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The WB has a handshake deal
with TCI to participate in the
broadcast network’s WeB TV
project to distribute WB pro-
grams (and other shows such as

| Friends and ER) 1o markets 100

| and belcw. The actual contract

| should ke signed this week, says

| WB head Jamie Kellner: “The
paperwork is almost done and

| I've been told by both John Mal-
one and Leo Hindary that we have
a deal.” TCl systems cover about
40% of 100-plus TV markets.

| Terms call for TCI to get 10% of

| the net revenue generated by the |

| WeB channels it puts on its sys-
l tems. Participating local broad-

cast stations (which will sell WeB
| advertising) and WB will split the
| rest of the revenue.

|

| Luring ER to Fox “would be enor-
mously helpful,” said Peter Roth,

president of the Fox Entertainment

Group. But frankly, he's been more

| concernied about keeping Fox's
own hit, The X-Files, from escap-
ing. Noi to worry. Roth told TV cnt-
ics in Pasadena last week that the
network’s flagship drama has

| been secured for seasons six
and seven. And although deals

| with stars David Duchovny and
Gillian Anderson don’t appear final,
their departure s “not a possibility
any of you should contemplate,”

i he said. Roth declined to say what
Fox would offer for ER, but he
couldn't resist expressing his grat-

| itude for the departure next season
of NBC's Seinfeld. “The opportuni-

’ ty for us and all the competition is

enormous,” he said. Another Roth

announcement: A “breakout televi-
sion show" in development for Fox
is PJ's, from Eddie Murphy, Ron
howard and Imagine Entertain-

| ment. It will feature claymation

characters with Murphy voicing

the lead character. it will be avail-

able mid-season 1998-99.

Columbia TriStar Television
Distribution executives appar-
ently are trying to get double
the original license fees on
Seinfeld’s second round in syndi-
cation. The hit NBC sitcom, which
is in its final season in prime
time, was sola in syndication in
1995 for more than $3 million per
episode. CTTD executives have
reportedly approached stations
looking for “close to double” what
the stations paid for the first rerun
installment of the show, sources
say. The second cycle of off-net-
work Seinfeld episodes will likely
be available for the 2000 or 2001
season. Columbia TriStar execu-
tives had no comment.

For more “In Briefs,”
see page 121
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EchoStar beams local-into-local

DBS operator uplinks Big Four affiliates for “unserved” homes in
New York, Chicago, Boston, Washington, Atlanta and Dallas

By Price Colman and
Paige Albiniak

n Charlie Ergen’s brassiest
move thus far, EchoStar
Communications Corp. last
week began beaming broad-
cast affiliates’ local signals info
their respective markets.
Ergen’s underlying ratio-
nale: Erase the single biggest

reason that U.S. consumers
don’t buy DBS service—the
lack of local signals—fuel
competition to cable and
simultaneously drive further
growth of EchoStar’s Dish
Network, the nation’s third-
largest DBS provider.

Last week's local signal
launches in New York. Chica-
go. Boston, Washington.

The frog that crowed

WB rides wave of momentum

into press tour;, UPN’s Valentine
concedes lackluster development

By Barry Garror:

e didn’t
say 1 told
you so,”
but Jamie
Kellner, The WB's
chief executive
ofticer. could have.
Instead. he just
smiled and said, I
think this network
is going to be very
successful.”
And why not?
After three years
of battle, The WB

i the heels of Sarah Michelie Gellar is
e ‘Buffy the Vampire Slayer.

UPN and has set
its sights on ABC and Fox.

New 10-year affiliation
agreements with Sinclair
Broadcasting stations in Piits-
burgh, Baltimore. Cincinnati,
Oklahoma and San Antonio.
Tex.. plus the increasing popu-
larity of such shows as 7t/
Heaven and Buffy the Vampire
Slayer have helped put the
spring in Kellner’s step.

This season alone. The
WB's household Nielsen
Media Research ratings have
climbed from 2.6 to 3.0, while
UPN’s have slipped slightly,
from 3.2 to 3.1. The WB is the
only network to have im-
proved its household ratings

JAN 1

over a
year ago.
Kellner
sees it not
only as a vin-
dication of his
leadership but
as a dose of
€economic jus-
filcere™ s aid
from day one
that there are
going to be
only five net-
works,” he
said. “They
disrupted the
marketplace
by entering
the business after we said we
were going to do it

Kellner used the TV critics
tour last week as a platform to
announce that The WB will
start a fourth night of program-
ming (Tuesdays) beginning
Jan. 20. It will launch the night
by moving cult hit Buffy the
Vampire Slayer from Monday
and by introducing teen drama
Dawson’s Creek.

The WB also trumpeted the
premiere of Three, a drama
about high-tech crime fighters
that debuts Monday, Feb. 2.
and showed off the stars and

Continues on page 10
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Atlanta and Dallas will be fol-
lowed by February launches in
Detrout, Philadelphia. Balti-
more and Miami. When
EchoStar 4 is launched this
spring. at least 10 more major
markets in the Pacific and
Mountain time zones will come
on line. All told. EchoStar
intends to reach more than 40%
of U.S. TV households. Had the
EchoStar—News Corp./ASkyB
deal gone through, the addition-
al capacity from the satellite at

a

110 degrees would have Ergen: “This is either one
allowed local-into-local service 3
to 85% of U.S. TV homes. of the dumbest things
Initially EchoStar is offering anyone has ever done or
four network signals—ABC. )
CBS, NBC and Fox—although  Of1e of the best things to
Continues on page 10  compete with cable.”

DirecTV ramps
up for HDTV

Promises high-def programming this fall
By Glen Dickson

IRECTV President Eddy Hartenstein was the guest star at

Thomson Consumer Electronics’ press conference last

week, where DIRECTV's plan to beam HDTV program-

ming to the 48 contiguous U.S. states in fall 1998 was
announced. The setling was the Consumer Electronics Show in
Las Vegas.

Hartenstein presided over a live broadcast of HDTV program-
ming from DIRECTV’s uplink facility in Castle Rock. Colo. The
broadcast was received by an 18-inch DSS dish at the Riviera
Hotel in Las Vegas and displayed on the 61-inch rear projection
HDTYV set that Thomson plans to introduce at an entry-level price
of some $7,000.

The demo featured two live channels of HDTYV, one with movie
content from Columbia Pictures and the other with Super Bowl
XXX footage from the NFL. Both were encoded in Castle Rock
with equipment that had been operational for only 48 hours,
according to Hartenstein, which may explain why the picture went
black several times during the five-minute demo.

Hartenstein, however. was unfazed by the technical glitches.
“This shows we can do high definition to all of the households in
America.” he said. “We’ll have a national delivery platform for
digital sets, and we re positioned to be the first national broadcast-

ke Continues on page 6
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Top comedy producers
chosen for ‘Squares’

By Joe Schlosser

ing World Productions
executives have been say-
ing all along that their
remake of Hollywood
Squares would be less game show
and more sitcom. King World
took the first step in making that a
reality last week by signing some
of the top comedy producers in
Hollywood to run the show.

The production team of John
Moffit and Pat Tourk Lee will
serve as executive producers for
the King World/Columbia TriStar
co-production. Moffit and Tourk
Lee, who have worked together for the past 16 years, have pro-
duced comedy specials for the likes of George Carlin, Dennis
Miller and Richard Pryor. King World also announced that Bruce
Vilanch will serve as Hollywood Squares head writer and that
game show veteran Stephen Radosh will be supervising producer.

“Most people assumed-—all the agents and the people in the indus-
try said—"‘you’re going to get this guy or that guy.” They were all
thinking game-show people,” says Andy Friendly, King World exec-
utive vice president of programming and production. “We, King
World and Columbia TriStar, were thinking outside the lines. We
view this show not as a game show, but we looked at the game aspect
as secondary. Hollywood Squares is primarily a prime time comedy
show, with giant stars from the movie, sports and music industries.”

Friendly says King World is in discussion with “some of the
biggest stars in the business” to fill the nine squares in the game’s
tic-tac-toe—like format. Friendly would not say who will sit in the
permanent center square, but he did add that “it is someone so
huge it will blow the industry away.”

The company also is going to take advantage of its relationship
with Roseanne, who will launch a new talk show with King World in
the fall. Friendly says Roseanne will appear on Hollywood Squares
in the sweeps period during the show’s inaugural 1998-99 season.
The host position for the show has not been filled, but former Nick-
elodeon game show host Marc Summers is reportedly the leading
candidate. King World executives say Summers is under contract,
but no decision has been made on who will host the show. u

CBS remakes kids schedule

The new network children’s programming lineups for next
season are being unveiled earlier than usual this year. CBS
announced last week a complete revamping of its chil-
dren’s schedule for the 1998-99 season. ABC said its line-
up will feature just one new show, Hercules. WB and Fox
will announce early this week.

At CBS, six new animation series from Canadian pro-
duction company Nelvana will make up the new schedule.
All the shows will conform to the FCC’s educational guide-
lines, a prerequisite for the Saturday kids lineup, according
to Lucy Johnson, the network’s senior vice president, day-
time/children’s programming.

This season’s CBS kids slate is all live-action and targeted
primarily to ages 6 to 11. Next season’s animation will target
the broader 2-11 audience. “That will help with advertisers,”
Johnson says. And, CBS hopes, with ratlngs as well.

One CBS Saturday morning challenge is the splitting of
the kids block by the two-hour CBS News Saturday Morning
from 9 a.m. to 11 a.m. In the fourth quarter, CBS's 8 a.m.—1
p.m. Saturday slate was last in broadcast network competi-
tion among kids 2-11 and among total viewers. Aligning with
a single producer will make for a better-coordinated promo-
tional strategy, Johnson says. Five of the six series are
based on children’s book series.

