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MARKET
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National TV: Quiet

Most 4th-quarzer busi-
ness is done; dribs and
drabs are corring in for
higher-priced nventory,
which is mostly what is
left. 1st-quarter scatter
should start ir earnest
after Thanksgiving.

Net Cable: Slow
Virtually no money is
working ir 4th quarter.
Niche nets are shut-
ting down fo- the year,
bLt some general
ertertainmert nets still
heve inventary.

Spot TV: Strong
Northeast continues to
pick up. Autas, telcos
and drugs are up,
while the kids business
remains somewhat
weak. Mcvie buys are
hot, with 56 titles
scheduled for release
before year-2nd.

Radio: Moribund
Euyers are congratu-
lating themselves for a
tremendously prof-
itable year, reporting
that only tha “most
meager of scraps”
remain for December;

Magazines: Slow
Publishers are stuck in
that void between this .
year and next, a peri-,’
od that seems to get
longer each year as -
advertisers take their - |
time in planning.
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AT DEADLINE

Univision-HSN Team for Spanish Shopping |
Home Shopping Network, a division of HSN Inc., said last week
that it will partner with Univision Communications to create the
Spanish Shopping Network. HSN will manage the operations,
while Univision will handle distribution. Less clear is what flavor
the programming will take and to what extent existing Univision
talent or programming will be used in the Spanish Shopping Net-
work programming. HSN president Michael McMullen said that
while HSN ultimately will be responsible for programming, there
is harmony between the two companies and the endeavor is “a
total collaborative effort.” Some media buyers, however, expressed
concern about Univision taking a back-seat role:
“The question,” said Doug Alligood, senior vp of
special markets at BBDO New York, “is whether the
Hispanic audience trusts the presenter.” Alligood
noted that research shows that Hispanics generally
shop often, and as a family. SNN, he said, seems to
run against that tendency.

DirecTV to Launch Originals

In a bid to pull away from rival direct-broadcast
satellite providers, DirecTV last week entered the
original programming arena. The leading DBS play-
er, which just two weeks ago passed the 3
million—subscriber mark, signed a $200 million pro-
gramming deal with Action Adventure Network.

privately held Research Group also performs analysis for clients
including Cox Radio, ABC Radio, CBS Radio and Jacor Commu-
nications. The possible purchase has raised concerns about the
loss of confidentiality of clients’ research. “Some [non-Infinity]
clients, when we were owned by Infinity, expressed concern that
[CEO] Mel Karmazin had the key to the library and would be
sneaking in there late at night, reading our reports,” said Larry
Campbell, chairman/CEO of the Research Group. “So Mel asked
that a $10 million penalty clause be put in the contract should that
ever happen.” According to a source at Capstar: “The talks are
about halfway through,” and the sticking point is price. Sources
close to the talks said that the Research Group could fetch
between $20 million and $25 million.

BPI-N.Y. Times Syndie on Web

A new advertiser-supported Web site featuring real-
time news and information about the entertainment
business will launch on Nov. 21 by the New York
Times Syndicate and BPI Communications, pub-
lisher of Mediaweek, Billboard and The Hollywood
Reporter. Called Entertainment News Daily, the site
will include news and reviews about movies, music,
theater, TV and other lively arts. The site will also
feature a “City Scene” button linking users to enter-
tainment pages on the Web sites of newspapers in
27 cities in the U.S. and Canada.

AAN has production agreements with filmmakers
and producers including John Landis, Francis Ford
Coppola and Steven de Souza. DirecTV will distrib-
ute the programming, ready for airing in mid-1998,
through its pay-per-view arm.

UPN Sets Programming Direction

In a major restructuring last week, UPN split the
network’s programming department into develop-
ment and current sections. The changes were the
first major moves under UPN’s new programming
chief, Tom Nunan, executive vp/entertainment.
Nunan named Kelly Edwards to the new position of
vp/comedy development and Maira Suro to the new
post of vp/drama development. Edwards was for-
merly executive director/comedy development at
Fox, and Suro was vp/series development at Spelling

Springer surprise:

He’s crowding Oprah
9
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Foul Shot, Says Hindery of NBA Deal

Tele-Communications Inc. president Leo Hindery
blasted Time Warner’s TNT and TBS Superstation
for agreeing to double its rights payments to the
NBA. The Turner networks announced last week
that they will pay the NBA $890 million for their
next four-year contract (see Sports column on page
12). “It’s an enormous disappointment that they just
doubled up and hunkered down,” said Hindery dur-
ing a conference call last Friday. “It’s unfriendly to
customers. Nothing should double. It’s just wrong.”
Hindery has frequently criticized high rights fees
because they prompt cable networks to raise their
wholesale charges to cable operators, thus forcing
TCI to raise its subscriber rates.

Addenda: A US. bankruptcy court judge has

Entertainment Group.

Capstar Eyes Research Group

Capstar Broadcasting Partners and the Seattle-based Research
Group continued negotiations last week regarding the possible
acquisition of Research Group by Capstar, one of its clients. The
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enjoined Paxson Communications from proceeding with a deal for
Global Broadcasting Systems station WPMC-TV in Knoxville,
Tenn. The judge said that Paxson statements about the deal were
misleading and calculated to interfere with the auction of the bank-
rupt station. .. Bill Murphy, formerly of LIN Sports, was named
president and general manager at KXTX-TV in Dallas.

New York, NY, 10036. Subscriptions are $123 one year; 5215
at the British Post Office. Periodicals postage paid
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 Geraldo Way Exit CBS 0&0s
- For Tribune's WPIX, KTLA

The producer of the Geraldo [Rivera]
show, Tribune Entertainment, and its dis-
tributor, King World Productions, are
. mulling the idea of moving the series off

the CBS-owned TV stations in New York
. (WCBSTV)and Los Angeles (KCBS)
and onto Tribune Broadcasting-owned
WPIX and KTLA in those cities. Tribune
is also toying with the idea of doing the
five-day-a-week syndicated strip live with
a “ripped-from-the-headlines” format,
said a source close to the show.

