gartner. “It’s an
event—even if it’s a staged
event.” Veteran White
House correspondent Leslie
Stahl tells Moyers she likes

Stahl: visuals bring backpatting.

to “wallpaper” her stories
with video, although, she
admits, the images often ob-
scure the point of the piece.
“If I had a great visual, I'd
get a call, a pat on the back
[from CBS News execu-
tives],” says Stahl. “[The pat
on the back] drives you to do
it.”

[llusions of News method-
ically builds a case that
broadcast news has become
so saturated with a
Hollywood/bottom line sensi-

| bility that it will obscure

truth for profit. Nowhere is
that more evident than in
coverage of the Reagan
White House. The networks
seemed fearful that if the
stories about a popular pres-
ident were too hard they
would drive away viewers
and profits.
lllusions of News producer
Richard M. Cohen knows the
documentary he and Moyers
have made is likely to cause
a firestorm at the network
news divisions that take the
brunt of its attack. But
Cohen is no stranger to con-
troversy. The former CBS
news senior producer was
forced out of the network
after going public with crit-
icism of super-anchor Dan
Rather. Moyers had his own
acrimonious split with the
network. “We knew when
we started out with this we
had to have not the least ap-
pearance of conflict of in-
terest,” says Cohen. “We
didn’'t want people to view
this as Moyers and Cohen ex-
acting their revenge on
CBS.” Moyers’ and Cohen’s
alma mater doesn’t, in fact,
come off particularly well in
Illusions of News. But then
neither do ABC and NBC.
J. MAX ROBINS

Emmy Edit Battle

hile competition between news exec-
utives at NBC and CBS might be
termed warlike, the competition be-

CBS news editor
Warren Lustig ac-

tween one news editor at NBC and his coun-
terpart at CBS is called “a sweet rivalry.”

Warren Lustig, editor on CBS’s Evening
News, and Jess Bushyhead, editor on NBC’s
Today, have had a friendly competition going
since 1986, when Bushyhead won two Emmy
awards, one for his Year in Review segment.
When Lustig, editor of CBS’s annual Year in
Review segment, called Bushyhead to com-
pliment him on his piece, the two hit it off
and have been phone pals since.

The “year-enders” are news-video mon-
tages set to music. Bushyhead describes
them as “doing news for the MTV gener-
ation,” and notes, “these things are ex-
hausting. You go into this little room, shut
the door and deal with cataclysm, murder
and mayhem and glue it all together.”

In 1987, Lustig was nominated for his

cepts his Emmy:
spurred by a
friendly com-
petitor.

year-ender and Bushyhead for a docu-
mentary. They both lost, but the two finally
met at the awards presentation. This year’s
news editing nominations (for 1988) included
Bushyhead and Lustig, both for year-enders.
This time they both won. Bushyhead
couldn’t attend the awards dinner because he
was working; Lustig called him in his
Burbank editing room with the news. In his
acceptance speech, Lustig thanked CBS pro-
ducer Marquita Pool and gave a special
thanks to Bushyhead, “who every December
makes me a little crazy.”

RICHARD KATZ
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Parting Ways With
The Pencil Pushers

udience research has |
always been a labor-

intensive enterprise, but
veteran TV station con-
sultant Scott Tallal claims he

has the methodology to
streamline the process. A
vear ago Tallal left Dullas-
based Audience Research &
Development to form Ad-

vanced Research Services
and launch his new audience-
research methodology. Com-
pared to preexisting research
methods, Tallal claims his “is
like the leap from a tradi-
tional picture to HDTV.”
After more than eight
years with AR&D, the
34-year-old Tallal was all too
familiar with the costly, time-
consuming business of gath-
ering  audience  data.
Computer-coding and then

Once a trademark,
not always a trademark.

They were once proud trademarks, now
they're just names. They failed to take
precautions that would have helped them
have a long and prosperous life.

We need your help to stay out of there.
Whenever you use our name, please use it
as a proper adjective in conjunction with

“copics”

our products and services: e.g., Xerox

ESCALATOR

I R
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copiers or Xerox financial scrvices. And
never as a verb: “to Xerox™ in place of “to
copy.” or as a noun: “Xeroxes” in place of

With your help and a precaution or two on
our part, it’s “Once the Xerox trademark, }
always the Xcrox trademark?”

XEROX

Team Xerox. We document the world.
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keypunching multiple-choice
responses from interviews
conducted with paper and
pencil seemed inefficient. An-
swers to open-ended ques-
tions had to be typed up and
coded before they could be
added to the mix.

Tallal spent more than
seven months designing
software that allows inter-
viewers to forgo paper and
pencil for computer key-
boards. Once the data is
gathered it’s ready for an-
alysis. “What took days, I
can do more accurately in
eight minutes,” boasts the
Dallas-based Tallal.

The software also tailors
the questioning process. For
example, if a respondent is
asked what his favorite
channel is and the answer is
Channel 6, the questions fol-
lowing on the interviewer’s
screen will be about that
channel. “This makes the in-
terview more natural—like a
dialogue,” explains Tallal.

Cutting out steps has
made the process less ex-
pensive. Tallal says a
medium-market station for-
merly might have paid up to
$22,000 for an 80-question
survey of 400 viewers.
Tallal’s computer system
allows interviewers to ask 50
percent more questions in
the same amount of time for
less than $13,000.

Sunbelt Broadcasting re-
cently used Tallal when it
purchased KCRL in Reno.
“It allowed us to zero in on
the image of all three affil-
iates in the market,” says
KCRL news director Hank
Tester, “and the price was
right.”

Other research firms are
beginning to employ similar
methodology. According to
president Bruce Northcott,
Frank Magid Associates re-
cently made the commitment
to computerize its interview
operation. “But for open-
ended questions, sometimes
you still have to use a paper
and pencil,” he says.
“Computer-assisted inter-
viewing helps the process,
but it still comes down to
how good you are at ana-
lyzing the information once
you have it.” J. MAX ROBINS
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CELEBRITY CARICATURES (LEFT TO RIGHT)

MOVIE MOGUL
BROOKE SHIELDS '"WANDA NEVADA""
BURT REYNOLDS TNAVAJO JOE
NICK NOLTE ""WHO LL STOP THE RAIN"'

ELVIS PRESLEY '""CLAMBAKE "’
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0ff the Beach,
Back Into Cable

he tiny peninsula of Cap

Ferrat on the French

Riviera may provide a se-
ductive refuge for a wealthy
dropout from the cable in-
dustry, but it only held Jeff
Marcus for a few summer
months. The onetime head of
MSO Marcus Communica-
tions has let it be known that
he’s back in the country and
back in business.

Just last year Marcus
merged his company, a Tele-
Communications Inc. co-
venture, with Western Tele-

Communications Inc.,
another TCI holding. Then,
nine months after an-

nouncing the deal—which
created 560,000 subscriber
strong WestMarc Communi-
cations, with Marcus as its

Marcus: using his
Wisconsin systems
to grow—and then
probably sell ofi—
his new company.

chief

chairman and
executive—Marcus decided
he wanted out of the venture
for personal reasons. Cable-
industry buzz said his wife
Nancy wanted to see more of
him, and neither Marcus nor
his wife wanted to move
their two children from
Dallas to Denver, West-
Marc’s new home.

