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| TV’s biggest moment:
The Simpson verdict
In “one of television’s de-
fining moments,’” a record

150 million people watched
0.J. Simpson found “not |

| guilty.” / 6 |

graming in place. / 12

BROADCASTING

King World crowns Friendly while Scott Towle,
president, domestic television sales, announced his resig-
nation from King World, CNBC executive Andy Friendly
last week was hired to head program production and
development. / 24

C’est DIC France DIC Entertainment has teamed
with France’s Hamster Television to create DIC France.
The new company will produce animated product for the
world market. / 30

SPECIAL REPORT:

Music television: Turn up
the volume While new music
| networks such as MuchMusic and
(¥ the Classic Music Channel seek to
carve out niches, existing services
such as stalwart MTV continue to
4 build their businesses in the U.S.

# and abroad. /42

- | USA, Lifetime top basic
Boosted by original movies, Life-
time enjoyed its highest-rated quar-
ter ever. USA again topped the list
of basic cable networks. / 55

Court TV courts kids Court TV is offering a three-
hour programing block tailored to children, with plans to
turn it into a full-fledged network within five years. / 56

4

The Red Hot Chili Pep-
pers heat up MTV. / 42

Cameras in courtrooms: How
much longer? Even before the O.J.
Simpson verdict, a backlash against cameras
in courts appeared to be occurring across
the country. Polls show the public thinks
TV interferes with the justice system. / 10

November sweeps are nearing The
four major broadcast networks are in vari-
ous stages of completing their November

| sweeps schedules. With three weeks to go,
only NBC has nearly all its specialty pro-

World Series a slow sell With the
World Series close at hand, the Baseball Network reportedly has sold 70% of its commer-
cial inventory. Rates have been discounted to attract buyers, media ad experts say. / 13

Telcom compromise? The cable industry may be willing to cede some ground
! on telecommunications reform. /18

Ted Turner (I} and Gerald Levin (r) pay a
calf on FCC Commissioner James Quello to
discuss their companies’ stock swap. Levin
wanted to assure commissioners that Time
Warner has been socially responsible. /17

TECHNOLOGY

Fox boosts SNG fleet
The recent acquisition of two
satellite newsgathering trucks
allows Fox to support its affil-
iates with national news
feeds. Two more trucks are
due to arrive within the next
month. / 64

Fox’s trucks went right to
work covering the O.J. ver-
o dict and the Pope’s visit. / 64

LA

0.J. overwhelms Net
CNN'’s O.J. Simpson home page
had nearly 1 million visitors after
the “not guilty” verdict. Some
250,000 visitors had to be redi-
rected to CNN's new partner,
Time, and its Pathfinder site. / 71

NBC moves fast with
multimedia NBC Desktop
Video’s new multimedia player software will allow
online users to play video, audio and text with no
downloading time. / 72

Oprah Winfrey went live
oniine last Monday. The
America Online session
attracted more than
2,000 visitors./ 72

Changing Hands ........... 33 Editorials ......cceenuene. 94
Classified ..................... 74 Fates & Fortunes.......... 89
Closed Circuit............... 93 InBriefo.eeereieieenns 92
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All eyes

Verdict in murder trial estimated to have been seen by more than 150 million

By Steve McClellan

are still awesome: Last Tuesday’s

(Oct. 3) televised verdict for O.J.
Simpson, America’s national obses-
sion for the past 17 months, shattered
all previous TV viewing records.

At 1 p.m. NYT, 150 miilion people
stopped what they were doing to watch
as the jury pronounced the football and
film star “not guilty,” according to
ABC. CBS researchers say the number,
which includes tens of millions who
watched away from their homes, may
have been as high as 200 million.

And uncounted millions more were
listening on radio. The verdict halted
regular programing on news, talk and
music stations alike. Major radio news
networks including ABC, CBS and
Westwood One provided live coverage
of the verdict, and interview specials,
news updates and commentary before
and after the announcement.

The case has gripped the country
since June 1994, when Simpson—after
a nationally televised slow-motion
chase across several Los Angeles free-
ways—was arrested for the murder of
his ex-wife and Ron Goldman.

And while some pundits claim that
TV’s intense focus affected the out-
come of the trial, others say the trial
had an even greater effect on TV.

Lasting 10 months, the trial boosted
the ratings of such cable networks as
CNN, Court TV and E!, which carried
much of the trial live. News of the case
became the daily sustenance for syndi-
cated magazines. But the trial was a
two-edged sword for broadcast syndi-
cation, driving many of its daytime
viewers to cable to waich live coverage.

CNN alone devoted 631 hours of
coverage to the proceedings, with an
average 2.2 million viewers tuned in at
any given moment.

“It was one of television’s defining
moments in a way,” says Everette Den-
nis, executive director of the Freedom
Forum Media Studies Center in New
York. “It was and continues to be the

I t wasn’t unexpected but the numbers
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ABC caplured the bigges! plece of TV's bigges! moment, pulling an 11.1 raling23
share from 1 p.m. to 1:30 p.m. ET, according to Nielsen.

TV’s other big draws

national soap opera. And people just
had this common experience over
many months, and the moment of pro-
found significance was the verdict.”
The reading of the verdict was compa-
rable to “finding the one-armed man on
The Fugitive, except this was real, a lot
more exciting and a lot more people were
fascinated by it.” wrote Washington Post
TV critic Tom Shales. “It was certainly
one of the big TV events of all time.”
The Simpson trial had repercussions
far beyond the viewing records of “the
moment.” The verdict and its aftermath
had tabloid shows scrambling to book
jury members (see page 7). There was
speculation that Simpson was consid-

B1 million

ering a pay-per-view telecast, an idea
being downplayed by the two major
PPV distributors (see page 7). A num-
ber of people involved in the trial and
its coverage have parlayed that notori-
ety into a media spotlight of their own
(see page 10). And the future of cam-
eras in the courts has become a hot
topic as a result of the media circus that
surrounded the trial (see page 10).
Around the country, radio talk show
hosts fielded hundreds of calls from lis-
teners who were either outraged or
ecstatic about the verdict. Talk Daily, a
newsletter from Adams Research Inc.
that tracks the most-discussed topics on
national talk radio, reported that nine of
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10 callers to talk shows last week “dis-
agreed with the verdict” and that 85% of
callers said they think Simpson is guilty.
Talk Daily also reported that most talk
show hosts were “convinced of O.1."s
guilt” before the verdict was in.

Estimates of the verdict’s TV ratings
include out-of-home viewing, which
ABC calculates was approximately 50
million and which CBS says was 50
million-100 million. Nielsen Media
Research has not yet measured the out-
of-home audience for the verdict, and a
spokesman says it is unlikely to do
unless an order is placed for that mea-
surement by a paying client. But ABC
has commissioned a number of previous
out-of-home measurement studies and
bases its estimate on expertise gleaned
from those studies.

According to Nielsen, 91% of the
U.S. households with sets on last Tues-
day at 1 p.m. were tuned to a channel
covering the verdict, which came at 1:07
p.m. ET. The level of homes using TV
was 47.2%, 17 percentage points higher
than normal for daytime viewing. ]

|

0.J. PPV faces opposition

O.J. Simpson will face considerable opposition from inside and outside
the cable industry if he tries to move forward on plans for a pay-per-view
event telling his side of the story.

Simpson confidant Robert Kardashian told ABC’s Barbara Walters last
week that the acquitted suspect “probably” would appear in such a PPV
event. But executives at the nation’s two primary distributors of pay-per-
view programing—Viewer’'s Choice and Request Television—are
- opposed to the idea.

“It's hard to foresee circumstances where an O.J. pay-per-view show can
be an appropriate pay-per-view show,” said a spokesperson for Viewer’s
Choice, which delivers programing to roughly 61% of the PPV audience.

Viewer’s Choice made its decision after polling its affiliates last week
{both Viewer's Choice and Request are owned in part by the nation’s top
multiple system cable operators). The offices of Viewer's Choice as well
as those of some of its cable affiliates already have received strong feed-
back from consumers saying that such an event would be inappropriate,
according to the spokesperson. The National Organization for Women
issued a statement that it woulid oppose a Simpson PPV event.

Distributors said they received calls from would-be Simpson PPV pro-
moters last week but that none of them appeared fo he officially repre-
senting Simpson. Executives from Semaphore Entertainmeant Group, one
of the companies rumored to be shopping the idea, did not return calls at

press time.

Verdict propels tabloid ratmgs.

Shows scramble to get jury members

By Cynthia Littleton

he last gasp of the O.J. Simpson
trial amounted to a ratings wind-

fall for syndicated magazine
strips last week as the race for inter-
views with jurors got under way.

Most shows offered nothing but the
Simpson saga and reaction to the ver-
dict on the day the world’s most famous
murder defendant went free. Nielsen’s
metered-market ratings for Paramount
Domestic Television’s Entertainment
Tonight soared 39% over the previous
week’s average. King World's [fnside
Fdition gained 24% over its year-ago
average, while American Journal dou-
bled its average national Nielsen rating
for the season-to-date.

Warner Bros. Television’s Extra,
Paramount’s Hard Copy and Twentieth
Television’s A Current Affair also post-
ed increases over the previous week.

Among the tabloids, the market for
interviews with members of the Simp-
son jury was not as bullish as some had
predicted. Industry observers also
noted that each juror’s asking price was
sure to drop as the days passed and
other jurors spoke up.

Inside Edition
and American
Journal rejected
an offer for inter-
views with several jurors for a report-
ed fee of $100,000 per panelist. “We
have been approached by several
jurors...and in each case we have
refused to discuss the issue of money,”
said Sheila Sitomer, co-executive pro-
ducer of both shows.