The new lineup: 7 a.m.: Franklin, the adventures of a
beloved turtle; 7:30 a.m.: Anatole, the exploits of a
mouse; 8 a.m.: The Dumb Bunnies; 8:30 a.m.: Birdz; 9-11
a.m.: CBS News Saturday Morning; 11 a.m.: From the
Files of the Flying Rhinoceros; noon: Guardians of the
Legend, an updated version of Mount Olympus and
Greek mythology. —Steve McClellan

Pat Tourk Lee and John Mof-
fit, considered to be among
Hollywood'’s top comedy
producers. have been
named executive producers
of ‘Hollywood Squares.’
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Duopoly doubtful with new FCC

Broadcasters shift focus from raising ownership caps to preserving in-market LMAs

THE WORLD OF DE FACTO DUOPOLIES

By Chris McConnell

year ago broadcasters were
hoping to win big in their at-
tempt to own more than one TV
station within a market.

Now they are battling not to lose reg-
ulatory ground.

“We certainly don’t want to go back-
ward,” says Association for Local Tele-
vision Stations President James Hed-
lund. “Where things were is different
from where things are now,” adds
another industry lobbyist.

Where things are now with the FCC’s
review of TV ownership restrictions is
before a new FCC appointed by a Clin-
ton administration that has taken a strong
stance against further relaxation of the
TV ownership rules. And while none but
Commissioner Susan Ness has articulat-
ed much of a position on the rules, few
expect the Democrat-controlled group to
stray far from the White House in the
wake of unprecedented media mergers
that followed deregulation in other cor-
ners of the broadcasting business.

“The radio thing did not help us,” Hed-
lund says, referring to the wave of radio
consolidation that followed the 1996
Telecommunications Act. “They’re
frightened by the consolidation in radio,”
adds Tribune Broadcasting lobbyist
Shaun Sheehan.

Commerce Department Assistant Sec-
retary Larry Irving cited the radio merg-
ers last week in saying that the adminis-
tration hopes “the FCC will not open up
a rulemaking that leads to the same mas-
sive amount of consolidation in televi-
sion that we are seeing in radio.”

At the same time, regulators are mov-
ing 1o tighten rules that allow stations to
al least manage two stations within a
markel. A year-old proposal would
count stations operated under local mar-
keting agreements (LMAs) as owned
stations and subject the deals to local
ownership caps. Some 70 in-market
LMAs are in effect, according to a sur-
vey the FCC conducted last year.

It commissioners adopt the proposal
in its current form and do not loosen the
local ownership caps, the plan could
force broadcasters such as Sinclair
Broadcast Group, Clear Channel Com-
munications and Pegasus Communica-
tions to terminate in-market LMAs once
the contracts for those deals expire.

I think Sinclair is going to have to
get in there on bended knee.” one lob-
byist says of the pending rules, which
commissioners are not expected to con-
sider before May.

Others voice hopes that the commis-
sioners will at lcast let the existing LMAs
stand. And some lobbyists hold out hope
that the commission may yet permit some
local UHF combinations in cases where
the stations can show that duopoly pro-
motes competition rather than impedes it.
Sources say Ness, for instance. is willing
to consider such a rule.

But even the highest hopes are much
lower than they were a year ago. when
board members of the National Associ-
ation of Broadcasters voted to push for

Some 70 in-market LMAs could be affected by the FCC's decisions on duopoly. Here is a look at the deals regulators identified in the top 25 markets.
Brokering Brokered Term
DMA/Market Station (ch.) Owner Affiliation  Station (ch.) Owner Affiliation Start Date  (Years) Time brokered
8 Dallas KoFw-Tv (4)  Fox TV Fox KDFI-TV (27) New Dallas Med. Ind. 5/20/94 4 96.4%
8 Dallas KxAS-TV {5) N. Tex. Best. N3C  kxTx-1v (39} KXTX of Tex. Ind. 6/1/94 10  Nearly all
10 Atlanta wrLk-Tv (14)  Paxson Comm. ind. wNeMm-Tv (34)  Global Bcst. Ind. 4/19/96 10 96.4%
12 Seattle KING-TV [5) AH. Belo NBC  konG-Tv (16) Zeus Ind. 5/14/96 10 99%
13 Cleveland woio{rv) (19)  Malrite Comm. CBS  wuas(tv) (43)  Cannell Clevetand UPN 8/18/94 10 98%
13 Cleveland wakc-Tv (23)  Paxson Comm. Ind. woac(v) (67)  Global Best. Ind. 10/30/95 10 96.4%
16 Miami wroR-Tv (4)  CBS CBS  wevs(v) (22) WEYSTV ind. 1/1/97 i 100%
17 Phoenix KTVK(TV} (3) Media America Ind. kasw(tv) (61)  Brooks Bcst. WB/Fox Kids  TBD 10 98%
19 Pittsburgh wrGH-Tv (53)  Sinclair Best. Fox WPTT-TV (22) Glencairn UPN 1/6/92 10 83%
20 Sacramento, Calif. kcra-Tv (3) Kelly Media NBC  kaca(tv) (58)  Channel 58 Inc. UPN 12/30/94 5  Nearly all
22 Orlando, Fia. wrrv(vs (9)  Cox Best. ABC  wazwv(tv)1 (27) Reece Assoc. Dark TBD 10 NA
1—construction permit

relaxation that would allow local UHF/
UHF and UHF/VHF combinations.

That was when the industry could
lobby an FCC that included Commis-
sioners Rachelle Chong and James
Quello, both of whom favored loosen-
ing ownership rules.

Now the industry must make its case
for deregulation to new FCC Chairman
William Kennard and Commissioner
Gloria Tristani, among others. Neither
has said exactly how they view local TV
duopoly, but the early signals have not
encouraged industry lobbyists.

Tristani last fall told the Senate Com-
merce Commiittee in written comments
that she is worried about radio mergers
driving locally owned stations out of the
business. And Kennard has voiced con-
cerns that radio consolidaiion is limit-
ing opportunities for women and
minorities to own stations.

Last week during a speech in Los
Angeles, he reiterated his interest in
promoting minority ewnership.

“We hope to do our part at the FCC
through policies and initiatives that pro-
vide incentives for the private sector to
get mare involved and create opportuni-
ties for minorities in areas from elec-
tronic commerce to fiber-optic cable
installation to broadcast station owner-
ship,” Kennard said.

And even one of thesFCC's new
Republican commissioners, Michael
Powell, has expressed similar coneerns
about the state of minority ownership.

Additionally, Kennard has taken an
early stance for enforcing other owner-
ship rules. Last month he told Senate
Commerce Committee Chairman John
McCain (R-Ariz.) that the commission
will not let Tribune Broad:-asting out of
a requirement to spin off wpzL(TV)
Miami in March just because the FCC
will review the rule in 1998.

Sources say the chairman’s office has
been keeping tabs on the Mass Media
Bureau’s review of one-to-a-market
waiver applications. Previcusly, the FCC
had decided 1o let the bureau approve
applications to combine TV stations with
several local radio stations on the condi-
tion that the approvals be subject to the
outcome of the FCC’s effort to write per-
manent rules on the TV/radio combos.

The bureau has since granted a series

of such conditional approvals. Sources
say, however. that Kennard’s office has
been reviewing bureau decisions on the
one-to-a-market waivers before their
release to the public.

The conditional approvals worry
opponents of deregulation, who insist
that allowing enough exceptions to a
rule constitutes a de facto rule change.

“This is the same problem we have
with LMAs,” says Media Access Pro-
ject Executive Director Gigi Sohn. She
says that forcing the companies to spin
off stations they have been allowed to
keep will be tougher than letting com-
panies acquire them in the first place.

Stations holding LMAs make a simi-
lar case. maintaining that an FCC deci-
sion 1o make them sever ties to stations
would be unfair after regulators have
allowed broadeasters to strike the deals.

“A lot of companies have invested a
lot of money,” says Hedlund, who is
quick to cite language in the conference
report on last year's budget.act that
called on the commission to permanent-
ly grandfather LMAS that it finds serve
the public interest.

Commission officials, however, have
said the report language.does not com-
pel regulators to vote one way or anoth-
er on the LMAs,

Detenders of the deals hope argu-
ments tying LMASs to minority owner-
ship will prove more persuasive.

The deals are one way the commis-
sion could promote more female and
minority ownership, says Martin
Leader. a Washington lawyer represent-
ing Sinclair. He points to the difficulty
that new stations have in procuring pro-
gramming and competing on their own.

“They need the incubation,” Leader
says.

*“The commission policy of allowing
LMAs is a policy that yielded real bene-
fits to the public,” adds Pappas Telecast-
ing President Harry Pappas, who voices
confidence that the commission will let
his company and the rest of the indusiry
hang on to the deals. “I don’t think there’s
any legitimate cause for apprehension.”

Pappas and Leader are not giving up
on winning duopoly relief, and others
hold out hope the commission might
allow some local UHF stations 1o be
commonly owned, provided that certain

criteria are met, such as the financial
condition of the stations and their com-
bined market share.

In comments to the commission last
year, for instance, Pegasus Communica-
tions suggested that the FCC allow
duopolies and LMAs of stations whose
combined market share does not exceed
either 40% or the market share of the
market’s largest station.

“There are circumstances in which
duopoly contributes to making a market
a competitive market,” says David
Oxenford, an attorney for Pegasus.

Even if regulators reject such argu-
ments. most agree they are likely to adopt
one long-standing proposal to allow
broadcasters to hold stations located clos-
er together than current rules allow.

Those rules forbid common owner-
ship of stations in which even the outer
portions of the signal—Grade B con-
tours, in FCC parlance—overlap. The
commission has proposed relaxing the
rules to allow Grade B overlaps provid-
ed that the stations serve different mar-
kets. Most expect the new commission-
ers to adopt that proposal, although
most lobbyists expect little else.

“We’ll be lucky to get Grade B over-
lap,” says one lobbyist.