Marcus acknowledges, “I
felt like turning away from
any business for awhile.” He
sold his stock in WestMare to
TCI in exchange for some
Wisconsin cable systems
with about 16,000 sub-
seribers, but Marcus says he
never called his staff to check

away. “There were some
books I wanted to read and
some sports I wanted to

play,” he says.

Playing isn’t all he did,
however. He bought into the
Texas Rangers baseball team
last spring via a limited part-
nership managed by Pres-
ident Bush’s eldest son,
George, and Texas investor
Rusty Rose. Even that in-
vestment had a cable slant:
“It seemed to me that as
cable became more viable [in
the Dallas/Ft. Worth ADI],
cable could help the Rangers
and the Rangers could help

cable,” he explains. Murcus
has been active in negoti-
ating the Rangers’ TV rights
for next season.

Sources say that even with |

the baseball diversion, all
that relaxation got to be a bit
much for the 43-year-old, who
started selling cable door to
door 23 years ago while still
in college. Since then he has
formed, or helped to form,
such companies as Markit
Communications, a sales and
installation company, and the
brokerage firm Communica-
tions Equity Associates.
Marcus’ ability to borrow
against the Wisconsin
systems should help him con-
siderably in financing new ac-
quisitions. Marcus values the
operation at about $35 million
and says it has manageable

|

debt. And no one would be
surprised, Marcus says, if he
cut another equity deal with
TCIL

Marcus remains vague
when discussing how large
he’d like to grow his latest

MSO: “There’s no magic in |

getting big for the sake of
getting big. We want to grow
in a way that makes sense fi-
nancially and from a man-
agement perspective.” He
does say that the systems he

acquires are likely to be lo-
cated in rural areas “where
there’s more of a dependence
on cable for broadcast tele-
vision as well as for satellite
services.”

As for another time-out
period abroad, Marcus only
laughs. “My [youngest child]
is in the fourth grade, so for
the next nine years I've got
to get up at 6:15 to make the
kids breakfast ... and show
up at work.” JANET STILSON

Comedy Chief
Nurtures Triplets

hen Debby Beece was
in school, she was one
of those kids invari-

ably picked first for sports
teams. Now, at age 34, she’s
the number one choice of
MTV Networks to program
its HA! The TV Comedy
Network, expected to debut
April Fool’s Day. And she’s
set for what could be her
toughest race yet, handi-
capped by several months’
lead time as HBO’s Comedy
Channel moves out of the
starting gate this month.
Beece terms the challenge
at once “exhilarating” and

“scary” as she sits in her |

sparsely furnished office, too
preoccupied to notice thut
her lava lamp died some time
ago. “Basic cable is some-
thing we’ve been doing so
long, we really have a leg up
on this,” she says.

A onetime secretary at
MTV Networks’ predecessor
company, Warner Amex Sat-
ellite Entertainment, Beece
is currently senior vice pres-
ident of programming at
Nickelodeon and Nick at
Nite, and is taking on the
same—albeit interim—title at
HA. She was a key member
of the think tank that trans-
formed Nickelodeon’s pro-
gramming a few vears ago.
Hinting that there will be
some resemblance between
HA and the Nick networks,
Beece also notes that HA

for 50 percent original,
long-form  programming
when it gets up to speed.
“There’s an explosion of ‘
ideas once you hear ‘comedy
network,” ” she says. “It’s
bigger, in a way, than a kids
channel, because it’s a
broader point of view.”

In learning to juggle three
services, Beece says that

won’t use v.j.’s and is aiming

i J’&. /ﬁi

Beece: comedy beyond kids.

motherhood has turned out
to be a good teacher. She had
just returned from maternity
leave after having her third
child when the HA as-
signment came along. “You
can never play favorites with
your Kkids,” she notes, “and
you have to cut to the quick
of things. You know exactly
what each one needs and
what you should do.”
JANET STILSON

|
‘ up on the systems while
|

1
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A TRI-STAR
SHOWCASE!

PEGASUS II has it all. ..

Award-winning titles with mass
appeal. Popular movies such as
“Suspect,” “The Principal,” “Like
Father, Like Son,” “BAT 21,

“See No Evil, Hear No Evil” and 16
other major theatrical films!

Captivating, popular, promotable
stars including Michael Keaton, Bruce
Willis, Kim Basinger, Gene Hackman,
Danny Glover and Cher!

The titles are the stars...together
they’re just the right formula to light up
your station!

Famous names, famous faces...
a commanding arsenal of
box office starpower!

[ TELEVENTURES

LOS ANGELES (213) 785-0111 - NEW YORK (212) 541-6040
CHICAGO (312) 280-8696 « SOUTHEAST (609) 487-8419
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RATINGS & RESEARCH

| in excess of $300 per year. Although sta-

Denver Does
ScanAmerica

Stations are turning Arbitron’s single-source
data into ad dollars, but the going is slow.

BY MICHAEL COUZENS

our Denver TV stations are

working to turn Arbitron Co.’s

pioneering single-source media

research, ScanAmerica, into new
ad revenue. But the numbers haven’t
vielded the instant gratification some
had naively hoped for as recently as a
year ago. That may impede national ac-
ceptance of ScanAmerica, because if sta-
tions fail to use the data fully,
advertisers—Arbitron’s prime sales
targets for ScanAmerica—may prove
harder to bring on board.

Pound for pound, ScanAmerica pro-
vides reams of data for the dollar, over-
night and monthly. It offers TV ratings
as well as such household characteristics
as income and visits to local department
stores and fast-food emporia. It also in-
corporates product-usage data, which
ScanAmerica households capture by
scanning the bar codes on the products
they buy. Research of this depth allows
TV stations to tell a local department
store, for instance, exactly which shows
its customers are most likely to wateh.

KWGN, Tribune Broadeasting Co.’s
VHF independent in Denver, got its
first batch of SecanAmerica numbers in
March and installed a computer to
massage the data for custom research in
April. Already, John Hummel, general
sales manager, has found some prom-
ising new uses. ScanAmerica’s reports
of viewing, by program and daypart,
were cross-referenced with car owners
(adults 25-54) by make. A KWGN sales-
person then showed an auto account a
group of programs that reached more of
its customers than previously available
data would have predicted.

In another instance, the advertiser’s

by purchasing early news, late news and
network-affiliate prime time. Indie
KWGN had only a late-news show to fit
that profile. So, using ScanAmerica
data, the station created a qualitative
study comparing a KWGN package of
late news, prime-time movies and Star
Trek: The Next Generation against an
affiliate’s early and late news and 60 M+
nutes. “Using [the advertiser’s] demo-
graphic criteria, we did the same
numbers as the affiliate,” Hummel says.
“That’s an instance where [Scan-
America] helped us. Without the re-

Denver ‘was sup-
posed to be the
place where the
bugs were worked
ovut. It didn’t work
ovut that way/’

search, we’d only have sold our late
news.”