A King World spokesperson said
that the company has a policy of not

Million-dollar man

Upon his release last Tuesday,
0.J. Simpson pledged to find the
real killer of his ex-wife and her
friend. If successful, he’ll be able
to collect $1 million from CBS
commentator Andy Rooney. Con-
vinced that O.J. did the deed,
Rooney says he will pay the mil-
lion for information leading to the
conviction of another. The offer
was taped last Thursday for airing
Sunday night on 60 Minutes.

paying for interviews, saying that juror
Gina Rhodes Rossborough did not
profit much from her appearance last
Wednesday on Oprah Winfrey. Repre-
sentatives for A Current Affair said that
show stopped paying for interviews
when it was overhauled in June.

Still, jurors had no shortage of oppor-
tunities to tell their tales. ““You name [the
show], they've called us,” said a source
close to the attorney representing juror
Brenda Moran. The source said ABC
had been the most aggressive of the Big
Three networks. The 44-year-old com-
puter technician had been fielding other
offers for up to $50,000 before she held
a news conference on Wednesday.

With the verdict in, however, the
focus of Simpson coverage already has
begun to shift from the murders to what
lies ahead for the embattled defendant.
“Everyone is wondering whether he
will be able to reintegrate himself back
into Hollywood,” said ET executive
producer Linda Bell Blue. “That’s the
story we will keep on top of.” ]

Broadcasting & Cable October 9 1995
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FOX, IT WORKS IN SYNDICATION.

“ think that most stations consider ‘Hangin’ With Mr. Cooper’
a good utility player for stations involved with younger,
all-family audiences. Certainly the numbers for ‘Step by Step
indicate that the Warner Bros. theory is probably correct.”

)

BILL CARROLL

VP, Director of Programming
Katz Television

“These numbers certainly make ‘Hangin’ With Mr. Cooper’

¢ »
a show that you should pay attention to. VST

VP, Director of Programming
Blair Television

A Sisterlee Production

in association with ; " S id - .
Wanner Bros, Television T i
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The Juice powers some players

Half dozen have secured own talk shows as result of participation in trial or coverage

By Rich Brown

he O.]. Simpson trial may be |
over, but several players involved

in the yearlong drama appear
likely to remain in the media spotlight.

Just as news coverage of the Gulf War |

boosted the careers of highly visible cor-
respondents such as CNN's Wolf
Blitzer, the Simpson trial has created
some stars of its own. At least a half-
dozen players involved in the trial have
parlayed their proverbial |5 minutes of
fame into full-time talk shows.

Brian “Kato” Kaelin, the B-movie
actor/hanger-on-turned-witness, just
celebrated his second month as an
afternoon personality on KLSX-FM Los
Angeles. Quarterly Arbitron ratings for
the station do not come out until tomor-
row (Oct. 10), but a station spokesman
says Kaelin's popularity can already be
measured by the thousands of listeners
who attempt to call Kaelin during his
weekday 2-4 p.m. shift.

Gerry Spence, the outspoken criminal
defense lawyer who frequently appeared
on talk shows throughout the trial, has

Ger-ry Spence

Brian ‘Kato’ Kaelin

just celebrated his third month as host of
his own Friday night talk show on
CNBC. Presented live each week from
his hometown of Jackson Hole, Wyo.,
Spence and guest legal experts each
week tackle a variety of legal issues with
the help of viewer calls,

At CNBC sister channel America’s
Talking, former NBC News Channel
West Coast correspondent John Gibson
has been named co-host of the net-
work’s nightly news analysis show, A-T
in Deprh. Gibson gained national expo-
sure for his coverage of the Simpson

trial for NBC affiliates as well as his
contributions to Rivera Live on CNBC.

CNN legal commentators Roger
Cossack and Greta Van Susteren have

| gone from guesting on various Simp-
1 son-related talk shows to hosting a

show of their own; Burden of Proof
airs weekdays at 12:30 p.m. ET on the

| news network.

E!’s gavel-to-gavel coverage of the
Simpson trial also appears to have paid
off for anchor Kathleen Sullivan, the
ex-CBS anchor who reportedly is
negotiating with E! for additional
exposure on the cable network.

By week’s end, doubt had been cast
on Marcia Clark’s future as a civil ser-
vant as word got out that she has signed
with the William Morris Agency. An

' agency spokesman said Clark, who has

been bombarded with book, movie and
TV offers, will be handled by a team of
agents led by Norman Brokaw, the
company’s William chairman/CEO.
One agent at a rival talent agency
speculated Clark could easily land a
job as a network news commentator or
legal analyst. |

Cameras in courts take a hit

Television coverage may be hurt as a result of Simpson case

By Christopher Stern

Simpson trial had been handed
down last week, a backlash
against cameras in the courts appeared
to be taking place across the country.
California Governor Pete Wilson
called for limits on televised access to
federal courts, and several national
opinion polls, despite the unprecedented
popularity of the Simpson trial, indicat-
ed that the public thought that television
was interfering with the justice system.
“The public hates itself for its fasci-
nation with O.J. Simpson,” says David
Bartlett, president of the Radio-Televi-
sion News Directors Association. He
cites a short list of cases, including the
Polly Klaas and Susan Smith trials,
where cameras have been refused
access. (Klaas was a young girl who was
abducted from her home and murdered;

Even before the verdict in the Q.J.

| Smith confessed to drowning her two

sons in a South Carolina lake.)

CNN legal commentator Greta Van
Susteren says the Simpson case is not
representative and should not be used to
ban cameras in every courtroom in the
country: “I would hope that people will
not make a knee-jerk decision based on
their reaction to this case.”

Court TV founder Steve Brill cites
anecdotal evidence that the Simpson
trial has actually encouraged more
judges to open their courts to cameras.
Brill says that his network has received
several calls from judges who are con-
cerned that the only picture of the Amer-
ican justice system will come from
Judge Lance Ito’s courtroom. The quick
and decisive verdict will also focus
attention on a flawed system rather than
the television coverage, says Brill.

Brill notes that Court TV received
permission to televise 47 of the 50 trials

it sought to cover during the past year.
“That’s a higher rate than at any other
time.” Court TV has covered more than
380 trials in the past four years. It has
24 million subscribers nationwide.

Judge Richard Sheward, who allowed
cameras into his Columbus, Chio, court-
room, says that the Simpson trial has
dealt a severe blow to the movement for
more televised access to trials: “The
[Simpson] trial will have a very, very,
very negative impact for years to come.”

Like others interviewed last week,
Sheward lays at least part of the blame
for the circus atmosphere on Judge Ito.
“I would have pulled the plug [on cam-
eras] on day one,” says Sheward, who
says his experience with a Court TV
crew was positive.

Federal Judge Stanley Sporkin pre-
dicts that cameras in the courtroom are
here to stay, despite potential fallout
from the Simpson trial: “My view is
that you can’t stop progress, you can't
thwart technology.” Sporkin has never
had cameras in his court, but he endors-
es televised trials for their “tremendous
educational experience.” |

10
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The missiles
of November

Networks arm for sweeps with
movies, minis and specials

By Steve Coe

ith the start of the November sweeps three weeks
Waway, the TV networks are readying for battle. The

four major players have completed their November
schedules to varying degrees, with NBC having almost all of
its specialty programing in place. (The November sweeps
begin Thursday, Nov. 2, and end Wednesday, Nov. 29.) Below
are November programing highlights for each network.

The biggest project in the
ABC November lineup is the
six-hour special The Beatles:

Anthelogy, which airs Sun-

day, Nov. 19, at 9-11 p.m_;

Wednesday, Nov. 22, at 9-11, and

| Thursday, Nov. 23, at 8-10. Among

the theatricals set to air on Sunday

.| nights are “Indecent Proposal” and

‘4| “Groundhog Day.” Movies sched-
uled to air on Saturday nights are

Brothers of the Frontier, Annie 11
and The Barefoot Executive, Among the ABC specials that
will air in November are two ice-skating programs: Skates of
Gold and Disney's Champions on Ice. Barbara Walters will
return with another interview special, featuring actress Sandra

Bullock, Roseanne and a yet-to-be-determined third guest.

CBS’s sweeps programing is
built around two miniseries at
the beginning and the middle
of the month, Sidney Shel-
don’s Nothing Lasts Forever
airs Sunday, Nov. 5, and Tuesday, Nov.
| 7,at 9-11 p.m. The project stars Vanes-
sa Williams, NYPD Blue’s Gail

The network returns to a proven per-
former with Larry McMurtry’s Streets of
Laredo, based on the novel of the same
name. The five-hour miniseries airs Sun-
day, Nov. 12, at 8-11 and Tuesday, Nov.
14, at 9-11. It stars James Garner, Sissy Spacek, Ned Beatty,
Sam Shepard and Sonia Braga. Among the specials set to air are
The Soul Train 25th Anniversary Hall of Fame (Wednesday,
Nov. 22, 9-11) with host Arsenio Hall. Reba: Starting Over,
featuring Reba McEntire, airs on Friday, Nov. 24 at 10-11.

CBS has scheduled the theatrical “Free Willy” for Friday,
Nov. 24, from 8-10. Other unscheduled theatricals are “Dave,”
“The Man Without a Face” and “Sleepless in Seattle,” The
movie nights are Sunday, Nov. 19; Tuesday, Nov. 21; Sunday,
Nov. 26, and Tuesday, Nov, 28,

Streets of Laredo

NBC will feature
one four-hour
miniseries, Dead by

I Eﬂ
Sunset, on Sunday

NB and Monday, Nov.

19-20, at 9-11. The project stars
i Ken Olin, Lindsay Frost and
Annette O’Toole and is based on
Ann Rule’s book of the same
name.