Others point to other avenues for regu-
latory relief. Broadcasters continue to
press their case with Congress, for in-
stance. McCain already has written Ken-
nard about the FCC's review of the news-
paper/crossownership rule. While more
letters could follow, however, Capitol
Hill staffers do not see new ownership
legislation on the horizon.

“We’re going to take a wait-and-see
attitude,” says Ken Johnson, spokesman
for House Telecommunications Sub-
committee Chairman Billy Tauzin (R-
La.). “We will be the court of last resort.”

Others cite the Court of Appeals in
Washington as a likely next stop after
the FCC. While the FCC decision on
duopoly may not go their way, at least
the industry will be able to take its argu-
ments about the changing TV landscape
10 the courts, lobbyists say.

“That’s certainly a possibility,”
ALTV’s Hedlund says of the prospect
some broadcasters might appeal to the
courts. “We'll be there,” adds another
industry source. ]



DIRECTV

Continued from page 3

ing service with high defini-
tion.”

Initially. DIRECTV will
probably offer only a few
channels of HDTV on a daily
basis. said Hartenstein, who
also said that an HDTV movie
feed would probably take up
the same bandwidth as four of
DIRECTV's SDTV (standard-
definition TV) movie channels.
According to Hartenstein. the
DBS provider wouldn’t give
up any existing channels to
offer HDTV but instead would
add satellite capacity. He did
not think that DIRECTV would
charge a premium for HDTV
programming.

Although DIRECTV has no
commitments for HDTV pro-
gramming from content
providers. Hartenstein said that
the DBS provider has agree-
ments with several program
rightsholders extending back
four years. and “they told us if
you have [HDTV capability|
we'll give it to you. Obviously.
Columbia is interested.”

Thomson is obviously interest-
ed in tying DBS service into its
HDTYV plans too. and Thomson

for digital TV.

Granted Construction
KHVO-DT Hilo, Hawaii ct

Permits
18 KITV As

| WCBS-DT New York ch 56 CBS Inc.

Pending Applications

digital TV stations.

DTV tops FCC agenda

The FCC this month hopes to wrap up its effort to assign each station a second channel |

KITV-DT Honolulu ch. 40 KITV Argyle Television inc
WBTV-DT Charlotte, N.C. ch. 23 Jefferson-Piiot Comm. Co.
KMAU-DT Wailuku, Hawaii ch 29 KITV Argyle Television Inc.
KHOU-DT Houston ch. 31 KHOU-TV Inc.

WSB-DT Atlanta ch 39 Cox Broadcasting

WKOW-DT Madison, Wis. ch 26 Shockley Comm. Corp
KDFW-DT Dallas ch 35 Fox Television Stations

KCCI-DT Des Moines, lowa ch 31 KCCI Television Inc
KETV-DT Omaha ch 20 Pulitzer Broadcasting Co.

l KTVD-DT Denver ch 19 Twenver Broadcast Inc.

WESH-DT Daytona Beach, Fla. ch 11 WESH Television Inc.
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HDTV. SDTV. digital
data and NTSC signals
will be an “overwhelm-
ing” attraction to con-
sumers and will give
Thomson a leadership
position among DTV set
manufacturers.

“They get it all.”
beamed Meyer. who also
predicted that consumer
electronics manufactur-
ers will sell 20.000-
100.000 DTV sets in the
! first full year of sales. He

Thomson’s 61-inch rear projection
HDTYV set has a target price of $7,000.

Executive Vice President/COO
Jim Meyer announced that the
61-:nch Thomson HDTV set will
have DSS functionality built in.
DSS reception capab:lity also
will be integrated in the 38- and
34-inch direct-view HDTV sets
that Themson plans to introduce
in late 1999 and in the $700 set-
top HDTYV decoder for use with
analog sets that will be available
in first quarter 1999,

While Mcyer admitled that
the DSS decoding technology
will add to Thomson's manu-
facturing costs for HDTV sets.
he expects that the ability to
receive a combination of

said that nearly 100.000
consumers bought ana-
log sets costing more
than $3.000 in 1997.

On the broadcast equipment
front. Meyer announced that
Thomson Broadcast Systems
has developed an HDTV
broadcast encoder that will be
available in late summer.

Meyer emphasized that the
success of HDTV will largely
depend on broadcasters’ pro-
gramming push.

“We expect programming
will play the key role in attract-
ing consumer interest in
HDTV's early years.” he said.
“Not everyone will buy an
HDTYV set. but everyone will
want 1o see it for themselves. m

Current FCC plans call for the commissioners to deal with the digital TV “allotment
table” at their Jan. 29 open meeting. Specifically, the commissioners will be voting on a
. proposal to deal with the slew of petitions that regulators received to reconsider the table
adopted last April. The FCC last summer received more than 200 such petitions, many
from stations unhappy with the channel assigned to them.

Digital TV Ticker

The FCC last week granted nine digital TV station construction permits and were reviewing another 18. Here is a list of
stations that have applied for and received permission to build digizal stations:

MO

WNDU-TV South Bend,
KXAS-DT Fort Worth ch 41 North Texas Broadcast Corp.
WJBK-DT Detroit ch 58 Foz Television Stations Inc.

e N.M llitzer Broadcasting Co.

3 Fish jcasting Inc.
Ind. ch 42 Michiana Telecasting Corp

WXYZ-DT Detroit ch 41 ch Seven of Detroit Inc.
WXIX-DT Newport, Ky. ch 29 Malrite Communications Group ’
WBOC-DT Salisbury, Md. ch 21 WBOC Inc.

Group

WOIO-DT Shaker Heights, Ohio ch 10 Malrite of Ohio
WFLX-DT West Palm Beach, Fla. ch 28 Malrite Comm. Group
WFAA-DT Dallas ch 9 WFAA-TV Inc.

KOIN-DT Portland, Ore. ch 40 KOIN-TV inc.

WEWS-DT Cleveland ch 15 Scripps Howard Broadcasting Co.

The commissioners also plan to vote on another proposal to address petitions to
reconsider portions of the digital TV service rules adopted along with the allotment table.
The FCC's original table prompted a series of concerns among broadcasters. UHF
stations have insisted that the plan does not give them enough transmitting power to
compete. Other broadcasters have said the plan will create too much interference among

To address both concerns, the Association for Maximum Service Television and the
Association for Local Television Stations last fall submitted proposals for adjusting the
allotment plan. Some broadcasters had worried that the late submission might delay the
industry’s effort to launch the new service by months or more.

Regulators last week were hopeful that would not be the case. “We're still cranking,” |
one official said of the FCC'’s effort to review some 110 comments received in response
to the ALTV and MSTV proposals. But the official voiced hopes that the commission will
wrap up the work by month’s end.

WNWO-DT Toledo, Ohio ch 48 Malrite Communications

—Chris McConnell
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HDTV sweeps
CES floor

Manufacturers roll out prototvpes
of new television sets
By Glen Dickson

he DTV sets are here.
That was the message at the Consumer Electronics Show

in Las Vegas last week. as a bevy of TV set manufacturers

including Sony. Zenith, Thomson. Panasonic and Philips
showed prototype HDTV sets. Most were large rear-projection
units measuring over 50 inches, although some manufacturers also
showed HDTV-capable 16:9 flat-panel displays and prototypes of
smaller direct-view
HDTYV sets and DTV
converter boxes for
use with existing
analog units.

High-definition
video was on display
everywhere. includ-
ing two live over-the-
air broadcasts deliv-
ered by Las Vegas
CBS affiliate KLAS-TV
and PBS’s KLvx(Tv).
An in-house pro-
gramming feed also
was delivered over
cable by HDTV pro-
duction company
REBO Group.

Broadcasters were
very much in atten-
dance at the show. which CBS’s Bob Ross attributed to the televi-
sion industry’s fast DTV ramp-up since the FCC approved the
ATSC standard in December 1996.

“We've gone from 0 to 100 mph in a year.” said Ross. vice pres-
ident of engineering and operations for CBS Television Stations.
“We've got booths receiving real off-air signals on real consumer-
based hardware that really works from different manufacturers
with diftferent chipsets.”

While the estimated prices for the first large-screen HDTV sets
range from $6.000 to more than $10.000. both set manufacturers

Philips will introduce its 64-inch rear pro-
jection HDTV set at an entry-level price
of $6,000-$8,000 in fourth quarter 1998.

Ness says cable should
carry HDTV stations

| Cable systems should be required to deliver digital pro-
| gramming in the high-definition format if it is broadcast
that way, FCC Commissioner Susan Ness says.

, Addressing the Consumer Electronics Show in Las l
Vegas last week, Ness discussed her views on the digi-
tal must-carry issue, which commissioners hope to begin
addressing next month. They must decide how to apply
to digital TV rules that require cable systems to carry
local broadcast signals.

“The stakes are large, but broadcasters and cable |
operators can and must work together to develop work- |
able solutions,” Ness said. She added that she has not
decided whether cable systems should be required to
carry all the programs broadcasters transmit if the sta-
tions send out multiple streams of standard-definition
programming. But she said she was reluctant to force |
systems to duplicate programming already carried on
their system. |
| “If a broadcaster is carrying, say, CNN, Fox News or |
CNBC ... I don't see why we should mandate cable car- |
riage if the network is already offered on the cable sys-
tem,” Ness said. —Chris McConnell
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and network executives were optimistic about set
sales. At a Consumer Electronics Manufacturers Asso-
ciation—sponsored DTV panel on Friday morning. Cir-
cuit City President Allan McColough predicted that |
million HDTV sets would be sold by the end of 1999:
Thomson Consumer Electronics President Jim Meyer
said it would happen by 2000. as did Joe Flaherty.
CBS vice president of technology. Even USA Net-
works President Kay Koplovitz expected the millionth
HDTYV set to be sold by 2001, despite the unsettled
position of cable operators on HDTV.