At the same time, Hummel notes that
Arbitron’s evening numbers all remain
lower than Nielsen’s, in some cases sig-
nificantly lower, with a program gar-
nering a six or seven share from one
service and only a two or three on the
other. This could be a byproduct of the
very different technologies. Unlike a
passive meter, SecanAmerica uses an on-
screen prompt to force viewers to
identify themselves when the set is
turned on, and then to prompt new iden-
tifications periodically. The entire
package of logging and recording by the

tions understand this, they still need
cogent reasons for going to advertisers
with a book that shows their ratings
consistently lower in prime time. Re-
cently, however, the gap with Nielsen
has narrowed—outside of prime time,
Arbitron’s audience numbers are some-
times higher than Nielsen’s, claims Pete
Megroz, Arbitron vice president for
television station sales.

Another Denver independent,
KDVR, subscribed to ScanAmerica for
the first two years but dropped it last
year, citing inaccuracies and lower
ratings. ScanAmerica has added CBS af-
filiate KMGH and two other indies.
With KCNC, the NBC outlet, that gives
it four customers in the market.

Roger Ogden, president and genexal
manager of KCNC, talks as though
ScanAmerica has a tenuous hold on his
station, which was the system’s first
subscriber in the nation. “In the buyving
community, it’s still very limited in its
usage,” he says. Increased use of
ScanAmerica “will have to ke client-
driven,” he adds. “As it is, agencies are
deluged with numbers. [ScanAmerica] is
a lot of data. It’s more work.”

Ogden also charges that Arbitron’s
“execution has been sorely lacking.”
Product data has been delivered late, he
says, and Arbitron has encountered
churn with its sample. “They had to
rebate money to us because they had
not hit their goals for ‘in tab’ for several
months,” Ogden says. “This was sup-
posed to be the ‘Beta site,” the place
where the bugs were worked out for the
national service. It didn’t work out that
way in practice.”

Ogden expected ScanAmerica to help
KCNC earn incremental revenue by
confirming the upscale nature of its au-
dience. Though this has not happened,
he says KCNC has no plans to drop
ScanAmerica. Arbitron’s Megroz says
the drop in panel size was related to a
one-time equipment replacement and
that the panel soon will be back to its
designated strength of 600. A single-
source sample of 600, however, is far
more expensive to maintain than a con-
ventional passive-meter panel, such as
Nielsen’s service in Denver.

Unless more Arbitron users can find
enough new applications, ScanAmerica
could run perpetually at a loss. Local
stations, and their ingenuity in ex-
panding the uses for the data, will de-
termine whether ScanAmerica can op-
erate as a full-scale syndicated
television-ratings and audience-research
service. °

Michael Couzens is a San Francisco-

goal was to reach an “upscale” audience | household necessitates cooperation fees | bused freelance writer. ‘
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HOW TO KEEP YOUR
1990 OFE-NETWORK SITCOM
SELECTION FROM BEING
ASHOT IN THE DARK.
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THE LIGHTS.

9]

For years, programming executives
have argued about why so many high-
priced sitcoms that were hits on the
network miss the target by a mile in
syndication.

[n reality, it's all quite simple. To
score big as a strip, a once-a-week prime
time hit has to have an audience made
up of the same type of people who watch
sitcoms five days a week.

That's why "ALE" "Head of the
Class," "The Hogan Family" and "Perfect
Strangers" from Warner Bros. will shine
in your '90-'91 sitcom line-up. They all
have prime time comps made up of
the viewers that you need for sitcom
success — the same type of people that
watch syndication's longest running
successes. So our hits on the network
now will continue to be stripping
winners for years to come.

Need help aiming your '90-'91 line-
up away from the disappointments and
towards the bull's-eyes? Let Warner Bros.
comedies take a shot at reaching your
target audience.

WARNER BROS.
DOMESTIC TELEVISION
DISTRIBUTION

www.americanradiohistorv.com






An ancient Roman philosopher once wrote,

“It takes a long time to bring excellence to
maturity.” In one way or another, that notion
applies to the honorees in Channels' sixth annual
salute to Excellence in Television, whether
it be the remarkable Herbert Brodkin, stil! active
as a TV producer at age 76, or Lorne Michaels, at
45 celebrating the 15th anniversary of his
reinvention of television comedy. But regardless of
their age or tenure in the TV industry,
all seven honorees have at least one quality in
common: an unyielding commitment to excellence.

A A
H Herbert Brodkin
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Services whose cupboard is bare.. .
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Or services with more of
the Hollywood movies subscribers

can’t bear to miss.

Lately some fairy tales have been circulating about who
brings subscribers Hollywood's finest movies. Well, here
are the bare facts: No one offers subscribers more of the
biggest, best films than HBO?” And no one delivers more
movies on pay TV than Cinemax” Together, HBO and
Cinemax are “just right;" with a program schedule that
gives your customers plenty of choices — all day, every day.

The moral is clear: To give your subscribers the best movie
value there is, offer them the HBO/Cinemax Combo —and
live happily ever after.

HBO®
BUIEIDELT

The Best. The Most. The Ultimate.
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NE & ONLY

Risk-taking and community involvement

characterize Gannett's flagship station, WUSA,

number one in the nation’s capital.

By Jack Loftus

charlton Heston, the Hollywood
pitchman for the National Rifle Asso-
ciation, has just become Dave Pearce’s
worst nightmare. WUSA-TV’s highly
touted Eyewitness News—Washington’s
first 4 .M. newscast—is 30 seconds into
its premiere edition when the first com-
mercial break hits, bringing the broadcast
to a jarring halt. And it’s a lulu. For the
next 60 seconds, Pearce, vice president of
news at WUSA, fights down a wave of
bile as two TV monitors in his office seem
locked in time, staring down the barrel of
Heston’s NRA commercial. “C’mon,
¢’'mon, ¢’'mon,” he mutters impatiently,
reaching over to turn up the volume on a
third monitor where cross-town rival
WJLA has a premiere of its own: The
Oprah Winfrey Show. Oprah’s topic du
Jour is the plight of 30-year-old virgin
brides, and Oprah’s on a roll.

D-day is Tuesday, September 5, the day
Oprah jumps from WUSA to WJLA,
leading the Gannett-owned flagship in the
nation’s capital to make a bold gamble. It
is risking the number one news franchise
in the market by launching yet another
hour newscast as a lead-in to its 5 to 6:30
P.M. Eyewitness News block.

When WUSA springs back to life, an-
chors Andrea Roane and Mike Buchanan
move quickly into the day’s top story: the
Labor Day weekend riots and looting in
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Virginia Beach. It’s a natural for Wash-
ington’s leading news station and a lucky
break for this premiere broadcast. The
Virginia Beach story is hot—though not
as hot as Oprah’s 30-year-old virgins—yet
Eyewitness News is true to form; it de-
livers more on the story—and
earlier—than any other station in town.
The broadcast easily transits into the 5
P.M. broadcast, and WUSA never misses
a beat.