The network also has a slate of
theatricals, including “Made in
America” (Sunday, Nov. 5, 9-11)
and “Honeymoon in Vegas,”
which makes its broadcast debut on Monday, Nov. 13, at 9-
11. “Home Alone,” which originally was broadcast during
the 1993 November sweeps, will be rebroadcast on Thanks-
giving (Nov. 23) at 8-10. “The Mighty Ducks,” starring
Emilio Estevez, airs on Friday, Nov. 24, at 8-10; “Dennis
the Menace” airs Saturday, Nov. 25, at 8-10, and “Jurassic
Park” will be broadcast on Sunday, Nov. 26, at 9-11. The
network originally aired the movie May 7.

Among the specials scheduled are Extremely Weird (Sun-
day, Nov. 5, at 7-8). It is hosted by Jay Thomas and looks at
odd, humorous and unexplainable events. The World's
Greatest Magic airs Wednesday, Nov. 22, at 8-10, and is
hosted by Alan Thicke, who presents a gathering of world-
class magicians.

That night is an all-special evening as the network airs
All New All-Star TV Censored Bloopers at 10-11 with host
Dick Clark. On Thursday, Nov. 23, at 10-11, Frasier star
Kelsey Grammer hosts a tribute to comedian Jack Benny
that was produced with the cooperation of the late comedi-
an’s estate. TV's Funniest Families: The Neighbors, on
Saturday, Nov. 25, at 10-11, focuses on the friends and
neighbors featured in situation comedies from the 1950s to
the present. National Geographic presents Cyclone! at 8-9
on Wednesday, Nov. 29.

night with the sci-fi

Lf-m
The X-Files, is turn-

ing to the genre for a four-hour
| miniseries in November. The
Invaders, based on the classic series
that aired in the 1960s, will air on
Sunday, Nov. 12, and Tuesday,
Nov. 14, at 8-10. The project stars
Scott Bakula, Elizabeth Pena,
Richard Thomas and Richard Belz-
er. Fox has scheduled the miniseries head-to-head with
CBS’s Streets of Laredo. The network has made a number
of moves this fall to blunt CBS, including stunting at the
beginning of the season on Wednesday nights against
CBS’s Central Park West.

Other Fox sweeps programing inciudes the broadcast pre-
miere of “Bram Stoker’s Dracula” Tuesday, Nov. 7, at 8-10.
The network’s first movie from its deal with Hallmark airs
Tuesday, Nov. 21, at 8-10, with Hallmark Entertainment
Presents Blue River. The movie stars Sam Elliot, Susan Dey
and Jerry O’Connell. Scheduled for Tuesday, Nov. 28, 8-10,
is the made-for The Price of Love, starring Peter Facinelli,
Laurel Hollomon and Jay Ferguson. ]

She Fought Alone

Fox, which built a
franchise on Friday

The Invaders

12
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| Wbrld Serieé a slow sell fbr T_BN _

Buyers say about 30% of inventory still open; prices may drop

By Jim McConville

he Baseball Network reportedly
still hasn’t sold all its commercial

spots for Major League Base-
ball’s upcoming World Series, now
Just three weeks away.

Media ad buyers say TBN has
approximately 30% of its inventory
still unsold and has reduced its rate
card to entice last-minute buyers.

Sports Business Daily, a weekly
sports newsletter, last week reported
that TBN had sold 70% of its World
Series commercial inventory. Mean-
while, ad time for MLB’s playoff
games reportedly is sold out, and its
League Championship round nearly all
accounted for. TBN officials declined
to comment.

*“Based upon word of mouth, they’re
still selling [World Series] inventory,”
says Steve Grubbs, a media buyer for
BBDO.

Adds Bill Sherman, vice president at
McCann-Erickson: “They have not
sold a great deal of inventory; the
World Series isn’t sold out.”

Barry Gould, president of Gould

Media, a sports market research
firm, thinks TBN has sold out
the World Series, but that
“the advertisers arenot o, *
paying what TBN was

hoping it would get. TBN
has discounted some.”

TBN, a joint venture start-
ed in 1993 between MLB and
ABC and NBC to market MLB games,
will be dissolved after this season ends
with the World Series. Fox, CBS and
ABC reportedly are interested in sign-
ing a TV deal with MLB for 1996.

Some media ad experts say TBN has
discounted its original rates of
$300,000 per 30-second spot to attract
buyers.

“I’ve read that TBN’s rate card is off
pretty good,” says Brian Byrnes, sports
ad buyer for Paragon Alliance. “They
are reportedly 25% off the rate card
and 70% sold.”

However, Sherman says TBN told
him that it planned to stick by its rate
card: “For what reason, I don’t know,
because they will be a nonentity after
this season.”

Ad buyers say potential World Series

Look who (else) is talking

Three syndication projects are in development

By Steve Coe

t least three syndica-
Ators are developing

talkers for possible
fall 1996 debut.

ACI, which distributes
the action hour High Tide,
is working on a project
tentatively titled The Sam
& Dorothy Show, to be
hosted by KTLA(TV) Los
Angeles entertainment
reporter Sam Rubin and
former co-host of CBS’s
How'd They Do That? Dorothy Lucey.

According to sources, Four Point
Entertainment, which is producing the
hour show, shot a pilot last Thursday
(Oct. 5). The project, which will be
based in Hollywood, will feature a

Co-host to-be Sam Rubin Inc.

heavy dose of entertain-
ment industry activities
and guests and is described
as similar to Regis &
Kathie Lee, with a lot of
banter between the two
hosts. Most recently,
Rubin and Lucey attended
the opening of Planet Hol-
lywood in Beverly Hills
and taped a segment for
the pilot there.
New York’s MG/Perin
is readying Deci-
sions, Decisions 1o take to
NATPE. The hybrid talk show is host-
ed by writer Marki Costello (niece of
the tate comedian Lou Costello). The
half-hour strip will feature at least two
topics per show; audience members
will vote on how to resolve the conflict

advertisers

likely are con-

cerned about
" what happens
to their make-
good guarantees
if TBN underde-
livers its
promised audience. “Where do
you put your make-goods if you’re not
going to exist after Oct. 277" asks
Byrnes.

Gould says some advertisers that
previously have been World Series
regulars this year have passed, includ-
ing one major sportswear company.
“Nike was one of the advertisers that
said [it was] not interested in running
ads on baseball.”

Bill Sheehan, vice president, Zenith
Media, says it’s not unusual for com-
mercial time to be available at this late
date, Whether TBN can sell the
remaining inventory, he says, will
depend on the ad markets of the two
teams that make it to the World Series.
“If the [New York] Yankees and [Los
Angeles] Dodgers make it, then it will
be a different story.” (]

facing the guests in each segment. The
guests will abide by the decision of the
audience members.

A pilot was shot last Friday, and
MG/Perin is expected to begin mar-
keting the project next month. The
company hopes that the show will be
able to play in a number of time peri-
ods, including early fringe and late
night.

Author and therapist John Bradshaw
is fronting a talk show titled The John
Bradshaw Show for MGM Domestic
Television Distribution. Not as far
along in the process as the two other
projects, a pilot will be shot this week.
Bradshaw wrote the best-selling self-
help book “The Inner Child.” Accord-
ing to sources, MGM is hoping to have
the project ready for a fall 1996 pre-
miere. L]
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Telcos want DBS waive

By Mark Berniker

t least five of the seven regional
ABelI operating companies are
eying the DBS business.

Ameritech, Bell Atlantic, BellSouth,
Nynex and SBC Communications last
week asked the Justice Department to
support a waiver that would allow them
to deliver pay programing to sub-
scribers via high-power satellite.

Whether the telcos get the waiver is
up to U.S. District Court Judge Harold
Greene, who oversees the antitrust con-
sent decree that regulates the RBOCs’
businesses,

“At some point, DBS may be valu-
able to us and we want to have the
option to get into the DBS business,”
says Eric Rabe, executive director of
corporate relations for Bell Atlantic.
But, he adds, the telco has *“no immedi-
ate plans™ for DBS.

The other telcos echoed Bell
Atlantic, saying they were just trying to
keep their options open.

The telcos could get into DBS by
buying the channels of existing
licensees or by bidding for channels in
an auction, FCC commissioners last
week were considering an auction plan
(see story below). DBS licensee
EchoStar is looking for partners. Telcos
could offer direct-to-home service via
medium-power satellites as the cable-
backed Primestar Partners now does.

DBS may provide a faster and less
expensive way of getting into TV than
building wired, broadband networks,
“We’re considering all technologies,
including DBS,” says BellSouth
spokesman Kevin Doyle.

As part of their video strategies, Bell
Atlantic, Nynex and PacTel have
invested heavily in wireless cable
(MMDS) systems.

The telcos say they are continuing to
pursue earthbound wired video net-
works. “We’re stiil building our hybrid
fiber/coax network, but we continue to
look at our options,” says Dave Onak,
spokesman for Ameritech. ]

Primestar primed for DBS win

By Chris McConnell

rimestar Partners last week was
P looking to emerge from its long-
standing DBS dispute at the FCC

with a positive verdict.
Commissioners last week began vot-
ing on a proposal to grant Primestar the
27 DBS channels it needs to provide a
high-power service. Several FCC
sources expected the plan to win ap-
proval from commissioners James
Quello, Andrew Barrett and FCC

Chairman Reed Hundt.
Commissioners Susan Ness and
Rachelle Chong, who had favored auc-
tioning the disputed channels, voted
against the Primestar-backed proposal.
The new proposal, which was formal-
ly presented to commissioners for a vote
last week, calls for Primestar to gain
access to the channels in exchange for
returning channels that Primestar part-
ner Tempo DBS holds at other orbital
locations. Primestar later will make a
payment to the government for the 27
channels based on revenue the FCC col-
lects from auctioning 11 channels at the

119 degrees west orbital slot.

