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Why are you paying
to sell him pantyhose?

He doesn’t know his control top from so you don’t have to buy impressions
his sandal toes. Couldn’t care less. you don’t want. We can tell you exactly
He’s not buying them. So why are you how many people you've reached
buying him? Advertise on Juno, the and who they are, in more detail than
advertiser-supported free e-mail service. any other medium, online or off.

Juno targets your ads to match sub- That makes us 100% targetable and
scribers’ interests and demographics, accountable, and a much better fit.

©1996 D. E. Shaw & Co., L.P. ALL RIGHTS RESERVED. Juno is a trademark of D. E. Shaw & Co., L.P.

Free to read. Free to write. =— Free to everyone.”
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AT DEADLINE

cent share in the entertainment channel, is said to have the inside
‘ track but is rumored to be talking with NBC about helping to ‘

~ The Real Winners of Super Bowl XXXI

SF Broadcasting’s Fox affiliates in Green Bay and New Orleans finance half of the Time Warner share buyout. Comcast and NBC
expected to command record spot unit prices for yesterday’s | representatives declined comment. Representatives for News {
Super Bowl XXXI. Steve Carlston, president and ceo of SF Corp. could not be reached.

‘ Broadcasting, said that WLUK in Green Bay charged $30,000 . . .
per spot for the Super Bowl, which pitted the home-market Adweek Magazmes Reorganlzes Sales Unit
Packers against the New England Patriots. That spot figure Adweek Magazines, publisher of Adweek, Mediaweek, Brandweek
should translate to $420,000 in gross revenue for the 14 units and Marketing Computers, is reorganizing its sales department to
sold within the game. It is also about five times the amount better represent the individual magazine titles. Ami Brophy,

| WLUK officials say they get for regular-season Packers games. | Ronald Kolgraf and Peter Lachapelle. formerly publishers of the
In New Orleans, site of the big game, SF’s WVUE was said to be West, New England and Midwest editions of Adweek, respectively, |
‘ getting $39.000 to $42,000 per unit, or roughly have been named regional sales directors for all the
$600,000 for the game. Rupert Murdoch should be titles. Wright Ferguson Jr., formerly New York sales ’
quite pleased as well: Fox holds a 50 percent stake manager for Adweek Magazines, has been named
in the SF Broadcasting stations. publisher of Adweek. All will continue to report to

L A Michael E. Parker, senior vp of sales and marketing
CBS Radio Goes Solo With |nterep and the publisher of Mediaweek.
CBS last week selected Interep as its sole national - 2 "
‘ sales organization, representing all 79 CBS radio Billhoard Launches Dally ‘Bulletin’
stations, including the Westinghouse and the former Billboard magazine’s new daily Billboard Bulletin
Infinity Broadcasting stations. The consolidation will be available each workday starting Jan. 29 as a
creates the largest national radio sales organization two-page fax or through Billboard’s Internet site, at
in the industry. www.billboard.com. \

MRI Boosts Sample Size 50% Addenda: univision, the teading Hispanic
Mediamark Research Inc. (MRI) will increase its broadcast and cable network in the U.S., last week

‘ survey sample size by 50 percent, to 30,000. The TG LT TV V[l named Henry Cisneros, the outgoing Secretary of |
increase, to be implemented in the next wave of data  R{UITERVALRAVRYLILE  the Department of Housing and Urban Develop-

\ collection in March, comes after prolonged contro- 12 ment, as its new president/coo. He will report to ‘
versy over MRP’s sample size. Clients will pick up A. Jerrold Perenchio, Univision chairman/ceo... |
the tab for the larger sample, which MRI said will RADIO Gene McHugh has been named vp and gm for

4

INSIDE _

boost overall costs by 25 percent. 2 New World Fox affiliate WAGA-TV in Atlanta.

‘ 2 2 McHugh had been vp and gm for Fox O&O

 Eye on People Prepping to Pick Prez MAGAZINES WTTG-TV in Washington, D.C. He replaces Jack
CBS Eye on People, Westinghouse’s cable network ’ a4 Sander, who moves to a senior-level position at
targeted for a March 31 launch, could name a presi- A H. Belo Corp....Regina Kenney withdrew her

| dent as early as this week. The leading candidate, THE MEDIA ELITE name this week as a nominee to the Federal Com-
according to sources, is Geoffrey Darby, president of 46 munications Commission. Sources at the FCC and
Viacom Interactive Services, which has been down- in Congress said that Kenney had been opposed by
scaled recently. Neither Westinghouse nor Viacom MEDIA PERSON two powerful groups, the cable industry and the tel-
representatives would comment. 54 cos. As a Senate staffer, Kenney helped craft the

. cable reregulation bill of 1992. And as chief of the

MurdUCh, COmcast—N BC Bld 'or E! Common gCarrier Bureau at the FCC, she worked

[ Rupert Murdoch’s News Corp. and a Comcast Corp.—NBC l on the disputed interconnection orders involving long distance

alliance are among the bidders lining up for Time Warner’s stake
‘ in the E! Entertainment Television cable network. Time Warner’s

and local phone companies.

58 percent stake is valued at $320 million, according to analysts. Correction: A photo accompanying an item on Mcllhenny
Comcast, one of three MSO stakeholders in E! (along with Cox Co.’s Tabasco Sauce in “Real Money” (Mediaweek, Jan. 20)
Communications and Continental Cablevision) holding a 10.4 per- | mistakenly showed a competitor’s products.

MEDIAWEEK (ISSN 0155-176X) is published 47 times a year. Regular issues are published weekly except the last week of July and the second and fourth weeks of August and the

| last two weeks of December by ASM Communications, Inc., a subsidiary of BPl Communications Inc., 1515 Broadway. New York, NY, 10036. Subscriptions are $125 one year; $215
two years. Canadian subscriptions $280 per year. All other foreign subscriptions are $280 (using air mail). Registered as a newspaper at the British Post Office. Periodicals postage paid
at New York. N.Y. and additional mailing offices. Subscriber Service (1-800) 722-6658. MEDIAWEEK, 1515 Broadway, New York, N'Y, 10036. Editorial: New York, (212) 536-5336;
Los Angeles. (213) 525-2270; Chicago, (312) 464-8525. Sales (212) 536-6528. Classified (1-800-7-ADWEEK). POSTMASTER: Send address changes to MEDIAWEEK, PO. Box
1976, Danbury, CT 06813-1976. Copyright, 1997 ASM Communications, Inc.
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Setting the Media A

Sen. Conrad Bums has
some different ideas

REGULATION / By Alicia Mundy

n November, John McCain became the

new sheriff in town, taking over the Sen-

ate Commerce Committee. Now he has

hired himself a new deputy, Conrad

Burns, a second-term Republican sena-

tor from Montana. Burns has just
assumed the chairmanship of the Communica-
tions Subcommittee. His role signals a new
importance and possibly big changes in com-
munications policies. During the last Congress,
the subcommittee had been subsumed into the
full Commerce Committee and for all intents
was moribund. It has been resurrected.

Burns and McCain were the only two sena-
tors on the Commerce Committee last year
who refused to sign the telecommunications
reform bill. Both men complained at the time
that the bill did not deregulate the TV, cable or
phone companies enough, and they worried
that some provisions were so complicated (for
example, those involving TV and radio station
ownership) that there would be problems in
enactment and enforcement. As McCain
moves to revisit the telecom act and investigate
the fallout—higher cable rates, higher long dis-
tance rates—Burns just drawls, “I told you so.”

Already the subcommittee has been mobi-
lized to take on a major controversial issue—
liquor ads on TV (see “Washington” column,
page 26). As part of that project, Burns is also
taking on Reed Hundt, the Federal Communi-
cations chairman who has had a more activist
agenda than his predecessors in recent years.
Burns’ first move was to shut the FCC out of
Senate hearings on liquor ads that will take
place on Feb. 11.

Item No. 2 for Burns: the new TV ratings
system. He’s not wild about it. “I support the
industry coming forward with something,” he
says, “but I worry that producers will use the
system to give themselves cover.” Rather than
limiting the amount of violence or sex on the
air, “the producers just put up their ratings and
then Hollywood walks off.” Foul language is
another point of contention. “You see Tin

“I like the idea of peo-
ple complaining about a
program to its sponsors.”
—Sen. Conrad Burns

Cup?” he asks. “That could have been a PG
movie—but they used so much profanity.”

“I'like the idea of people complaining about
a program to its sponsors and I’'m going to
encourage that,” he adds. “I’'m very worried
about the moral values being shown on televi-
sion. I don’t like a lot of what T see. MTV
should be a pay channel—some of those videos
just go way too far.”

“But do the ratings really do anything?”
Burns asks. “The V-chip is a...,” he growls, and
throws his hands up. “There is a great switch on
the TV called the on-off button... That’s why 1
think the V-chip is a phony issue.”

On the “issue du jour,” campaign finance

N

reform, Burns’ background as a radio broad-
caster puts him slightly at odds with McCain.
Asked how he feels about the free TV time
mandate for political candidates, Burns says, “1
don’t like it... Do newspapers give away space?”

However, on another key issue, the two men
are at different ends of the spectrum. McCain
favors auctioning the spectrum or charging
large fees to broadcasters; Burns opposes such
measures. “That issue will land in my subcom-
mittee,” says Burns, “but it will probably get a
full committee hearing.”

“The first thing I think we need to do is hold
a hearing on the technology, explaining what
the spectrum is to the public and politicians.”

Campaign Reform: “We Want Free TV’

POLITICS / By Alicia Mundy

ampaign finance reform was given a major push

' forward last week in the Senate in various

Republican, Democratic and bipartisan proposals.

But no matter what they are called, they all spell the
same thing to broadcasters: free air time.

The plan with the most potential is the brainchild of
Sen. John McCain (R-Ariz.), chairman of the Commerce

Committee. McCain wants the networks to donate a

half hour of free prime-time air to candidates for Presi-
dent who agree to a spending cap. Candidates could use
the time in segments of 30 seconds to five minutes.

McCain’s proposal would give candidates who sign
on to the spending limits the right to buy airtime at a 50
percent discount 30 days before a primary and 60 days
before the general efection. it would penalize those can-
didates who buy late by forcing them to pay the highest
rates. Besides making numerous limits on PAC contri-
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And explaining, of course, what it costs the TV
industry to adapt and transmit. Only then
comes the discussion of auctions. Burns says he
and McCain have discussed their differences
here. “And we’ll discuss them again. But we
know where we are coming from and we have
worked together on issues where we disagreed.”

On the telecom fallout, Burns anticipates
hearings and a review of what has happened so
far—and that may include looking at how the
FCC is implementing new regulations on own-
ership. In fact, Burns says that the matter of
duopolies and expanded TV ownership in sin-
gle markets, which was not completely settled
in the telecom bill, may return. “There’s the
public interest standard and the numbers stan-
dard. Again, I didn’t think the telecom bill went
far enough in deregulation.”

Radio mergers’ slow approval by the FCC
also worries Burns. “Ever since they relaxed the
rules on ownership, there’s been a great urge to
merge. But that has a tendency to cycle in time.
It won’t be long until we see stations spinning
off some of the ones they bought.”

“Now if the FCC sees hints of monopoly,
they should say so. They should tell Congress
and the American people,” he says. Otherwise,
he suggests, the FCC should move at pace and
not hold up the mergers.

Which brings up the issue of the FCC in
general, which Burns thinks needs to become
more consistent and efficient in working out
the telecom rules. Asked about his relationship
with Chairman Hundt, Burns just smiles and
says, “We have not had an in-depth visit yet.
But we have a meeting next Tuesday (Jan. 28).”
He pauses and clears his throat. “We are look-
ing forward to it.” ]

butions, the proposal would also affect TV and radio
advertising by restricting the use of “issue advocacy”
spots (such as the ones on which labor unions spent
more than $30 million last year).

Senate Democratic leader Tom Daschle {S.D.) and
Sen. Fritz Hollings (D-S.C.) also proposed their version of
reform: a constitutional amendment that mandates free
airtime for candidates’ commercials.

The National Association of Broadcasters has not
taken a stand on the issue, but an NAB representative
notes: “The TV networks already devote hundreds of
hours to political campaigns in the public interest.”
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Kids Upfront Ready to Go

Buyers and sellers predict robust sales despite ratings falloff
NATIONAL TELEVISION / By Michael Biirgi and Scotty Dupree

he kids market could begin to move
as early as this week, predict buyers
and sellers, but the bulk of the busi-
ness will wait until Fox presents its
schedule to buyers on Feb. 4. The net,
still the biggest single player in the
market, is said to be waiting to open its doors
until the week of Toy Fair.

It’s expected that this year’s market will
yield more net dollars than last year’s,
despite industrywide declines in viewership.
“You can’t keep your money flat because the
ratings are down,” explained one executive.
“You have to buy more inventory to get as
many rating points as you did last year.”
And despite the publicity surrounding CBS’
scale-back of kids programming and the Dis-
ney block moving to morning time periods in
many markets, the lot of program hours and
commercial units is relatively flat. The WB
and UPN have added hours of programming
(though UPN is targeting teens in its
Monday-through-Friday block), and the
Cartoon Network has upped homes
passed to 38 million. Many executives
are predicting slight CPM increases but
significant dollar increases over last
year’s $740 million market.