“Hot damn!” Pearce is ecstatic. General
manager Hank Yaggi, who made the
gutsy call to be the first East-Coast
station to attempt a 4 P.M. hour news, ap-
pears relieved. The broadcast has gone off
practically without a hitch, and later
rating returns will reflect moderate
success. More importantly, no damage
has been done to the sacred 5 to 6:30 local
news that follows. “You don’t get to be
the number one news station in this town
for the past decade without taking risks,”
says Yaggi. By programming the time
rather than relying on somewhat safer
syndicated programs, ‘“we have taken our
destiny—and our money—and put it in our
own hands.”

Pearce, Yaggi and the rest of the
WUSA broadcast team have a right to
celebrate. They are the stewards of
Channel 9, representing four decades of
risk-takers, innovators with an uncommon

www.americanradiohistorv.com

commitment to excellence.

“There is a passion here,” says editorial
director Rich Adams, the voice of the
station and three-time winner of the Na-
tional Broadcast Editorial Award. “In
places that win, you find it. And the
further down it goes in the ranks the
stronger it is.”

Whether it’s going against conventional
wisdom by expanding its newscast, un-
covering scandal in city hall and being
consistently ahead of the curve in cov-
ering local governments, marshalling the
station’s resources to fight drug-related
crime in the nation’s capital, taking time
out to honor the community’s unsung
heroes through its “The One & Only 9
Awards,” or experimenting in locally pro-
duced programming, WUSA has led the
pack, not followed it.

In fact, the station may have more
number ones to its credit than most other
broadcast operations:

o It claims to be the number-one-rated
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CBS affiliate in the country, sign-on to
sign-off, and has been for years.

e Nielsen says WUSA is number one
in Washington. Arbitron calls it a tossup
with WJLA-TV and WTTG in the July
book.

@ It has been Washington’s undisputed
news champ for decades, the station most
viewers turn to for breaking news. (On
September 22 WUSA flattened Oprah
with coverage of Hurricane Hugo.)

® WUSA has more local news a
week— 24.5 hours—than any other station
in town. And most of those broadcasts
win their time slots handily.

® WUSA is the market leader in the
number of locally produced, regularly
scheduled public-affairs programs—3.5
hours a week not including repeats—
under the direction of Sandra Butler-
Jones, vice president of broadcast opera-
tions. Capital Edition, now in its fifth
year of offering a kaleidoscope of people,
places and events in the metro area, has

won more than 30 awards.

@ In the past five years, the station has
picked up more than 300 local and na-
tional awards, including five Peabodys
and five Ted Yates awards.

@ Not surprisingly, at last June’s local
Emmy awards, WUSA walked away with
the most—34—including top honors for
sports pregramming and sports coverage,
children’s programming, regular public
affairs and best on-air talent; one to re-
porter Bruce Johnson for Why Won't
They Come Home?, a documentary on
Vietnam vets who chose to stay behind in
Southeast Asia after the war; and another
Emmy to sports anchor Glenn Brenner
for Redskins Sidelines.

e WUSA and Fox-owned powerhouse
WTTG together take better than 50
percent of the $270 million local and na-
tional revenue pie.

In its 40-year life, Channel 9 has had
four call letters and four-and-a-half
owners. It powered up on January 16,
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The WUSA innovators:
news, Dave Pearce (I);
programming, Sandra
Butler-Jones; g.m.
Hank Yaggi.

1949 as WOIC,
owned by Bam-
berger Broad-
casting. In 1950 it
was sold to the
Washington Post
Co. and became
WTOP. Later the
Post bought up
CBS’s 45 percent
interest in the
station. Then, in
1977, Post-News-
week and Detroit’s
Evening News As-
sociation agreed to
swap stations:
WTOP went to the
ENA and WWJ in
Detroit went to
P-N. The following
year Channel 9 had
new call letters:
WDVM (for Dis-
trict, Virginia and
Maryland). When
ENA merged with
Gannett in 1986,
Channel 9 found
itself with a new
handle: WUSA.

Ron Townsend, a
30-year veteran of
the broadcasting in-
dustry, has been
one of the constants
in the station’s
multi-owned life.
He joined in 1974,
moved up to station
manager in ‘78 and
into the general manager’s slot in 1986.
He’s served under three owners and
helped steer the station through two own-
ership transitions. “Post-Newsweek ran
some fine television stations,” says
Townsend, now ensconced in Gannett’s
corporate offices across the Potomac from
WUSA as president of the Gannett Tele-
vision Group. “They paid a great deal of
attention to news and community in-
volvement, and that became the tradition
of Channel 9.”

Longevity is another tradition. There
are still three technicians on staff who
were there when Channel 9 turned on the
juice 40 years ago: Gene Beall, George
Catron and Jack Waldron. Three em-
ployees have been there for 30 years and
13 are in the 20-year club. Noon anchor
Bob Dalton has been with the station
since 1951 and Gordon Peterson, the dean
of Washington TV anchors, joined in 1969.

At top management, Yaggi signed on in
1979; general sales manager Steve Cook,
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’68; programming chief Butler-Jones, 80,
and Pearce, ’81.

“We went on the air on January 16,
1948 with just 31 people,” recalls
Waldron. “We were a small, close-knit
group, and we've always been that way.
The Post company treated you as family;,
they wanted you to stay.” He recalls that
Washington Post founder Eugene Meyer
hosted regular dinners for all Post em-
ployees, and on one occasion handed out
stock to everyone. Waldron got six
shares, which today would be worth over
$400,000. “They shared the profits, gave
out stock. . . . That’s the kind of thing that
makes you stay.”

Townsend established something of a
tradition himself, becoming a highly
visible community leader. He is a past
president of the D.C. Big Brothers and is
currently president of the United Way
National Capital-area board of directors.
“Ron encouraged community in-
volvement from all of us,” says Yaggi.

When Channel 9 was absorbed into the
Evening News Association, says
Townsend, “there was really no corporate
identity. We were just another TV station
with some odd call letters. Our challenge
was to maintain the momentum that Post-
Newsweek had developed.”

One advantage, however, was that, for
the first time, Channel 9 could compete di-
rectly with the Washington Post for ad
dollars. “We could, and still do, show key
retail accounts how to cut back on news-
paper spending and move those dollars
into television,” says Yaggi.

When Channel 9 was bought by
Gannett, says Townsend, the station re-
ceived an immediate infusion of ideas,

talent, technology and money; lots of’

money, enough to build a new home for
WUSA, now under construction just
down the block from its present head-
quarters, and scheduled to open in 1991.
The news division got a new satellite
truck, courtesy of Gannett, use of the
Gannett News Service/TV and more
money to support community services
through the Gannett Foundation.

“We are fortunate that the people who
own us are good people,” says Pearce.
“Gannett is a news company and we’re in
the news business.” What Gannett in-
herited, says Townsend, is “a winning
tradition. . .. It’s amazing. I’ve spent a
third of my life in that building, and every
day I'd see it: that winning spirit.”