TCI subsidiary Tempo earlier had
struck a $45 million deal with DBS
licensee Advanced Communications
to acquire the disputed channels and
then lease them to Primestar. But the
deal was scuttled by an FCC Interna-
tional Bureau decision in April to
reclaim the channels from Advanced
for failing to meet due diligence
requirements.

Under the FCC plan, Advanced still
will be allowed to turn the channels
over to Tempo, but will be permitted to
recover only about $7 million in costs.

Opponents of the plan last week were
hoping to convince commissioners that
it would yield less money than an out-
right auction of the channels. “No one
has expressed any interest in bidding on
the 11 channels currently assigned to
TCI's subsidiary,” MCI Senior Vice
President Laurence Harris said in a let-
ter to Hundt.

MCI has said it is willing to bid for
the 27 channels at 110 degrees, but that
it will not bid for the 11 channels at 119
degrees. “A competitive auction for

16

Oprah re-ups

King World Productions
breathed a sigh of relief late last
week as Oprah Winfrey
announced that she is renewing
her top-rated talk show through
the 1997-98 season.

King World had faced the
prospect of
" losing an
. | estimated
40% of its
| annual rev-
enue if Win-
frey had
opted to end
her show this
season after
a 10-year
run. Winfrey's contract gives her
the option of renewing the show
on a yearly basis through 2000.

Under the terms of the renew-
al agreement, Winfrey will have
options for 2 million shares in
King World by the end of the '97-
'98 season,

Uncertainty about Winfrey's
future plans has taken its toll on
King World’s stock price in
recent weeks, particularly after
she asked for an extension of the
original Sept. 15 renewal dead-
line. On fears of Oprah’s depar-
ture, the stock price, which start-
ed the day at 36 7/8 had dropped
as low as 32 3/4, but rallied to
close at 36, down 7/8. —CL

DBS spectrum will insure a fair market
price for the property,” added National
Taxpayers Union Executive Vice Pres-
ident David Keating, who also wrote to
Hundt.

Primestar Chairman Jim Gray coun-
tered that his company’s plan will pro-
vide the FCC with more channels to
auction, plus a payment for the disput-
ed channels it does not auction. “We
think it’s clear the Treasury is going to
get more,” Gray said.

FCC sources last week said the com-
mission has not estimated the market
value of DBS spectrum at either orbital
location. A measure approved by the
Senate this month would allow the
FCC to pursue an alternative to auc-
tions only if it determines that the alter-
nate plan will yield more money for the
U.S. Treasury. |
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TW makes its public service case

Gives FCC ‘responsibility report’ on number of social issues addressed

By Chris McConnell

ime Warner last week
Tfired a preemptive

strike in support of its
public interest record.

Time Warner Chairman/
CEO Gerald Levin greeted
FCC commissioners with a
“responsibility report” on his
company. Discussing Time
Warner’s $8 billion stock
swap with Turner Broadcast-
ing System, Levin offered
commissioners a brochure
detailing his company’s ef-
forts on a variety of social
fronts, including literacy,
workplace diversity, program diversity,
community service and youth service.

Levin and TBS Chairman/CEQ Ted
Turner visited all of the commissioners
except Rachelle Chong, who was out of
the country. Their presentation also in-
cluded a letter that Levin sent President
Clinton last month about Time Warner's
efforts to wire classrooms with cable.

One FCC source speculated that the
company hopes “‘there won’t be any-
thing for anyone to add” to its public
interest efforts.

The visit follows challenges made

L7

i

TBS’s Ted Turner (I) and Time Warner’s Gerald Levin (r)
outline the companies’ public service to the FCC’s Jim Quello.

by the Center for Media Education
(CME) and other groups to Westing-
house’s $5.4 billion acquisition of CBS
and Disney’s $18.5 billion effort to
acquire CapCities/ABC. In both cases,
public interest groups have asked the
FCC to condition its grant of license
transfers on “social contracts” in which
the applicant pledges to provide more
children’s educational programing.
Picking up on the theme, FCC Com-
missioner James Quello greeted Levin
and Turner with a quip about the state
of senior citizens’ programing. “I want

three hours a week of seniors
programing,” Quello said.

Others expect more seri-
ous demands from public
interest groups. “It wouldn’t
surprise me,” said one indus-
try onlooker. I think with
any merger of this size the
deal could be a target.”

“You always have to antic-
ipate there will be some op-
position,” added another
source, who said that Time
Warner wanted to highlight
its attitudes toward social
responsibility to FCC offi-
cials.

The company’s deal does
not require as many broadcast license
transfers as do the Disney and West-
inghouse deals, but it requires the FCC
to sign off on the transfer of Turner’s
superstation wrBs(Tv). FCC sources
said they expect to receive the applica-
tion in two to three weeks.

CME Co-executive Director Jeff
Chester had no comment about any
plans to challenge the merger. CME
Counsel Henry Geller, however, said
the commission request leaves a “very
small hook” on which to hang any
requests for a social contract. ]

Broadcasters pass FCC kids test

Inspection of children’s TV record finds no ‘large pattern’ of violations

By Chtis McConnell

roadcasters appear to have scored
well on a recent pop quiz by FCC

field offices.

The 26 offices last month sent offi-
cials to TV stations to collect informa-
tion on children’s television. FCC offi-
cials visited more than 60 stations dur-
ing the data-gathering effort.

FCC rules require broadcasters to
maintain children’s programing
records as part of their public inspec-
tion file. Rules call for the records to
contain a summary of the station's
“most significant” children’s TV pro-
graming. Broadcasters can update the
records quarterly or annually.

During the information-gathering
effort, the field officials requested
information on children’s programing
for the past year. An FCC source says
the commission’s Compliance and
Information Bureau was asked to initi-
ate the survey after receiving a com-
plaint from an individual about broad-
cast compliance with the rule.

But the FCC’s check uncovered no
“large pattern” of violations of the
record-keeping rule, an FCC official
says. The official adds that the bureau
plans to follow up on some of the sta-
tion records it received, but generally is
satisfied with the information collect-
ed.

“We pretty much got what we want-

ed,” the official says.

The search had alarmed several
broadcasters, who feared that the infor-
mation could be used against broad-
casters in the pending rulemaking on
children’s television requirements.
Broadcasters had pointed to FCC
Chairman Reed Hundt’s criticism of
the state of children’s television. FCC
sources last month said that the visits
were being made at the request of the
chairman’s office.

Once the bureau completes its fol-
low-up information gathering, it will
prepare a report for Hundt and the
other commissioners. The bureau
expects to send its report to the com-
missioners within the next month. =
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—C;mpromise expected on t_elcom_ reform

As bills head to conference committee, concessions on cable dereg are likely

By Christopher Stern

hen Congress begins hammer-
W ing out differences between the

House and Senate versions of
the telecommunications reform bill,
don’t be surprised if the cable industry
is willing to cede some ground on cable
deregulation.

Cable lobbyists indicated last week
that, at least on the issue of cable rates,
they would accept the Senate’s more
regulatory version of cable deregula-
tion. “If the bill is going to pass, the
Senate holds the cards on the issue of
rate regulation,” said one industry
source.

The willingness to bend on cable de-
regulation is motivated by a desire to
conserve the cable industry’s political
chits for the looming struggle with the
Baby Bells over the details of local
telephone competition. “We hope to
come away with a bill that preferably
reflects the most deregulatory sense of
both bills, [but] in the long term the
critical issue is telephony, ” said Cable
Telecommunications Association Pres-
ident Steve Effros.

In addition, the cable industry wants
to do what it can to placate the White
House, which is threatening to veto the
bill. The Clinton administration’s con-
cerns stem, at least in part, from the
deregulation in cable rates. But admin-
istration officials said last week that
even the Senate’s approach to cable
rate deregulation is unacceptable.

“We have never said that language
was good,” said Larry Irving, chief of
the National Telecommunications and
Information Administration and one of
the administration’s chief lobbyists on
the telecommunications bill.

And Irving last week repeated the
administration’s threat to veto the
telecommunications bill unless the leg-
islation is modified to address concerns
about media concentration and cable
rate regulation.

The Senate’s so-called bad actor
provision bars a cable company from
raising its rates substantially above the
national average as of June 1, 1995.
The bill calls for the average to be
revisited every two years. The House
version essentially ends rate regulation
within 18 months for all levels of ser-

“The telephony issues
are clearly important....
But so are the [cable
rate regulation] issues.”

Decker Anstrom, president, National
Cable Television Assaciation

vice except basic.

CATA’s Effros says that cable rate
regulation essentially is obsolete due to
the emerging competition from DBS,
MMDS and telephone companies,
Many cable operators could raise their
rates under current regulations but are
forgoing increases for market reasons,
Effros says.

Others, however, including National
Cable Television Association President
Decker Anstrom, say that cable dereg-
ulation and telephony issues are equal-
ly important. “The telephony issues are
clearly important and in many ways
critical,” says Anstrom, adding: “But
so are the [cable rate regulation] issues,
which go to the crux of the industry’s
ability to raise capital.” In the past,
Anstrom has predicted that rate dereg-
ulation would result in only modest
price increases.

During the conference, the NCTA
will be lobbying to preserve elements
in the bills that require the Baby Bells
to open their telephone networks to
competition. Both bills seek to create a
competitive market by forcing the
Bells to unbundle their services and

“We hope to come away
with a bill that...reflects
the most deregulatory
sense of both bills.”

Steve Effros, president, Cable
Telecommunications Assoclation

allowing emerging competitors to plug
into the local telephone network.

In addition to consolidating elements
in both the House and the Senate ver-
sions that will speed cable’s entry into
telephony, Anstrom says several other
issues need to be resolved. Among his
priorities are provisions of the bill that
would allow cable and telcos to form
joint ventures in small markets.