Cable ops

TOP OF THE WEEK

“Everyone wants one.” said Philips” Gus Spencer of
dealers” reactions to the HDTV rear-projection model
in the Philips booth. Dealers may want HDTV sets
simply to draw consumers into stores, giving them a
better chance of selling them a TV. even if it’s only an
analog one. "HDTV will help us sell TVs.” said Cir-
cuit City's MicColough.

Broadcasters also pledged to help promote DTV
sets when they hit the shelves in fall 1998. LIN Televi-
sion President Gary Chapman said that LIN’s Dallas
station will begin producing Texas Rangers baseball

games in HDTYV, and Chapman wants to work with set
retailers on cross-promoting the benefits of HDTV 10
consumers. possible going through CEMA to develop
a joint marketing plan with set manufacturers.
Chapman also sent a message to cable about digital
TV. “Cable’s talking about having a 20 percent penetra-
tion of digital in three 1o five years.” said Chapman, who
thinks competition among broadcasters will accelerate
their DTV rollout. "Well, we're going to have a 100 per-
cent penetration with digital by that time, and 20percent
is not going to be a good position to be in.” |

BALTIMORE

CosedlCirclik

score big in
Teleport deal

By John M. Higgins

he MSOs that control

competitive telco Tele-

port Communications

Group Inc. are walking
away with billions of dollars in
profit from AT&T Corp.’s
takeover of the competitive local
exchange carrier.

AT&T agreed to pay $11.3 bil-
lion in stock 1o acquire the Staten
Isiand. N.Y .~based Teleport. The
deal would give the long-distance
carrier quick entry into 57 mar-
kets where TCG has built fiber
loops to sell local service to high-
volume business customers.
bridging the customers’ traffic to
long-distance companies. AT&T
has struggled in its own attempt to
jump into the local markets. The
company spent almost $1 billion
last year to install equipment but
was unable 10 cut exchange deals
with local telcos or to surmount
regulatory barriers.

But three top MSOs come out
big winners. Led by Cox Com-
munications Inc.. Tele-Commu-
nications Inc.. Comcast Corp. and
Continental Cablevision Inc.
joined to take control of TCG in
1993, buying out founding part-
ner Merrill Lynch & Co.

On average. the companies
mnvested $5.50 for each of their
shares. The AT&T deal gives
them more than a tenfold gain.
$59 worth of AT&T stock for
each share.

“It’s been a pretty good deal.”
says Cox CFO Jimmy Hayes. Cox.
which owns 249% of TCG's 164.9
million shares. will wind up with
$2.3 billion worth of AT&T stock.
TCI spun off its 30% stake into
TCI Ventures. which will receive
$2.9 billion, while 17%-owner
Comcast Corp. will get $1.8 bil-
Iton. The figures do not take capi-
tal gains taxes into account.

Continental was forced to sell
its stake last year after being taken
over by Baby Bell subsidiary US
West Media Group Inc.

Teleport was once considered
a key entry point for cable oper-
ators going into the telephone
business. The company already
had wired major markets for
competitive telephony—includ-
ing expensive switching equip-
ment—and had cross-trafficking
deals with local telcos.

But as cable telephone service
proved too expensive, operators
abandoned or dramatically
scaled back plans. Even Cox.
which has launched a telephone
trial in its San Diego system.
doesn’t use TCG's facilities
there.

“We all said two years ago
that Teleport had gone tfrom
being a strategic investment to a
financial investment,” says
Comcast Vice Chairman Julian
Brodsky.

The big question is what the
MSOs will do with the proceeds
from the sale. The companies
have entered into a so-called lock-
up agreement that could keep
them from selling the AT&T
shares for up to a year after the
TCG deal closes. But they will be
free to structure derivative securi-
ties around the stock—much as
Time Warner Inc. has done with
several investments—and 1o get
cash from the deal.

Brodsky simply says that Com-
cast will hold the shares in a
“strategic reserve.” TCI CFO
Bernard Schotters says that TCI
Ventures has no intention of sell-
ing its AT&T stock—which
accounts for a huge chunk of the
spin-off company’s value. But
TCI Ventures may use proceeds
from the stock to fund other
acquisitions or to buy back its
own stock.

Hayes says Cox may consider
some sort of system acquisitions
to fill out its existing clusters or
add another one. “It’s a good
problem to have.” he says. “In
the meantime. we like AT&T
stock and think this is a very
good merger.” »

DTV to debut in Baltimore

he FCC is ready to let Sinclair Broadcast

Group demonstrate digital multichannel
broadcasting next month. The commission
has granted the company’s WBIFF(TV) Ballti-
more station temporary permission 1o broad-
cast digital TV on ch. 46, the frequency cur-
rently slated as the station’s DTV channel.
Sinclair hopes to use the temporary permit to
show what various DTV services will look
like once stations start using the new technol-
ogy. Planned demos include multicasting.
data broadcasting and high-definition signals
(provided the broadcaster can get its hands
on some HDTV monitors). The commission
also has granted Baltimore’s WNUV-TV a spe-
cial permit to participate in the demonstra-
tion using ch. 40. Sinclair hopes to begin
broadcasting the experimental signals next
month, but has not yet set a date. The special
FCC permit runs through June 23.

DENVER

Malone to explain
Magness deal

CI and Chairman John Malone have been

taking a lot of heat over the Bob Magness
estate seltlement: there are rumors that a
shareholder lawsuit may be in the works.
TCI's switchboard reportedly was inundated
with calls last week from shareholders con-
cerned by the settlement in which Malone
gets $150 million from TCI for giving the
company the right to buy back his supervot-
ing B shares should he die or decide to sell.
TCI also agreed to buy the shares at a 10%
premium to the market price for A shares.
while Malone agreed that if TCI were ever
sold to another entity, he’d take no more than
a 10% premium over the A share price for his
shares. Late last week, TCI contacted the
Rocky Mountain News 1o arrange an interview
in which Malone intends to tell his side of the
story and to detail his longtime close relation-
ship with Magness, whom he has described as
his mentor. The interview offer followed a
particularly scathing column in the competing
Denver Post. in which the columnist slammed
Malone and TCI for the deal.

HOLLYWOOD =
SeaGull gets news

here was good news tor SeaGull Enter-

tainment (“Tarzan.” "Hollywood Connec-
tion™) last week. The petition to force the
company into involuntary bankruptcy was
dismissed by judge Alan Ahart of the U.S.
Bankruptcy court in Los Angeles. Ahart
ruled that the company had proved it was not
insolvent and therefore bankruptcy court was
not the proper venue for plaintiffs to pursue

their claims. At one point. more than 50
plaintiffs had filed complaints: SeaGull has
settled with about half of them. including a
$190.000 claim from KCAL(TV) Los Angeles.
Some of the remaining plaintiffs are expected
to file labor claims in California or to pursue
their claims in state courts there.

Raising the Titanic’s take

BC’s $30 million for rights to the Para-

mount-Fox blockbuster “Titanic™ could
prove an even bigger bargain than first
thought (the price was less than NBC paid
for “Men in Black™ [$50 million}. According
to a source at a meeting of international box
office numbers crunchers at Fox, the mood
was giddy as they calculated an eventual take
of $400 million from international receipts
alone. With the current domestic take already
topping $150 million after less than a month,
that would probably put the final tally at
between $600 million and $700 million,
some $150 million—$200 million more than
the most recent estimates. NBC can only
hope that interest can be rekindled in a cou-
ple of years (its rights are for runs in 2000).

NEW YORK .
Saban’s short list

n testimony delivered by Haim Saban in a

New York State Supreme Court last week,
the Fox Kids Worldwide chairman/CEO
revealed the other executives he had consid-
ered hiring before tapping former TV Land
President Rich Cronin to oversee Fox Kids
network and The Family Channel. Saban
named Lee Masters, E! Entertainiment Televi-
sion president: Albie Hecht. Nickelodeon
president of film and TV entertainment. and
Linda Mancuso. NBC TV vice president of
family programming. as candidates. TV Land
parent MTV Networks is suing Cronin. Fox
Kids Worldwide and News Corp. for breach of
contract and is seeking an injunction 10 pre-
vent Cronin from joining Fox before July 1.

WCBS-HD: Calling all
cable operators

BS's experimental DTV station, WCBS-HD

New York. plans to crank up its DTV
transmission from a low-power signal to a full-
power broadcast early this spring. At that
point, CBS will survey all the cable operators
in the New York market to see what they might
do with the digital signal. says Bob Ross. VP
of engineering and operations for CBS Televi-
sion Stations. “Absent must carry. we want to
know what their technical capabilities are.” he
says. “What can they pass?” While he wasn’t
making any predictions about what cable oper-
ators will say, Ross suspects that there may be
a big difference between large MSOs’ public
positions on DTV and “‘what’s really on the
ground to serve the customer.”
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20 MARKETS!

Magic’s passion has always led him

to succeed. And now he has a new '
passion —“THE MAGIC HOUR”
Five nights a week, Magic brings together
the biggest stars and the broadest
audience with an outstanding cast
of comedy regulars and surprise guests. l
Plus, international superstar SHEILA E.
joins “THE MAGIC HOUR?” as
musical director and leader of the
hottest house band in late night.

PREMIERES
JuNE 8TH 1998

How do you make a big audience
appear out of nowhere? !
Put MAGIC in your line-up. |||
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ECHOSTAR’S ERGEN

Continued from page 3

it intends to add more if it
receives FCC permission to use
additional transponder capacity
on EchoStar 3 at 61.5 degrees
wesl longitude. EchoStar is cur-
rently licensed to use 11 of the
30 transponders on the bird. At
7:1 compression, that translates
into 77 channels—more than
enough to offer the four net-
work affiliates in 10 markets.
EchoSiar is hoping for FCC
approval 1o lease the remaining
transponders and boost capacity
to 210 channels.

Current cost for the local sig-
nals package is $4.99 a month;
subscribers will need a second
dish, which EchoStar is selling
for about $99.