That’s what makes everyone want to
stay, says Butler-Jones. “Very few sta-
tions in this country have the people
power that we have. ... It’s an energy, a
reach for excellence you really don’t find
anywhere else.” Her programming de-
partment is both prolific and innovative.
In addition to Capital Edition, WUSA
has broken new ground with In Our
Lives, a show for and about teens which
bumps the CBS Saturday schedule at 10
A.M. Relying on a mixture of acting and

34 CHANNELS / NOVEMBER 1989

in-studio discussion, the station auditions
teen actors to make up a 12-member
troupe that changes every year. And its
Music Video Conmnection gets better
ratings than NBC’s Friday Night Videos.
“I want that late-night audience,” says
Jones, ever eager to expand into other
time slots.

In the past two years, Jones’ docu-
mentary unit has turned out such produc-
tions as Thurgood Marshall: The Man, in
which syndicated columnist Carl Rowan
conducted a rare interview with the Su-
preme Court Justice. Out in the Cold was
a look at the plight of homeless families
and Capitals of the World is an annual

not been without difficulty. No sooner had
Pearce become news chief in 1983 than he
had a run-in with anchor Gordon
Peterson. Peterson and Pearce had radi-
cally different ideas about the mixture of
national and local news.

“The two of them would have these
wild meetings that were more like free-
for-alls,” says one outside observer. “The
whole thing made David a nervous wreck,
even to the point where he'd become
physically sick.” With the in-house
feuding making headlines, Pearce and
Peterson reached a truce of sorts: The
anchor was signed to a new contract and
Pearce succeeded in redirecting the focus

Washington mayor Marion Barry responds to a WUSA report that he smoked crack with a drug dealer.

prime-time examination of some of the
things Washingtonians have in common
with people living in other capitals. “How
many other program departments send
their reporters to a foreign capital every
vear?” asks Jones.

The competition, adds Pearce, has
thrown a lot of money at WUSA’s talent,
“but money isn’t everything, and when
you think about the environment in which
you work . . . and this station with its tra-
dition of being number one, a lot of people
don’t want to work any place else, so
there is a stability here.”

There’s also a degree of notoriety. Last
August, WUSA reporter Mark Feldstein
broke the story that convicted cocaine
dealer Charles Lewis told federal investi-
gators that he purchased crack cocaine
and smoked the drug with D.C. mayor
Marion Barry on several occasions. The
story hit Washington with a jolt. Pearce
says he never hesitated about running
Feldstein’s story, nor did he question the
reporter about his sources. “I didn’t ask
for source material,” says Pearce matter-
of-factly. “We put the reputation of this
station in the hands of our reporters.”

Yaggi has put his confidence in Pearce,
whose six-year tenure as news chief has
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of the station’s news coverage.

WUSA began to strengthen its local
coverage at the same time that Wash-
ington, like many other urban centers,
began an agonizing slide into the mire of
drug-related violence. Earlier this year,
with opinion polls showing the public fed
up, WUSA launched “We’ve Had
Enough,” a station-wide campaign in-
volving news and public affairs aimed at
combating this scourge. The point man for
WUSA is editorial director Rich Adams.

“I don’t have a secretary and [ answer
my own phone,” says Adams, whose
much-publicized “hot line” feeds into an
answering machine he uses to monitor
tips that he passes on to the police—or
sometimes to the WUSA newsroom.
Adams punches up one recent message
and a woman’s voice fills the room:
“There’s a crack house on * * * Street.
We told the police, but they don’t seem to
do anything about it.”

Adams knows his credibility is on the
line. “I’ll pass it on to the police, then
follow up,” he says. “It’s important for
people to know this machine doesn’t just
get erased and nothing happens. But
when they see the police show up, word
gets out that we’re for real.” °
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and everyone at
MULTIMEDIA ENTERTAINMENT
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WASHINGTON DC

Channels Magazine’s
Excellence in Television



WE’RE PROUD
OF THE

COMPANY

WE KEEP.

Congratulations to Gannett Broadcasting’s flagship
station, W*USA-TV, for being honored with the
“Excellence in Media’ citation from CHANNELS.

Four of the six stations honored since the program
began in 1984 are represented by Blair Television.

1989—W*USA Washington, DC
1988 —WBRZ Baton Rouge, LA
1987 —KYTV  Springfield, MO
1985 —KING  Seattle, WA

Excellence is contagious. You catch it from the
company you keep. The excellence of all the stations we
represent is what makes Blair the leader in national sales
representation.

BLAIR TELEVISION .2

A subsidiary of John Blair Communications, Inc.
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COMPETITION

for distinguished service
in health reporting

There's still time to do a story or program in 1989 that will bring Awards to be given for:
i o B eeceictou osllon Trepieriett TELEVISION

If you have been responsible for a program or story that is RADIO
meritorious in bringing public attention to the health needs of t NEWSPAPER

16 a belter understanding of a eakh probiem i yamr etions & MAGAZINE

promoted health and welfare, your story or program should be FOR RULES & ENTRY FORMS, WRITE TO:
entered in this comptition. Enter your own program or nominate Journalism Awards

colleagues’ programs for awards. American Chiropractic Association
1701 Clarendon Blvd.. Arlington, Virginia 22209

CASH PRIZES AND TROPHIES WILL BE AWARDED

GONGRATULATIONS
WUSA-TV.

Well-deserved recognition for your pace-setting
coverage of the country’s toughest beat.

- GTG

57 ENTERTAINMENT
wi ATinker/Gannett Company
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Lorne Michaels and his Broadway Video cohorts,

who ‘can’t sleep unless it’'s good,’ bring the wonders

of pop culture to television.

By Chuck Reece

t’'s been a loaded year for Lorne

Michaels—a crazed landmark of a year.
Since Saturday Night Live first ripped
into the American consciousness 15 years
ago, it’s been clear that Michaels is alone
in his league. He took a piece of the TV
schedule and remade it for a new au-
dience. He transformed an entire gener-
ation’s conception of TV comedy. He
changed network executives’ ideas about
the efficacy of weekend late-night pro-
gramming. And he made home a cool
pliace to be on Saturday nights.

What he didn’t do was immediately
parlay the success of Saturday Night Live
into a Hollywood-style programming ma-
chine. He could have: If anyone owned
the franchise on pop culture in the late
1970s, it was Michaels. But apart from
continuing SNL and producing the occa-
sional special and an aborted early-'80s
series called The New Show, Michaels
didn’t churn out much product. He did
start a production and postproduction
company, Broadway Video, in 1979. “I
wish that T could take credit for any kind
of planning or foresight,” he says today.
“But it was like everything else in my
life—1 stumbled into it.” He built
Broadway Video, he says, because he
couldn’t find an editing room in New
York that met his standards for sound
recording. Broadway Video was suec-

.

cessful with postproduction work alone,
but still, there were no new series.
Until the 1988-89 season. This was fi-
nally the year Michaels’ special touch for
programming on the fringes took him
beyond Saturday Night Live—to cable, to
syndication, to new time periods, to even
edgier forays into the wilds of American
pop culture. The two new series—
Michelob Presents Night Music, the late-
night music series syndicated by Fox/
Lorber Associates that was called
Sunday Night last year, and The Kids in
the Hall, an HBO comedy series starring
five unknown wackos from Tor-
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The Kids in the Hall, left, and Detroit funkateers Was (Not Was) on Michelob Presents Night Music.

onto—made a point: Lorne Michaels is one
person with the taste—and the clout—to
get the truly brilliant bits of pop culture
onto mainstream TV.