In essence, WPIX would carry the live
1 9-10 a.m. broadcast; Tribune’s Chicago
. flagship, WGN-TV, would go at 10 a.m.
Central time; and KTLA would have car-
riage at noon in the Pacific time zone.
Going with a live, day-and-date produc-
tion schedule, however, will significantly
increase the budget for Geraldo and could
be a high-risk venture for Tribune. And
whether Rivera can sustain the workload
of doing two live talk shows each day is
questionable, said a source requesting
| anonymity. Rivera also hosts Rivera Live
on CNBC. A King World spokesman
deferred all comment to Tribune
| Entertainment, which did not return

calls. —Michael Freeman

- Nielsen's Digital Evolution
Begins With 25 Tampa Homes

Nielsen Media Research admittedly still

has much work to do, but the leading

| TV viewership measurement company

. said last week that it is developing an
entirely new system to deal with the

| advent of digital television. While net-
works, stations and cable will be slow to
roll out digital, Scott Brown, Nielsen’s
vp/marketing, said that Nielsen needs to
be ready to measure all kinds of digital

| television due to the breakthrough tech-

| nology, which represents a revolution in
the TV business. “Digital technology

- will cause the greatest change ever in
the TV industry, much greater than the
advent of color television,” said Brown.

Later this year, Nielsen will begin

field testing its new digital measurement
technology, dubbed the Active/Passive

| Meter System, in 25 homes in Tampa,

Fla. Then, in the (continued on page 6)
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Exec changes signal more detailed coverage o,

CABLE TV / By Michael Biirgi

TV Networks underwent anoth-
er round of housecleaning last
week that will likely lead to sub-
stantial changes in the look and
texture of the flagship MTV
network. Among the changes:
MTYV president Judy McGrath installed Van
Toffler, executive vp of programming enterpris-
es and president of MTV productions, as gen-
eral manager of MTV. That
move, and the promotion of
Dave Sirulnick, senior vp
and executive producer of
MTV News, to executive vp
of news and production,
effectively forced out Andy
Schuon, whose star had been
on the rise at the music-video
and youth-culture network,
which is owned by Viacom.

“Andy gave us six years
of his talent and life, and
he’s left the channel in a
better place,” said McGrath.
“But I decided the right thing to do
is narrow the number of executives
making TV and focus on knowing
the music even better. Van and
Dave both have music in their soul
and have the TV experience.”

Insiders at MTV describe a
desire to subtly move away from
stunt programming such as the
annual Spring Break coverage and
toward more serious editorial and
cultural coverage of today’s music
scene. McGrath is also said to want
on-air people to be smarter about
the music they talk about.

“We want fewer Dennis Rod-
man shows,” said one executive at
MTYV, who pointed to the increase
in purer music programming such as Live
From the 10 Spot, which has featured live
performances from the likes of the Rolling
Stones, David Bowie and Jane’s Addiction.
“We just couldn’t afford the instant quick-
hit ratings boosters.”

Schuon, who came to MTV from
KROQ-FM in Los Angeles, was tapped for his
expertise in alternative rock, a trend in music

that swept through the industry four years ago
but has since died off for the most part.

For the first time, MTV is taking a cue
from sibling music network VH1, which over
the last two years has begun to cover the music
industry in a more traditional journalistic
manner. Though VHI's efforts—led by John
Sykes, who was brought on in 1994 to turn
around the network’s sagging fortunes—have
not resulted in any signifi-
cant uptick in ratings, the
network has received praise
for what critics believe is
stronger programming.

McGrath said she  still
needs to hire a head of pro-
gramming to replace Toffler.
She said she is close to choos-
ing between an internal and
an  external  candidate,
declining to identify either.

Separately, MTV  Net-
works™ Nickelodeon has also

McGrath (top) wants more programming showcasing
artists, like a recent 70 Spot with Jane’s Addiction.

made management changes, beginning with
the departure of Tom Harbeck. senior
vp/marketing i a restructuring of that
department and ending with the consolidation
of Nickelodeon Movies under Albie Hecht,
who had been Nick’s senior vp of worldwide
production and development.

Harbeck had headed up Nickelodeon's
marketing efforts until network president
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rtists and the industry

Herb Scannetl decided to reorganize those
responsibilities. At that time, IHarbeck was
offered another position in the company but
declined, according to insiders at the network.
Now, Cyma Zarghami, who was promoted to
exceutive vp/general manager of Nickelodeon,
will oversee all marketing for Nick. while
Scott Webb, recently promoted to executive vp
of creative and media works/executive creative
director, will shape the overall brand identity
of all Nick-related properties. Larry Jones,
newly installed general manager of Nick at
Nite and TV Land, will oversee marketing for
those properties.

Nick has its hands full with other projects,
including the move announced last week to
venture further into prime time with kids pro-
gramming, Nick said it will add another half
hour from 8:30 10 9 p.m. of kids programming
next fall, including a new animated show from
Klasky Csupo. and three live-action shows.

The consolidation of Nick Movies under
Hecht, whose title is now president of film and
TV entertainment.  brought  about  Debby
Beece's shift from president of Nickelodeon
Movies to an independent producer with Nick
Mavies. Alan Dinwiddie, who was vp/market-
ing at Nick Movies. has left the company.

The changes have let Scannell put his own
team in place. Many Nick exces, including
Scannell, are carryovers from the tenure of
Geraldine Laybourne, who as Nick's presi-
dent helped put the network on the map in
the 1980s and early "90s until she left almost
two years ago 1o head up ABC's cable arm.

The MTV Networks unit has consistently
delivered positive results to Viacom’s balance
sheet. offering up double-digit revenue and
cash flow gains quarter after quarter. For
example, in third-quarter resutts, MTV Net-
works revenue increased 13 percent to $402
million while cash flow (defined as carnings
before interest, taxes, depreciation  and
amortization) increased 18 percent to $175
million. Though Paramount’s increases were
up the same pereentages for the third guar-
ter, looking over the nine months, Para-
mount’s cash flow contribution was actually
down 14 percent from 1996, while MTV
Nets™ contribution was up as much as its
third-quarter efforts. ]

l
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Meager Harvest for Nets

Few highlights for Big Four in sweeps' first half; cable adds viewers

TELEVISION / By Richard Katz

hrough the first half of the November |

sweeps, it's still anybody’s horse race. ‘ X-Files,

From Oct. 30 through Nov. 12, ABC,
CBS and NBC were in a virtual dead
heat in household ratings, and ad
agency execs have their money on
ditferent networks to win. “The network races |
are so close that anybody can put on a highly
rated special or two and win the month,” said
Steve Sternberg, a partner with BIK&E Med- |
1. “That wasn't true in the past.”