The House version would allow a
telco to buy up to 50% of a cable com-
pany in its own service area. It elimi-
nates that cap in communities of less
than 10,000. The Senate sets a cap of
10%, but would allow mergers and
Jjoint ventures in markets of less than
50,000.

The administration opposes liberal-
ization of the current law. Irving said
last week that there is no reason to
allow telco and cable companies, the
two most likely competitors in
telecommunications, to combine:
“How does it help the consumer to
allow [cable and telcos] to merge into a
single company?”

Anstrom also said he will fight ele-
ments of the bill that permit telcos to
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WHAT WOULD THE
WORLD BE LIKE IF
NOBODY WAS AFRAID
OF THE DARK AND
EVERYBODY MADE A




IT WOULD BE
A LOT LIKE HAVING
JENNY JONES LOCKED-UP
ON YOUR STATION FOR
MULTIPLE YEARS.

These Stations Are No
Longer Afraid Of The Dark.

WWOR New York
KCOP Los Angeles
WGN Chicago
WPVI Philadelphia
KRON San Francisco
WTTG Washington
KXAS Dallas
WSB Atlanta
WKYC Cleveland
WPXI Pittsburgh
KCRA Sacramento
WFTV Orlando
WSOC Charlotte
WLWT Cincinatti
WCMH Columbus
wOOD Grand Rapids
WAVY Norfolk
WDSU New Orleans
WAND Champaign
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increase their fees for allowing cable
companies access to telephone poles.
NCTA also will seek to defeat a House
provision allowing consumers to buy
set-top boxes in retail stores.

The cable industry, said Anstrom,
also will join with broadcasters to
head off provisions in both bills that

call for every TV set in the country to
have the ability to block violent or
sexually explicit programing,
Anstrom said.

Congress is expected to name mem-
bers of the telecommunications confer-
ence committee this week. The confer-
ence has been delayed. in part, by a turf

war between the Commerce and Jus-
tice committees in the House.
Commerce Commitiee members
object to the current plan which
allegedly would allow Justice Commit-
tee members to vote on all portions of
the bill, not just those provisions ger-
mane to their jurisdiction. ]

House Commerce Committee Chairman Thomas
Bliley {R-Va.) has asked for a congressional
investigation into allegations that Vice President
Gore’s office sought to improperly influence FCC Com-
missioner James Quello. Quello has accused Gore aide
Greg Simon of improperly soliciting his support for a
Westinghouse agreement to provide two—and later
three—hours of children’s educational programing during
the next three television seasons. Simon has conceded
phoning Quello, but has

denied soliciting his support
for the Westinghouse agree-
ment or any quantitative chil-
dren’s television guidelines. !
Westinghouse has also insisted its agreemem

on children’s TV was voluntary. But Bliley

asked for the investigation in a Sept. 28 letter to
House Oversight and Investigations Committee ¥
Chairman Joe Barton. The letter also was signed -

Chairman Jack Fields (R-Tex.).

The PCS “C-block” auction is back on, this time
for Dec. 11. The FCC rescheduled the delayed spectrum
auction after a U.S. Appeals Court in Washington decided
Sept. 28 to lift a stay it had imposed on the auctions. The
court had ordered the stay after Omnipoint Corp. chal-
lenged FCC procedures for the auction, which is aimed at
awarding 493 PCS licenses to small businesses. The FCC
originally had planned to provide bidding credits for small
businesses owned by women and minorities, but stripped
all such preferences from auction procedures this summer
after the Supreme Court’s Adarand decision. The com-
mission last week said short-form applications for auction
are due Nov. 6.

FCC Commissioner Andrew Barrett says he had
no conversations with Westinghouse about a
social contract. In a letter last week to Senate Com-
merce Committee Chairman Larry Pressler (R-S.D.), Bar-
rett said he told Westinghouse representatives at a Sept. 14
meeting that his decision on granting the license transfers
and waivers sought by the company would not “in any
way” be influenced by a commitment to children’s televi-
sion. Barrett’s letter follows a request from Pressier that
each commissioner disclose any meetings with Westing-
house and Disney representatives during which a “social
contract” on children’s educational TV was discussed.
Barrett told Pressler that FCC Chief of Staff Blair
Levin cited FCC Chairman Reed Hundt’s interest in chil-
dren’s television during an Aug. 2 meeting between West-
inghouse and FCC officials, but that there was no talk of a
social contract during the meeting. In answer to another of

atch

by House Telecommunications Subcommittee Edlted By Chris Stern

5;—.

sion should evaluate the pending applications without

regard to programing commitments. “If the commission

obligations on its licensees, | am concerned that we will

be establishing precedent that is not only dangerous, but

A muster,” Barrett said. Barrett is the third com-

r, missioner to reply to Pressler, following James

T LLLTN In his Sept. 29 reply to Pressler, Hundt

said he has not coerced any

OE I? children’s educational pro-

= et B graming. While conceding

broadcast public interest obliga-

tions both publicly and privately,

did not amount to coercion. Hundt

also countered Barrett’s views on

license transfer applications. “The commission is on solid

legal ground in considering so-called social contracts such

said.

The FCC's Cable Services Bureau has finished

cable rate complaints. Of 6,393 complaints received

before May 15, 1994, the bureau has dealt with all but

in orders, and is settling another 996 through negotiated
agreements or “social contracts.”

received 2,054 new complaints since May 15, 1994, and is

re-examining the original complaints even if no new com-

the total “second round” workload to 8,447 complaints.

The commission so far has settled 218 of the new com-

through negotiated agreements or social contracts. There

are still 4,287 complaints to go in the second round, the

FCC Chairman Reed Hundt was on his way to

Geneva, Switzerland, last week to participate in

Hundt was scheduled to sit in on a negotiating session of

the General Agreement for Trade and Service. Partici-

tion in international telecommunications by April of next

year. Also expected to sit in on the session were the Com-

begins to utilize such contracts to impose content-based
which may also fail to meet constitutional

-f‘i.-_"_ Quello and Hundt.
broadcaster to provide more
that he had voiced his views on
Hundt insisted that such statements
the role of content commitments in
as the agreement that Westinghouse announced,” Hundt
work addressing most of the initial round of
228. The commission settled 4,705 of the rate complaints
But there is still another round to go. The bureau has
plaint was filed. The combination of old and new brings
plaints through orders and is settling another 2,946

bureau says.

international telecommunications negotiations.
pants in the talks are seeking to set rules on fair competi-
merce Department’s Larry Irving and the State Depart-

Pressler’s questions, Barrett also insisted that the commis- | ment’s Vonya McCann.
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CoNFERENCE CALL,

With a global expansion of extraordinary new
programs, products and ideas, the television
of tomorrow is being invented today. NATPE
‘96 will take you to this leading edge,
delivering a first-hand look at the exciting
new challenges and breakthrough

fueled by

opportunities

growth and change.

%

From the dominant trends and emerging
players to amazing new technologies that are
shaping our world, NATPE ‘96 breaks out
bigger and bolder than it has ever been
before. There is no better place to be in on
the business of building the future. Call
today to connect with the

people driving the industry.

JANUARY 22-25

SanDS Expo CENTER
Las VEGAS

CALL NOW: 1=800<NATPE-GO

NATPE INTERNATIONAL ¢ United States « Tel: 310.453.4440 « Fax: 310.453.5258
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King World expands 1ts domain

Hires cable executive Andy Friendly; Towle out as domestic sales head

By Steve Coe

ignaling a move to expand its
s production base, King World

hired CNBC executive Andy
Friendly last week to head program
production and development. And in
what was being called an unrelated
move, Scott Towle, president, domes-
tic television sales, King World,
abruptly resigned his position last
Monday after more than five years with
the company.

A King World spokesman con-
firmed that Towle had resigned and
that company chairman Roger King
had accepted his notice effective
immediately. Towle joined the syndi-
cation company in 1990 after leaving
his position as president, domestic tele-
vision distribution, for the failing
Orion Television Entertainment.

According to Michael King, presi-
dent, King World, the hiring of Friend-
ly is part of an overall strategy to
expand production and branch out into
other genres. “We’'ve got programing
in several genres, and we think every
genre is available to King World.” The
company will look to expand produc-
tion to include children’s programing
and scripted series for the networks as
well as action hours for syndication
and other forms of programing for all
distribution.

King also said the company wants to
start producing for independent sta-
tions in the form of action hours or
other programing. He noted that most
of the current King World product—
such as Oprah, Wheel of Fortune,
Jeopardy! and Inside Edition—is sold
to network affiliates.

One area where the expansion is
expected to see immediate results is in
the cable business. King World already
has an ownership stake in CNBC’s talk
show hosted by Charles Grodin, which
the company was considering taking
into syndication before selling to the
cable channel. According to King, the
company will expand its cable activi-
ties in the next few weeks, when it will
announce the sale of at least two more
projects to cable.

Friendly, the son of former CBS
News president Fred Friendly, joins the

company as executive vice president, |

Andy Friendly

programing and production. As part of
his three-year deal, he will supervise
the production of all King World cur-
rent programing as well as develop
new programing.

Friendly will have offices in New
York and Los Angeles. At CNBC, he
was network executive producer and
vice president, prime time programs

| and program development. He joined

the channel in April 1990 and was
credited with converting the former
Financial News Network into a pre-
dominantly talk format including
shows featuring Grodin, Geraldo
Rivera, Mary Matalin and Tim Russert.
Friendly also brought former NBC
late-night host Tom Snyder to CNBC
to host a show and subsequently saw
the host’s popularity increase before
Snyder moved to CBS as the lead-out
to Letterman.