“What Lorne has done in the last two
years is make a concerted commitment to
quality new production,” says Eric Ellen-
bogen, president of Broadway Video En-
tertainment, Michaels’ production di-
vision. “It was just the right time to do
it.” But the right time, in the parlance of
Broadway Video, doesn’t mean the
company had pinpointed new niches and
built shows for them. “I don’t know that
our production is ever market-driven,”
says Ellenbogen.

That’s putting it mildly. Michaels, in his
car on the way to Kennedy Airport one
day in early September, explains that he
never intended to enter the business side
of television. He was driven there. “The
first 15 years of my work in TV, 1 was
prinecipally a writer,” says Michaels,
whose early work included writing for
Rowan & Martin’s Laugh-In and pro-
ducing two Emmy-winning specials for
Lily Tomlin. “I came into production as a
reaction against the work being
changed.”

He has provided, with Broadway
Video, a place for producers such as
Robert Boyd of The Kids in the Hall and
John Head of Night Music to work in sim-
ilarly unimpeded circumstances. “I don’t
know how many people who have the in-
telligence and taste and interests of
Lorne are attracted to television in the

5§

first place,” says Boyd, from his home in
Toronto. Michaels has always populated
his shows with talent from Toronto,
where he grew up and attended college
(studying English literature at the Uni-
versity of Toronto). Boyd and Head, who
has been a colleague of Michaels’ for more
than ten years, independently offer the
same assessment of the man’s approach
to television: The shows he makes are
simply shows he himself would like to see.

That doesn’t make Michaels guilty of
blatant disregard for his viewers; he just
knows which part of the audience is his
and which part can be left to the Mr. Bel-
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vederes of the TV world. Bridget Potter,
the HBO senior vice president for original
programming who helped make the deal
with Broadway Video for The Kids in the
Hall, puts it this way: “Lorne has the
knowledge and understanding of what TV
comedy can be if it doesn’t have to appeal
to the lowest common denominator in the
audience.”

The Michaels philosophy seems to be
this: Program first to the hip high end of
the pop-cultural marketplace; a good-sized
crowd will—eventually—follow.

Michaels describes how this uncodified
philosophy applies to Night Music. “I
think it’s going to build an audience,” he
says. “I think it’s that kind of show, be-
cause what it does isn’t available any-
where else and because it’s pure to the
people who want it. You have to start
with a core audience that really cares.
Word of mouth then helps it.”

Word of mouth was what made Sat-
urday Night a blockbuster 15 years ago.
If NBC executives, and not the audience,
had been given the chance to decide
SNL’s fate, it might never have seen
airtime. Michaels at the time had an offer
to write a movie script for Paramount, a
fact that made him “just cocky and ar-
rogant enough” to hit NBC with a long
list of demands. Today, those demands
are principles he maintains when making
new shows. “What I asked for and got
was six months to put the group to-
wether,” Michaels recalls. “Three months
to find them and three months of
preproduction, for everybody to sort of
live together and so people could write
beyond the things they had already
written. 1 hoped a synthesis would take
place, so that by the time we went on the
air there would be a new style. And sec-
ondly, I argued and got & commitment for
17 shows. I wanted 20, they wanted 13,
and we compromised. In the same way,
with Night Music and Kids we got com-
mitments for 20 shows. These kinds of
shows tend to evolve on the air. You need
the response of an audience. You can’t do
a pilot for them. So, with Saturday Night,
the final hook was going live. Because of
that, the network saw it when the public
saw it. All of those cliches about ‘you can’t
do that on television’ evaporated when
Western civilization as we know it didn’t
end.”

Indeed, it seems Lorne Michaels
wouldn’t do a show unless someone
was telling him he couldn’t do it on tele-
vision. Night Music was last season’s
first example. The show, hosted by
noted saxophonist David Sanborn, who
is backed by a house band of crack session
players, has coupled in magnificent jam
sessions musicians of great influence
but not necessarily great record sales.
The concept is working. In 1988, the
show kicked off with clearances that
vielded only 22 percent of the tele-
vision audience. This fall, Night Music
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began its season in more than 75 percent
of TV homes.

The Kids in the Hall, however, is the
best evidence that Michaels’ desire to
push TV’s boundaries hasn’t waned. The
Kids, whom Michaels first saw in a To-
ronto club in 1985, write and perform
comedy that reaches edgy, cynical ex-
tremes that even the early SNL seldom
matched. One Kid, Scott Thompson, does
a recurring character, a ridiculously
blatant stereotype of a gay man. He sits

Michaels

knows ‘what comedy
can be if it need not
appeal to the lowest
common  denomi-
nator.’

drinking martinis, smoking cigarettes and
delivering monologues that shatter prej-
udice with satire: “They say blacks are in-
ferior because they like to dance and
screw around. They say heterosexuals are
better than homosexuals because we're so
promiscuous. 1 guess that means we're
black also. It makes sense, ’cause we can
really dance. And boy, do we understand
the blues.”

Says producer Boyd: “You see these
fresh faces, these guys who look like they
could live next door to you. And then you
start listening and they’re talking about
cancer. That’s one of the most interesting
things about them, that contrast. They
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Just look so innocent, but their eyes have
this glint in them. You think, ‘Oh, it's a
friendly glint.” Then you realize it’s some-
thing else. It’s pretty malevolent.”

The Kids in the Hall and Night Music
have met with critical acclaim, which
leads to word of mouth, which leads to
growing audiences, Michaels hopes.
HBO’s Potter says Kids is no ratings
blockbuster, but adds that “we didn’t
expect it to be The Cosby Show. We use
it to appeal to a young, hip audience, the
movers and shakers
of tomorrow.”

Michaels’ two
non-SNL successes
have not made him
hungry for the money
still more shows
might generate. The
ongoing success of
SNL and Broadway
Video’s cash flow
from postproduction
work and syndication
(SNL reruns are a
mainstay of Nickelo-
deon’s Nick at Nite
lineup and run on a
handful of broadcast
stations) pretty much
guarantee Michaels
enough moolah to
mount any pro-
duction. He’s inter-
ested, he says, only if
he can couple fine

ideas with fine
people.
“This friend of

mine once described
this theory about
what makes things
successful,” Michaels
says. “The name of
the theory was ‘The
Solitary Passionate
Man.” That’s when
you get someone who
isn’t going to sleep at
night unless it’s
good.” Money, he
says, isn’t much moti-
vation for The Sol-
itary Passionate Man.
“I don’t want to underestimate how im-
portant it is to get people who'll watch
the money, but those people seem easier
to find. But finding people who really care
whether something’s good or bad and are
really passionate about it, I think I just
demand that of the people I work with.
Robert Boyd with Kids in the Hall and
John Head with Night Music are people
who care very much about their work.”
And right now, Boyd and Head work for
a Solitary Passionate Man whose suc-
cesses have left him sufficient clout to
bankroll other passionate souls. That’s a
rare circumstance, and it is producing
rare television. ®
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DOWN-HOME
CABLE TV

With its longstanding commitment to local

programming, Colony Communications has earned

its reputation as a visionary company.