According to Nielsen Media Research data
provided by BIK&E, ABC and CBS were tied
with a 10.0 household rating and
NBC was a nose behind at 9.9
through Nov. 12. NBC’s number
was down 11 percent from the

oyed by the season’s first original episodes of
is having a strong sweeps so far,
Through Nov. 12, Fox ranked sccond in the
key adults 18-49 category with a 6.1, up 11
percent from a 5.5 in 1996. Fox trailed only
NBC, whose 6.9 in 18-49 was off 5 percent
trom last year. Fox's 18-49 numbers have ben-
efited in part from the new series Ally
McBeal, which has boosted the network’s
Monday 9-10 p.m. time slot by 25 percent in
that demo. Among 18-49 male viewers, Fox
leads all networks in the sweeps with a 6.1, a
hair ahead of NBC’s 6.0.

THE SWEEPS SO FAR (oct. 30-Nov. 12 RATINGS )

same period a year ago; CBS |
was flat and ABC was up 3 per-
cent. Fox was up 7 percent, to an
8.0 rating. \
Among advertising execu-
tives, the jury is out on which
network will win the November |
ratings period. Paul Schulman,

Network  HH (% change vs. ‘96)  18-48 (% change} 25-54 (% change) |
ABC 100 (-2%) 6.0 (+3%) 6.6(+3%) |
CBS 10.0(+1%) 42 (2% 52 (flat) |
- NBC 99(11% 69 (5% 7.4(-10%)
FOX 80(+7%) 6.1(+11%) 59(+7%) |

president of media buying firm
Paul Schulman Co., said that |
NBC’s carly-November decline
was caused mainly by its failed Nov. 2 minis- |
erics House of Frankenstein, which was unex-
pectedly blown out by ABC's Cinderella movie |
and Fox's X-Files premiere. “By the end of
sweeps, once we count in the Thursdays,
they'll be fine,” said Schulman, who projects
an NBC sweeps victory.

Audrey Steele, vp of strategic media re-
sources for Zenith Media. has her money on
ABC. Stecle expects ABC to regain its carly
momentum from Cinderella with big numbers
on its Medusa’s Child miniseries, which began
last night and will finish Thursday against
NBC's powerhouse lineup. “ABC is doing
pretty phenomenally,” Steele said.

CBS is looking to build sweeps ratings mo-
mentum from its Bellu Mafia two-parter,
which began airing last night and concludes
tomorrow. (Sunday night promised to be a
shootout between Bella Mafia, Medusa’s Child
and the theatrical hit Batman Forever on
NBC.) Early in the sweeps, CBS’ average rat- |
ings were boosted by the network’s highest-
ever rating tor Touched by an Angel, which
scored an 18.0 on Nov. 9.

Advertising buyers agreed that Fox, bu-

Source for household and 18-49 ratings; BJK&E Media Group analysis of Nielsen l
Media Research data; 25-54 ratings from CBS analysis of Nielsen data

In the race between the weblets, UPN still
leads the WB, but the gap has narrowed and
both nets lost ground. UPN racked up a 3.0
houschold rating through Nov. 12 to the WB’s
2.7. UPN declined from last year’s 3.9, while
the WB has inched down from a 2.8. In adults
18-49, UPN led the WB .8 to L.5.

Even though the number of homes using
television (HUT) was up about 700,000 in the
first two weeks of the sweeps, the four broad-
cast networks continued to lose viewers to

cable. The nets inched closer to the embar- |

rassing 60 total share mark with a 60.9 share
for the first 11 days of the sweeps, said Jon
Sims, vp of research for the Cabletelevision
Advertising Bureau.

Total cable viewership clearly gained from
the broadcast networks™ declines. Basic ca-
ble's prime-time share was up to 34.4 for the
first L1 days of the sweeps. a gain of 2.8 share
points over last year, according to the CAB.
Basic cable’s total rating improved to a 21.2,
compared to a 19.3 for the same period in
1996. The four major broadcast networks, in
contrast, totaled a 37.7 rating, down from last
year's 38.4.

|
|
|
|
.
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tirst quarter of 1998, Nielsen will begin

in several systems in the Northeast for
a wider test. Half the homes will have
both Nielsen’s current analog measure-
ment system and the A/P System; the
other half will get only A/P. That way,
Nielsen can see the differences in the
two systems. Brown said that because
the TV and comphter industries are
readying different digital applications,
Nielsen’s task in developing the A/P
system is especially complex. For exam-
ple, he said, Nielsen will have to adapt
its new system to four different kinds
of TV sets: today’s NTSC sets; digital
TV sets; TV/PC combo sets, which

can receive Internet and other comput-
er data; and PC/TV combo sets, per-
sonal computers that can receive TV
signals. —Richard Katz

After Founding Two Titles,
Time's Motley Gets a Life

Time Inc. last week named Isolde Mot-
ley as its new managing editor for Life.
Motley, whio was Time Inc.’s corporate
development editor since 1995, will
replace Jay Lovinger, effective Jan. 1.
Lovinger, who was in the job only
about a year, will become editor-at-
large. Motley was the founding editor of
both Martha Stewart Living, which Time
Inc. initially owned, and This Old
House. Lovinger an eight-year Life vet-
eran, replaced Daniel Okrent after the
former m.e. was named editor of new
media of Time Inc. —Jeff Gremillion

Earnings Up, Hearst-Argyle
In “Good Position’ to Acquire

Hearst-Argyle Television Inc. last week
reported its first quarterly earnings
since the merged company was created
last August. Hearst-Argyle said its pro
forma after-tax cash flow increased 22
percent to $17.4 million in the quarter
ended Sept. 30. Revenue for the three
months moved up 6.5 percent to $90.1
million. Hearst-Argyle owns a dozen
TV stations representing 11.5 percent
U.S. coverage.

Bob Marbut, chairman and co-CEO
of Hearst-Argyle, said that the company
is “particularly (continued on page 8)
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Fox Kids Finds Home in Miami

installing the A/P System in 500 homes Program block lands at Siber King's WYHS after wo-month absence |

. CHILDREN’S TV / By Michael Freeman

wo months into the new season, Fox
| Kids Network is going back on the air
in Miami, thanks to a deal with Silver [

| King’s WYHS, channel 69, according

to officials at Fox and Silver King who

f would not speak for attribution.

Fox had been searching for an affiliate in

J Miami since WDZL. dropped the kids slate to
carry the expanded WB Kids weekday and Sat-
urday blocks in September, which marked the !
end of a five-year contract with Fox. WYHS is
considered a model for the Silver King group; it |

| is pioneering the local-programming con-
cept developed by Silver King and now

I USA Networks chief Barry Diller.