Nickelodeon again finds itself in a
favorable position, with the luxury of
having much business under its belt from
last year. But that’s not stopping John
Popkowski, MTV Networks executive vp
of ad sales and promotion, from visiting
agencies and taking their calls to see
about getting one-year extensions on the
deals he already has in place.

While Popkowski declined to describe
how he plans to approach the market, he did
say he will enter the market “in the next few
weeks. We’ll have a twist, but I won’t tell you
what it is.” But sources said the net is look-
ing for incumbents to spend another 30 per-
cent into third quarter 1999, with the CPM
increase to be determined at deal time.
Nickelodeon successfully pursued essentially
the same strategy last year, getting incum-
bents to re-up on two-year deals it had
signed in the 1994-95 market.

Sources said the thinking behind Nick’s
long-term lockup of dollars is to keep it away
from the potential competition coming down
the cable wire from Disney and News Corp., a
strategy that some buyers are wary of, since

| buyers like to support promising start-up net-

works, as they did with Nick.
Still, the cable powerhouse again over-
delivered in ratings during 1996 and has

another surplus of gross ratings points.

Agencies said to be pushing for early busi-
ness include True North Media, which han-
dles media buying for toy giant Mattel,
TeleVest and Ogilvy & Mather.

The other significant player in kids cable
is Turner’s Cartoon Network. Karl Kuechen-
meister, Turner’s senior vp of kids sales, said
he expects to get as high as 30 percent CPM
increases, citing a “bigger market than in the
last few years.” He added that “kids are a lit-
tle harder to reach” on broadcast, since Fox
and Disney have seen their kids ratings slip.
Cartoon saw its ratings drop a bit during
1996 while its cable penetration almost dou-
bled. But he was encouraged by a 30 percent |

rise in houschold ratings during the first few !

With big ratings for Rugrats, Nick is
able to command premium ad prices |

weeks of January. “Maybe it’s the cold
weather, or maybe kids are finding us,” he
said. Cartoon will be selling a larger number
of GRPs in the market this year as well.

While Turner and the WB now share cor-
porate ownership, the two are not expected to
sell in tandem. “We definitely work together,
but we don’t negotiate at the same table,” ex-
plained Kuechenmeister.

USA Network sales executives were un-
available for comment. But USA has roughly
the same presence in the market as last year
and could open its doors early to land some
business from the agencies looking to cut
early deals.
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Fox Kids Net
Fights Back

$5M promo push for viewers
CHILDREN'S TV / By TL. Stanley

ox Kids Network next month will begin

a major image overhaul, including new

logos for the network and its program

lineup and TV commercials sporting a
musical tagline, “Fox Kids Rox Kids.” The
network, responding to increased competition
and an eroding share of the kids viewing audi-
ence, plans to spend more than $5 million on
the effort. On-air spots will begin in Febru-
ary, aimed at brand-building and generating
tune-in during the sweeps period.

“There’s much more competition in the
kids world than there was when the network
launched six years ago,” said Susan Frank,
executive vp of marketing and promotions,
Fox Kids Networks Worldwide. “We're still
No. 1, but we can’t remain satisfied with
that. If we want to stay in a leadership posi-
tion, we need to continue to innovate.”

Fox has six of the top 10 shows among kids
2-11 and leads Nickelodeon in head-to-head
competition in the demo.
But Fox has been unable
to replicate the ratings
success of the original
Power Rangers, and
Nick’s expanding kids
schedule has made big
gains.

Fox Kids plans heavy
cable buys for the new
campaign, which will
promote the network
and specific shows, including the new Eeerie,
Indiana.

The new logo, which will be animated in
many of the TV spots, uses klieg lights to form
the “X.” An upbeat, rock-like anthem has
been created as a backdrop for the quick-cut
spots, which will mix real kids interacting with
the network’s animated stars.

“The idea is to represent attitude, color,
movement,” Frank said. Kids will be shown
playing sports, dancing and singing the rock
theme, which was created in-house with
help from ad agency J. Walter Thompson,
New York. New character-driven logos also
have been created for the shows that air dur-
ing the network’s 19 weekly hours of pro-
gramming. |

v

It’s logo-motion
for Fox Kids
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The Family Channel for the first time in
years will not participate in the kids upfront.
The network cut out its Monday-through-Fri-
day kids lineup and has opted to sell its Satur-
day and Sunday fare in the adult market as a
family buy.

Rumors persist about the possibility of |
Fox’s parent company, News Corp., taking an
equity stake in Family Channel’s parent |

company, International Family Entertain- |

ment, as a way of launching Fox Kids Cable
as a daypart on Family. The idea behind it
would be that a daypart on Family gives Fox
Kids Cable instant access to 68 million
homes. But sources close to both companies
said that a deal is still far off—if it even gets
done—and would have no effect on this
year’s market. |

Meredith Adds 4 Stations

Pays $400 million for First Media group; Detroit’s WADL for sale

TELEVISION / By Claude Brodesser

he sale of a four-station group and ‘
the offering of a key property in the
Detroit market kept the broadcast
business busy last week. Meredith
Corp. agreed to buy First Media
Television’s holdings, beating out a
bid from Miami’s Sunbeam Television. Mered-
ith will pay $400 million in cash for four sta-
tions: WHNS-TV (Fox) in Asheville, N.C.;
KPDX-TV (Fox) in Portland, Ore.; KFXO-TV
(Fox) in Bend, Ore.; and WCPX-TV (CBS) in
Orlando, Fla. Atlanta-based First Media is
controlled by the Marriott hotelier family.

In Orlando, Meredith already owns
WOFL (Fox). Under duopoly rules, Meredith
must sell one of the stations. In the November
sweeps, WCPX earned a 5 rating/12 share;
the station’s news ranked third in the market.
WOFL earned a 4/10 in November; although
the station lacks a newscast, it reportedly
earns higher profits than WCPX.

Meredith “most likely will swap” one of ‘
the Orlando stations, said William Kerr, pres-

ident /ceo. When the deal closes, Meredith will ‘

own a total of 10 stations.

In Detroit, Adell Broadcasting last week put
its only station, indepenent WADL-TV in sub-
urban Mount Clemens, on the block. WADL
(Channel 38) primarily broadcasts paid religious {
programming, infomericials and barter pro-
gramming. Another station executive in the
market pegged WADLs value in the $30 million
range, based on CBS’ payment of $28 million in
1995 for then-independent WW1J in Detroit.
Adell has owned WADL since 1989.

Many scenarios for WADL are possible, said
Evan Blum, vp of Tampa-based Communica-
tions Equity Associates, which is handling the
sale of the station. “It may become an O&O for
a network, it may become an LMA [local mar-
keting agreement] for another station in the
market, it may become a sports play station
[similar to New York’s just-launched WBIS+], |

or it may remain what it is,” Blum said.

The WB is scouting for stations, but the
network would not comment about whether
WADL has joined its shopping list. “We’re
looking at any station that is priced fairly,” said
Brad Turrell, a WB spokesman.

The WB already has a committed affiliate
in the market—WXON, which was recently
sold to New York-based Granite Broadcasting
for $175 million. According to a source familiar
with the relationship between The WB and
Granite, Bob Selwyn, Granite vp for program-
ming, “wants to totally Dubba-Dubba-ize [The
WB’s slogan)] the station.”

As for the possibility that WADL may
become a sports—business channel a la WBIS+,
the “idea is worth a phone call,” said Atanas
Ilitch, president of Olympia Entertainment, the
holding company that controls the broadcasting
rights for the NHLs Detroit Red Wings and the
Detroit Tigers baseball team. (The Hitch family
is majority owner of the two teams.)

Paramount’s owned-and-operated WKBD-
TV (UPN) in Detroit, current holder of the lo-
cal rights for Tigers, Red Wings and Detroit Pis-
tons broadcasts, has scheduling and preemption
problems when the Wings and Pistons are in the
playoffs. As UPN adds more programming to
its prime-time lineup, the sports preemptions
will become more frequent. So a dedicated
sports outlet could make sense in Detroit.

Other Detroit stations’ relationships with
their network affiliates are solid, so WADL is
unlikely to be able to tie in with a network. For
example, Scripps Howard’s WXYZ has a 10-
year contract with ABC, noted the station’s gen-
eral manager, Grace Gilchrist.

CBS “has no plans” to try to make WADL
part of an LMA with its WWJ (Channel 62),
said Jonathan Klein, CBS Television Stations
president. “We're investing in making WWJ
stronger. It’s getting a new tower and a new trans-
mitter around the begining of 1998,” he said. &
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What a way to start the Year!

Today dominates all morning news programs — 118 consecutive weekly wins in Adults 18-49 and 89 in Adults 25-54 — and it’s still growing!
NBC Nightly News with Tom Brokaw is the #1 evening newscast among key Adults and Men 25-54. And Dateline Tuesday is the #1 newsmagazine in
Adults 18-49 and Adults 25-54, with Dateline Friday and Datelire Sunday the only other newsmagazines to show time-period growth in these key demos.
We could hardly ask for better news!

172 NBC NEWS

America is watching. And it shows.

Source: NTI AA% A18-49 and A25-54 Audience Estimatzs. Today — wks of 10/10/94-12/30/96 (finals), wk of 1/6/97 eprelimy); tied with GMA in A18-49 wk of 1/16/35 and A25-54 for 7 out of the 89 wks since 5/1/95. Today growth 9/30/96-1/12/97
compared to 10/2/95-1/14/96. Nightly News A18-49, A25-54, M 25-54 NTI Projected Audience Estimates (000) — Season-to-date averages, wks of 9/30/96-12/30/96 (finals), wks of 1/6/97 and 1/13/97 (prelim). Newsmagazines NTI AA% A18-49 and
A25-54 Audienze Estimates — Season-to-date averages, wks of 9/16/96-12/30/96 (fnal), wks ot 1/6/97 und 1/13/97 (prefim). Newsmag program comparisons to prior season time periods, wks of 9/18/92-1/15/36. Subiject to qualifications upon request.
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[EEEEST ‘HaG' to Change Its Tone

| Columbia TriStar, which did minimal
l promotion and had no station sales on
Vibe prior to NATPE, took a 16-minute
presentation tape of the Quincy Jones/
David Salzman late-night talk-show pro-
’ ject to New Orleans and racked up
unusually strong results in only a few
" days of business. Columbia TriStar
emerged from NATPE with Vibe sales to
s 85 stations representing 70 percent U.S.
broadcast coverage. “They put together a
strong case about how Vibe fills a void
with the younger adult demos in late
night,” Carol Martz, program director of
Chris-Craft/United Television’s KCOP-
TV in Los Angeles, said of Columbia
TriStar’s pitch for the fall show. “Our
group had the Arsenio Hall Show before
and we’re hoping we can strike lightning
again with Iibe,” Martz said. Ray
Rajewski, executive vp of the Paramount
Stations Group, said Vibe host Chris
Spenser has “an energy and off-the-cuff
humor” that recalls Hall. Steve Mosko,
senior vp of sales for Columbia TriStar,
said the distributor went to NATPE posi-
tioning Vibe as a late-night alternative to
NBC’s The Tonight Show With Jay Leno
and CBS’ Late Show With David
Letterman. “What we tricd to do was a
logical presentation about who is behind
the show, Quincy Jones, and a taste of
our host, then marry that with our track
record in syndication and marketing,”
Mosko said. “The show itself sold [station
execs] on the rest.”

Addenda: Buena Vista International

Television has sold Live With Regis &

Kathie Lee to British Sky Broadcasting’s

SKY 1 channelin the UK. SKY 1 will

‘ begin carrying the show on Feb. 17...
Rysher Entertainment has cast Brad

‘ Johnson (The Philadelphia Experiment,
Melrose Place) in the lead role of Matt
Shepherd on Soldier of Fortune, the week-

| ly scheduled to faunch this fall... Twen-
tieth Television reports gains for three of
its series during the Jan. 6-12 period

| (NSS): The Simpsons, in its third year in
syndication, hit a best-ever 8.4 rating
nationally; Access Hollywood, the NBC-

‘ produced entertainment magazine, scored

‘ a best-ever 3.4 rating; and The Gordon
Elliott Show, the CBS Entertain-
ment-produced talk show, scored a sea-

‘ son-best 1.9 rating.  —Michael Freeman

| Priest departs, new art director to “warm up,” add variety to design

‘ MAGAZINES / By Jeff Gremillion

ix months after its premicre, Condé
Nast House & Garden is making
changes to its design. Art director
Robert Priest, the well-known de-
signer who set the look and tone of
the most ballyhooed magazine re-
launch in recent memory, has been re-
placed by former Esquire design director
Diana LaGuardia. “I want the design to
warm up,” said H&G editor Dominique
Browning. “I want more variety in the
kinds of layouts and treatments of stories.
I want them to pop.

“I want more clarity between ads and
edit,” Browning added. “We need to clar-
ify organization of the front of the book,
to give more power to the edit so it stands |
up against the ads.”