“I"ve stayed close with the princi-
pals here at King World over the years,
and when they asked me if 'd be inter-
ested, I jumped at it,” said Friendly.
“When people think King World has
stopped growing, the company comes
back even stronger. Besides, they’ve
got a lot of dough and they want to
spend it,” he joked.

Michael King denied that Friendly’s
hiring was in response to failed merger
talks with Turner, which unexpectedly
broke down nearly two months ago. He
said the company would continue to be
interested in an alliance but that grow-
ing King World continues to be the top
priority. ]

‘Extra’ retooling likely

NBC is negotiating for stake in show, but changes
may come regaidless of outcome of talks

By Cynthia Littleton
arner Bros. Television was
w working on a deal with NBC
last week that both hope pro-
duces a prime access first-run franchise
along the lines of Paramount’s Hard
Copy or Entertainment Tonight.

The deal reportedly calls for NBC
Television Stations to acquire a signif-
icant ownership stake in Extra in
exchange for continued clearances on
NBC O&Os beyond fall 1996. That's
when the NBC stations had been
expected to dump Extra in favor of a
new magazine strip jointly produced
by NBC and New World.

Warner Bros. Television officials
declined to comment, but published

New World sources say
there’s no opposition
to the plan so long as

NBC makes good on its

promise to deliver a
retooled ‘Extra.’

reports said that NBC was seeking
as much as a 50% stake in the stu-
dio’s costliest first-run production
to date.

Insiders say the deal would require a
major overhaul of Extra, since the New
World production already has been
developed as a competitor to Enter-
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AFTER

VEARS,

we’re still the one
with radio executives.

Since 1931, radio station executives have relied on Broadcasting & Cable*
for the most complete, authoritative coverage of the electronic information
media. In fact, when industry leaders were recently asked which publications best cover the
topics important to them (Congressional & Regulatory, Advertising & Marketing, Engineering/
Technical, Economics & Business, Programming & Syndication, Journalism) only one magazine

was rated in the top three in every category—Broadcasting & Cable.

Publication Rated Most Credlble Considering this long-standing commitment to Publication Rated Most Valuable

20%
15% —

journalistic excellence, it should come as no

15% — surprise that Broadcasting & Cable is also

considered the most credible publication among
10%

 all executives surveyed and among both the top 5% 3

5%

& Records as the most valuable among the top Top 100 Markets

Publication Receivership

Combine all this with the fact that Broadcasting & Cable has the highest .,

receivership, and you'll agree that there’s no better way to reach the ., __:_-'::'5'

executives that control the nation’s airwaves. Call your Broadcasting & Cable ,,,

sales representative at (212) 337-6940 today! 20% L

Top 100 Markets

*formerly Broadcasting Magazine
Source: Broadeasting & Cable Readership Study, December, 1994, Conducted by AHF Marketing Research, Inc.



YOUR PARTNERS IN PROFESSIONAL DEVE

OPMENT

the Focal Press Broadcasting and Cable Series

Winning the Global

Television News Game
Carla Brooks Johnston .
Offers the first full glebal perspective of the dramatic changes

in television news coverage causesd by the entrance of “lise news”
onto its own lne of the information highway, and the resulting

dynarmnic between industry professionals and consumers. The

“winners' in this new game will be those industry professionals
and consunters who learn to utilize pro-active tools and to con-
struct their own financial and service success within the totally
new 21st century ensironment. Contains interviews with leading
media news professionals. A reference book offering names,
addresses, fax, and phone numbers for news media contacts in
most countries throughout the world
298pp = he * 0-240-80211-X * $14.95
The Remaking of Radio @
Vincent M. Ditingo

Provides a comprehensive overview of the dramatic

regulatory and economic changes and important programming
shifts that have occurred in commercial radio in the 1980s and
1990s. Puts the direction of moedern-day radio broadcasting into
perspective for business and media professionals, as well as for
those considering carcers in the radio industry. Includes pro-
files of radio’s new generation of entrepreneurs and power play-
ers who are shaping the future.
160pp = pa =+ illus = 0-240-80174-1 = $24.95
Global Television
How to Create Efiective
Television for the 1990s

{ Tony Verna

Evolving technologies such as fiber optics, high definition tele-
vision, digital transmission, and computerization are expanding
possibilities, Lieightening audience expectations, and driving pro-
ducers toward creating more complex and lavish, vet more cost-
cffective international productions. This ook examines and
explains how technology and the demands of the marketplace are
driving television into hecoming truly global.

336pp * he * 0-240-80134-2 * $44.95

The Broadcast Century
A Biography of
American Broadcasling

Robert L. Hilliard and
Michael C. Keith

Blends personal insight and authoritative scholarship, fact
and anecdote to fully capture the many facets of electronic media.
A history of American radio and television that retates events in
hroadeasting to major events in the world.

296pp * he * 0-240-80036-X * §42.95

Selling Radio Direct
Michael C. Keith

Covers in pragmatic detail radio sales fundamenials, from
researching a buying market and finding new clients 10 successfully
employing rate cards and turning rejections into sclling points.
1I7pp * pa + 0-240-80091-5  $17.95

Merchandise
Licensing
for the TV Indusiry

Karen Raug i

Global -+ -
Teiecommumcations

GLOBAL TELEVISION

Electronic Media
Ratings

Turning Audences

o0 Dolar 20 Sanse

BROARCAST CEnTine B

i e

LA R
4 Yl

B Available at book stores
or direct from Focal Press

. 193

Merchandise ek

. . . g2
Licensing in the <$¥
Television Industry
Karen Raugust

Offers a historical context of mercharidise licensing; a discussion
of currentand future trends; an examination of the players involved
in television-based licensing and iheir respective roles; an explanation
of how 10 evaluaie and implement a licensing program hased on a
character. a television program, or a brand: and a variety of case stud-
iestoillustrate the points in te book. The book provides members
of the elevision industry with concreie, how-to infermation on
faunching 4 merchandise licensing program.
112pp * pa * 19 illus * 0-240-80210-1 * §29.95

Global

Telecommunications
The Technology, Administration
and Policies
Ravmond Akwule

Telecommumications and computer technologies are shaping
the way the world’s population reccives informatien. This book
looks at the demands created by dynamic Western conntries, the
needs of developing Third-World countries, and the need to develop
networks that provide information equally and fairly
224pp * he * 0-240-80032-X = $32.95

Electronic Media Ratings
Karen Buzzard

Ratings are of vital importance to all broadcasters and adver-
tisers. This handbook introduces the latest methods for gather-
ing proper data. and it analyzes the theories behind the ratings
process.
119pp * pa = 0-240-80066-4 = $17.95

International Television

Co-Production
From Access to Success
Carla Brooks johnston

A groundbreaking, pragmatic gnide to success in the global
TV marketplace of the 90s and beyond. This book explains the
legal, political, cconomic and technological challenges of develop-
ing programming il professionals from other countries. It covers
acquisition arul distribution of internationally co-produced pro-
grams and lists information sources and contacts.
108pp = pa * 0-240-80110-5 = §19.95

Practical Radio

Promotions
Ted E.F. Roberts

Details the techniques, methods, goals, and ethics of sticcess-
ful radio promotions and explains the components of an effec-
tive promotions tean. Discusses the planning. coordinating, and
implementation of a prometion campaign using a learn-hy-
doing/learn-from-the-experience-of-others approach.

92pp + pa + 6-240-80090-7 + $17.95

30-Day Money Back Guarantee

To order, call Toll Free, 1-800-366-2665 M-F 8:00 1.m.—6:00 p.m. Eastern Time. Be sure to mention ad #F0026.

To request a catilog:
To be added to our muiling list:

fp-catulog@bh.com
fp-list@bh.com

Via Internet

To contact our editorial department:
To contact customer service:

editors@bh.com

custserv@bh.com
F0026




tainmenr Tonight.

Now at the start of its second year.
Extra has yet to prove muclh of a chal-
lenge to the venerable ET. Extra has
averaged a 3.3 national Nielsen rating
tor the season-to-date, down from its
first seuson average of 3.7.

Warner Bros. sources say changes
are probably in store for Extra regard-

Big Bart

The other Simpson
news last week was
about the syndica-
tion ratings for
l Twentieth Televi-
sion’s hit animated
series—soaring
22% over iwo
weeks despite com- |
petition in prime
access from Sein-
feld and Home
Improvement. As a strip, The Simp-
sons averaged a 6.1 rating for the
week ended Sept. 24, according to
national Nielsen ratings. The show,
which ranked as the highest-rated
new strip of 1994-95, has the fastest-
growing ratings of any access strip
for the season-to-date.

Blast off

Florida’s Kennedy Space Center is
the setting tor MTM Television’s
new first-run action hour, The
Cape, set 1o launch in fall 1996.
NASA will assist MTM with pro-
duction for the weekly series,
described as a showcase for “the
drama and intrigue of the personal
and professional lives of today’s
astronauts.” MTM officials say the
big-budget show is another step in
revitalizing its TV production activ-
i ities. MTM says the series concept,
no doubt inspired in part by the suc-
cess of Universal’s “Apollo 13,
has gotten a thumbs up Irom sta-
tions in key markets.

Field trip

Western International Syndication
has taken an FCC-triendly Field
Trip in about 40% of the country.
The weekly half-hour show, sold on
a barter basis, follows host Barry
Louis Polisar and a halt-dozen
youngsters on trips to the Smithson-
ian, the U.S. Naval Academy and
other educational locales. Field

| less of what becomes ol the negotia-

tions with NBC. Rather than mine
Hard Copy’'s hard-hitting tabloid vein,
however, the revamped Exira could
wind up looking more like an elec-
tronic issue ol Entertainment Weekly,
with a broader focus on trends and pop
culture.

So how does New World teel about

SYNDICATION MARKETPLACE

Trip is in the midst of a national
rollout after originating in January
on Washington’s wWILA-TV.