While EchoStar Chairman
Ergen is widely considered the
brinkmanship poster child of the
video services world, his first
local-into-local step appears
intended more to placate critics
than 1o provoke them. Instead of
attempting an end run around
them, EchoStar is going to let
broadcasters decide whether
Dish’s subscribers should be
getting local signals.

Under federal communica-
tion and copyright laws, a satel-
lite provider may offer local
signals only to those television
homes defined as “unserved”—
in other words, a TV home in a
market that can’t receive an
acceptable off-air signal. To
keep broadcasters happy,
EchoStar will provide them
with the names of subscribers in
the predicted Grade B contour
who receive Dish’s local signals
and let broadcasters decide
which ones are unserved.

“If a broadcaster says, ‘I
think that guy is a served
home; I want you to turn them
off,” we’ll turn them oft,”
Ergen says.

In addition, EchoStar will
not import distant signals into
local markets—another move
10 appease broadcasters, elimi-
nate the so-called white-area
controversy and keep con-
sumers from being pawns in
the sometimes nasty conflict
between broadcasters and
satellite providers.

“We’re not trying to be jerks
or defiant,” says Ergen. “Our
position is we’re only going to
offer the local affiliate’s signal
in the local market, and we
refuse to import distant signals,
as our competition does.”

EchoStar’s initial local-into-
local move may be designed to
toe the legal line and prevent an
attack from opponents, but there
are other parts of his plan that
have critics watching warily.

It EchoStar goes beyond the
unserved areas and retransmits
local signals into served local
markets without adhering to
must-carry and retransmission
consent regulations, then the

EchoStar 3, launched into
orbit at 61.5 degrees west lon-
gitude last October, will trans-
mit the local TV signals.

company will run into prob-
lems. Washington lawyers and
broadcasters say.

“If they do that, we will
oppose them to the point of
shooting down their satellites,”
says Jim Hedlund, president of
the Association of Local Televi-
sion Stations. If “we have to go to
court, then we will go to court.”

Ergen and his legal team. led
by David Moskowitz, senior
vice president/general counsel,
believe the company isn’t
bound by retransmission con-
sent or must-carry regulations.
“The Communications Act of
1934 says there’s no retrans-
mission consent from local
broadcasters and no must carry
for satellite today.” says
Moskowitz.

The National Cable Televi-
sion Association says it supports
offering of local signals in local
markets by satellite carriers—as
long as satellite broadcasters
face the same regulations that
the cable industry faces. The
National Association of Broad-
casters is expected Wednesday
(Jan. 14) to adopt a similar posi-
tion at its board meelting in
Laguna Niguel, Calif.

While the retrans/must-carry
debale appecars headed for
court, an even more pivotal
issue for EchoStar is just what
constitutes an unserved home.
EchoStar’s position is that
unserved means a home within
the local market area capable
of receiving only those local
signals within the given mar-
ket. That’s a departure from
conventional thinking that
defines an unserved home as
one in the so-called white area
or in the predicted Grade B
contour, where engineers have
actually tested signal strength

TOP OF THE WEEK

DBS Growth in 1997

Dec. '97 subs
3,300,000
1,946,000
1,040,000

Company
DirecTV/USSB
PrimeStar
EchoStar

Dec. '96 subs
2,300,000
1,640,000

350,000

% chane
43.4%
18.6%

197.0%

Source: Satellite Broadcasting & Communications Association of America

and determined 1t to be unac
ceplable. The Grade B contour
is defined as that area—typi-
cally more distant from the
broadcaster’s antenna—in
which 50% of TV households
can receive an acceptable sig-
nal 50% of the time.

EchoStar has petitioned the
U.S. Copyright Office for rul-
ing on what constitutes
unserved. A ruling favorable to
EchoStar would open up a far
larger local-into-local market
for it and other satellite compa-
nies. The NAB, however,
already has filed a reply at the
Copyright Office saying that
EchoStar’s suggestion “would
usurp the policy role of Con-
gress in crafting a sensible reg-
ulatory scheme for local-into-
local satellte retransmissions.”

Ergen, known as a wily
poker player, isn’t betting
everything on a favorable rul-

ing by the Copyright Office.

EchoStar is also pressing for
a legislative fix and has at least
one important congressional
supporter: House Telecommu-
nications Subcommittee Chair-
man Billy Tauzin (R-La.).
“|Gliven the fact that we now
have a dysfunctional market-
place, where viewership is
going down yet the cost of pro-
gramming is going up, DBS is
best positioned to provide com-
petition to cable nationwide and
help to stabilize rates to con-
sumers,” Tauzin says.

Tauzin also says that Echo-
Star should not be required to
adhere to must carry and
retransmission consent until it
has time to “overcome its tech-
nological problems.” EchoStar
says it does not have enough
capacity to carry all the local
stations in all the markets it
wishes (0 serve.
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As for copyright fees. Ergen
acknowledges that beaming a
local signal into a white area
requires a payment of 27 cents
per subscriber per month. He
also acknowledges that super-
station delivery carries the
same fee. But he contends that
delivery of local signals to
unserved homes in the predict-
ed Grade B contour carries no
copyright fee. And he argues
that the law is unclear on
whether delivering local sig-
nals to an unserved home under
the potentially broader defini-
tion of unserved he’s seeking
would require a copyright fee.

Ergen, sees EchoStar’s
move as a catalyst for bringing
DBS and broadcasters closer
together in a united front
against the prime enemy:
cable. “It’s great for broadcast-
ers in that it gives them more
local eyeballs and leverage
against cable when retransmis-
sion consenl negotiations
come up the next time.

“We think history will prove
that this is either one of the
dumbest things anyone has ever
done or one of the best things to
compete with cable.” O

—Glen Dickson contributed to
this story

WB, UPN

Continued from page 3

producers of three new series
for midseason.

Later that day, UPN rolled
out its slate of midseason show
(there was only one). The new
series is a rechristening of The
Love Boatr, with Aaron Spelling
returning to the executive-pro-
ducing helm. The updated
series. this time with a newly
divorced captain and his rebel-
lious teenage son, is likely to
set sail in April.

UPN’s attempt to resuscitate
Fantasy Island, another
Spelling drama, was thwarted
when ABC outbid UPN for the
revival rights.

UPN also announced five
specials to fill the hole in its
schedule at 9 p.m. Tuesday:
1998 UPN alt.games (Feb. 17),
a takeoff on the Olympics;
Real Dumb People (March 3),
from the Zucker brothers of
“Airplane” fame: UFO Sight-
ing! (March 10), with execu-
tive producers Henry Winkler
and Ann Daniel examining
video of a UFO sighting last
year over Mexico City; The
New Ed Sullivan Show (May
12), with computer-generated
images of Sullivan doctored to
have him introduce new acts,
and Pop-Up Primetime (May
19). which employs VHI's
pop-up technology to salute
American television classics.

Asked to explain the appar-
ent lack of imagination in UPN
development, Valentine

UPN'’s Valentine intends to
program the network for ‘the
American middle class.’

replied: “There’s only a limited
number of ideas in the world
and a limited number of fran-
chises and a limited number of
writers.”

Tom Nunan. UPN executive
vice president, entertainment,
offered another reason. “‘Dean
and I started three months
ago,” he said. “We haven’t had
time to put together the traction
or the relationship with the cre-
ative community.”

Building that traction, rather
than excusing ils absence,
appears to be Valentine’s priority.

“He completely acknowl-
edges there is firepower behind
The WB at this time, but he’s
not going to be defensive,” said
Penelope Levy, UPN senior
vice president, media and talent
relations. “They’re doing well
right now, and all of his ener-
gies are focused on May.”

Nearly all. anyway. Valentine
said his network is replacing its
“Back 1o Back™ promotional
campaign with a new, as-yet-
undesignated theme. The new
spots, he says, are to be “more
intimate, more star-driven,
more character-driven.”

UPN for UPS

Valentine told TV critics on the
press tour that for this fall he
would be going after programs
to capture the attention of a
Middle America he says has
been forgotien by other net-
works.

“My own log line for it is
‘UPN for UPS.’” he said. The
idea for the line came from
watching United Parcel Ser-
vice drivers when they were on
strike. “These guys are men,
women, black, white, all sorts
of races, all ages. They're mak-
ing a good income, they have
houses, they have families,
they have kids.

“They are the American
middle class.” Nobody pro-
grams for them anymore.
Valentine said. “Everyone
wants to program for a sort of
psycho-yuppie in Manhattan.”

As for the Sinclair station
defections, Valentine said
negotiations with the broadcast
group were continuing. “Even
if all Sinclair stations go away,
I would say our optimism
doesn’t change,” he said.
Replacements will be found
for stations that switch affilia-
tions. “Do I think it will have a
long-term impact? No.” |
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By Paige Albiniak

ith a surprising sur-

plus of nominees,

broadcasters are

facing tight races
for seats on the National Asso-
ciation of Broadcasters televi-
sion and radio boards.

“We are delighted that we
have so many strong candi-
dates,” says Howard Anderson,
vice chairman of the radio
board. “We worked hard in each
district to get the outgoing direc-
tors to encourage people to run.”