Separating ads from edit matter has been a
particular concern for Browning—and a strug-
gle for the photo-centric Priest—since the title’s
inception. Priest employed several unique de-
sign devices, including an iconographic asterisk
that was supposed to cue an edit page. The art
director, whose résum¢ includes seven high-
profile years at GQ, four years at Esquire and

NEWSPAPERS / By Anya Sacharow

‘ tarting Feb. 18, The New York Times

will be ready for the rest of America

as it launches its new national edi-
‘ tion, which will feature color printing

and a whole new section. The ques-
’ tion remains whether America is
ready for the Times. Unlike the two existing
national daily newspapers, Dow Jones’ The Wall
Street Journal and Gannett’s USA Toduy, the
Times exudes a uniquely New York sensibility
in its news and opinion columns. Historically,
that has not played well everywhere elsc.

Yet the Tirnes has posted circulation growth
with its existing national edition, which is osten-
sibly a pared-down version of the New York
paper. Since 1980 the national edition has pro-
vided the Tirnes with 95 percent of its daily cir-
culation gain. The Times’ national-edition cir-
culation is 279,000 daily and 389,000 Sunday.

| three at Us, declined to comment.
LaGuardia, who left Esquire at the end of

[ December, arrived at H&G last week. Her
| previous credits include T/e New York Times

Maguzine and Condé Nast Traveler. LaGuar-
‘ dia’s first H&G issue will be April.
- The design con-
cerns have not dam-
aged H&G’s business,
said publisher David
Carey. The book’s rate
base has becn raised
by 50,000 to 450,000,
effective with the Feb-
ruary issue. Carcy said
that total circulation
will approach 600,000
by April; newsstand
sales average 200,000.
Total ad pages for 1997
‘ are expected to approach 650, Carey said.

“This is just part of what happens with a

start-up,” Browning said of Priest’s exit. “I feel
‘ like we’re in quick-time. Things that can take

years to work out at a more established book
I have to happen in a matter of months here.” B

': Editor Browning
looks for “pop”

Mass vs. Class in the USA

Times’ joins ‘USA Today’ and the Jowrnal’ as a real national daily

The Times is targeting cities such as Joliet,

| IL.; Charlottesville, Va.; and Manchester, N.H.,

in its new national push. Ed Diamond, a media

critic and author of Behind the Times, thinks

’ the paper will follow the money. “The Times is

| a paper for upper classes, professors and the

| financial community. There aren’t enough rich
professionals to go around in New York.”

Tom Curley, publisher of USA Today, wel-
comes the competition from the new Times edi-
tion. “It’s the fastest growing market in media,”
he said, adding that USA Today experienced a
30 percent growth in ad revenue last year. The
paper's cire is growing at about 100,000 a year,
with a projection for 3 percent growth in 1997,
Circulation was 1,591,629 Mon.-Thurs. and
2,008,940 on Friday as of Sept. 30, 1996.

A representative for the Journal declined to
| comment. ]
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| TV Starions |

Argyle Television on Jan. 31 plans to
complete a station swap in which the
) company is trading WZZM-TV in
Grand Rapids, Mich., and WGRZ in
Buffalo, N.Y., for Gannett Co.’s
WLWT in Cincinnati and KOCO in
Oklahoma City (Mediaweek, Nov, 25,
1996). Richard Rogala, general manag-
} er of WZZM (an ABC affiliate) and
one of the original investors in Argyle,
will stay on with the company, moving
to Cincinnati to become general
{  manager for WLWT, an NBC affiliate.
Eric Land, president and gm of NBC
affiliate WGRZ in Buffalo, will be suc-
ceeded by KOCO's current gm, Law-
rence Herbster. San Antonio-based
Argyle said that the general manager’s
slot at ABC affiliate KOCO will be
filled for the time being by Jeff Rosser,
who will shuttle between duties as
president and gm of Argyle’s KHBS-
TV in Fort Smith, Ark.. and KOCO in
Oklahoma City.  —Claude Brodesser

http://www.mediaweek.com

LOCAL TV / By Claude Brodesser

ox Broadcasting last week emerged
from a host of bidders with a deal to
acquire KSTW-TV in Seattle from
Gaylord Entertainment for $160
million. Eight other groups had
expressed interest in the strug-
gling station, whose ratings have declined
steadily since it switched from independent
| to CBS affiliate in March 1995,
Atlanta-based Cox wanted a property
| in fast-growing Seattle, the 12th-largest
TV market. Andy Fisher, president of Cox
Television Group, noted that the station
also owns valuable syndicated program-

| ming from its 20 years as an indie. “They own a

| lot of off-network syndicated comedies, some
of which aren’t even on the air,” Fisher said.
“We're going to [talk] about reselling some.”
Cox has a history of turning around trou-
bled stations. “If you look at all the other [net-
| work-affiliated] Cox stations, we're either the

—

| groups including CBS, Fox and Tribune Broad-

Expect the World on February 3, 1997

January 27, 1997 MEDIAWEEK

Cox Places Bet on Seattle

Group pays $160M for troubled KSTW, eyeing market’s potential

dominant news station or tied for first,” Fisher
said. KSTW will be the third-largest market
for Cox; the only larger stations in the eight-
station group are Oakland’s KTVU-TV (mar-
ket No. 5) and Atlanta’s
WGB-TV (No. 10).

Since linking with CBS,
KSTW’s  ratings have
dropped by about 10 per-
cent, to a sign-on-to-sign-
off of 3.0; the station earned
an 8 household share in last
November’s sweeps.

Breck Wheeler, analyst
with Nashville-based J.C.
Bradford, said that the $160
million price tag represents
“a huge multiple [because] there was minimal
cash flow from that station.”

According to sources familiar with the deal,
KSTW (Channel 11) was also looked over by

Cox stations
chief Fisher

casting. CBS and Fox would not comment. Den-
nis FitzSimons, executive vp for Tribune Broad-
casting, said: “We did look at it, but in the end
we decided not to put in a bid.”

FitzSimons said the purchase, despite the
large price tag, is “a smart buy for Cox. They’re
not viewing [KSTW] as what it is now. They’re
viewing it as what it can be.”

Seattle is expected to be a top 10 market
within the next three years; it currently is
100,000 TV households smaller than Atlanta.

Tony Twibell, general manager of A.H.
Belo’s KING-TV (NBC) in Seattle, said that
while KSTW has lost market share with CBS,
the price is probably worthwhile in the long run.
“It’s probably not a bad price to be in a future
top 10 market,” Twibell said.

Nashville-based Gaylord, which owns cable’s
The Nashville Network and Country Music Tele-
vision, has shed three broadcast stations since it
went public in 1991. With the sale of KSTW,
Gaylord has one station left—KTVT (CBS) in
Dallas. E.-W. Wendell, Gaylord president/ceo,
said that KTVT “isn’t going anywhere.”

Two other Seattle stations are up for sale—
KIRO (UPN), which Belo must sell following
its acquisition of KING; and Dudley Commu-
nications’ KTZZ (WB). Paine Webber analyst
Chris Dixon said that Cox “probably feels like
they got a $20 million discount, since the poten-

tial [price for KIRO] is rumored to be about |

$180 million.” m
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New Ratings Service Set

Birch to offer a second audience sample in key markets this fall

RADIO / By Mark Hudis

irch Research Corp. this fall plans
to launch a seven-day, diary-based
radio ratings service in several mid-
sized U.S. markets. The service will
be offered to large, consolidated
broadcast companies, according to

company president Tom Birch, whoseesitasa |

complement to Arbitron’s diary-based ratings,
| the current industry standard.

This will be Birch’s second foray into the
radio ratings arena. In 1980, he offered a tele-
phone-based ratings service that, after gaining
some acceptance, was sold in 1987 to VNU.
VNU closed the service a few years later.

The new service will hit markets including
Seattle; Portland, Ore.; Birmingham, Ala.; and
Memphis early this fall. Birch says it will be
priced at 40 to 50 percent less than Arbitron’s
diary service, depending on the economics of
the individual market. The Birch service will

not offer the full staff, database or trend infor-
mation currently offered by Arbitron. It will be
a no-frills service for broadcasters—not agen-
cies or advertisers, at least initially—designed
to mirror Arbitron’s service and provide a sec-
ond audience sample in key markets.

Birch said that he is in talks with several
major radio groups, but he would not offer
specifics. “We hope to be in a half-dozen mar-
kets when we start,” Birch said, adding that he
hopes to be in all the major markets about a
year after launch. “We hope our numbers will
keep Arbitron honest, but [from a competitive
standpoint] they have nothing to worry about,”
he said.

When Birch took his first stab at radio rat-
ings, the industry was generally unhappy with
Arbitron’s diary-based method and embraced
his novel telephone approach. Today, Arbitron’s
service is more widely accepted, and the new

AND 9/4/95-9/1/96
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| Birch method mirrors Arbitron.

“The question is, how much need will there
be from a user standpoint?” asked Gerry
Boehme, senior vp and director of radio infor-
mation services for the Katz Radio Group.
“Will users be willing to invest more money?
History shows that the industry was not will-
ing to support two ratings services long-term.”

Maureen Whyte, vp of radio for McCann-
Erickson in New York, one of the original Birch
service’s primary clients, said that today’s Arbi-
tron numbers are accurate and don’t need
shoring up. “If the methodology is going to mir-
ror Arbitron, what’s the point?” Whyte said.

But others see merit in two ratings services.
Several proponents are radio group heads, the
targets of Birch’s business plan. “The econom-
ics of a new service are tough, but it would be
nice to have a second ratings service,” said Jeff
Smulyan, president of Emmis Broadcasting.

If the service does succeed, even some of its
doubters would welcome it. “As a sales organi-
zation, you always like two different sets of
numbers,” adds Katz’s Bochme. “It sounds con-
tradictory, but two sets of ratings initiates more
discussion and keeps the focus on value rather
than pure numbers.” |

EVERY SUNDAY MORNING...
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It started as a Web site designed to
help entrepreneurs find a way to finance
their dreams, then took on a life as a
cable access TV show. Now, it’s going
wide on PBS. Money Hunt, a weekly show
that tries to match ideas with investors,
began rolling out this month as the first
project to come from the Internet to
national television. A coproduction with
WHYY-TV in Philadelphia, the show has
been cleared on 55 PBS affiliates across
the country, including stations in seven of
the top 10 markets. The program is a
cross between a venture capital meeting
and a game show and features two bud-
ding entrepreneur/contestants who have
10 minutes to outline their concepts and
business plans. Cohosts Miles Spencer
and Cliff Ennico then analyze the plans
and pepper the would-be moguls with
questions about marketing strategies,
R&D and other issues, while special
guests from the business world give advice
on how to make the concepts more attrac-
tive to investors. The show, which has a
13-show commitment, mirrors the format
Spencer and Ennico created for the cable
access program that aired for two seasons
and became a cult favorite in Norwalk,
Conn. That version, produced for about
$500 a show, raised more than $25 mil-
lion for small and midsized businesses last
year. “We've always believed that regular
people with good ideas should have access
to capital, and that’s not been the case in
the past,” said Spencer, an investment
banker and founder of Money Hunt
Properties. Deborah Ely, a veteran of
PBS’ Adam Smith’s Money World and the
syndicated Lifestyles of the Rich and
Famous, produces the series.

One of cable’s favorite conservatives
will be the star of her own half-hour polit-
ical satire show. Arianna Huffington, wife
of former Senate candidate Michael
Huffington, has signed a development
deal with Comedy Central for a series
that will feature guests chatting about the
political issues of the day. A pilot is
expected within six months.

‘Something So Right’ extends its pro-
duction schedule through March to film
two more episodes ordered by NBC
that it will likely run during the May
sweeps. (continued on page 13)

http://www.mediaweek.com
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Fox Readies Super Bid I

Murdoch’s net looks nearly invincible in the battle for NFL rights

TV SPORTS / By Michael Freeman

hen shareholders of New |
World Communications
Group voted last week to
finalize News Corp.’s $2.48
billion acquisition of its 10
major-market TV stations,
the Fox network gained more than just a
prized group of major-market owned-and-
operated stations. It greatly expanded the
platform on which it could build a sports
dynasty with the National Football League.

Yesterday’s telecast of Super Bowl X XXI
on Fox was the highest-rated program in the
network’s history. The NFL package of
which the Bowl was a part has greatly |
strengthened the Fox network and its rela-
tionship with its affiliates. Rupert Murdoch,
chairman of Fox parent News Corp., is
determined to keep the NFL on Fox. As
negotiations for the NFL TV packages for
fall 1998 begin, Murdoch has what could be
termed a dream team of TV stations, ones
that match up exquisitely with the NFLs
National Football Conference cities. The
combined 22-market Fox Television Stations
Group will now own local outlets in 11 of the
14 markets that have NFC teams.

If anyone understands the challenge the
other networks, most notably CBS, will face,
it is Neal Pilson. As the former president of
CBS Sports, Pilson sees the Tiffany network
facing difficulties overcoming the legacy of

former CBS owner Laurence Tisch’s ill-fat-
ed decision not to match Fox’s winning
$1.58 biltion bid for the NFC package in
1994,

“Three years later, it certainly seems that
Murdoch is again turning marketplace
forces in his favor,” said Pilson, who has
since founded Pilson Communications, a
New York-based sports consulting firm.
“First, he snatches the NFL from CBS, then
he steals away affiliates from CBS, and now
he owns up to 40 percent of Fox’s national
distribution. He is looking pretty unbeatable
right now.”