Kelly gets Clinton

President Clinton will make an
appearance later this month on
Kelly Entertainment’s Save Our
Streets, when the new syndicated
reality series heads to Little Rock,
Ark., for a look at the city’s efforts
to combat gang violence. In a seg-
ment taped at the White House last
month. Clinton praises the work of
the Reverend Hezekiah Stewart and
his Watershed Project, which pro-
vides food, clothing and counseling
to lamilies in need. The Little Rock
at War episode of the weekly one-
hour series will air the week of Oct.
22. Save Qur Streers premiered last
month to a 2.6 rating and 11 share
in Nielsen’s metered markets.

Christmas shopping

[t’s never too early to start shopping
tor Christmas specials. Promark is
oftering Red Boots for Christmas,
the animated tale of a Scrooge-like
shoemaker who learns the real
meaning of Christmas from kindly
village paupers. The half-hour spe-
cial is available for straight barter
from Nov. 23 through Dec. 23, and,
in the Christmas spirit, an extra
barter-free airing is thrown in on
Christmas Eve or Christmas Day.

More Christmas shopping

Elsewhere on the holiday front, Los
Angeles-based Our W.A.Y . Enter-
tainment will start the domestic
pitch for Friends in Winter Wonder-
land after MIPCOM. Company offi-
cials say some proceeds from the
special, about a girl whose friend is
hospitalized with AIDS at Christ-
mas, will benefit pediatric AIDS
charities. Singers Gladys Knight,
Rachelle Ferrell and the gospel

group The Winans will tuke part.

WalkFit burns
53% more calories

With a 53% higher
calorie burn,

;ﬂaa; NordicTrack's
in-bome WalkFiy leaves
trial ordinary
#*  treadmills
behind.
Ordinary

treadmills target
only your lower-
by muscles.
But reseurch aea
major university
shows that
the combined
E upper- and

. lower-hody
workout you get with WalkFit can bum an
average of 53% more calories than drdinagy
trencimills.

The best way to take weight off.

You can start to see resufts in us lite as three.
30-minwe workouts 4 week, But thar's only

the beginning. Once you get into the WalkFit
exercise routine. you can burm an average of
830 calories per hour. Whitt's more. exercise like
vou get with WalkFut also helps mise your
metabolic zite, so even when you're not
excreising. vour hodv is huming more calories.
As g result, it will help mke the weight off

by combining vour regular workout with 2
sensible diet.

The best way to improve your
cardiovascular fitness.

You can improve your cirdiovascular finess
over 0% more efficiently than with ordinary
treadmills Lecause you power the otal-body
exerciser. not @ motor and vou can stan, speed
up. slow down or stop whenever you want to
keep your routine interesting and enjoyable.
The best way to look and feel great.

While you're buming cilories. you'li be oning
your whole body. reducing stiess. inureasing
vour energy and strength-ening your
cardiovascular svstem. Rain or shine, in the
comfurt of your home, WalkFit is e best way
for ¥ou to get o total-body workout. Youll have
2 thinner waist. Natter stonach — and i well-
toned and fimily shaped body. Plus voull feel as
¢ood s vou look.

Call today for your —Femme
FREE video and brochure‘

1-800-441-7512 ex. veos

or write: NordicTrack, Dept. UCHS
104 Peavey Road, Chaska, MN 553182335

NordicTrack’s

WALKFIT

Best of all... it's from NordicTrack. a O Company!

©1995 NordicTrack inc., A CML Company
All rights reserved.
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Power Breakfast

IN TODAY’S FAST-MOVING COMMUNICATIONS WORLD,
INDUSTRY EXECUTIVES BEGIN THEIR DAY WITH A HELPING OF GOOD,
NUTRITIOUS INFORMATION — BROADCASTING & CABLE.

It’s the one source they can count on for complete,  Find out how you can reach these high-power
accurate coverage and in-depth analysis of the  decision makers by calling your sales representative

news that directly impacts every aspect of their  at (212) 337-6940 or (213) 549-4113 today!

business. And each issue includes a special section

— Telemedia Week — devoted exclusively to the

The Newsweekly of Television and Radic

interactive world of video, voice and data.
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New Orleans

The French Quarter Powerhouse
Dominating The DMA
For A Quarter Century*

A subsidiary of A. H. Belo Corporation
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TELEIREE
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TeleRep Inc., a subsidiary of Cox Broadcasting, Inc.
1 Dag Hammarskjold Plaza ® New York, NY 10017 ¢ (212) 759-8787
Offices: Atlanta » Boston ¢ Charlotte * Chicago ¢ Cleveland ¢ Dallas ® Detroit ® Houston ¢ Los Angeles
 Miami ® Minneapolis ® New York ¢ Philadelphia ¢ St. Louis ® San Francisco ¢ Seattle




NBC’s proposal to pair Extra with its
still untitled (as of press time) strip?
New World sources say there’s no
opposition to the plan so long as NBC

makes good on its promise to deliver a
retooted Extra.

New World brass are far more con-
cerned these days with picking a title

for the new show and selecting two co-
hosts with the “right chemistry,”
sources say, adding that the short list of
candidates has not stopped growing. m

DIC, Hamster
Television create
DIC France

First project will be Tex Avery shorts

By Steve Coe

IC Entertainment has teamed
Dwith France's Hamster Televi-

sion to create DIC France. a
Paris-based animation company. The
new entity will focus on producing ani-
mated product for the world market.

DIC France has a reported $12 mil-
lion in first-year production lined up.
including the company’s first project,
Tex Avery Theater (BROADCASTING &
CaBLE. Oct. 2).

“This venture will thrive as a direct
response to the desire of French
broadcasters for more locally pro-
duced cartoons,” said Andy Heyward,
president, DIC Entertainment. “This

will allow us to produce ani-
mated shows which qualify as
European content.” France,
among the European coun-
tries, has been particularly
strident in calling for quotas
that limit the amount of U.S.-
produced programing sold in
Europe. By linking with a
French company and produc-
ing on French soil, DIC antic-
ipates greater acceptance of
its product in that country,
Heyward announced the
deal last Tuesday with Pierre
Grimblat, chairman, and Nicolas
Traube, general manager, Hamster
Productions. Overseeing the new com-

O’Boyle tapped for talker

Warner Bros. Television is readying a talk show with former A Current
Affair host Maureen O'Boyle for a fall 1996 launch. O'Boyle has served as

the weekend anchor for Warner Bros.’ magazine strip Extra since January.
Her talk show will be pitched as a compatible news lead-in for early fringe.
Warner Bros. was said to be close last week to sealing a deal for the show
in its desired time slots with NBC O&Os in the top three markets.

| —

|
e G
E'RE
m RRTT
; ON]
b X I':'f 1 b \J
LIVITUER RS | 4 W | LE )
P Sports Yews, Filness,
B |
M Movies, Music and Hore,
WATCH US OM SPACEMET 3
B R q % i THARSPOMOER 18 OR CHANREL 24
I. | \ L} Yy
30

DIC France'’s first project will be ‘Tex Avery
Theater.’

pany will be Gaspard De Chavagnac,
currently president, directeur general,
Millesime Productions, a subsidiary of
Hamster Television.

“DIC Entertainment has proven
itself to be a prolific producer of chil-
dren’s programing, and we believe this
new animation company will be a suc-
cess in producing educational and

NSS POCKETPIECE
[Miglsen's top ranked syndicated shows for
the weak ending Sept. 24. Numbers represent
average awdience/stations™s coverage-]
1. Wheel of Fortune 11823059
Z loopardy! GAE2es
1. Home Improvement BAT1897
4. Oprah Winfrey Shaw TAEITSS
5 Entertainment Tonight BT84
B. Seinfedd E. 2721588
7. The Simgsons B.1/1B4/85
B, Home Improveman-wknd 5920583
B. NFL an TNT "85 5.5569
10. Harcules: Legendary Jowrn 5. 7/22558
11. Buena Vista | §.EATOT
11. Star Trek: Deep Space Hine 56723199
13. Ingide Edition SATEREY
14 Wheed of Fortune-wiond 51154
15. Frosh Prirce of Bal-Alr 5015758
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entertaining programs for children,”
said Grimblat.

Tex Avery Theater is described as
a “Looney Tunes” for the 1990s. The
series will feature original cartoons
in the style of legendary animator
Tex Avery, known for his exaggerai-
ed “squash and stretch™ animation
style. DIC has acquired rights for
Avery’s name and likeness from his
estate and will create a character
based on him. n

Who'’s
watching?
the kids

Study suggests that
young audience may be
underreported due to
out-of-home viewing

By Cynthia Littleton

hat’s the maiter with kids
TV ratings these days? A
new study suggests that the

audience for children’s programing
may be underestimated because
many kids spend significant
amounts of time watching TV out-
side the home.

The survey of 466 households with
children was conducted by New Jer-
sey—based Statistical Research Inc. as l
part of an industry-funded research
project to improve TV ratings data.

SRI officials say the study was
designed to help perfect TV audi-
ence measurement techniques by
pinpeinting where kids spend time
outside of home and school on a typ-
ical day.

The survey found that nearly one-
third of the children in the households
surveyed spend time at day care facil-
ities. relatives’ homes or other locu-
tions. One in four respondents report-
ed that other children visit their home
on a regular basis. And two-thirds of
the households surveyed said their
kids watch some TV each day
between 8 a.un. and 6 p.m.