The radio races
On the radio board, 12 seats are
open, but five incumbents have
no challengers. Two districts
have more than two con-
tenders—Indiana (District 10)
has three and Kansas/Missouri
(District 12) has seven.
Onlookers expect the
Phoenix/New Mexico race (Dis-
trict 22) between incumbent
Jerry Ryan, general manager of
KESZ-FM/KOAZ-FM Phoenix, and
Russell Withers, owner of With-
ers Broadcasting, to be the clos-
est. That’s because both are
longtime broadcasters who have
been involved with the NAB.
Withers is co-chairman of the
NAB’s political action commit-
tee, which involves raising
funds. He also is running for a
seat on the television board.
Withers can run simultaneously
for both boards, but if he wins
both seats he will have to give
up one, according to NAB rules.
Withers Broadcasting owns
eight TV and 25 radio stations.
“I think we’re at a very
important crossroads in broad-
casting,” Withers says. “We
need to keep the rights of broad-
casters as secure as we can.”
The District 12 race is the
most difficult to handicap.
Seven people are vying for one
slot, and no one is an incumbent.
No big groups are represented,
and two contenders—Deborah
Hoeflicker, president/GM/
owner of KREP(FM) Belleville,
Kan., and Gary Hawke, general
manager of KJIHK(FM) Lawrence,
Kan.—represent single stations.
Hoeflicker has owned her
station since she was 21. Paul
Harvey interviewed her on his
radio show at that time as “the
youngest woman in America to
own her own company.” Hoe-
flicker now broadcasts Paul
Harvey on her station. She
would like to represent the
interests of small-market broad-
casters and “‘get together with
other small markets.” She is
concemed about spectrum fees
and free airtime for politicians.
Hawke, the general manager

TOP OF THE WEEK
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NAB fields full slate for board races

Radio board has 12 seats open, television has 17 candidates for six slots

THE NAB SLATE

Television Seat Candidates

Media, Weslaco, Tex.

(asterisks denote incumbents)

Tony Cassara,” president, Paramount Stations Group, Los Angeles M Andrew Fisher,* executive VP, TV
Affiliates, Cox Broadcasting, Atlanta M Jerald Fritz, VP, Allbritton Communications, Washington M Allan
Henderson, president, KSL TV Group, Bonneville International, Salt Lake City M Mario lacobelli, presi-
dent/GM, WWTV/WWUP-TV Cadillac, Mich. M Paul Karpowicz, VP, LIN Television, Providence, R.|. W
Jeremy Lansman, president/co-owner, KYES Anchorage M Philip Lombardo, president, Citadel Commu-
nications, Bronxville, N.Y. M Michael McCarthy, senior corporate VP, Belo Corp., Dallas M Deborah
McDermott, executive VP/operations, Young Broadcasting, Inc., New York B Marshall Pagon, president,
Pegasus Communications, Radnor, Pa. M W. Ripperton Riordan, VP/COO, Clear Channel Television Inc.,
Minneapolis B Jackie Rutledge, VP/GM, KTXS-TV, Abilene-Sweetwater Broadcasting, Abilene, Tex. W
Patrick Scott,” president/CEO, KOMO/KATU, Fisher Broadcasting Inc., Seattle W J. Skip Simms, presi-
dent/GM, WEWV, Evansville, Ind. B W. Russell Withers Jr., owner, KREX-TV, Withers Broadcasting Co., Grand
Junction, Colo. M K. James Yager,* president/C00, Benedek Broadcasting Corp., Rockford, Ill.

Radio Seat Candidates (contested seats only)
District 2—David Gingold, president/C00, Barnstable Broadcasting, Newton, Mass. M William
0’Shaughnessy,* president, WRTN/WVOX, New Rochelle, N.Y.
District 10—John Dille, president/owner, WTRC(AM), Federated Media, Elkhart, Ind. B Mike McDaniel,
president/GM, WQTY(FM) Linton, Ind. M James Zix, GM/chief engineer, WLAB(FM) Fort Wayne, Ind.
District 12—Karen Carroll, senior VP/GM, KYKY-FM, KEZK-FM, KLOU-FM, American Radio, St. Louis
W Gary Hawke, GM, KJHK(FM), Lawrence, Kan. M Deborah Hoeflicker, president/GM, KREP(FM), First
Republic Broadcasting, Belleville, Kan. M Martin Melia, president/GM, KLOE-AM/KKCI-FM, Melia Com-
munications Inc., Goodland, Kan. M Richard Thomas Wartell, VP/GM, KMAN(AM)/KMKF(FM), The Seaton
Group, Manhattan, Kan. M Dick Williams, president/GM, WIL/KIHT/WRTH, Heritage Media Corp., St. Louis
W Jerry Zimmer, president, Zimmer Radio Group, Cape Girardeau, Mo.
District 18—Charlie Cohn, president, KLAQ(AM), New Wave Broadcasting, EI Paso M John Cullen,
president, Gulfstar Communications, Waco, Tex. M Danny Fletcher, VP/GM, KRFQ/KVLY/KKPS, Sunburst

District 20—Ron Davis, owner/GM, KBOW-AM/KOPR-FM, Butte Broadcasting Inc., Butte, Mo. B Jim
McBride, manager, KGLE, Friends of Christian Radio, Glendive, Mo.

District 22—Jerry Ryan,* GM, KESZ-FM/KOAZ-FM Phoenix B W. Russell Withers Jr., owner,
KVSF/KTRC.KBOM-FM, Withers Broadcasting Cos., Santa Fe, N.M.

District 24—Christopher Leonard, VP/GM, KWXX-FM/KPUA-AM/KNWB-FM, New West Broadcasting
Corp., Hilo, Hawaii M George Nicholaw, VP/GM, KNX, CBS Inc., Los Angeles

of the University of Kansas stu-
dent TV and radio stations, pre-
viously owned stations in
Yreka, Calif. “There are so
many people involved in broad-
casting decisions now who are
bankers and not broadcasters,”

Hawke says.
Rich Wartell, vice presi-
dent/GM of KMAN(AM)-

KMFK(FM) Manhattan, Kan.,
says he would bring experience
both as a broadcaster and as a
former NAB staff member to
the radio board. Wartell is a past
chairman of the Kansas Associ-
ation of Broadcasters. He
worked in the NAB’s govern-
ment relations department in
1973-78 and has been in broad-
casting for the past 14 years. “I
feel that I have a unique per-
spective in terms of seeing the
industry as a day-to-day station
operator as well as from the
NAB side,” Wartell says.

Other contenders in District
12 include Karen Carroll,
senior vice president/GM of
four radio stations for American
Radio in St. Louis; Martin
Melia, president/GM of Melia
Communications Inc. in Good-
land, Kan. (who also has been
on the board of the Kansas

Association of Broadcasters);
Dick Williams, president/GM
of three radio stations for Her-
itage Media Corp. in St. Louis,
and Jerry Zimmer, president of
Zimmer Radio Group in Cape
Girardeau, Mo.

In District 10, John Dille,
president/owner of WTRC(AM)
Elkhart, Ind., is predicted to be
the favorite. Dille is a former
radio board chairman; his father
is a former joint board chair-
man. Dille also has been chair-
man of the Radio Advertising
Bureau. “With the sea change
that the Telcom Act of 1996
brought, I'm interested in
putting my shoulder to the
wheel and helping the NAB
through industry changes as
well as its own,” Dille says.

Mike McDaniel, president/GM
of wQTY(FM) Linton, Ind., also is
running for the District 10 seat. A
broadcaster for 40 years,
McDaniel owns two radio sta-
tions in the 6,000-person town of
Linton. He is concemed that the
NAB is not hearing the voices of
small-market broadcasters.
McDaniel also promotes radio
auctions, to help stations augment
their revenue.

James Zix, general manag-

er/chief engineer of WLAB(FM)
Fort Wayne Ind., agrees with
McDaniel and is primarily con-
cerned about radio consolida-
tion allowed by the Telecom-
munications Act of 1996, “I
think there needs to be a contin-
uing voice on the board for sin-
gleton stations,” Zix says. “If
we allow consolidation to have
the impact on the NAB that it
has had on the rest of the indus-
try, we’re going to get what we
deserve, and the single stations
will not have a voice.”

Two contenders will fight it
out in District 24, which covers
California and Hawaii. George
Nicolaw is vice president/GM
of KNXx(AM) Los Angeles, a
CBS-owned station, while
Christopher Leonard is vice
president/GM and part-owner
of three New West Broadcast-
ing Corp. radio stations in Hilo,
Hawaii. Nicolaw has been pres-
ident of the Hollywood Radio-
Television Society and the Cal-
ifornia Association of Broad-
casters. He worked to pass a
national law two years ago that
allows radio stations to run ads
for car leasing.

Leonard, who has served on
the board of the Hawaii Associ-

ation of Broadcasters, was born
and raised in Hawaii and “has
always been in radio.” He is
concerned about liquor advertis-
ing, free airtime for politicians
and radio pirates, especially
because pirate radio stations
have popped up in Hawaii since
Radio Free Berkeley has been
allowed to keep broadcasting in
Northern California while the
judge there delays her ruling.

Radio broadcasters in New
York and Massachusetts (Dis-
trict 2) must choose between
David Gingold, president of
Barnstable Broadcasting in
Newton, Mass., and William
O’Shaughnessy, president of
WRTN(FM)-WVOX(AM) New
Rochelle, N.Y. O’Shaughnessy,
who is running for re-election to
the seat, is well-known for keep-
ing First Amendment issues in
front of the NAB board. He has
served on the board twice
before.

The television

field is crowded

On the television board, 17 con-
tenders are vying for six seats.
Campaigning is modest—nom-
inees usually send only one let-
ter to NAB members and make
some selective phone calls to
friends and supporters—so the
four incumbents’ name recog-
nition likely will give them an
advantage.

Television board incumbents
are Tony Cassara, president of
Paramount Stations Group in
Los Angeles; Andy Fisher,
executive vice president of
television affiliates for Cox
Broadcasting in Atlanta;
Patrick Scott, president of
Fisher Broadcasting in Seattle,
and James Yager, president of
Benedek Broadcasting Corp.
in Rockford, IlI.

The television board races
are run differently than those
for the radio board: TV board
contenders campaign nationally
to all NAB’s nearly 1,000 tele-
vision members, while radio
board contenders fight it out in
their individual districts.

The transition to digital is
television broadcasters’ num-
ber-one concern. And Russell
Withers worries that small-mar-
ket broadcasters might get lost
in the shuffle as the industry
converts to a new era.