Whenever the NFL decides to open up
negotiations, Fox appears to have a much

| bigger stack of chips than it had four years

|

ago. When it comes time to ante up, the tra- |

ditional Big Three networks—ABC, CBS
and NBC—would find it difficult to beat
Fox’s bid for the NFC package given the
added weight of secondary spot revenue
spilling in from the Fox O&O group.
Adding the former New World stations,
which include such traditional NFL strong-
holds as Dallas (KDFW), Detroit (WJBK)
and Milwaukee (WITI), Fox’s roster of
NFC-oriented markets is expected to gener-
ate $40 million to $60 million in gross spot
revenue this season on the NFL alone.
These estimates come from Pilson and John
Mansell, of Paul Kagan Associates, the

Fox’é H»(;n_1e-FieId Advantag—]e

S— — -

‘ NFL ratings performance of stations in 11 of the 14 NFC markets during the 1996 season

Home-market

Rtg./Shr. Avg.  Rtg./Shr. Avg.

*New World Communications Group stations acquired by Fox’s parent company, News Corp. Ltd.

Station/Market NFC team Game 1 Game 2
| WNYW/New York New York Giants 14.6/32 14.5/28
WFLD/Chicago Chicago Bears 17.9/33 19.1/38
WTXF/Philadelphia Philadelphia Eagles - 17.8/37 20.6/40
WTTG/Washington, D.C. Washington Redskins ~ 26.7/54 20.3/40
KDFW/Dallas* Dallas Cowboys 25.4/52 29.8/50
WJBK/Detroit* Detroit Lions 1 14.9/30 13.6/28
WAGA/Atlanta* Atlanta Falcons 11.1/26 11323 l
WTVT/Tampa* Tampa Bay Buccaneers  12.5/26 16.3/31
KSAZ/Phoenix* Arizona Cardinals " 9.6/32 13.9/32 |
KTVI/St. Louis* " St. Louis Rams 14.1/30 15.4/32
 WIT/Milwaukee* _GreenBay Packers  254/50  301/55 ‘
| NFC 11-market average 17.2/37 18.6/36
|
f

Source: Nielsen Station Index data (Sept. 1-Dec. 22, 1996) provided by Petry Television

| —

— — — — S|
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sports TV consulting
firm. Mansell notes
that Fox’s remaining 11
non-NFC or non-foot-
ball markets (such as
Los Angeles, Boston,
Cleveland and Mem-
| phis) could add enough
to the take from local
ad sales to push the Fox
0O&O group to just
above $100 million.
While Mansell and
Pilson concur that Fox
will realize a total of
$260 million to $275
million in gross nation-
al network ad revenue,
the addition of spot dol-
lars from the O&O sta-
tions could give News
Corp.’s balance sheet net earnings of $306
million to $319 million (minus commis-
sions) for the entire 1996 NFL season. Giv-
en that production costs for NFL will take
out another $30 million or so, Fox could still
fall slightly under the $300 million break-

COMING SOON - SWEET VALLEY HIGH

S.F. 49ers games average a 23.2
rating/54 share on KTVU-TV, the
anly top 10, NFC-market station
that Fox does not own

http://www.mediaweek.com

even point for this sea-
son, said Pilson. But
that is nol necessarily
bad.

Just how much red
ink Fox has incurred
over the first three
years of its contract
with the NFL is a mat-
ter of debate as well.
Although Fox agreed to
pony up $395 million
per season over the ini-
tial four-year contract
with the NFL, News
Corp. almost immedi-
ately took a $400 mil-
lion “write down” on
the NFC rights in 1994
for tax purposes. That
took off roughly $100
million from the annual rights fee.

“Put it this way, Fox cannot afford not to
play [in the next contract negotiations. End
of story,” says Raymond Johns, an indepen-
dent media consultant based in Norwich,
Conn. “Almost everyone, except probably

A. ASIUTE/ABC

PAGE 13

(continued from page 12) NBC now has
picked up a total of 24 episodes. Execu-
tive producers on the sitcom, starring Mel
Harris, are Judd Pillot and John Peaslee.

Spencer Christian, of ABC’s Good
Moming America, hits cable this spring tc
host an original special exploring the
influence of African culture and art on
American homes. The show will tour
homes and interview experts in interior
design for the one-hour African
Design/American Homes, which pre-
mieres Feb. 16 on Home & Garden
Television. The special is part of the net-
work’s celebration of Black History
Month. Also on the cable net, which
reaches 28 million households, are new
episodes of Willard Scott’s Home &
Garden Almanac and a one-hour special
about wine called Getting Started, both
starring the well-known weatherman
from NBC'’s Today. —TL. Stanley

UPN Just
Keeps Growing

and Growing and

Growing...
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Tele-Communications Inc. has reinstat-
ed carriage of cable networks in several
markets following subscriber complaints.
TCI recently shared A&E and The
Nashville Network on the same channel
on systems in Houston, but the MSO
stopped when it received numerous wril-
ten and phoned complaints. MTV and
VHI1 are being restored on TCI systems
across the Midwest, with VHI regaining
as much as 2 million subscribers. TCI had
dropped the music channels to make
room for Animal Planet, the Learning
Channel, Cartoon Network and HGTV
(the MSO has a financial stake in all of
those channels except HGTV). With the
return of the music channels, the other
four networks may end up with less distri-
bution via TCI.

Lifetime continues to shake up its pro-
gramming department. Dawn Tarnofsky,
the network’s new senior vp of program-
ming and production, has begun filling
slots on the West Coast now that her East
Coast team is mostly in place. Lifetime is
expected to announce this week the hiring
of Marian Effinger to be director of pro-
gramming and creative services, a devel-
opment position based in Los Angeles.
Effinger was with Walt Disney Television,
where she was vp of advertising, publicity
and promotion. Other West Coast hirings
are expected to follow. Earlier this
month, Sheri Singer, Lifetime vp of long-
form programming, left to form a produc-
tion company. Peggy Allen, Lifetime’s
New York-based vp of programming, has
also left the network. =

While basic cable ratings rose overall
during the third week of January, TNT in
particular hit a ratings high thanks to two
» original programs. TNT’s original film
Last Stand at Saber River, starring Tom
Selleck, drew a 7.3 universe rating, reach-
ing 5.2 million homes, according to
Nielsen Media Research numbers. That’s
the highest single audience delivery of any
original basic cable movie. During Jan-
uary’s third week, basic cable overall hit
its highest-ever weekly rating during a
broadcast season. According to Nielsen
ratings supplied by the Cabletelevision
Advertising Bureau, basic cable in prime-
time reached a 21.1 household rating
reaching 20.4 mil- (continued on page 15)

&

Murdoch, is missing the point that Fox can
afford to sustain initial losses while it has
continued to build up its distribution and the
overall profile of the network. There is no
question with the lines of distribution, from
the network, TV stations, regional cable
networks and to the international DBS ser-
vices, invariably it makes sense for the NFL
to stay with Fox over the long-term.”

Mansell is quick to point to Fox’s 40 per-
cent “joint investment” stake with the NFL
in its summertime World League of Ameri-
can Football, which is telecast on News
Corp.’s British Sky Broadcasting satellite
service, as “a sign of the solidifying of long-
term ties” between the two. Media buying
sources also note that Fox has taken over
management of TeleCommunications Inc.’s
Prime Sports cable networks, which are now
branded as Fox Sports regional networks.
This will allow News Corp. to sell advertis-
ing avails for pre- and post-game shows that
cross-promote the broadcast network’s foot-
ball telecasts.

With knowledge of all those potential
revenue streams, the NFL could hang a
price tag of up to $500 million per year ($2
billion over the usual four-year run of the
TV contract) on the NFC rights package,
according to a variety of sources. At a Fox
affiliate meeting just prior to the NATPE
convention earlier this month in New
Orleans, Chase Carey, co-chief operating
officer of News Corp. and chairman/ceo of
Fox Television, prepped affiliates for the
coming rights battle by saying he expects
their “financial support” this time around.

Numerous affiliates at the meeting said
they expected their support would probably
come in the form of a surrender of two units
of ad time in regular-season broadcasts,
reducing the stations’ split to 10 units total
per three-hour game telecast. Most affiliates
expressed broad support for Fox’s efforts to
keep the NFL. But others, such as Kevin
O’Brien, vp and general manager of Cox
Broadcasting-owned KTVU in San Fran-
cisco, were wary. “Undoubtedly, I am in full
support of any efforts Fox makes to keep the
NFL, but I'm not sure if surrendering ad
units is the answer,” said O’Brien, whose
San Francisco station represents the only
market within the top 10 where Fox doesn’t
own a station. “Hey, Fox is the only one of
the networks that doesn’t have affiliate com-
pensation, so I've really got to hear what
they say in the next few months outside of
simply giving more ad units.”

So where does that leave everyone else,
most notably CBS, which is hard-pressed to
win some kind of NFL package? The NFC

may be out of range, especially since no net-
work matches up as well as Fox. Pilson sug-
gests that CBS could shun bidding for the
NFC and instead focus on nudging out with
NBC the rights to the American Football
Conference, which historically generates
lower ratings than the NFC. With the buy-
out of CBS by Westinghouse and the combi-
nation of the CBS O&Os with the old Group
W stations, the CBS group now counts seven
markets with AFC teams, including such
historically strong AFC markets as Boston
(WBZ), Pittsburgh (KDK A) and Baltimore
(WJZ). NBC owns stations in only three
AFC markets—New York (WNBC), Miami
(WTVJ) and San Diego (KNSD).

“Out of the last negotiations three years
ago, there was a feeling in the NFL front
office that they undervalued the AFC rights
in selling out to NBC [for an estimated $217
million per season],” said an advertising
media executive who requested anonymity.
“It would make more economic sense for
CBS to make a run at the AFC package. |
wouldn’t be surprised if the NFL sought a
30 percent or more increase for the AFC
rights, but I don’t think NBC would chance
losing them.”

The NFL has always tried to spread its
TV packages among the outlets that have
been its partners in the past. The first break
with that tradition came when Fox won the
NFC package during the last negotiation.
But in that case, Fox’s bid was preemptive,
and the NFL seemed to know that CBS’
Tisch was dressing the network’s balance
sheet for a sale. This year, there is likely to
be more competition than ever for NFL
rights. “What we’re hearing is some fair-
ly wild scenarios like Fox not only keep-
ing the NFC Sunday-morning package, but
also going after ABC’s Monday Night Foot-
ball package,” said a media buyer who han-
dles buys for a major automaker.

“Then we hear that Disney is set on mak-
ing sure ABC fights like hell to keep the
Monday package and also makes a package
deal with ESPN to knock Turner and its
new parent, Time Warner, out of sharing
the Sunday-night cable games,” this buyer
continued. “There is also word out there
that NBC and General Electric are vulnera-
ble, leaving Westinghouse—CBS to target the
AFC package if Fox prices the NFC out of
the stratosphere. The NFL is smelling blood
out there.”

Which, given that the sport is football,
seems particularly appropriate. The game is
violent. But the NFL remains the best way
to reach large numbers of men on television.
That’s why it costs so much. |
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NEWSPAPERS / By Anya Sacharow

he International Herald Tribune, the
Paris-based weekday and Saturday
paper owned by the New York Times
Co. and the Washington Post Co.,, is
expanding its distribution in Asia and
plans to enter new markets this year.
By the end of March, the 110-year-old paper
will open new printing plants in Bangkok, Thai-
land and Kuala Lumpur, Malaysia. The new
sites will afford greater distribution in Asia,
where the Tribune has published since 1980.
“Asia has been the fastest-growing area for
us,” said Michael Conroy, president of THT U.S.
Total audited daily circ for the Tribune was
192,195 in 1995, the most recent figure available.
The Pacific edition, which includes Asia, ac-
counted for 24 percent, or some 46,125 copies.
The Tribune’s chief competitor in the Far
East, Dow Jones’ The Asian Wall Street Joronal,
had average daily circ of 53,767 for the first six

Paris-based “Trib’ adding Asia plants, Latin America edition seen

months of 1996, up 8.3 percent over *95.

For the Tribune, this year may see expansion
to new parts of the globe, probably Latin Amer-
ica. “It’s an area we should be in,” said Tribune
publisher Richard McClean. The Spanish Wall
Street Journal Americas is distributed as an insert
in nine Spanish-language dailies in the region.

Despite troubled economies in several of its
core markets, 1996 was the Tribune’s strongest
year ever for revenue, which topped $100 mil-
lion. Advertising, which accounts for about 55
percent of total revenue, was up 3 to 5 percent.

Still, the buzz around Paris, the world’s sec-
ond most expensive city (after Tokyo), is that the
Tribune may be looking to set up shop elsewhere.
“We are constantly looking at the cost basis of
our business,” said McClean. “And we are look-
ing at the possibility of taking the paper else-
where. [But] I don’t want to be the publisher who
is responsible for taking it out of Paris.” 1]

‘IHT’ Eyes Expansion in ‘97

(continued from page 14) reaching 20.4
million homes, a 9 percent ratings
increase and a 10 percent increase in
homes reached compared to January 96.

The Movie Channel is programming
original movies for the first time in its
19-year history. The sister premium service
to Showtime will roll out 20 to 25 original
films this year, beginning in March. Stars
will include Michael Caine, Roy Scheider,
Sonia Braga and Mickey Rourke.