. Tribune Broadeasting’s WDZL, origi-
nally cleared Fox Kids before the station
became affiliated with the WB network.
The Fox affiliate in Miami, WSVN-TV,

| passed on the Fox Kids slate in favor of
local news and other adult programming.

f The loss of Miami, which represents
1.4 percent U.S. broadcast coverage and
the 16th-largest TV market, was a setback
for Fox Kids’ national distribution, and the

i new clearance is welcome news to the
company as the kids upfront is expected
to break earlier than ever in 1998,

| Station sources said that Fox Kids—jointly |
owned by News Corp. and Saban Entertain-

| ment—could soon face clearance problems in
three other top 20 markets. In Atlanta (WATL),

Goosebumps’ Slappy
finds a voice in S. Fla.

Cleveland (WBNX) and Phoenix (K ASW), the
Fox slate is carried by WB affiliates that may
elect to switch over to WB Kids, as the Miami
station has done. A Fox spokesperson said deals
in those markets were “ironclad” but would not
specify how long they had to run.

Atlanta, Cleveland and Phoenix have be-
come an Achilles” heel for Fox Broadcasting
since the company’s acquisition 2'/2 years ago of
New World Communications’ TV stations.
When those outlets decided to retain their after-
noon talk shows and news rather than clear Fox
Kids, Fox cleared the
block on WB affiliates.
But that was before the
WB started its own
children’s slate.

In Dallas, where
WB affii  KDAF
dropped Fox Kids,
Saban secured clear-
ance for this season on
independent K DFL.

Station sources said
the WBhas made
overtures to the At-
lanta, Cleveland and
Phoenix stations. But a
KASW official in Phoenix said that the station
has two years to go on its Fox Kids deal and is
“committed’ to honor it. Execs at the Atlanta
and Cleveland stations did not return calls. W

PARACHUTFS PRI:SS

Diller Does Station Deal

Wil get 380M for HSN outlet in

{ LOCAL TV / By Claude Brodesser

[ arry Diller continues to rearrange
his TV holdings in preparation for |
. launching the joint programming }
and distribution strategy of Univer-
f sal Television Group, USA Net-
works and Silver King Broadcasting,
l Diller last week agreed to shed his Home Shop-
l ping Network station in Baltimore, WHSW-TV,
for $80 million. The HSN and USA chairman
| also said last week that he will seek buyers for
his SF Broadcasting stations—Fox network {
, affiliates in Honolulu; New Orleans; Mobile, |
Ala.; and Green Bay, Wis.

Baltimore, seeks buyer for SF

“Our attitude is [the SF stations] are not par-
ticularly strategic. But if we don’t get the price
we think is reasonable, then we’ll hold on to
them...because they are improving,” Diller said
in a conference call with analysts last week.

Allin all, the move to sell peripheral proper-
ties and focus on what Silver King is calling its
“CityVision” project—extensive local program-
ming coupled with Universal- and USA Net-
work-produced product—has refocused the
debate on audience fragmentation and the via-
bility of upstart broadcast networks.

“I think everything is getting too crowded,”

1
|

}
I

|
|
|
|
|
|
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pleased” with the after-tax cash flow

increase. “Last year, both of our com-

panies had significant political ad-rev-

1 enue increases [$10.6 million combined
for 1996],” Marbut said. “We were real-

J ly pleased to see politicals increase 5

percent in a nonpresidential year

[1997].” Marbut noted that the cash-

| flow measurement “is what really drives
value and establishes us with media
analysts as a long-term [acquisition]
player in broadcasting.”

Marbut also noted that the compa-
ny’s combined debt level of $400 million
“leaves [us] in a good position to acquire

| other stations without having to put up
any of our equity.” —Michael Freeman

Entertainment, News Bites
- Mark SW Networks

SW Networks, a 24-hour radio format

‘ provider of entertainment news owned
by Sony, will launch three new program-
ming services and move into another

f corporate division, it was announced
last week.

} The 3-year-old provider—which
already offers seven “networks” of
entertainment news with formats rang-

' ing from alternative rock to country to
talk radio—has expanded with the cre-

| ation of the CHR Entertainment News
Network, geared for Top-40 stations,
and the SW Entertainment Express,

~ which will offer news bites involving

celebrities. A third SW-owned format

will take listeners behind the scenes of
hit movies, awards ceremonies and film
festivals. With the expansion, SW Net-

’ works will come under the banner of
Sony Music Entertainment. Previously,

| it was operated by Sony Corporation of
America.

‘ “We saw a gap in the entertainment
programming out there,” said SW Net-
works president and CEO Dan Forth.
“There’s a proven appetite for [enter-
tainment], and we've got a proven track

‘ record.” SW Networks currently distrib-
utes its entertainment news to 600 sta-

tions nationally, including urban station

WGCT in Chicago, country-oriented

KSON in San Diego and adult contem-

porary WLTE in Minneapolis. Forth

said that the change in divisions will not
affect programming. —Rachel Fischer

http://www.mediaweck.com

‘ said Annette Mendola, director of
spot for SFM Media in New York.
Other advertising executives
were more positive about Diller’s
| Strategy. “If Diller can program
| local news and sports and still pro-
[ vide entertainment programming
[with Universal], I think he will have
| created something viewers would
] want to watch,” said Allen Banks,
executive vp North America, Sa-
| atchi & Saatchi.
| Industry analysts estimate that Diller’s SF
| station group is worth close to $350 million.
According to sources familiar with current talks
about the SF stations, both Nashville,
Tenn.-based Sullivan Broadcasting and Balti-
more-based Sinclair Broadcast Group have
expressed interest in the properties. Sullivan
l executives declined to comment beyond con-
firming that they have expressed interest. Sin-
clair executives did not return phone calls,
The sale of WHSW to United Television

Diller: Ready to part
with non-key stations.

November 17, 1997 MEDIAWEEK

allows UPN to recover from
an embarrassing loss in Bal-
timore, where the network
lost ground in July when
Sinclair Broadcast group
agreed to switch its WNUV
and four other UPN affili-
ates to the WB network.
United Television, which
controls half of UPN (Para-
mount has the other 50 per-
cent), paid nearly double market value for
WHSW, analysts said.

‘The WHSW purchase closely follows Unit-
ed Television’s acquisition of WRBW-TV, the
UPN affiliate in Orlando, Fla. United two
weeks ago agreed to buy the UHF station for
$60.3 million from Rainbow Broadcasting,

UPN executives declined to comment on the
significance of the purchase of WHSW and the
deal’s possible effect on the network’s lawsuit
against Sinclair over the defection of WNUV to
the WB. l

Star Tnhune’ to I\IIcCIatchy*

' $1.4B Cowles Media buy triggers imminent sale of magazines

. NEWSPAPERS / By Jeft Gremillion

n a surprise move that creates a new

] major player in the newspaper world,

Sacramento, Calif.-based McClatchy

Newspapers has agreed to purchase the

‘ Minneapolis Star Tribune and its parent

company, Cowles Mediu, for cash and

stock valued at $1.4 billion. The acquisition, one

of the newspaper industry’s costliest, makes

McClatchy the eighth largest newspaper com-
pany in terms of overall circulation.