For that reason several small-
market broadcasters other than
Withers are trying to win seats
on the television board, includ-
ing Jeremy Lansman, president
and co-owner of KYES(TV)
Anchorage, and Jackie Rut-
ledge, vice president/GM of
KTXS-TV Abilene, Tex. |
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Osmonds, ‘Squares’ top syndie picks

‘Roseanne’ is third in annual station poll of most likely to succeed

By Steve McClellan

n a close contest, station executives in BROAD-
CASTING & CABLE’s annual survey gave Donny &
Marie from Columbia TriStar Television the best
chance of success among the new crop of syndi-
cated program offerings. Sixteen of the 100 station
general managers surveyed cited Donny & Marie as
the new show with the best prospects for success.
Three of the top four programs mentioned for their
prospects were talk shows designed for daytime. Finish-
ing a close second to Donny & Marie was the new ver-
sion of Hollywood Squares, a Sony/King World venture
that was the top choice of 15% of the respondents, while
13% cited the new Roseanne talk show from KWP. Fin-
ishing fourth was Paramount’s Howie Mandel with 10%.
Those citations coincide with what the station exec-

utives said were their biggest needs in terms of genre
and daypart. Almost 40% said daytime was their sta-
tion’s biggest programming need by daypart; 21%
cited talk as the biggest need by genre.

Meanwhile, among new first-run or off-network
shows in syndication this season, Frasier was cited
as best by 23% of respondents. Martha Stewart (the
strip), cited last year as the new show with the best
prospects, was the top first-run show, with 11% of
the vote.

On the prime time network TV front, ABC’s Dhar-
ma & Greg was cited as the best new show by 23% of
the survey’s respondents. Placing second was Fox’s
Ally McBeal, with 15%, while CBS’s Brooklyn South
was third, with 9%.

Station executives appear confident that the robust

Continues on page 30

Sony/King World’s new ‘Hollywood Squares’ came
in a close second.

TAKING TV’S PULSE

BRrRoADCASTING & CaBLE polled 100 station
general managers. The following
is their take on today’s
programming marketplace.

PROGRAMMING

Cf all the new first-run syndicated
programming you have heard about for
1998, which do you feel has the best
chance of success?

DONNY & MARIE
HOLLYWOOD SQUARES
ROSEANNE

HOWIE MANDEL

What is your station’s biggest program-
ming need right now (by daypart)?

DAYTIME
EARLY FRINGE
ACCESS

LATE FRINGE
PRIME TIME
PRIME NIGHT ] 1%

WEEKEND | 1%

What is your station’s biggest program-
ming need right now (by genre)?

TALK
SITCOMS

REALITY/MAGAZINE
GAME SHOWS
CHILDREN'S [} 3%
MoOVIES [ 2%
ACTION HOURS [ 2%
WOMEN'S SHOWS | 2%

Generally speaking, are
you satisfied or dis-
satisfied with the
ratings perfor-
mance so far of the
new syndicated
shows you bought
for the 1997-98
season?

n/a

Satisfied 379%

41%

22%
Dissatisfied

Generally speaking,
are you satisfied or
dissatisfied with the
new first-run syndi-
cated programs for
the 1998-99 season?

For 38% dissatisfied:
Why are you dissatisfied?

LAGK OF T

CREATIVTY

LACK OF DIVERSITY

SCARCITY/LACK OF d
PERFORMANCE B 7.9%

RATINGS [l 5.3%

THE BUSINESS OF TALK

Talk shows have been criticized for
sleazy, tasteless subject matter. Have
you seen noticeable improvement?
YES 53%

NO 44%

Satisfied
43%

n/a
19% Dissatisfied

38%

About the same

In light of the content
45%

concerns, have talk
shows been more
difficult, easier or
about the same

to sell to advertisers?

Easier
20%

.............................‘........................l......................................

THE COST OF PROGRAMMING

How much have the license fees for the
following categories of syndicated
programming changed compared with a
year ago?

Increased 45%
(by 15%
on average)

Programming
overall

Decreased
8% (by 15%
on average)

Remained
the same
36%

n/a
11%

Increased

First-run
programming

~ Decreased 5%

the same (by 16% on average)

35%
Increased

Off-network
programming

the same

38%
Decreased 3% 4

(by 18% on average)

About .
the s‘a’“me Children’s
52% programming

Increased 6%
= (by 8% on average)

~ Decreased 5%
(by 26% on average)

Compared with a year
ago, has your station’s
program acquisi-
tion budget gone

Increased
55%

up, gone
down or Decreased About
stayed about the same
the same? e 30%
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ONLY THE BEST ORDER NOW HOWgPoRE o 11y S2ne
Based on overall quality and discounting Do you run infomercials of at least a half- YES 70%
ratings, which network has the best hour length on your station? : -
overall prime time schedule this year? YES 92% N0 28%
Il no 8% LOOKING TO DIGITAL

S m

Yes respondents only: How much of your
total revenue do they account for?

When do you expect your station to be
ready to broadcast a second digital TV

5% OR LESS [[EFA . service?  onp yaLF oF 1998 [l 7%
Fox 6% T0 10% 1ST HALF OF 1999 [l 4%
| OVER 15% [ 3.3% 2ND HALF OF 1999
NBC All respondents: Are you projecting (Mean amount each 2000 [Jij 5%
} more, less or about the same revenue station will invest in 2001 il 6%
LPN l 2% from infomercials in 19987 digital TV over next three 2
. HIH 0,
ﬂly |1ly MORE years: $2.57 million) 2002
' 0
ABOINSNE SANE RLo Which holds more promise for digital TV:
Taking into consideration overall LESS 28.3% high-definition television or multiple

program quality, what is the best new channels of standard-definition

prime time network show? THE HARD SELL television?
| BB = Have you carried or are you consider- HDTV
ing carrying hard liquor advertising? MULTIPLE CHANNELS

EX 1%

Do you feel local cable systems should

¥ - NO CEV ¢ be required to carry your digital
o Should stations have the right to carry services?
hard liquor ads? YES 91%

70%

Bl no6%

NATPE

Will you be attending NATPE this year?

YES 64%

; L 4 : £
Dharma & Greg, 23%  Ally McBeal, 15%  Brooklyn South, 9%

What was the best new syndicated show
of the past season?

NO 26%

THE NETLETS REVISITED

WB and UPN have now been on since
1995. Do you believe that both of them
will survive and expand in a manner

NO 36%

Does the NATPE convention still serve
a useful business purpose?

=
3,
o
=
-
o
-
o
x
=~

YES 45%
NO 48%

Do you believe that at least one of them
will survive and expand in a manner

YES 73%

[

..!I'....99.9......9.9..QQ..............‘......I..l................'..........l................................‘........‘........‘Q...l.....‘ll.........

Frasier, 21% Rosie 0’Donnell, 13% Martha Stewart, 11%

NO 24%

When you attend the NATPE convention:
9
SESHATE OB 1= SLORAMY giiianio Fax —How useful do you find the panel
WECS - YES 80% sessions and speeches addressing
9 industry issues?
characterize the Robust KO 17% Mt "7:':; "o/
current broadcast 66% If you believe only one will survive, which 1%}
economy in your one is more likely to survive? SOMEWHAT
market? UPIN 32.5% NOT VERY
Depressed 2% Stagnant MI:} 60.0% —How many programs do you usually
n/a 2% s buy?
Bud Paxson plans to launch his new o
network, Pax Net, next August. Do you i .
Mo <ilbes die believe it will succeed? ONE OR TWO

THREE OR FOUR [l 5%
FIVE OR MORE [l 72

57% broadcast econ- YES 30%

omy in your market

;
in 1997 compare
with 1996? IS TWO A CROWD? The telephone survey of 100 TV general managers
A , was conducted in December by Cahners Research.
n/a 1% Do you favor permitting one company

ABC

to own two VHF stations in the same

marko? spre O I
What is your forecast Better BY Fox
for the broadcast e NO 55% AFFILIATION NBC

economy in your

ket for 19982 What about owning a UHF and VHF in
market for ?

the same market?

UPN

wa [} 2%

YES 72%
About the Independent 9%
same 10% NO 27%
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future

promises

more ways to
deliver news

faster.

Frankly, we got
tired of waiting.
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it used to be about survival of the fittest. Now it's survival of the fastest. When news
happens, you need it now. Count on CNN Newsource to keep you up-to-the-

minute. Our feeds supply your newsroom with superior coverage around the clock.
And when a big story breaks, we deliver video to you the instant we get it. Because MUR< ]
these days, you don't measulre speed with a wateh. You measure it with a radar gun. Serious about news?
i
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work from Paxson Communi-
cations planning to launch next
fall, 30% said it would succeed
and 57% said it would not. =

broadcast economy will con-
tinue, at least through the next
year. Sixty-six percent of those
surveyed described the broad-
cast economy in their market
as “robust” in 1997, and 90%
said the forecast for 1998 is
even better. Fifty-seven percent
said 1997 was a better year
than 1996.

The WB was cited for the
second consecutive year as the
new network with the best
prospects. Of those who
believe that either The WB or
UPN will survive, but not both,
60% said it would be WB,
while 32% cited UPN. A year
ago, 52% cited The WB and
48% said UPN.

Asked about the prospects
for Pax Net, the proposed net-

Wiarner Bresks Out of the Ce
Evorything You Need 1o Keow
Aboat RATPE

> _

Past winners

Over the last three years,
Broapcasting & CasLE has entered
the NATPE conference with three
very different syndicated
shows/survey winners on its cover. #

In 1995, it was All American’s

Baywatch-spin-off, Baywatch g?,,,n Eu bv,m o
Nights. In 1996, Telepictures’ 170 Ve 0,10 Spéed
The Rosie 0’Donnell Show was 1" s

the show syndicators were

talking about and last year

Martha Stewart took her home and

garden into the daily TV show fray.

Prek o!fhfllﬂ Sl [WA/”’ ’

W7 0 ~%

Kingworld’s ‘Roseanne’ (left) came
in third with 13% while Para-
mount’s ‘Howie Mandel’ got 10%.