The Box last week changed its parent
company name from Video Jukebox
Network to The Box Worldwide, creating
U.S. and international subsidiaries. The
Box, the interactive music-video service
that reaches some 20 million cable, satel-
lite and broadcast homes in the U.S., also
named Stanley Greene president. Greene
was with Bell Atlantic Video Services,
where he was a vp. —Michael Biirg:

Perri

FOR MORE

=11, UPN Sr.VP

INFORMATION

Grow With America’s Most
Watched New Network
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The Lovings: Another Look

am one of the producers of Mr. and Mrs. Loving, the Show-

time movie featured in the Oct. 21 issue of your magazine

[“Showtime at the Court”], which has just come to my atten-

tion. Alicia Mundy implies that attorney Bernard Cohen did not

inform us of attorney Philip Hirschkop’s involvement in the case.
Nothing could be further from the truth. Mr. Cohen turned over
to us his files and scrapbooks, in which Mr. Hirschkop was

prominently mentioned. Mr. Cohen
always gave credit to Mr. Hirschkop
for his significant contributions to the
case and in no way sought to hide or
diminish his involvement. We had the
sound tapes of the arguments made
before the Supreme Court, which
clearly contained the voices of both
Mr. Cohen and Mr. Hirschkop.

Prior to the single meeting which Mr.
Cohen had with screenwriter Richard
Freidenberg, I told Mr. Cohen that Mr.

To blame M. Cohen for what was a producer
and screenwriter’s decision on how to portray
the legal aspects in the film is truly unfair.

Friedenberg was not fully committed to
doing the screenplay, and my coproduc-
er and I were quite concerned that we
not lose him as our screenwriter. I
emphasized that Mr. Friedenberg’s posi-
tion was to write the story as a love story
and not as a law story and I wanted Mr.
Cohen to focus on Mr. and Mrs. Loving
in the two-hour dinner meeting we all
had with Mr. Friedenberg and not to
emphasize the law aspects of the case.
Mr. Cohen was totally cooperative and
answered every question and inquiry
asked of him by Mr. Friedenberg. It is
difficult to remember everything that
was said that evening several years ago,
but I know for a certainty that if Mr.
Friedenberg asked about Mr.
Hirschkop, Mr. Cohen said nothing
derogatory.

Mr. Cohen has been in contact with
and has represented Mrs. Loving for
the past 25 years. Because of Mr.

Cohen’s ongoing relationship with Mrs.
Loving, she felt comfortable enough to
speak with us and retell her story.

Ms. Mundy’s story misses the point;
in doing dramatic presentations about
historic events, the screenwriter fre-
quently combines personalities and
takes literary license with the facts
when he has to present eight to 10 years
of history in a 90-minute script. Howev-
er, to blame Mr. Cohen for what was a
producer and screenwriter’s decision on
how to portray the
legal aspects in the
film is truly unfair to
Mr. Cohen. Had Ms.
Mundy taken the time
to talk with me, she
would have learned the
facts, and she would
have learned that in addition to being
Mr. Cohen’s “relative” [ed.: a cousin of
his wife], I have many professional pro-
ducing credits. I have produced and/or
coproduced these Tony~nominated
Broadway shows: Joseph and the Amaz-
ing Technicolor Dreamcoat, Hurlyburly,
Bloodknot and The Nerd. Sabina, my
most recent theatrical project, will soon
be a theatrical feature film produced
with the Samuel Goldwyn Co. I have
produced a telefilm for NBC, which
starred Beverly D’Angelo, and my most
recent telefilm will air this year on CBS
and stars Gena Rowlands and Linda
Lavin.

Susan Rose
New York

all correspondence to Editor, Mediaweek, 1515
Broadway, New York, NY 10036 or fax to 212-536-
6594 or e-mail to mediaweek@aol.com. All letters
are subject to editing.
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ar Kids' Attractions.

When it comes to television, nothing attracts kids
quite like Disney’s children's programming. From the
long-running and successful franchise 101 DALMATIANS,
which premieres as a new animated series in 1997, to
the high-flyin" MIGHTY DUCKS to singing sensation
Belle, Disney’s children’s programming has
something for every kid in America.

B
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Kelloggs/Disney Alliance
New York (212) 735-7420 Chicago (312) 595-7771 begins Fall '97
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Betsy Sharkey

An Advocate in Action

-3 JP Kids, the brainchild of  platform available, from TV shows to books and games
Children Now founder Jim  to the World Wide Web.

Steyer, officially launched What Steyer may well have constructed in the

Children’s activist

. last month as an indepen-  process is a prototype for doing business in the rapidly

J|m Steyer moves dently funded kids media mutating kids media world at a time when the clamor
company with some $80 mil-  for quality—as well as economically viable television

: lion in backing from the programming, in particular—is reaching a fever pitch.

fmm lhB hUardem investment community. There were a number of deals already in place when
Steyer, a longtime leading figure in children’s advo-  JP Kids (a name spun out of “just plain kids”) opened

. cacy, envisions a multilayered operation focused on its doors in Oakland, Calif., and New York City. The

t(l lhB ha[:klﬂt Wlth d creating an eclectic mix of enter- month-old company already is at
tainment, social and educational Knowing your audience: Steyer work on several projects includ-

. 5 products for children that will (with daughter Lily) teaches grade ing DeBunk, an MTV-styled

‘ new Sllldl(l, JP KIdS dance across virtually every media  school one morning per week newsmagazine for teens that is

funded by the educational foun-
dation of the National As-
sociation of Broadcasters.

JP Kids received a very visi-
ble boost last week, when the
Disney Channel gave the com-
pany a pilot order for Silver-
stone M.S.PI. (Middle School
Private Investigator). The week-
ly half-hour action-adventure
series will follow 13-year-old
Jett Jackson, a child TV star
who has returned to his sleepy
hometown to try to become a
“normal” kid and escape his
screen alter ego, Silverstone, a
sort of junior James Bond.

JP Kids is also close to fi-
nalizing a deal with a broadcast
or cable network to turn anoth-
er of its development projects—
Green Wilma, based on author/
illustrator Tedd Arnold’s book—
into a Saturday-morning animat-
ed show. The star of this show is
Wilma, an Il-year-old who
wakes up one day to find that she
is a frog...the only frog in the
fifth grade.

The seed for JP Kids was
planted during an FCC hearing
Steyer attended more than a
year ago.

“People were saying you
couldn’t do quality stuff for kids
and be profitable,” Steyer says.
“I was sitting next to Gerry Lay-
bourne [chief of all the Dis-
ney/ABC cable networks and
former programming chief of

|

CATIILRINE KARNOW
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Nickelodeon] and talking to her during lunch about the
idea that somebody ought to be looking into doing some-
thing, with the underlying thought being that you can do
well by doing good.”

The notion wouldn’t leave Steyer, who had retired
in 1995 as president of Children Now, a leading chil-
dren’s policy and advocacy organization. Steyer also
teaches at Stanford University and is a volunteer at the
E. Morris Cox Elementary School in East Oakland,
Calif., where he teaches second, third and fifth graders
one morning per week. He lives in the Berkeley Hills
with his wife and children, Lily, 3'/>, and Kirk, 2, whom
he calls “my best critics.”

Steyer ultimately decided that he wanted to try to build
a kids entertainment company. “About a year ago, I decid-
ed there was a real need and a real opportunity to create
a world-class media company that would focus on chil-
dren, and tobuild it I'd need to have a good business struc-
ture, financing and a really great creative team,” he says.

As in all media companies, the heart of the busi-
ness—and certainly the element that is key to success
in Hollywood—is the creative product. In this, Steyer
looked for a depth of experience, people who under-
stand kids and television and who had treaded these
waters before.

“We wanted to hire top creative people who had
commercially successful track records who could
develop really excellent characters and stories. That’s
the starting point for any kids media,” says Steyer. He
also wanted to assemble a team that could hit the
ground quickly. “We knew we wanted to do serious
development and serious deals, and we worked on that
for most of *96. Liz Nealon joined at the beginning of
‘96 and most of the others were here by spring.”

JP Kids’ creative team is headed by executive pro-
ducer Nealon. Before joining JPK, Nealon was cocre-
ator and executive producer of the critically acclaimed
Children’s Television Workshop mystery/adventure
series Ghostwriter. Prior to Ghostwriter, Nealon was
with MTV, where she designed and launched MTV
Europe and was in charge of production for MTV
Brazil, MTV Australia and MTV Japan. Nealon also
oversaw the development and production of Buzz,
MTV’s edgy and innovative current affairs program.
She knows the rhythms of the marketplace.

JP Kids was also able to snag another of the Ghost-
writer team, Miranda Barry, who cocreated the series
concept, wrote and produced the pilot and was super-
vising producer throughout the show’s three seasons of
production, During the 1996 February sweeps, Ghost-
writer, which aired on PBS, was among the top 10 shows
among kids 6-11 ranked by Nielsen, including programs
that aired on the commercial broadcast networks.

Barry, who joined JPK as executive in charge of

development, has spent much of her career in devel-
opment at American Playhouse. While there, she
helped guide such projects as Testament, EI Norte,
Stand and Deliver and Concealed Enemies, which won
an Emmy as best TV miniseries.

On the news side at JP Kids, former MacNeil/
Lehrer NewsHour senior producer Jim DeNatale is the
company’s news director. DeNatale covered politics
for MacNeil/Lehrer, produced a two-week series on
violence prevention and teenagers and reported pieces
focusing on children’s health issues.

The mandate from Steyer is to develop products
that will appeal to children from preschool age to 18 in
a wide range of genres. Steyer wants programming and
products that will be entertaining and inspirational. He
also wants products that can be marketed to schools as

At an FCC hearing on TV programming, Steyer says, “people were
saying you couldn’t do quality stuff for kids and be profitable.”

well as the commercial market. JP Kids is also devel-
oping programming and products with an eye to the
international market. Nothing, Steyer believes, need be
conventional or traditional.

“Some of the best media for kids,” he says, “is
about dealing with the challenges they face as they
grow up as kids.”

JP Kids’ development strategy, says Nealon, is to
put roughly half of the company’s efforts behind well-
known brands and the other half behind nurturing
original concepts.

“We've optioned two big brands,” says Nealon.
“One is through a joint venture with Yahoo [one of the
leading Web search engines], called Yahooligans,
where we are developing original characters for TV
and the Web.” The characters will embody the same
quirky, unconventional, adventurous spirit that already
defines Yahoo.

The JPK team is also working with Klutz Press on a
comedy/variety series aimed at 8-to-14-year-olds called
Klutz TV. The show is based on the best-selling book
series, with 55 titles in print (Juggling for the Complete
Kluiz, a popular title in the series, includes how-to
instructions and three balls) and more than 30 million
copies sold worldwide. Klutz TV will explore everything
from “playground shenanigans” to ecology. The show
will be constructed from animation, puppets, digital
graphics and good old-fashioned live action.

The Silverstone M.S.P1. and Green Wilma series,
on the other hand, represent the first projects out of
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JPK’s original slate.

The Silverstone series, says Barry, will have a core
group of kids as the central characters. Lead charac-
ter Jett Jackson finds that his sleepy hometown,
Wilston, N.C,, is filled with problems that seem to
find their way to his door. Though there may be a lit-
tle more drama in Jett’s life, essentially he is like most
13-year-olds. trying to figure out who he is in the face
of problems and peer pressure, Barry says.

Barry expects to be in production on the Silver-

sione series for Disney Channel by summer; if the
show gets a series order, it is expected to hit the air in
January 1998. The pilot is one element of the Disney
Channel’s revamp under Laybourne.

“One of the beauties of this field is that there are
many ways to teach,” says Steyer. “My life’s work has
been focused on disadvantaged kids, and media has
a heavy impact on them. We think that media can be
entertaining and at the same time be a positive force
for change.” |
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f the Hollywood Foreign Press Asso-
clation is any indication of what the
world likes best about American tele-
vision, the aliens have it hands down.
At the star-packed 54th Golden
Globe Awards last week, the Fox hit
The X-Files swept the television drama
category, while NBC’s 3rd Rock From
the Sun took top honors in the come-
dy arena.
Both shows have strong interna-
tional followings. One foreign press
writer offered his assessment of the

The Backlot. ..

shows’ popularity: “We see American
culture rather like Dick Solomon,” he
said, referring to the character on 3rd
Rock that earned John Lithgow his
second Golden Globe as best actor in
a musical or comedy series. “You’re an
amusing alien life form and, on the
whole, quite illogically endearing.”

As for X-Files, the foreign press
writer says, the show’s appeal is the flip
side of 3rd Rock’s over-the-top parody
of life as we know it. “There’s an intelli-
gent subtlety to the storytelling. And
the performances of David Duchovny
[who won a Golden Globe as best actor
in a drama] and Gillian Anderson [who
won as best actress in a drama),” he
says, “it’s an Americanized Masterpiece
Thearre sensibility, if you will.”

Gauging from the popularity of both
shows in this country as well, I gather
that “we will.”