The Star Tribune is the leading daily in Min-

l nesota, with circulation of 387,000 daily, and

673,000 on Sunday. “[This) is a rare opportuni-

l ty for McClatchy to obtain a quality newspaper

while adding geographic diversification in a

premier growth market,” said McClatchy presi-

relationship director Elaine Lintecum: “This is
‘ a transformational acquisition for us.”
| The deal also gives McClatchy 27 special-
interest consumer magazines, several newslet-
ters and trade books. McClatchy will sell all
of its business and consumer magazine prop-
| erties “by early 1998,” a company spokesper-
son said. The consumer titles include 326,000-
circ Vegetarian Times, 175,000-circ Horse &
Rider, 154,000-circ Fly Fisherman and a dozen
history titles. Business titles include Cable
World, American Demographics and publish-

[

dent and CEO Gary Pruitt. Added investor |

ing trade book Folio.

Likely bidders for the consumer titles
include Rodale Press and Miller Publishing,
niche-book companies clearly on the acquisi-
tion trail. The business division seems to be
stirring the most interest. One media ana-
lyst, who set the asking price at $110 million,
predicted “a bidding war.” Bidders will
almost certainly include Mediaweek parent
VNU USA and Reed Elsevier, which
includes the newly merged Cahners and
Chilton publishing companies.

Prior to the acquisition, McClatchy published
13 weeklies and 10 daily papers, including its
285,762-duily<circ flagship, the Sacramento Bee,
heretofore the largest-cire paper in the company.
The company’s properties include dailies in Wash-
ington, Alaska and the Carolinas. It acquired the
155.768-circ News & Obsenver in Raleigh, N.C., in
August 1995.

McClatchy has no immediate plans to
restaff or change the Star Tribune’s cditorial
focus, said Lintecum, adding that about 40
“duplicate” corporate positions in Cowles’
Minneapolis headquarters will be eliminated.

McClatchy likely will not soon make any (
other acquisitions. Said a broker close to the
company: “Their plate is quite full now. It’s
going to take them a while to absorb this.” &l
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Talk Coup

Once-maligned chat shows are up in ratings and ad dollars

SYNDICATION / By Michael Freeman

little less talk equals higher ratings.
That equation about sums up the
surprising strength of syndicated
talk shows so far this season. Of the
10 returning talkers airing in day-
time and carly fringe, six have posted
share increases over last vear.

Despite all the concern a couple of seasons
ago about “trash talk,” two of the genre’s more
prurient shows scored significant gains in the
October Nielsen
books. Universal
Television’s Jerry
Springer was up
56 percent 10 a
4.1 rating/25
share among
women 18-49 in
early-fringe air-
ings, while War-
ner Bros.” Jenny
Jones  (2.3/22)
jumped 47 per-
cent in duytime.

Warner Bros.”
Rosie O’Donnell continues to capitalize on its ’
advertiser- and celebrity-friendly format. The

Let them all talk: Springer (left) is soaring,
while Donny & Marie hope to cash in next fall.

| tion in fall 1998,” Duncan said.

Among those hoping to cash in next year on
the suddenly revived genre: King World, which
is readying The Roseanne Show for carly fringe;
Columbia TriStar, with Donny & Marie
[Osmond] for mornings: Paramount, which is
selling /lowie Mandel for daytime; and MGM,
said to be readying Meshach Taylor.

By far the biggest surprise in talkers’ resur-
gence this season is Springer. The show’s
household viewer-
ship numbers in
October (5.4/17)
placed it right
behind Opral
(7.6/21) in the af-
ternoon daypart.
Springer even had
wins over Opral
in several key
markets going in-
to the November
sweeps.

Springer is no

| less sensational now than it was several years
ago. when the show became a top target on so-
called advertiser hit lists. An episode last week,
“Past Guests Do Battle,” featured four brawls
(two involving a Ku Klux Klansman) and a
wedding of lesbians.

Yet while Springer’s October 3.1/22 average
among women 18-34 was up 6Y percent in
share, mainstream advertisers such as General
Mills, Procter & Gamble, Kratt General Foods

PAGE 9

’ and Werner Lambert are still staying away |

from the show.

“If [Springer) is having any success, I would
have to think it is limited to direct-response
advertisers,” said Steve Grubbs, senior vp of
national broadcast for BBDO Advertising.

One media buyer for direct-response adver-
tisers said that Universal Television Sales sells
30-second spots in Springer at $11,000 to
$16.000 per unit—about $10,000 to $15,000
less than what the syndication sales arm seeks
from mainstream advertisers.

Universal executives had little to say about
Springer’s advertising lineup and pricing. Eliz-
abeth Herbst, senior vp of Universal Television
Sales, said through a spokesman that the com-
pany is “very happy with our revenue growth
and the list of advertisers that continue to grow
| along with it.” [ |

show posted a 33 percent share increase in »
October, with a 3.1/20 in early fringe among

women 18-49. In the same denmo, three daytime

stalwarts were also ahcad of last year in Octo-

ber: Buena Vista's Regis & Kathie Lee (2.1/21) \ ‘

was up 5 percent; Universal’s Sally Jessy
Raphael (2.0/10) gained 10 percent and Para-
mount’s Matury Povieh moved up 7 percent, to a
1.5/15. Columbia TriStar’s Ricki Lake (2.4/12)
was flat with last scason.

Three shows have posted declines: King
World’s Oprali (5.1/32) is off 6 percent in share
with women 18-49; Paramount’s Monte! Wil-
liams (2.0/13) is down 13 percent; and King
World's Geraldo Rivera (1.1/10) lost 9 pereent.

Syndicators and station reps believe that a
shakeout in the genre over the past two years is
giving surviving talk shows a lift. Therc are 14
chat shows currently in syndication, threc few- ‘
er than last season and six fewer than in 1995-
96. The fallout has “cffectively reduced compe-
tition and fattened the pie for the incumbents,”
noted Tim Duncan, executive director of the
Advertiser Syndicated Television Association.

The uptick in viewership is mirrored by talk
shows’ gains in advertising dollars. Daytime ad
revenue in syndication is expected to reach $296
million in 1998. up 22 percent from this ycar.
“We think those estimates should hold up even

| though there could be new [talk-show] competi- |
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Amen.