By Janet Stilson

E\'el'y summer, Jack Clifford, chairman
of Colony Communications, wields a
big wooden spoon at a chili cook-off in Cy-
press, Calif. The odds may seem stacked
against a New Englander in the battle of
Southwestern cuisine. But for Clifford, an
occasional bread-baking instructor who
looks like a cross between Telly Savalas
and James Beard, the contest is an im-
portant show of community involvement
in a market where Colony owns a cable
system. So before heading back to his
Providence, R.1., headquarters, Clifford
invariably asks the judges why his con-
coction has been rejected.

“Jack keeps working on his recipe. He’s
determined we're going to be a winner,”
says Dodie Tschirch, director of gov-
ernment affairs and communications.

In a similar way, Clifford and his staff
are convinced that the key to suecess in
the TV business lies in figuring out local
viewer appetites and finding innovative
recipes for satisfying them.

That approach over the years has given
the company a reputation as forward-
thinking, particularly when it comes to
local programming and sales. More than
ten years ago, Colony saw the need to
serve large ethnic communities and
created The Portuguese Channel in the
New Bedford, Mass., area. It followed up
that venture in 1987 with Miavision, a
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network aimed at the large Spanish-
language population served by its system
in the Coral Gables, Fla., region. In ad-
dition, Colony has six local newscasts
around the country, some of which have
been honored by ACE awards and picked
up for feeds on Cable News Network. Its
Newscenter 13 is regularly rebroadcast on
the CBS affiliate in Providence.

Likewise, Colony became an aggressive
force in local advertising vears ago. While
most operators have just begun to realize
that revenue potential, Colony, notes
Trygve Myhren, former chairman and
chief executive of American Television &
Communications and currently owner of
an investment and consulting firm in
Denver, “has really been a pioneer in the
advertising side of the business.”

For all its strategizing on the pro-
gramming and sales fronts, Colony bears
a quiet exterior. It is a relatively small op-
eration: the 36th largest MSO in the
country, according to Paul Kagan Asso-
ciates data, with over 323,000 subscribers
in systems concentrated in New England,
New York, Florida and California.

Details of its earnings performance are
guarded by the New England families
that own its parent, the Providence
Journal Company, publisher of one of the
oldest continuously published newspapers
(160 years) in the U.S., the Providence
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Journal-Bulletin. Along with the Journal
and the Evening Bulletin, the Journal
Company also owns the Providence
Journal Broadeasting Corp., a group of
four TV stations, and the Providence
Journal Cellular Co.

Clifford says Colony’s earnings are
second only to that of the newspapers in
contributions to the corporate bottom
line. As president of CATV and broad-
casting at the company, Clifford manages
all of its businesses except the news-
papers, and he says the cable division en-
tails “the most significant amount of work
of anything I do.”

Like the New England estates in gothic
novels, the Journal Company comes with
its own dark mystery, “lifted from the
pages of the most haunting Ellery
Queen,” according to the Journal-
Bulletin’s own reportage: the death in
1987 of Michael Metcalf, who was a key
force behind Colony as the Journal Com-
pany’s president, chairman, chief exec-
utive and the newspapers’ publisher.

Some rumors suggest Metcalf’s death
was a Mafia hit on the head of two news-
papers that have taken a hard look at or-
ganized crime. Yet a police investigation
concluded that the death apparently re-
sulted from a freak bicycle accident. Dis-
satisfied, the Journal-Bulletin has had
two reporters investigating the mystery
over the last two years, and their findings
are expected shortly.

It was a meeting with Metcalf that
made the personality of the Journal— and
Colony—most striking to Clifford shortly
after he joined the company 12 vears ago
as director of broadcasting and CATV.
Just back from a grand tour of the com-
pany’s radio stations (since sold) and cable
systems, Clifford presented Metcalf with
a scheme for expanding the cable business
and acquiring TV stations. “I agree with
most of what you’ve said,” Clifford recalls
Metealf saying. “But whatever vou do,
never, never damage an employee.”

The regard for employees at Colony is
reflected in an extremely low turnover
rate and the number of top officials that
have risen through the ranks over the
years. Among the longtimers are
Colony’s current president, Bruce Clark,
who joined the company in 1976 as an as-
sistant general manager in its Beacon,
N.Y., system, and executive director of
operations Paul Silva, who began his
career in the early 1970s as a project
manager at Colony’s Greater Boston
Cable Corporation system (since sold).

The nurturing of employees is but one
element of Metcalf’s legacy, carried on by
Stephen Hamblett, the newspapers’
present publisher and the Journal Com-
pany’s president, CEO and chairman. The
legacy is also manifest in the ongoing com-
mitment to community involvement,
notably in Colony’s local programming.

Five of the company’s larger systems
produce six local newscasts 1,500 times a
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vear, in an effort to give viewers more in-
sight into their communities than local TV
stations provide.

Colony’s Portuguese Channel, which is
produced at its Whaling City Cable TV
headquarters in New Bedford, Mass., is
distributed to systems in 36 New En-
gland cities with large Portuguese constit-
uencies. And in Coral Gables, Fla., the
Spanish-language Miavision channel
caters to the local Latin American popu-
lation with a programming paella heavy
on local information and news.

In the latest ACE awards competition,
Miavision’s  half-hour  weeknight
newscast, Noticiero Micuvision, walked
past four English-language nominees to
win in the series news category. (Two of
the other four finalists were from Colony
systems, its U.S. Cablevision system in
New York state and Lowell Cable Tele-
vision in Massachusetts.)

Joe Langhan, Colony’s director of pro-
gramming, recalls that The Portuguese
Channel was launched in 1976 as a

c:;lony's

president, Bruce Clark
(left), and its chair-
man, Jack Clifford, in
Providence.

part-time network in an effort to increase
the New Bedford systems’ penetration in
an area where about 60 percent of the
population is of Portuguese descent.

But Clifford adds that Colony’s local
programming efforts also evolved out of
a desire to make the cable systems a pos-
itive force within their communities. And
doing the channels right required consid-
erable effort.

“Most of the programming we had to
produce ourselves,” says Langhan. “We
basically did anything. We did music
videos before we even knew what music
videos were. We started filming [the Por-
tuguese community’s] favorite singers
back in Portugal, lip synching their songs
in the park or on the beach.”
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The value of the channel became evident
about two years after its launch, when the
system bumped it up to a higher priced
tier and transformed it into a full-time
service. Within a month, about 20 percent
of the system’s 15,000 subscribers had
called a special number to talk with
Portuguese-speaking operators about
signing up for the higher tier, according
to Langhan.

The channel, begun as a co-venture
with the local Portuguese Times news-
paper, is still produced at Colony’s New
Bedford system. However, it is now
wholly owned by the Times.