Apparently Brad Pitt isn’t the only

one who is in love with Gwyneth

: Paltrow. Just about every major con-

. sumer magazine has featured the star

i of Emma and possible Academy Award
. nominee on its cover within the last

month. One of the publications current-
i ly riding the Paltrow bandwagon is :
i Derour. The actress’ appeal, suggests

X-port agents: X-Files creator
Chris Carter with Anderson and
Duchovny at the Golden Globes

¢ Detour editor-in-chief Jim Turner in his
. “Great Balls of Fire” editor’s letter. is

not her classic fragile bone structure,

.~ the luminous skin or the long blond

hair. It’s that Paltrow has balls...though
he’s quick to explain, “Not balls in the

traditional, nature-given, external

sense, but in the internally gutsy, to-
hell-with-it kind of way.” Whew.

Several savory statistical morsels
¢ surfaced in Premiere’s “Women in .
special issue, which just hit :
- the newsstands. Within the Hollywood

!”

Hollywooc

labor unions, women not surprisingly

: still dominate in the more traditional
i areas such as costumers (where they

make up 70 percent of the union mem-

bership) and makeup artists/hairstylists

(women account for 65 percent). In the

- categories in which true power resides,

the numbers dropped dramatically. The
producers’ guild’s female membership
is at 16 percent, and the directors guild
is at 21 percent. As to which stu-

b dios are more female-friendly,
N

|

)

New Line is clearly the place for
women producers—82 percent of
the studio’s 17 theatrical releases
last year were produced by wo-
men. Among those who do the
deals, Premiere found more
women movie agents at William
Morris and Creative Artists
Agency—with 40 percent of their
film-agent staffs comprised of
women—wahile at International
Creative Management (ICM), the
percentage of women movie
agents was 35 percent. For this
issue of the magazine, Preniiere
was truly an all-fem show, from the
Meryl Streep cover to the final-page

ALEX BERLINER

i Q&A. The question: What male role

would you like to play? The best
answer, from Emma Thompson: Conan
the Barbarian.

When it comes to obscenity. iess
apparently is not more, at least not in
Illinois. Webster’s Dictionary manages
to sum obscenity up in 18 words. The
Oxford American Dictionary does it in
eight. But an Illinois community stan-
dards bill would have created 102 defi-
nitions of obscenity. The Recording
Industry Association of America

i jumped into the fight and helped

defeat the bill, arguing that it would
shut down music distribution in the
state. To say nothing of the local news.
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Liquor, beer and ad
|obbyists will storm
the Hill next month
to dehate the future

of alcohol ads on TV
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WASHINGTON

Alicia Mundy
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[he bar Will Soon Be Open

It is a generally accepted truth
that any issue involving alco-
hol tends to attract a lot of lob-
byists to Capitol Hill. It’s sort
of the way that, say, going into
a dog pound and yelling “raw
meat” tends to attract mutts.

So it is no surprise that
since Congress has returned to work this month, the halls
outside the Senate and House Commerce Committee
rooms have been jammed with the guys from Gucci
Gulch—representatives of the beer, wine and liquor con-
glomerates; their trade associations; and the advertising
groups that work with them. These folks make up one of
the most powerful and well-financed lobbying operations
in Washington, a network of legal firms, lobbyists and PR
groups that jump when anyone rings the liquor bell.
There’s the Beer Institute, the National Beer Wholesalers
Association, The Wine Institute, the California Wine Pro-
ducers association, the government affairs reps from the
Distilled Spirits Council (DISCUS), and the assorted indi-
vidual representatives of Anheuser-Busch, Coors, Miller,
Stroh, Seagram. The list goes on, taking up pages of en-
tries in the lobbyists’ directory, the annual “Washington
Representatives” book.

You'd think these lobbyists all have a lot in common.
But you'd be wrong. Right now, the beer and wine folks
are desperate to get as far away as possible from the hard
liquor purveyors. Stuck in the middle, sort of like Poland
between Germany and Russia, are the advertising lobby-
ists, such as the American Association of Advertising
Agencies, the Association of National Advertisers and the
American Advertising Foundation.

Come Feb. 1, all these groups will be thrown togeth-
er in the Senate Commerce Committee room, where Sen.
Conrad Burns, the new chairman of the Communications
Subcommittee, will convene his panel for hearings on the
liquor industry’s efforts to run ads on television.

A staffer for the commerce committee says: “You can
expect a pretty emotional hearing,” That’s because of who
has been invited—and who has not.

The hearings are scheduled to begin with a morning
panel consisting of Robert Pitofsky, the chairman of the
Federal Trade Commission. Pitofsky is expected to de-
nounce the liquor makers’ TV commercials.

A second set of speakers will include an official from
the beer companies, someone from DISCUS, an advertis-
ing industry rep, a spokesman for the National Associa-
tion of Broadcasters or from the broadcast industry, and a
First Amendment expert.

Finally, a third group will tee up on the topic of the
effects of liquor and ads on the public. Expected to testi-
fy are reps from the National Pediatrics Association,
Mothers Against Drunk Driving, the Center for Science

in the Public Interest and, for the National Council on
Alcoholism and Drug Dependency, former Sen. George
McGovern, who lost his daughter last year to alcoholism.

If that’s not enough politics and pathos, expect appear-
ances from Sen. Strom Thurmond (R-S.C.), whose only
daughter was killed by a drunk driver, and Rep. John
Kasich (R-Ohio), who lost both his parents to a drunk dri-
ver a few years ago.

Who's missing? Reed Hundt, chairman of the Feder-
al Communications Commission. As of now, Hundt is not
scheduled to speak at the February hearings. Hundt has
gone out pretty far on this issue, saying that his agency
shares jurisdiction with the FTC on it, and making noises
about the “public interest” value in keeping hard liquor
ads off the air. The issue has become a hot item at the
FCC, where it has split the commissioners. Hundt and
Susan Ness want the liquor ads off the air; Rochelle
Chong and James Quello want to avoid imposing
another regulation. Meanwhile, sources at the
commerce committee say that Hundt’s
staff has been calling the Com-
merce Committee and Subcommittee,
worried that Hundt will be left out.

Hundt is not the only interest-
ed party maintaining almost con-
stant contact with the communi-
cations subcommittee. Coors’ ®
lobbyist has left a trail of letters ©
and phone calls all over the Hill. e
Last year, Coors withdrew in
part from the Beer Institute lob-
by, apparently in a dispute over dues. 6
But Coors is still taking part in some
of the Beer Institute strategy discus-
sions while simultaneously nudging Con-
gress on its own,

Finally, there are the ad lobbies and the
broadcasters, described by a staffer for the Com-
merce subcommittee as “all over us like locusts.”

When the hearings begin, a wall will go up
between the beer/wine people and the folks, from
DISCUS. Though the hearings are nominally abouyt the
good or evil of alcohol ads on TV, they represent a move®
by Seagram and other hard liquor distributors to get equal
treatment with beer and wine—lower excise taxes and ads
on nationally televised sports shows. “It’s about parity, "
says a lobbyist for Seagram.

Not if the Beer Institute people have their way. In fact,
the “beer is the same as hard liquor” argument is the very
last thing that Sen. Burns and others on his committee
want to get into, says a Commerce Committee staffer.

Burns and company hope that the hearings will be “the
starting point of a public debate, but 7ot the beginning of
a legislative drive,” the staffer says. In other words, stay

)




MEDIAWEEK January 27, 1997

http://www.mediaweek.com

PAGE 27

away from any actual lawmaking and regulations about
hard liquor ads on the air. Though it will be a subcom-
mittee topic, most of the members of the full Commerce
Committee are expected to weigh in. Commerce Com-
mittee chairman John McCain (R.-Ariz.) has recused
himself from this matter because his wife has an interest
in a beer company in Arizona.

Most of the committee, says another staffer on Com-
merce, is aware of the financial relationship between beer
advertising and the free broadcast of most sports events,
and no one is really interested in upsetting that delicate
relationship by letting the beer makers get dragged into
the liquor makers’ swamp.

. The focus of next month’s hearings, a third Com-

.J{. merce staffer explains, will be to applaud the
! n broadcasters’ refusal to air the liquor
@
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ads and to encourage DISCUS and the liquor distributors
to re-adopt their voluntary ban on TV advertising. If the
issue of equal taxes arises, committee staffers anticipate
that senators will advise the liquor makers to seek answers
to their questions somewhere else—for instance, in a Sen-
ate Finance Committee hearing (buck-passing is a sacra-
ment on Capitol Hill).

In such a scenario, the Beer Institute can be expected
to trot out reports from government agencies such as the
Bureau of Alcohol, Tobacco and Firearms; the Federal
Trade Commission; and the National Institute of Alcohol
Abuse on the differences between hard liquor and beer.
Says a representative of the beer industry: “We have a
strategy. We're prepared to take on DISCUS.”

The beer people already have faced down the adver-
tising coalition. When the National Advertising Review

Commerce staffers say that Hundt's staff has been calling the

committees, worried that the FCC commissioner will be left out.

Council suggested that there be rules on advertising relat-
ed to age-restricted products, the beer groups blew a fuse.
They had no intention of having beer ads grouped with
ads for gambling, smoking and guns—not to mention
whiskey and vodka. The beer industry’s position was
that they already have a voluntary advertising code
and they do not target kids, so why should they
need another code of behavior? If they get out of
line, the FTC can step in. Of course, that’s what
the FTC recently did when a Stroh’s ad aired
during a child-oriented program.

The Beer Institute’s hope is to leave the
liquor makers and the advertising reps talk-
ing free speech (an unsympathetic issue)

while the beer folks testify about their
own public-service ad campaigns on
behalf of responsible drinking and des-
ignated drivers.
“It’s going to be interesting, watching
the groups try to separate themselves,”
says the Commerce staffer. “And of
course, they will all have to deal
with the personal testimonies in the
third panel.”
f‘ But the goal, again, is not new regula-
‘1‘ tion. It’s getting the liquor makers to go back to
-heir former self-regulation of TV advertising.

Will the committee proffer something like an
excise tax cut (or a raise for beer and wine) as an
incent.ve to the liquor companies to get them to return
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1o the voluntary ban? “Not likely right now,” says a
veteran observer of this issue. “If you start to talk
about raising taxes on beer, you’ll see such lobbying
that this will just look like kindergarten.”

“It's going to e interesting, watching the [heer and liquor] groups

try to separate themselves,” says a Commerce Committee staffer.

Dan Jaffe, director of the ANA. says the hearings will
help show that several seemingly related issues can, and
should, be treated separately. For example, the designat-
ed time periods when beer and alcohol ads air on TV is

without getting into the more general and controversial
issue of whether the ads target children.

As for the tentative witness list, Jaffe says: “I've been
pleased that in talking with people on the Hill, it seems
that they don’t feel the FCC is the proper
venue for this issue.” The FCC, Jaffe worries,
can take too much of a “meat-ax” approach:
If the FCC thinks a hard liquor ad hurts the
public interest, the commission would want to
pull a station’s license. The FTC, however, has
approached advertising regulation as a dis-
crete issue. “This isn’t to say the FTC won't take strong
actions,” Jaffe says. “But they hire people with a knowl-
edge of advertising. If they think an ad doesn’t belong on
the air, they can order it off the air, without getting into
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one issue that can be compartmentalized and examined

Below the Beltway...

charity ball to benefit survivors of

her plague. Now you understand the
effect of Dick Morris’ arrival at
John McLaughlin’s recent party at
the Willard Hotel. “That isn...oh
God, what on Earth does he think
he’s doing?” choked radio host and
political commentator Mary Matal-
in, while hubby James Carville
shook his head and looked away.
Morris ignored the stares of
Democrats and Republicans and
chatted instead with stunned media
types. The big question was:
“How’s the campaign going,
Dick?”—referring to Morris’ an-
nouncement the previous day that
he was beginning a campaign to
get his wife, Eileen, to come back.
That campaign may be getting off
10 a slow start, as Morris spent time at
the party chatting up various women.
After he quite publicly tried to move in
on a CBS radio talk-show producer, she
shuddered, “I couldn’t get him to go
away. I guess he wants his wife back, but
not too soon.”

Perhaps this sounds snippy. After
all, the Romans advised, “Don’t speak
ill of the dead.” The problem with
Morris, however, Is that the former
Clinton confidant may be dead in
Washington, but he just doesn’t seem

Picture Typhoid Mary showing up at a

i Back in town: Morris was all

. to get it. The Morris pop-ups during
inauguration weekend, like so many
Where's Waldo? cartoons, became a

over D.C. on inaugural weekend

i running joke with politicians and

pressies of all political stripes.

In the days before the inaugural par-
ties, the national association of political
consultants held their annual convention
in Washington. The gossip was heavy on
Morris, poster child of the “rogue con-
sultant,” and his self-aggrandizing new
book. Members of the press were
reminded that Morris’ behavior (politi-
cal and personal) isn’t S.O.P. for the rest

SARA BARRETT

the issue of broadcast licenses.” |

of the consultants. In fact, Morris, we

were told to report, does not belong to

the political consultant association and

has not signed on to its ethics pledge.

Meanwhile, The Washington Post ran

i a scathing review of Morris’ tome on
Clinton, Behind the Oval Office, calling
it “Dick Morris’ Thumbsucker.” Even
though Morris was invited to appear on
a few TV talk shows, his hosts chuckled
to colleagues about Morris taking credit
in his book for everything but the actual
drafting of the Constitution.

“Morris went completely overboard
when he took credit for building up our
troops in Saudi Arabia and Iraq,” said
Meet the Press host Tim Russert. The
NBC host explained that Morris simply
did not have anything like that kind of
| input in foreign policy issues.