According to Marketing Computers magazine,
The Journal continues to be the best way
to reach key decision makers in
high-tech companies. And with information
technology coverage by Journal columnist

Walter Mossberg, just ranked by
MC as the most influential
computer journalist for the 3rd
straight year, and “tech’s best reporter”
Jared Sandberg, we think the hottest

might just get even hotter.

The world’s most important publication

THE WALL STREET JOURNAL.

It works.
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NETWORK TV

Fox has hired Rob Dwek as executive
vp of comedy and drama series. Dwek
was executive vp of series programming
at ABC, a job he had held for seven
months. Dwek left ABC earlier this year,
shortly after Stu Bloomberg was hired by
the network as Jamie Tarses’ boss. Dwek,
33, fills the No. 2 spot at Fox, previously
held by Bob Greenblatt.

NBC's The Tony Danza Show wi
return to the regular lineup on Wed-
nesday, Dec. 3, at 8:30 p.m., after a
November-sweeps hiatus. The show aver-
aged a poor 10 share before being pulled
for a variety of sweeps stunt program-
ming. NBC also canceled its new
Saturday drama Sleepwalkers after a mere
two airings. It averaged only a 10 share.
Meanwhile, Fox plans to send The Visitor
packing from its 8 p.m. Friday time slot in
December. The 20th Century Fox drama
has averaged only a 9 share.

The Catholic League, a conservative
advocacy group that has become a thorn
in the side of ABC, said that McCormick
& Co. has become the 25th advertiser to
ban its spots from ABC’s Nothing Sacred.
ABC maintains that the ratings-chal-
lenged drama about a nonconformist
priest is “fully sponsored” and that it has
ordered more scripts for the Thursday-
night series. On a larger scale of contro-
versy, ABC parent Walt Disney Co. seem-
ingly avoided a public airing of dirty laun-
dry by coming to a settlement last week
with Jeffrey Katzenberg, whose $250 mil-
lion lawsuit against Disney asserted that
he was owed 2 percent of revenue from
projects created when he ran Disney’s stu-
dio. Katzenberg, now a principal in
DreamWorks SKG, left Disney in 1994,
An arbitrator will determine how much
Katzenberg is owed. Court TV was plan-
ning to air the Disney-Katzenberg trial,
which promised to reveal potentially
embarrassing facts on both sides.

The Senate 1ast weck approved $300 mil-
lion in funding for the Corporation for
Public Broadcasting. The legislation
marks the first time the CPB has received
a funding hike since 1995. The CPB’s
appropriations were frozen at $250 mil-
lion for 1998 and 1999. The new funding
begins in fiscal 2000. —Richard Katz

http://ww w.mediaweek.com

TV SPORTS

By Langdon Brockinton
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Pay Up Time for NBA |

Added inventory, higher prices have buyers crying foul on new deal

ow that NBC and
Turner Sports have
agreed to four-year
extensions of their TV
rights deals with the
National ~ Basketball
Association, media buyers expect
the two networks to begin pitching
new NBA advertising packages as early as next
month. NBC is expected to first approach com-
panies in ad categories that traditionally have
spent heavily on pro hoops telecasts, including

automotive, beer, athletic footwear, soft drinks |

and fast food. NBC is likely to seek four-year
deals with those blue-chip advertisers.

For its existing NBA contract, which runs
through the current season, NBC sold nearly 7()
percent of its inventory via multiyear deals. The
network, whose new $1.75 billion NBA pact will
last through the 2001-2002 season, declined to
commient on its ad sales strategy.

Turner traditionally has not struck as many
long-term NBA ad deals as NBC. Some buy-
ers expect Turner to maintain
that strategy, opting for multi-
year deals on a case-by-case
basis. For its existing contract,
which also expires after this

season, Turner cut multiyear  COStS, even hefore you

deals with advertisers in sever-

al categorics, including auto- talk ahout rate increas-

motive, beer, athletic footwear
and telecommunications. Tur-
ner’s re-up with the NBA cost
$890) million.

Under the new agreement reached last week,
NBC will air seven additional regular-scason
games (for a total of 32) and at least cight more
playoff matchups (total 31) per season.
“They've added 15 games,” noted one ad agency
executive. “For major sponsors, morc inventory
means more out-of-pocket costs, even before
you talk about rate increases.”

In announcing the network’s NBA deal last
week, NBC Sports president Dick Ebersol
promised that “no advertiser will be paying
more than a 10 percent-per-year on-average
increasc for a 30-sccond unit of advertising.”
Several buyers speculated, however, that the
price bumps could eventually reach 15 percent

“More inventory means
more out-of-pocket

es,” one huyer said.

$100,000, Ebersol said.

While some buyers doubt that
NBC can make money on the renew-
al, others give the network a chance.
“I'm not as suspect as others that
NBC can’t make a profit,” said one.
“But the real question is, can adver-
tisers absorb the incremental inven-
tory in the marketplace in addition to a price in-
crease?” Another agency exec noted that “the key
for NBC is getting those additional playoff games,
where they can get better ratings and pricing.”

Still, nearly a year before the new packages
tip off, there are a number of big question marks
confronting the NBA and its TV partners—
ranging from possible labor unrest next summer
to the potentially sooner-rather-than-later retire-
ment of one Michael Jordan.

For its telecasts of National Hockey League
games this season, Fox is seeking ad price in-
creases of about 5 percent, several media buy-
ers said. Fox’s NHL coverage commences with
the league’s All-Star Game on
Jan. 18. Regular-season cover-
age has expanded from six to
11 weeks, with regional tele-
casts to air on Saturdays from
Jan. 24 through April 18,

USA Network has sold about
85 percent of its 1998 pro golf
ad inventory, according to Bob
Riordan, the network’s vp of
New York sales. First-time advertisers for
USA's golf telecasts will include the U.S. Postal
Service, Microsoft, Hospitality Franchise
Systems, Caterpillar, Delta Air Lines and
Bank America, Riordan said; those six compa-
nies will account for about 25 percent of the
total commercial load. USA also is talking to
golf equipment manufacturers about three-
year deals that would extend through 2000.

The Arena Foothall League is expected to
cut a new multiyear television rights deal with
ESPN, possibly by the end of the month,
sources familiar with the negotiations said.

Also under discussion is the idea of broadcast- |

ing the Arena Bowl (the leaguc’s champion-

or higher. Current regular-season spots average | ship matchup) on ABC. |



THE FIRST NEW MAJOR SURVEY
OF MAGAZINE READERSHIP
IN OVER 20 YEARS !