While Langhan scoured Portugal
looking for product for the channel, a dif-
ferent kind of hustling has taken place at,
Newscenter 13, a program put out by
Colony’s systems in Fall River and New
Bedford, Mass. Each of the show’s three
reporter/anchors covers three to five
stories daily. A local district attorney
drops in after work to deliver the sports.
And when the men in the group get ready
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to go on air, a customer-service rep ap-
plies their makeup.

This all-hands-on-deck approach has
paid off in a big way: Newscenter 13 rubs
shoulders with the CBS Evening News
With Dan Rather and the evening
newscast produced by WLNE-TV in
Providence. That station has picked up
the cable show and transmits it at 6:30
P.M. as part of its regular evening
schedule to the New Bedford/Fall River
portion of its ADI, served by a translator
station. In exchange, the New Bedford
and Fall River systems air WLNE’s
evening news, along with the CBS
Evening News, on their local-origination
channels.

The impact of these efforts was a dra-
matic drop in the churn rate in New
Bedford and Fall River.
“That alone paid for the
news,” says Clifford.
“On top of it, we sold ad-
vertising, and continue
to sell it year after
vear.”

This year, the New
Bedford and Fall River
svstems are expected to
attract roughly $714,000
in advertising on their
local Channel 13. Some
$200,000 of that comes
from ad avails on News-
center 13, according to
Jeffrey Wayne, Colony’s
executive director of
marketing and adver-
tising sales. (In com-
parison, the systems’
largest local ad-revenue
earner among the basic networks, CNN,
is expected to draw $160,000.)

Langhan plans to expand the local pro-
gramming effort in the future, and one op-
portunity he sees is in court trials. The
Fall River system put its name on the
Jjournalistic map a few years ago when it
gave area viewers complete, gavel-to-
gavel coverage of the Big Dan’s Tavern
trial, on which the film The Accused is
loosely based. Colony’s coverage of the
controversial trial—in which six
Portuguese-Americans faced charges of
gang-raping a woman in a local bar—is be-
lieved to mark the first nonstop coverage
of a court case on TV in the U.S. CNN of-
ficials say that network initially picked up
Colony’s feed for its stories on the trial.
But within days, CNN was picking up the
complete gavel-to-gavel feed, until its own
crew arrived on the scene.

In at least one instance, attention to
local programming has proven a shining
light for Colony when it has received
sharp criticism for its service.

In 1987, the mayor’s committee on
cable television in New Bedford released
a vitriolic report on Whaling City’s per-
formance. The 29-page report stated:
“What we found was shocking. A cable
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‘Qur intent is to
write a 150-year
book about
the cable

industry and

ovur activity in it,’
Clifford says. ‘We're
committed to it.’

system which is technically obsolete, with
inferior levels of service, gross violations
of license and a cable operator
lacking in integrity, with little apparent
regard for those it serves.” In retrospect,
Steven Sharek, who was vice chairman of
the committee and is presently a New
Bedford city councilman, says, “You can’t
lay all the blame at Whaling City’s
doorstep because the city didn’t do a
darned thing to monitor their contract for
15 years.” He says that even at the time
he railed against the system, he had
nothing but praise for the company’s local
programming. He gives the system high
marks for improvements since the report
came out.

Colony’s Tschirch says the system
never had an opportunity to defend itself
against the report’s ac-
cusations.

“We were not in non-
compliance of the terms
of the agreement,” she
contends. “We feel that
the report was the result
of an underlying frus-
tration of people in an
underserved portion of
the city.” In attempting
to wire the section, the
system ran into oppo-
sition from some citizens
who didn’t want the
system to use poles.
After the report, the
company spent a consid-
erable amount of money
wiring underground, a
difficult task in that area
because of various
physical obstructions. “The problem, on
the part of both the community and the
company, was a lack of communication,”
Tschirch explains.

Nonetheless, reports of disgruntlement
at other Colony systems apparently are
very limited. Indeed, the city of Los An-
geles, where Colony has one out of 14
service areas, is so impressed with
Colony’s local studio facilities that it is
modeling elements of its government-
access channel facilities after them, ac-
cording to a spokeswoman for L.A. coun-
cilwoman Joan Milke Flores.

Of equal value to Colony’s pro-
gramming assets are its sales efforts. In
the recent past, advertising has made up
10 percent of the company’s revenue, says
Wayne. That compares with an industry
average of about 3.2 percent, judging by
Paul Kagan Associates estimates.

In addition to local sales, Colony has
created several interconnects that attract
local, regional and national spot adver-
tising to its own systems as well as to
some other cable companies.

Work done by the MSO’s Colony Inter-
connects Inc. unit was responsible for
picking up two of the three marketing
awards received by the company this

wWwWw.americanradiohistorv.com

year from the Cable Television Adminis-
tration and Marketing Society.

Clifford’s work as a founder and past
chairman of the Cabletelevision Adver-
tising Bureau (CAB) has redounded to the
benefit of other cable companies as well.
“Jack saw that cable advertising was
going to be a different sell than broadcast
advertising, that we would have to
reinvent the wheel,” says Bob Alter,
president of the CAB.

The sales technique which Clifford
honed at KTVK-TV and KTAR-TV in
Phoenix, WXIA-TV in Atlanta and
KXTV in Sacramento, and which he
swears by to this day, is as simple as it is
effective: Listen to what the advertising
client wants, and then prove you can give
it to them.

As for Colony’s future, Clifford says the
company will continue to grow through
new-builds and expansion of franchises it
already serves, rather than through ac-
quisitions, because of current prices.

Colony’s ranking as a medium-sized
MSO has worked to its benefit in bidding
for systems, says Clark. “If we had 1 or
2 million subseribers, there might be
some advantage in terms of programming
discounts. But nothing that’s hurting us.”
By being smaller, he adds, Colony “makes
decisions much more quickly.”

Mark Dempsey, an account executive
for the northeast region at Turner Cable
Network Sales, confirms that attribute.
“A lot of companies take a long time to re-
spond” during negotiations, he says. “But
Colony is very good at making decisions.
And they’re very strong in putting to-
gether marketing plans as well.”

Its methodical growth which, combined
with earlier purchases, has seen the com-
pany’s sub base rise 200 percent in the
last ten years, may not win Colony any
awards, Clifford says. “But by golly, we
do get slapped on the back every month
at the bank. And we haven’t had any
layoffs.”

Lack of acquisitions doesn’t spell any
shortage of enthusiasm for cable,
however. The Journal’s 20-year control of
Colony makes it one of the oldest cable
companies continually owned by one firm.

“They are tenacious in holding onto the
cable systems,” says Dennis McAlpine, a
vice president at Oppenheimer Inc. “But
that’s not atypical of the Providence
Journal. It’s held on to other properties
for a long time. It’s private, so it doesn’t
have to answer to shareholders.”

To say the Journal is in cable for the
long haul is almost an understatement.
“Our intent is to write a 150-year book
about cable television and our activity in
it,” Clifford says. “I have no idea
what the exact form of cable will be
then. ... But I can assure you the
Providence Journal will have someone
like a Jack Clifford around making
damned sure it’s being done. We’re com-
mitted to it.” ]



You have made significant contributions to the cable industry, set high
standards for all cable systems, and made cable television worth watching.

Congratulations.
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