It was Russert who broke the story
about Morris’ abrupt resignation on the
final day of the Democratic convention
last August. Trapped between the bar
and the dessert table at Newsweek's pre-
inaugural party last week. Russert re-
vealed that he’d had lunch with Morris
the day before Morris’ departure.
Russert said that during the meal, he
began to suspect that something was
amiss. Russert said that Morris, normal-
ly no shrinking violet, spent the lunch
deferring to his wife on almost every
issue in the conversation, saying sweetly
! (a word not normally used in a descrip-
i tion of Morris) “Is that right, honey?”

i and “Is that what you think, honey?”
Recalls Russert: “It was very strange.”
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Kids TV

“Isn’t it wild how much everyone cares about children’s
TV now?” asks a bemused Betty Cohen, the spunky
president of the Cartoon Network. It is almost like a
fairy tale, the way kids TV has gone from ugly duck-
ling—the only network daypart with less status than
daytime—to belle of the ball. Children’s TV has
emerged as a critical platform in your average media
mega-corporation’s portfolio. Kidvid clout has become
concentrated at four behemoths over the last 18
months: Disney/ABC, Viacom’s Nickelodeon, Time
Warner/Turner and Fox. (CBS, by whittling its Saturday-
morning lineup down to three hours of educational
fare, has effectively pulled out of the business.)

Kids TV has moved from a friendly penny-ante game
to a high-stakes shoot-out. Disney and Fox are racing for
the opportunity to lose hundreds of millions of dollars
on all-but-announced new basic cable kids networks.
Fox Kids plans to enlist public shareholders to fund its
ambitious global plans. Time Warner's addition of Turn-
er'’s kids TV assets will be a proving ground to reverse

the company'’s sorry record in synergy.

Paradoxically, concentration of power in kids comes
hand-in-hand with increasing audience fragmentation.
Each of the giants is building or bolstering muiltiple kids
outlets in a long-term strategy to open a window in
both broadcast and basic cable, plus perhaps first-run
syndication. Pesky smaller players in broadcast, syndi-
cation and cable such as UPN, Bohbot and USA further
splinter the audience.

In this environment, the outfit with the best distrib-
ution, not the most programming savvy, comes out on
top, according to Gary Krisel, DreamWorks’ head of TV
animation. “Fox and Nick are the only ones playing
with big numbers, and they have the dominant
strength in distribution. If Kids WB had station strength
equal to Fox’s, they'd do at least as well or better. For
Animaniacs fo get a 4 [rating] on Fox and a 1.8 on WB
gives you some idea of it.” Things will get worse before
they get better, he warns. “There is a shakeout com-
ing. It's not a particularly viable business for anyone in

A Small World, Afi

The children’s TV business is now in the hands of onl;

ickelodeon president
Herb Scannell knew
he had a notoriously
tough act to follow.
Geraldine Lay-
bourne, who left
Nick last year to join
Disney, is credited
with practically rein-
venting children’s
TV. But last season, in Scannell’s first year on the job,
the network’s rating among children rose 28 percent,
on top of a blazing 47 percent gain the season before.
Its numbers were up “only” 15 percent in the fourth
quarter, and Nick now runs a close second on Saturday
mornings, when the broadcast networks run first-run
fare and Nick reruns shows such as Rugrats and Tiny
Toons. So far, the net’s performance has top Viacom
execs asking, “Gerry who?”

“We had been planting these seeds for awhile,” says
Scannell, previously chief of programming at Nick. “Our

prime time move has been validated,” he says. Nick’s
new set of original shows at 8 p.m. routinely cleans up in
kids demos, albeit against adult-targeted shows on the
broadcast nets. The net trumped Hollywood’s expecta-
tions last summer with its first feature film, Harriet the
Spy, and it quickly grabbed 18 million households for its
spin-off cable channel, Nick at Nite’s TV Land.

“I’m surprised at how strong Nick is,” Scannell
admits, “but there’s still more of an upside for us. We
haven’t gone aggressively into traditional kids dayparts—
Monday to Friday afternoons, Saturday morning. Even
more prime time is a possibility.” He cites Viacom’s $420
million commitment to original animation, the lion’s
share of it for Nick, which enables him to make a dozen
new series over the next five years, double the previous
output. “That gives us a chance to be on a larger playing
field with new dayparts and to build our international
business, since animation travels so well.”

Nick looks well-nigh invincible. It out-muscled part-
time kids broadcasters and now claims fully 57 percent
of all kids GRPs. (Fox is second with 10 percent.) Its
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quality production, and it's not like the distributors are By Eric Schmuckler
getting rich, except for Nickelodeon.”

Against this brutal backdrop comes the annual Kids
Gold Rush. February brings the networks’ Saturday
morning schedule announcements for next fall, the
$700-million-plus upfront advertising market and the
carnival known as Toy Fair. The marketplace used to
center around the hours after-school and on Saturday
mornings. Now kids TV is a full-time daypart.

Saturday morning aint what it used to be, as kids
broadcasters have lost a quarter of their collective audi-
ence. Still, it remains a premier showcase and a bell-
wether for kids players, each of whom will show off
some new moves next fall. Former Nick genius Gerry
Laybourne will try to breathe life into ABC's wilting Sat-
urday lineup. Fox will defend its Saturday crown with
action master Haim Saban as partner. WB will seek to
bust out of its sophomore slump while newly joined
at the hip to Cartoon Network. And Nick will find
out what it's like to be in everyone’s crosshairs.

four companies

dominance flows from its special bond
with its audience and the total environ-
ment it has created. Many kids don’t
watch television anymore; they watch Nick.

Scannell refutes the widely held canard
that the Cartoon Network beats Nick in
common households—Nick wins by a rating
point or two, depending on the demo and day-
part. Nick’s numbers are lower but nonetheless
growing in Cartoon Network homes, which are
typically on systems offering 20 more channels
than non-Toon homes.

The cyclicality of the TV business foretells that
Nick’s streak cannot run forever, and there’s reason
towonder if the network is peaking. The Cartoon Net-
work is adding homes like gangbusters, and more com-
petition looms. “Disney is not exactly going to lie down .
and play dead,” says Jon Mandel, Grey Advertising |
senior vp and resident kids honcho. “They are ubiqui- |
tous. You'll see them everywhere—Saturday and maybe
Sunday mornings, weekdays, prime time, you’ll see two Illustration by Gary Hallgren {
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cable networks. And Disney is a place—you can go
there. What did Nick do with Harriet? $25 million? Big
deal. Compare that to the billions of dollars Disney does
with a Hunchback, when you look at theatrical and
videos and merchandising. Yeah, Nick does have a thing
going with kids and they have a better shot than anyone
at figuring out how to keep it going long-term. But at
some point, the big guy’s gonna try and grab the ball.”

“In the eight years I've been here, we’ve seen the
Disney Afternoon, Fox, the WB and the revitalization
of PBS,” counters Scannell. “We’re real good at know-

“When I look at the size of our competition, we

are the underdog.” —Margaret Loesch

ing where they’re coming from and then going in anoth-
er direction. Brands are not built in a day and distribu-
tion is so hard to get now. This is not the best of times to
make that move.”

As for Disney, Scannell says: Bring it on. “They
have a long way to go in television. ABC’s Saturday
morning has problems; the Disney Afternoon isn’t in
the afternoon anymore; and the Disney Channel has
never made a mark on our culture. They have a lot of
work to do in their own backyard before they come into

‘Mr. Bill" for kids? Nick is cleaning up with
prime-time sketch comedy fare like Kablam!

another yard.

“Nick is a big idea—it’s about a relationship to an
audience, not a show or a product,” says Scannell.
“The whole is bigger than the parts, and our parts have
never been stronger.”

FOX:
UNDERDOG #1

ox Kids Network retains the lead position on

Saturday mornings, where it popped an

impressive hit in Goosebumps this season. It
holds sway on weekdays too, and stands to improve
that position when the Disney Afternoon gives way to
a less well-cleared block from Kids WB this fall. Its
pending merger with Saban Entertainment and a pub-
lic stock offering will create a $327 million (revenue)
company with an extensive
library and $71 million in
net income—a healthy war
chest to fund U.S. and
international growth.

So how come FCN boss
Margaret Loesch has trou-
ble sleeping at night? “We
are the underdog,” she says. “When I look at the
resources and the commitment and the size of our
competition—the combined library of Hanna-Barbera
and Warner Bros., Nick’s huge dual-revenue stream,
Disney...” She doesn’t finish the sentence, and does-
n’'t have to.

Fox looked unassailable just three short years ago,
but its ratings have sunk steadily since then as Mighty
Morphin Power Rangers pulled a predictable fade. Now
Fox is in danger of being overwhelmed by Nick and nib-
bled away by WB, Toon and,
eventually, Disney/ABC. “No
one’s making it any easier for
us,” says Loesch. “We need to
keep our distribution system
strong and to find great shows
that kids want to watch.”

Fox bucked the Saturday
downdraft and gained 2 percent
there this season, but its week-
day lineup has been creamed
(down 17 percent in the morn-
ing and 23 percent in the after-
noon), and weekdays are where
15 of Fox’s 19 hours are.
Loesch can boast of a varied
Saturday slate where Goose-
bumps, Life With Louie and
Casper are her best performers,
but on weekday afternoons the
network is all action. With the
Saban merger and a long-term deal with Marvel
Comics, Fox cemented its franchise as Superhero Cen-
tral. “Now everyone wants to see how competitive they’l]
be as a producer,” says one studio exec. Translation:
Will Fox be dominated by derivative Saban shows such
as Big Bad Beetleborgs?

Nick’s all-day ascent raises the question of whether

January 27, 1997 MEDIAWEEK
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a part-timer like Fox can still succeed. “Factually, we're
No. 1 [on Saturday and weekdays],” Loesch notes.
“Nick and Toon have created an environment, so we
have to continue to be appointment TV. I still believe
in the form of a series. One show, X-Men, ook us from
No. 3 to No. | on Saturday. If you find the right show,

January 27, 1997 MEDIAWEEK

the kids will find you and it can turn you around if you
promote it.”

Loesch “absolutely” needs a basic kids cable net-
work (o “create a level playing field.” She told broad- |
cast affiliates earlier this month that Fox aims to
launch a cable web by fall ’98. Given the channel

al mandate that broadcasters carry

three hours of educational programs
per week: It will cause repercussions its framers
never anticipated. Some foresee deep change in
the commercial structure of children's TV, while
others expect token adjustments to business as
usual.

“The Mafia just walked into town and said
‘This is the way you have to do business,"” frets
Gary Krisel of DreamWorks. “It translates to
Saturday morning being run by the lawyers.
Once the networks and stations decide they're
just buying an insurance policy to please a cul-
ture ministry, it becomes a self-fulfilling prophe-
cy.” He outlines a scenario in which broadcast-
ers are stuck with low-rated educational fare
that cable is free to clobber with its most enter-
‘ taining shows. “If we succeed in driving kids
entertainment programming off network and
on to cable, who's interest has that served?”
he wonders.

The prospects are not appealing to the stu-
dios either. “Historically, the economics are dif-
ferent [for educational shows],” explains
Sander Schwartz, senior vp of children’s pro-
grams at Columbia TriStar. “There’s no licensing,
lower ratings, less international value. CBS is
doing Beakman's World and a news show and a
Sports Ilustrated show-—they may be kid-
friendly, but they won't sustain a library or add
value for a studio. How do you make that a
viable business?”

“A lot of complying with the requirement is
being more thoughtful about the production

brought in some interesting consultants. This is

vant to kids and do something good for kids.”
Rah-rah stuff aside, Laybourne confirms that ABC
wanted its affiliates to clear an educational block
on Sunday morning and keep Saturday open for

process,” says Disney's Gerry Laybourne. “We've

very exciting to animators, who can be more rele-

Lessons to Be Learned

ne pretty safe bet about the new feder-

entertainment, but the affils would not relinquish

their paid religion and infomercials on Sunday.
“It's not changing the business at all,” says

Margaret Loesch of Fox. “It's changing the con-

tent a little. We just have to educate ‘em a little

CBS’ Beakman's World is true
“spinach TV.” Kids prefer Pop Tarts.

as well as entertain ‘em. It's not bad if you can do
it well but disastrous if you can’t.” Nor does she
believe the rule will curtail the slightly seamy
practice in syndication of toy makers buying their
way onto stations with toy-based shows. “You
still have a powerhouse Mattel or Hasbro with the
wherewithal to clear a show,” she says.
Broadcasters may buy themselves some wig-
gle room, suggests Nick's Herb Scannell: “ABC
calls Doug and [Winnie the] Pooh educational. We
can talk about whether that's a stretch, but clear-
ly, they can try to manage it that way.” Overall, he
says, “the jury’s still out. Are people going to try

to do something different or spin what they've got

or point fingers at others? We'll see this fall.” —£S

crunch, putting up a new one will
not be easy, though full or partial ‘
carriage on Fox's drifting fX
channel is a possibility. Nor is it
apparent where Loesch will
obtain strong programs—Warner
and Disney can hardly be expect-
ed to sell their shows, and Fox |
owns by far the weakest and
smallest library.
“If you say [ can’t do it, maybe ‘
youw're right,” she acknowledges.
“But we have a terrestrial
channel that will help us cross-
promote and build, and we
have Fox Kids Club with 4.5
million members and we have
Fox Kids Countdown on 200
[radio] stations. We have a lot
of promotional clout, and we |
have to do something sooner
rather than later.”