Audits & Surveys Worldwide announces the release of two new
surveys that focus on magazines. These syndicated surveys
measure primary audience and total audience readership.

These databased mail surveys provide larger samples for all magazines, eliminate erratic audience swings
and capture hard-to-reach readers. They also serve as a platform on which advertisers are conducting
integrated marketing programs and advertising effectiveness research. Also, this approach to primary and
passalong measurements represents a model for eliminating the need to prototype magazines in the future.

We’d like to thank the following advertising agencies who are charter subscribers:

Ogilvy & Mather BBDO The Media Edge

Leo Burnett Margeotes, Fertitta Hal Riney & Partners
Campbell Ewald Young & Rubicam Bates USA

Western International The Lord Group Wieden & Kennedy
Tarlow Advertising Marsteller Advertising J Walter Thompson
Ammirati Puris Lintas Sudler & Hennessey

We’d also like to thank our advertiser advisory council for helping to shape this most
important initiative:

J Kosanke, IBM Corporate Mktg Bob Austin, Volvo Cars of North America
Duncan Maurer, Seagram Americas Joe Campion, Unilever U.S.

Barbara Singer, Kraft Foods Leo Hoffman, Bristol Meyers Squibb Co.
Russ Gilsdorf, Revion (Tarlow) Carole Walker, Nabisco Foods

The 79 publications measured in the total audience survey cover 13 competitive sets.

For more information on how your agency, company or magazine can
participate, call Mike Ephron at 212.627.9700, ext. 296 or Paul Donato

at ext. 239.
] AUDITS &
— & SURVEYS

é "'“RI.D\\'IDE Science for the Art of Marketing

The Audits & Surveys Building « 650 Avenue of the Americas
New York, NY 10011 « 212-627-9700 « Fax: 212-627-2034
WWW.SUTVEYS,com AMEX: ASW
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LETTERS

For the Record:
Freedom's Not for Sale

ou published an article

authored by J.L. Sullivan on

pages 14 and 15 of your

November 3 issue under the
headline “No Southern Comfort.” Mr.
Sullivan quoted me and paraphrased
some of the matters about which we
spoke in the latter paragraphs of the
article. His reporting there does not
reflect fully the substance of what I
said.

Earlier in the article, in a roundup
of major Los Angeles—area newspapers,
Mr. Sullivan reports without attribution
that Freedom Communications, parent
of the Orange County Register, “is mak-
ing moves to modern-
ize its corporate struc-
ture in preparation for
a possible sale, acqui-
sition, merger or pub-
lic offering.”

That statement is
plainly false. It is true
that we have spent a
good deal of time over
the past five years
modernizing our cor-
porate structure. It is
completely untrue and
without basis in fact that Freedom is
preparing for a possible sale, acquisi-
tion, merger or public offering now or at
any time in the foreseeable future.

I am disappointed that you would
publish a potentially damaging state-
ment without attribution. Moreover, |
am personally affronted by the juxta-
position of this fabrication with quotes
from me that make it seem as though
the false statement could be attributed
to me.

James N. Rosse

President/CEO

Freedom Communications, Inc.
Irvine, Calif.

How to Fix Foothall: Start
Season Later, Shorten Games

he Nov. 3 piece on football’s
declining fortunes was reveal-
ing in its way, but it overlooked
some important “real-life”
characteristics about the game and how

Terry Bradshaw is
better cut out to be

Ronald McDonald or

a TV weatherman.

it is televised that I think contribute
greatly to its problems.

Three key factors have helped slash
the time I spend watching football:

1) The season starts far too early.
With leisure time scarce, I simply won’t
stay inside on a gorgeous Sunday after-
noon in September/October to watch
football. Better to begin around
Columbus Day (thereby reducing
“mindshare” contlicts with baseball)
and bump the Super Bowl back to late
February, when it would still rule the
planet.

2) Games take too long to finish.
League officials don’t seem to care,
but I do. Most games aren’t worth
three hours—or more—of my time.
Better to catch an hour of snappy,
savvy highlights on
ESPN’s NFL
PrimeTime (which
itself is a big factor in
falling game ratings).

3) TV coverage can
be remarkably limp,
especially on Fox
when Pat Summerall
and John Madden
aren’t presiding. Too
many commercials to
pay off Rupert
Murdoch’s $1.4 billion
NFC rights fee mean fewer replays and
less informed analysis between plays.
Moreover, too many Fox announcers
don’t seem to know what they’re watch-
ing (for example, Tim Green and Jerry
Glanville). Terry Bradshaw is a disgrace
to the game; I think he’s better cut out
to be Ronald McDonald or a TV weath-
erman in Southern California. And 1
don’t think I can take even one more
cream-puff query lobbed in by Skip
Carey.

Fox certainly seems to be trying hard
(although they need more replays closer
to the actual play), but turning football
broadcasts into one big video game isn’t
the answer.

John Masterton

Media Industry Newsletter

New York, NY.

Mcdiaweck welcomes letters to the editor. Addr?|
all correspondence to Editor, Mediaweck, 1515
Broadway, New York, NY 10036 or fax to 212-536-
6594 or c-mail to bgloede@mediaweck.com. All
b!crs are subjeet to editing.
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He can go home with

any brand of

laundry detergent he wants.

So why would

he stay

with yours?

Everybody wants him. He’s a loyal customer, and he
and millions like him are the object of marketers’ desires.
But it’s not enough to get him, you have to keep him.

How? By using Direct Mail. It’s a medium that builds
deep brand loyalties. Direct Mail enables you to reach

vour prospects with the very {
VERS™ |
DIRECT MAIL DEL! {

relevant, very individualized Y
p— " -
benefits of your brand. It lets you tell your whole story,
so you can ditferentiate your brand from the others.
Your customers will get to know you. You'll learn how
to respond to their needs and give them what they want. And
you'll keep them coming back for inore—possibly for life.

For a free kit on how Direct Mail can lelp build business,

call 1-800-THE-USPS, ext. 2044, ; UNITED STATES
B rosTaL service

TH 23 © 1997 United States Postal Service.
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GENERAL ASSIGNMENT
Langdon Brockinton

PHILADELPHIA/NEWSPAPERS

* CHANGE CONTINUES TO ENGULF THE

Philadelphia Inquirer, the dominant paper in
an intensely competitive region. Next month,
the Knight-Ridder property is expected to ;
anoint a new editor to replace Maxwell King.