Talk’s newest team

They’re leavin’ it all up to stations as singing Osmond siblings
reunite for syndication; Donny says ‘chemistry’ is key

By Steve McClellan

lation executives in this

year’s exclusive BROAD-

CASTING & CABLE sur-

vey cited Columbia
TriStar Television Distribution’s
Donny & Marie as most likely
to succeed among the batch of
new syndication programs for
the 1998-99 season. But accord-
ing to CTTD President Barry
Thurston, the show was “no
slam dunk” to clear on the 175
stations (covering 92% of coun-
try) that have picked it up for
fall.

When the company initially
approached stations about
pitching Donny & Marie, the
common response was laugh-
ter, Thurston says. “They
would say, ‘OK, fine. Out of
respect for who you are, we’ll
lake the pitch. But we don’t
have any real interest, and we
don’t have a need for Donny
and Marie.’

“When you mentioned
Donny and Marie, people
didn’t think of them in this
light,” as hosts of a daily enter-
tainment program, says
Thurston. “They thought of
them in terms of what they
were famous for doing [a
prime time show on ABC],
which was a while ago. They
were very young at the time,
and it wasn’t daily television.”

Thurston says that a 10-
minute tape shown to stations
demonstrated the “depth and
breadth” of the Osmonds’ talent
as entertainers, but also as

‘Donny & Marie’ is the best prospect of new syndicated shows.

“interesiing personalities” 1o
whom audiences could relate. In
addition to celebrity interviews,
the demo tape shows Donny and
Marie singing and dancing and
interacting in a spontaneous
way with the audience.

While the show itself is very
much a work in progress, sta-
tions have clearly bought into
the concept and the potential.
In addition to cash and barter
and a two-year initial license
term, the company is asking for
and getting key time periods,

particularly 3 p.m. and 4 p.m.
CTTD also is asking stations
for a significant promotional
commitment.

Thurston describes the show
as an “entertainment and vari-
ety show” mixed with celebrity
interviews. “We look at Donny
& Marie as a show that can be
a companicn piece to [co-
owned] Ricki Luke or Rosie
O’'Donnell or Oprah, and
which is also able to compete
against Rosie or Oprah. Our
clearances reflect that. It will

be airing in 3 p.m. and 4 p.m.
time periods in a lot of these
markets.”

Ask someone to describe
Donny and Marie Osmond and
adjectives such as squeaky clean
and wholesome are likely to be
used. Thurston says those char-
acteristics weren’t played up in
the sales process. “Stations are
always interested in ratings,
interesting personalities and
whatever is salable to the adver-
tisers.” he says. “For us, these
are (wo seasoned performers the
public is fascinated with. We
were intrigued by them as per-
sonalities. and they had already
had a career and established a
reputation that is very positive in
the marketplace and aimed
directly at the audience we’re
trying to reach—the [8-to-34-
and [8-to-49-year-olds. Those
people grew up with Donny and
Marie.”

Both Osmonds have been in
show business since they were
tots. Marie was three and
Donny five when they sang
with their brothers on The Andy
Williams Show. In January
1976 the pair debuted in ABC’s
Donny and Marie musical vari-
ety show (Fridays, 8-9 p.m.).
Marie was 16 and Donny 18 at
the launch of the show, which
had its last telecast in May
1979.

In recent years both Donny
and Marie have scored major
parts in legitimate theater.
Marie played Maria in a
natior:al tour of “The Sound of
Music,” while Donny starred in
Andrew Lloyd Webber’s
“Joseph and the Amazing
Technicolor Dreamcoat.”

Reached last week at his

home in Salt Lake City, Donny
Osmond said he and sister
Marie have been approached
with many offers to do televi-
sion since the end of their ABC
show almost 19 years ago.
“|The offers] didn’t really
appeal to us, because we had
decided to pursue our own [and
separate] careers,” he recalls.
Now, he says, “the timing is
right. During our last show,
adults loved us, and the younger
kids loved us. Now those kids
are grown and have kids of their
own. The interest is there.”

Osmond said he and Marie
did four shows in Los Angeles
that were cut down to a 10-
minute presentation tape for
stations. ““We were both really
nervous, not having worked
together in 18 years.” he says.
But after the butterflies settled
down, he says, “we had the
time of our lives.”

Osmond says the show will
be more entertainment than
talk. Its success, he believes,
will hinge on “the evolving
relationship” between the two
hosts. “The chemistry between
Donny and Marie is what peo-
ple want.”

Thurston says that once
CTTD was convinced the pair
had the potential for syndicat-
ed talk, it then had to “prove to
ourselves and to the stations
that these two people are capa-
ble of doing a TV show every
day. That’s the bottom line.”
The tape, he says, helped to
make that case.

Now that the station sales
effort has largely been accom-
plished, the hard work begins:
putting on a show that grabs
lots of viewers. o
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presence in the genre. “When

ent approach to the traditional
game show format when Holly-

Pearson bought All American,
we brought together quite a
few talented human beings,”
Scotti says. “We’re working
hand in hand on domestic strat-
egy. It’s a colossal company
| with a large presence in the

game show business.”
’ wood Squares hits the airwaves
e . . : : 5 next season. Friendly points out
Finding right mix of time slots, demographics is key kgt it wﬁlpfompete
. with WheellJeopardy! in access
By Eric Olson, - in many markets, Hollywood
B&C correspondent ‘ ' Squares and WheellJeopardy!

, are different shows targeting
he new generation of . different audiences. Hollywood
game shows is actually s 8 e f Squares, a game show/celebrity
the old generation—just o | | 1 } show hybrid, is the only new
new and improved. With ¢ % - ! 1 entry in access spots next fall.

such familiar titles as Match e ' - b “It’s sort of a live sitcom, and
Game, Family Feud and Pyra- . : { i, e the game show is incidental,”
mid on the drawing board and A B L e ‘ ] Friendly says of Hollywood
Love Connection a firm go, syn- . ] | flog Squares. “Most, if not all, other
dicators hope to revive the genre. ; i \ i i new game shows are pure

Over the past five years, game ~ ; ~ 7 games. That’s not to put them

shows have battled in prime ; ' g ' down. It’s just that we’re differ-
time access hours, where King = —_— ‘ ent.”
World’s indefatigable Wheel of - NBC enjoyed 14 seasons of
Fortune and Jeopardy! hold success with Hollywood
back all challengers. In daytime, P, Squares in the *70s and ’80s.
where game shows once ruled, z — % , ~ During its second season, the
talk shows dominate. S : TS ' show achieved a 50 share.

“It’s been difficult to break “The classic game tities were
into daytime against one-hour | 1B once new shows too,” Friendly
shows. But it’s nearly impossi- | o] i says of the revival trend. “[Hol-
ble to go after giants in access,” : | % ’ lywood Squares] has enormous
says Bill Carroll, vice president awareness and history with both

and director of programming for ~ Columbia/TriStar has re-
Katz Media Research. “Even an ~ vamped its ‘Dating/Newlywed
economically viable program  Hour’ (above) hoping for bet-
becomes trouble if it doesn’t  [&F rafings.
have the majority of its clear- to have predictability. For a
ances in access. It’s like playing  show to come along and be too
against Michael Jordan. Can hip alienates that audience.”
you score? Absolutely. Can you But ignoring the younger
win consistently? No.” demo may not be wise either,
Dwindling access slots have  says Joe Scotti, executive vice
created further difficulties. president of sales and market-
“When the ABC O&Osrenewed  ing for Pearson All American
WheellJeopardy last year, people ~ Communications.
were surprised—and one syndi- “The difficulty is making
cator was shocked—but the  sureit’s not too hip for daytime
show has been trending upward,  and not too older-skewing for
not down,” says Dick Kurlander,  other slots,” Scotti says. “No
vice president and director of  one has all that in sync. We
programming, Petry TV. “As a  will be very conscious of that
result, there are only a few when we launch any of our
opportunities for access once the  titles. We need game shows to
four O&Os lock up their sched-  be successful.”
ules for these long periods. Columbia TriStar learned
WheellJeopardy’s strength  about balancing demos last sea-
might erode again, but not in the  son with its revival of The New-
next few years.” lywed Game and The Dating
Talk shows, however, are  Gume, which didn’t set any rat-
experiencing declining ratings,  ings records. “We tried to aim
which may create an opportu-  for a younger demo, but we
nity for game shows. Produc- found that audience was not

is available, and we are taking  young and old adults. We’d like
advantage of a valuable title,”  to see this program [attracting] a
Krasnoff says. “We have an  younger audience.”

icon in Bob Eubanks that peo- The hybrid approach of Hol-
ple know.” lywood Squares reflects a transi-

Younger audiences do not tion in the genre, says Katz
relate as well to game shows as  Media’s Carroll. “There is a
alder audiences do, says Andy  yearning from stations for diver-
Friendly, King World execu- sity, which has caused the com-
tive vice president of program-  mitment to Hollywood Squares.
ming and production. “When I ~ Wheel and Jeopardy! are pure
was a kid, I loved game shows.  games. Newlywed and Dating
It was part of the culture. Now  are relationship-based games.
when you announce that you’re ~ Hollywood Squares is a comedy
reviving a game show, it and celebrity show. I've heard
doesn’t have the impact it some people refer to it as the
might have had before.” Love Boat of the 2000s.”

For now, syndicators are Carroll says that a Holly-
developing programs with a  wood Squares failure could
familiar ring, targeting older  “set the genre back five years.”
demos before worrying about  Others, however, believe that
the younger audience. since syndication is cyclical by

“Even though the market is nature, game shows could
difficult, I think we will see a  come back into vogue.
few programs launched next “There is a lot of room out
season,” Kurlander says. “But  there for game shows, especial-
even the big companies are ly with cable,” says Columbia
having a hard time testing the  TriStar’s Krasnoff. “The Game
waters. Any game show com- Show Network gives us the
ing out is going to be a recog-  chance to develop content, fur-
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