Fox’s merger with Saban,
whom Loesch had wooed
since 1992, is a bold stratagem
to keep pace with the rapidly |
escalating stakes in kidvid. “It
puts us instantly in the inter-
national business,” she says,
“and once we put together our
cable component, we have a
library.” ‘

Saban’s active syndication arm
opens another distribution win-
dow. “It’s nice to have a partner
whose entire business is based in
children’s entertainment,” she
says. “We have a chance to stay
No. |, but we have to be kind of
like guerrilla fighters.”

TONY ESPARZA/CBS

WARNER/TURNER: |
SYNERGY, ANYONE?

ake two of the world’s

best libraries of beloved |

cartoons and characters, ‘
mix in two promising young tele-
vision networks and top the whole
concoction with a sprinkling of
synergy. Is this the recipe for a
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kids TV powerhouse? The newly combined Warner
and Turner will soon find out.

Kids WB and Toon are promising assets, but nei-
ther is anywhere near the level of Fox or Nick. “It’s
hard to question Warner’s ability to produce quality
animation,” says a kids rival, “but they didn’t have any
breakout hits and they didn’t create marquee value for
their shows.” Toon is just beginning significant original
production. Programming aside, says DreamWorks’
Krisel, “distribution is a separate battleground and
they’ve got a long haul with both the MSOs and inde-
pendent stations.”

Intriguingly, the new company has no overall kids
czar, Jean MacCurdy runs programming for Kids WB

“Certain people [have to] make the right relation-

in addition to her main gig as boss of Warner’s anima-
tion studio; she recently added Hanna-Barbera pro-
duction to her portfolio. The Cartoon Network remains
a Turner asset; president Betty Cohen reports to Ted.
Kids WB stumbled in its second season as its Satur-
day rating dropped 26 percent. Steven Spielberg’s
Freakazoid! was booted from Saturday and replaced by a
package of old Daffy Duck shorts. WB’s centerpiece
series, Supermuan, failed to match the network’s average;
worse still, a Superman strip anchors WB’s new weekday
block this fall.
MacCurdy’s comeback plan: “We’ll continue to do
what we do best—quality program-
ming.” She professes not to be
S~ worried about Superman—
“Maybe there was too much
story and not enough of
the kick-butt action that
kids are used to from

Cartoon Network is
adding new shows such
as Cow and Chicken,
due later this year

Fox. We're addressing it, with more colorful villains, for
one thing.” Batrnan is coming to Kids WB from Fox,
and Warner will freshen the series with new episodes. A
big Batman theatrical due out this summer can’t hurt
either.

MacCurdy expects a boost from the weekday block.
“From the beginning, we've been looking t0 ’97,” she
says. “We’ll finally have our afternoon block and can
take advantage of cross-promotion.” WB won’t inherit
all the stations that once made Disney an afternoon
powerhouse, though, and Fox’s recent ratings prove that
a weekday block is no silver bullet versus Nick. Mac-
Curdy argues that it’s still a big step up. “And we’ve got
stars like the Animaniacs, Pinky and the Brain, Super-
man, the Looney Tunes
characters,” she adds.

Over in cable, Toon’s
subscriber base is growing
swiftly. Now in nearly 40

ships. It’s hard to mandate synergy.” —Betty Cohen million homes, it has added

some 6 million TCI homes

in a single shot after a to-
die-for endorsement from TCI ceo John Malone. “It
gives us great momentum for systems that don’t realize
what they’re missing,” says Betty Cohen. “We plan to
be in the high 40s by the end of the year.”

Toon’s ratings slipped 20 percent in kids between 6
and 11 years old and a whopping 37 percent in kids 2 1o
5 last year. The network did, however, increase its kids
delivery by 25 percent by adding new households, and
this year, so far, it is posting ratings increases across its
subscriber basc.

“When you make big leaps in distribution, it takes
people a while to find you,” she explains. “Frankly, I'd
rather have the homes—it kept our delivery up.” She
predicts “ratings growth as we get more originals and
more Warner Bros. series.” Toon has only a handful of
originals now—>Dexter’s Laboratory is a keeper, while
the ballyhooed Big Bag did a belly flop—but the pace
will accelerate. “Being in 40 million homes changes your
economics considerably,” she says.

Time Warner has an abysmal history as a synergy-
less group of warring tribes, but kids could be the area
in which the company breaks its schneid. A Ted-led task
force is poring over kids assets to decide, as Cohen puts
it, “what’s more WB-y and more Cartoon-y. You

may see some windowing and you may see
~ some shows playing back and forth.”

K Already, Toon has scheduled a spe-

S\ cial block to showcase Kids WB
“> shows; the orphaned Freaka-
zoid! will find a home on Toon

S~ and WB will meet its cducational obligation by

stripping Turner’s Captain Planer. Toon merchan-
dise is popping up Warner’s consumer stores.

Cohen says she and MacCurdy have quickly

found common ground: “We’re excited about her stew-
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ardship of the Hanna-Barbera characters. And since we
go into prime-time, there’s more breadth in what we can
develop, and Jean cherishes that as a creative person.
These things work because certain people make the right
relationships,” she adds. “It’s hard to mandate synergy.”

DISNEY/ABC:
SLEEPING GIANT

erry Laybourne knows that Disney—despite
its status as America’s Official Children’s
Entertainer—is in sorry shape in its TV busi-
ness. “One of the reasons Disney was interested in
bringing me into the company was they needed to

strengthen their position in kids TV,” she says. “It coin-
cided with the acquisition of ABC, which presents a
huge opportunity.”

Competitors are less diplomatic. “The joke is that
Michael Eisner paid $19 billion dollars just to get his
shows on ABC’s Saturday morning,” one of them chor-
tles. The punch line: With a nearly all-Disney-made
schedule this season, one of ABC’s top Saturday shows
remains a bunch of 40-year-old Bugs Bunny cartoons.

“I really don’t see Disney as well-positioned,” sniffs
Gary Krisel, who used to run Disney’s TV animation.
“They're really scrambling to catch up. Will the educa-
tional rules compromise their ability to compete with
entertainment programs on Saturday? Without a strong

apid consolidation in the kids business
is bad news for children’s program mak-
ers. Producers see a lot less opportunity
out there as studio-tied networks tend to buy
shows primarily from their corporate cousins. “It
| significantly diminishes the number of buyers out
there,” says Columbia TriStar's Sander Schwartz.
\ “You have to get used to lower license fees, and
production costs aren’t going down anytime soon.”

Disney has committed tens of millions to buck
up its TV animation capabilities, so no one
expects much chance of placing a show on ABC.
Kids WB has bought exactly one outside show in
two years, but program boss Jean MacCurdy
vows to change that this year. Nickelodeon,
which invariably takes a chunk of ownership
from outside producers, is just finishing its own
Los Angeles animation studio.

Fox has wangled interests in shows such as The
Tick and Life With Louie and now it's merging with
an aggressive producer in Saban Entertainment.
Still, says FCN chief Margaret Loesch, “We're far
less of a closed shop [than the others]. Some pro-
ducers tell me we're the only shop that's still open,
and | do believe it's given us an advantage.”

As a result, kids producers report that license
fees for Saturday morning animation have gone
from $250,000 an episode three years ago down
1o offers of $150,000 an episode today. An ani-

‘ mated half hour costs from $300,000 to $500,000
to produce.

“There will always be room for one more
show from the outside,” offers Gary Krisel of
Dreamworks, which aims to specialize in high-

Reduction in Productlon

v

To build its library, Fox took a stake
in the hit comedy, Life with Louie.

quality, marquee properties. Others are likewise
picking their spots very carefully. “I have Sony
properties like Dinotopia and Godzilla—those |
should be able to place,” says Schwartz. “But six
months ago | had three nets calling me; now | just
have one and it's not offering such good terms.”

If a lot of this in-house production flops, big
kids players may lose their taste for vertical inte-
gration—nbut don't hold your breath. “People would
rather choke on their own product than swallow
gracefully someone else’s,” notes Schwartz. “If
they 're not doing the numbers to justify their
investments, it will open opportunities for out-
siders. But that's a long way down the road.” —£S

Saturday, they’re not in this gigan-
tic place. In syndication, they have
to cobble together a lineup and eke
out a rating that doesn’t lose too
much money. They have deep
enough pockets to build a library
for some distant future, if they
want. And Disney has minuscule
strength in cable.”

Parents cherish the Disney
name, but others question what it
means to kids. “They’re a movie
and destination brand primarily,”
says Scannell. One rival reports
that Laybourne conducted early
focus groups and “was struck by
the depth of disaffection she
saw,” particularly among older
kids, who regard it as babyish.

“Disney is a beloved
brand,” retorts Laybourne,
who recalls making no such
complaint to colleagues. Plenty of
12-year-old girls “love the parks
and the films and Pooh,” she says,
and cites the upcoming adapta-
tion of 101 Dalmatians, from
Doug creator Jim Jinkins, as an
example of capitalizing on a clas-
sic Disney property.

Laybourne will try to retoo!
ABC’s drooping Saturday morn-
ing—down 17 percent this season,
in third place behind Fox and
Nick—with the “creator-driven
approach” that worked wonders at
Nick. New series Pepper Ann,
about a feisty seventh-grade girl,
and Recess, trom some of Rugrats’
top creative talent, have the tone
of Nick shows. They are “much
more relevant to kids than what
Disney had been doing in syndica-

January 27, 1997 MEDIAWEEK
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tion,” she says. [Laybourne has no role in syndication. ]
This being Disney, though, marketing-driven shows like
Mighty Ducks will remain in the mix.

ABC can overcome its handicap as a once-a-week
kids island, she believes. “There’s a great fondness
among kids for Saturday-morning TV—it’s their best
time of the week,” says Laybourne. “ABC has other
assets such as TGIF, and there’s this amazing Disney

“Kids are concerned that we put on shows that both

they and their parents will like.” —Gerry Laybourne

marketing machine. I know very well how Nick got
under the skin of kids. We need to create an environ-
ment kids want to be part of. We’ll use the incredible
reach of a broadcast network, the reach of a marketing
machine, we’ll create an environment and we’ll put new
shows on — that’s pretty much the plan.”

Cable’s ad-free Disncy Channel has been a curious
hybrid. Part pay, part basic, it is nicely profitable but
has also seemed underutilized. “Do they have programs
with wide appeal,” a rival wonders, “or is it a wonderful
white elephant the parents bought for the kids and for-
got to turn off?”

Laybourne quickly boosted the channel’s ratings
with a package of top-shelf prime-time movies from the
Disney vault. Her grander strategy is to offer familics
some quality time together. “Kids are concerned that
we put on shows that both they and their parents will
like. I’s a little poignant when you hear them talk,” she
says. “The question is: How do we make familics feel
good about being familics?”

“Fox is now positioned to be the leader in broad-

cast and Nick to lead in eable.” —Gary Krisel

The next great horizon is Disney’s new basic cable
network, tentatively dubbed ABZ. Laybourne won’t
tip her hand on the yet-to-be-announced venture, but
she told a recent press gathering that reports predict-
ing that it will be a preschool channel are “inaccurate.
It is for a much broader audience than that. it wili deal
with 2-10-20-year-olds.”

Others speculate that ABZ will have an education-
al spin, or that it will mimic Nick. “We’re not trying to
be Nick,” Laybourne told Mediaweek. The only way to
tackle it is “to fill a different need. You have to be
something different.” In any event, she doubts Nick
can be challenged at its own game, since “it’s built on

the most solid foundation.”

Disney faces an extended period of bleeding as it
claws for cable distribution. “Most operators don’t
feel a need to have too much of any one thing,” says
Toon’s Cohen, “and now they feel they should be paid
to carry things. I'm not saying Disney can’t do it, but
it depends on what their concept is.” It may ultimate-
ly be 5 or 10 years before enough systems have
upgraded their technology
to make room for Disney,
notes Krisel. “No one has a
better chance of making a
new channel go, but for
now it’s an opportunity to
lose a half-billion dollars.”

WHERE DO THEY
GO FROM HERE?

s there room enough for all these giants to thrive,

or even survive, in the crowded kids business?

Loesch acknowledges that not all of the new cable
networks will necessarily make the grade. “At some
point, it starts to become a diminishing return,” she
says. “The ad pie is a qualified universe, and it may not
pay to keep multiple outlets.”

Owning profitable platforms in broadcast and
basic cable and pay seems to be a compelling model,
but it is no prerequisite for success now. “That’s a
good idea for down the road, but in the short term
there are flaws,” says Krisel. “Fox is now positioned
to be the leader in broadcast and Nick is positioned
to lead in cable. Both can coexist for a number of
years.” Meanwhile, Toon is profitable and growing
and Warner and Disney are masters at building prop-
crties and exploiting them globally.

And that, ultimately, is
where the rcal growth in the
kids game will be. Cartoons,
perhaps more than any oth-
er program form, move
across borders with easc.

Betty Cohen reports
that Toon has actually “lead
the idea of kids advertising into some markets in Asia.”
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