Four in-house candidates are
on the short list to succeed
King, who announced last
month that he is stepping |

down after seven years. That |
move will follow other seismic
changes that have occurred in
recent years at both the Inky
and its sister paper, Philadel-
phia Daily News. Cost con-
trols, including a 1996 wage
freeze and a smaller news
hole, were among the changes
geared to turn the papers
around financially. Those
efforts, coupled with a vastly
improved local economy, have
paid off. Consequently, operating margins at
the two papers are expected to reach the
“high teens” this year, said general manager
Steve Rossi. New ways to generate revenue
have also been implemented. In 1998, for
example, the Inguirer projects a $19 million

only sales force. Launched in 1994, the sales

the previous 13 months,” Rossi said.

As Philadelphians continue to leave the :
city, the affluent outlying areas are becoming
increasingly important in a market that’s home :
to 14 dailies. “Philadelphia County is shrink-
ing, so [the Inquirer | has got to go after the :

suburban markets,” said Arthur Mayhew, pub-
lisher of the Bucks Cownty Courier Times,
which is owned by Calkins Newspapers.

PHILADELPHIA -

King says he improved
local coverage.

TV STATIONS/CABLE TV
Claude Brodesser

Suburban expansion is expected to con- :
tinue at the Inquirer. “We're looking at
putting additional focus on key suburban

areas where we want to build market share,”
Rossi said.

includes four Inky staffers—
executive  editor

ate managing editor Phillip
Dixon. At

paper said.

believes  his tenure  showed
that local  coverage
improved  “through

and explanatory journalism without atfecting

the breadth of coverage in entertainment, .

sports, business, national and foreign.” —LB

- PHILADELPHIA/RADIO
intake through its burgeconing commission- - g = = = .

Lightning Strike: Dereg
team targets “new business as well as
accounts that haven’t been in the paper for

Key to ‘Electric Warfare'

ERIE,PA.

least two undis- :
closed outsiders are also can- :
didates, sources close to the

King, meanwhile, said he

was
zoning

RADIO
Rachel Fischer

- Palmer Brown Advertising in Philadelphia.

At Inguirer, Here's 4 to Lead the Floor

Deregulation within the local electric pow-
er industry has put more companies into the
marketplace.  Consequently, companies
that most people have never heard of are
suddenly spending millions to force their
way onto the airwaves and eventually into

¢ consumers’ pocketbooks, buyers and ad
- execs say. “Energy will be huge, because

The short list to replace
King, who will join the paper’s :
editorial board in  January, :

based RBT/Strum. “You have to blitz the
Robert :
Rosenthal; managing editor
William Ward; editorial page
editor Jane Eisner, and associ-

they have to go out there and explain it [the
change] to the customers,” said Mary Padu-
la, vp/media director for Cherry Hill, N.J.—

market.”

Executives familiar with power company
ad budgets say that as much as $40 million
—20 percent of the market’s current annual
ad revenue—will be showered on media.
Next year, newsradio, talk, and adult con-
temporary stations are expected to benefit
most.

The state’s dominant clectric company,
Peco, has fired the initial salvo to help fore-
stall its worry about losing market share.
“We've had  radio—newsradio, running
throughout this effort. It’s been a consistent
and hardworking vehicle for us,” said J.
Scott Franks, chief operating officer for
Tierney and Partners, a Philadelphia-based

- agency that represents Peco.

Radio station execs agree. “We've gotten

_ it all from Peco. Most of the dollars are

spent for 1997. Hopetully, we’'ll be receiv-

¢ ing something in 1998,” said Donna Clark,

general sales manger for WHAT-AM, a

~ Philly talk station owned by KBT Commu-
¢ THERE HASN'T BEEN THIS MUCH EXCITEMENT
about electricity in Philadelphia since Ben
Franklin flew his kite. Millions of dollars from
the recently deregulated electric power busi-
ness are flowing into print and TV—and very
soon, radio, according to buyers and executives,
“Ican’t even fathom how much is being spent.
¢ It’s been electric warfare in broadcast,” said -
Beth Haufler, regional buying director for Earl -

nications, Inc. “It’s eaten up a great deal of
inventory,” added Cheryl Klear, a buyer
with Earl Palmer Brown.

Peco reportedly is spending $1.9 million
in spot broadcast in TV and radio. Connec-
tiv Energy has spent $1.67 million this fall,
and will spend more next year, sources said.
Horizon Energy, a Peco subsidiary, is
spending an estimated $7 million on spot
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The Largest Adult 2§-54 Audience. Continued Growth. Upscale Strength.
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TV and radio broadcast this year.
ently getting the first action. “We're always
manager at a Philly FM station.

Meanwhile, outdoor advertising seems
to be benefiting, too. According to a source
electric company advertising has this year
revenue. While “not at the level of automo-
biles,” advertising by electric companies is

a major component that was nonexistent
last year, the source said. —CB

PHILADELPHIA/TV STATIONS
Station Takes a Flier
With WPVI Talent Raid

* IN A MARKET KNOWN FOR NIEWSROOM STAB-

ility, the recent raid that lured popular weath-
erman Dave Frankel away from top-rated

WPVI may be a calculated gamble against
history. “People have tried to mimic [ABC

O&O WPVI|,” said an executive from a rival
station. “[But] the history has been that peo-

ple have not taken the magic with them.” :

KYW, the CBS O&O, which generally
runs a distant third in ratings, forked over
what Frankel called a “huge, very lovely raise”

noncompete clause in his old contract will
keep him off KYW's airwaves and out of the
public eye until spring 1998. Frankel is also
expected to pult double duty as a reporter.

* ERIE, PA./SATELLITE TV

¢ lost more than 38 percent of its share when
One radio exec bemoaned spot TV appar-

it moved news into the 4 p.m. berth previ-

- ously held by the syndicated Montel
on the tail end of the bubble,” groused a sales

Williams Show.
For his part, WCAU vp and news director -

Steve Doerr acknowledged that his 4 p.m. rat-
- ings have slipped “a little bit.”
at SEPTA, the city’s mass-transit system, |

Meanwhile, WPVI's gm and president

- Dave Davis said his station is “careful not to :
contributed more than 10 percent of the .
transit system’s expected $6 million in ad

brag™ about its leadership position. Nor is he -
afraid to change things around. The station’s -

: AM Live morning show is being remodeled for z
- a late-night slot with the new moniker Philly
- After Midnight. —RF :

East Coast Deal Brings

‘Money From the Heavens

* WSEE-TV HAS EXPERIENCED THE TV
equivalent of winning the lottery. The Erie,
Pa., CBS affiliate last month reached a deal to
become the source for CBS programming f<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>