“The study shows [that] a lot of

potential viewing could be lost by
e iy

<E/RE LODKING FOR ONE PERT <

0151TAL-DOMAIN-T

£CHND-TV SURD

You have a strong background in audio/video
production hardware and a great under-
standing of software development. You'll
be responsible for the architecture
design of our digital production
services. These services will bring

together a television production

environment with an interactive media

| development environment. Includes studio
operations, post production, encoding,

| asset management, authoring and content

I distribution. Are you out there? Send

your resume to: Tele-TV, Dept. 1B, 1880
Campus Commons Drive, Reston, VA
22091, or fax: (703) 810-1748. EOQE.

TELE-T V.
The wortds leading
mteractive TV company,




[Nielsen family] kids who watch TV
away from home and away from their
measuring environment,” says Maura
Clancey, SRI's director of client ser-

vices.

Nielsen Media Research’s Jack

e BrOacCAS it
generally be balanced out when
metered households record any TV
viewing done by visitors from
unmetered homes. Loltus also notes
that Nielsen has improved its survey
data in recent years by sending repre-

and teenagers how to use its TV mon-
ioring devices.

Meanwhile, SR1 is in the process of
| signing 500 homes in Philadelphia for a
long-lerm study exploring potential im-
provements and alternatives to the cur-

Loftus says that such a loss should | sentatives into homes to teach kids | rent audience measuremeni sysiem. =
’ - - Ld
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= 21. The Nanny 12.7 : 9.7115 54. Star Trek: Voyager
g 80 59.The Marshal 8.5 [ ey Tove 12,0718 | 40 1n the Rouse 5474 | ‘0 Melrose Place  9.6115 6.0/9
Z 900] 5. NFL Monday Night 12. Murphy Brown 14.6/21 - 94. Partners 5.2/8
O 930|  Football—San 32 1 Not for You 11,1716 ] !5 NBC Monday Nightat - —oeRomaaacer—5 o7 | 99 NowhereMan  3.5/5
10:00 Francisco 49ers vs. - :‘heevm‘mges—Be?l;tg /22
10:30 Detroit Lions 19.1/32 19. Ch|cago HUDE 12.8/21 g .
» 8:00] 18. Roseanne .0/22 | 54. John Grisham’s The 29. Wings 11.4/19 .
< 530[ 76 Audson Streel 13627] _ Clent 88/14 [ 36 Newsragio __108/17] 9 Fox TuesdayNight 1104 Deadly Games 24"
tﬂ 9:00| 4.Home Imprvmt 19.3/29 13. Frasier 14.2/21 World - 4377 105 Live Shot 2013
E 9:30| 8.Coach 17.7/27 | 56. CBS Tuesday Movie— | 48.Pursuitof Hap  9.5/15 . )
: Element of Truth 8.7/14
10| 16. Murder bne 136123 entoty 39_Dateline NBC  10.4/17 ‘
Esoo 5. Ell 11.9/20 | 80. Bless This House 6.3/11 41.B r: Hill '90210 102. Sist S'.t 2.9/5
; . ellen 3 . bless lhis House b. . Beverly Hnls, . OISter, oIster .
foﬂ 8:30[27. Drew Garey 10.1/16| 57. Dave's World _ O.1/i5] O Scrauest2082 5.9/10 10.1/17 [i00. The Parent 'Rood 3.0/5
9:00| 190. Grace Under Fire 15.6/25 y ; 100. The Wayans Bros. 3.0/5
g 930 23 Naked Truth 121779 62 Gentral Park West 6.2/10 | 51. Dateline NBC ~ 9.1/14 | 73 Party of Five  6.9/11 b eeme s
Wapn-
21000 11- PrimeTime Live 14.7/25 | 89. Courthouse  5.7/10 | 43. Law & Order  10.0117
> . U : .8
8:00 . 50. Murder, She Wrote 4. Friends .3/31| 76. Living Single 6.8/11
g gagll L onaage  [GRAl0 9.2/15 [ 9. The Single Guy 17.5/27 | 70. The Crew 7M1
" 900 . 2. Seinfeld 22.7/35 | 59. New York Undercover
% 930 90. The Monroes 56/9) 70. New York News* 7.1/11 7 Caroline in Gty 16,4729 8513
10:00| 78. ABC News Special: Into
ElO:SO the Jury’s Hands 6.6/11 | 76- 48 Hours 6.8/11| 1.ER 23.4/39
2 20 b U
8:00| 35.Family Matters 10.9/22 | 56.Dweebs 58712
3 830 36 Boy oels World10 8721 | 90 Bonwe Huml 5 6/1 OJPEAVFRLOEE, IR0
a 90 31.Stephy Step  11.2/20 : 95. NBC Baseball Night i
E 930[ 32 Hangin’ wiMr G 11.1/20 70. Picket Fences 7.1/13 5.0/11 32. The X-Files 11.1/20
iggg 3.20/20 19.6/36 | 69. American Gothic 7.2/13
: 5 / . D.4 t
: 8:00] 65. Jeff Foxworthy 7.5/15'} 54. Dr. Quinn, Medicine 67. JAG 7 4114 3. Martin 310
@ 8:30| 65. Maybe This Time 7.5/14 Woman 8817 " ) 97. Preston Episodes  4.6/9
& 900 40. Touched by an Angel 67. John Larroquette7.4/14 | 92. Cops 5.5M10
E 930{ %% :naot\‘l";"sﬂ'&%"‘:&‘h:]h: 10.2/19 [ 73 Home Court __ 7.0/13 | 86. Amer Most Wnid 5.8/10
10:00 : 22 Walker, Texas Ranger -
Talk ! ,
"’10;30 alking 8.5/16 10323 | 63. Sisters 7.8/15
1 0 "
7:00] 58. Am Fun Home Vid 8.6/16 14. 60 Minutes 14.4/25 {nr) NFL Postgame  9.6/18 | 73. Space: Above & Beyond |106. Pinky & Brain 1713
» 7:30 27. AmFunHome Vid 11.7/20| ’ 86. Brotherly Love  5.8/10 6.9/12 [106. Sister, Sister 1.7/3
g 800 28, Lois & Clark  11.6/19 44. Cybill 9.9/16 | 25. Mad About You 11.9/19 | 53. The Simpsons  9.0/15 [110. Kirk Cameron 1.2/2
g 8:30 ) ' 59. Almost Perfect  8.5/14 | 30. Hope & Gloria 11.3/18 | 83. Too Something 6.1/10 [111. Simon 1.1/2
. 56 Married w/Chid 8.7/14 |108. Cleghome! 1.372
7 ggg 46. ABC Sunday Night 38.CBS Sunday Movie— | 19. NBC Sunday Movie— g7 Miselry Do B Ao Tt out 1372
: Movie—Trial by Fire A Child Is Missing In the Line of Duty: - . : :
iggg 9.6/16 10.7/17|  Hunt for Justice 12.8/21
WEEK AVE 11.8/20 9.3/15 11.0/18 7.1/1 UPN: 3.5/5; WB: 2.0/3
STD AVG 12.1/20 9.6/16 11.3,/19 ] 7.5/12 UPN: 3.5/5; WB: 2.0,/3
RANKING /SHOW [PROGRAM RATING/SHARE] TOP TEN SHOWS OF THE WEEK ARE NUMBERED IN RED  YELLOW TINT IS WINNER OF TIME SLOT {nr)=NOT RANKED *PREMIERE
TELEVISION UNIVERSE ESTIMATED AT 95.9 MILLION HOUSEHOLDS; ONE RATINGS PQINT=959,000 TV HOMES SOQURCE: NIELSEN MEDIA RESEARCH COMPILED BY KENNETH RAY

32

October 9 1995 Broadcasting & Cable



P

Douglas makes qulcksale of

By Elizabeth Rathbun

t didn’t take 24 hours for John Dou-
I glas to eam nearly $2 million on his
recent purchase of KECR-FM El
Cajon, Calif. (San Diego).

Douglas closed on the $12 million
purchase of the station from Family Sta-
tions Inc. on Sept. 22. Also that day,
Jacor Communications said it had
agreed to buy KECR-FM from Douglas for
$13.875 million, giving him a return of
$1.885 million, a 15.6% increase over
his purchase price, in two days (see
“FM” item, “Changing Hands”). The
sale is subject to FCC approval.

“You’'re going to see a lot of this
[kind of deall],” says broker Mark Jor-
genson of Jorgenson Broadcast Bro-
kerage. Once it’s publicly known that a
station is up for grabs “at a reasonable
price,” action will be swift, he says.

In this case, Douglas in August quiet-
ly made plans to buy KECR-FM from
Family Stations, a noncommercial reli-

RO

gious broadcaster based in Oakland,
Calif. Douglas is in nearby Palo Alio.
which helped keep the deal quiet, Jor-
genson says. "It wasn’'t available for
Jacor in the first place,” Jorgenson says.

But once the deal became pubilic,
Jacor was interested. The San Diego
market, the nation’s 15th largest radio
market and 27th DMA, lately has been
particularly active, for both radio and
TV sales.

Cincinnati-based Jacor apparently
isn’t too attached to the property either.
In a statement, Jacor President Randy
Michaels says: “Our intention is to pur-
chase additional San Diego properties
or trade KECR-FM for something inter-

esting. We're standing by to evaluate |

any offers to buy, sell or swap.” Jacor
already owns 22 radio stations in six
markets, but none are in California.
The company continues pursuing
“rationally priced deals in non-Jacor
environments,” as well as acquiring
additional properties in existing mar-

WWTI-TV Watertown, N.Y.

Price: $2,982,746

Buyer: Smith Broadcasting Group Inc.,
Santa Barbara, Calif. (Robert N.
Smith, president/owner), owns KeEYT-
Tv Santa Barbara/Santa Maria/San
Luis Obispo, and weT™-Tv Elmira and
wkTv(Tv) Utica, N.Y.; Smith Broad-
casting Group of Alaska is buying
KATN-TV Fairbanks, kimo-Tv Anchor-
age and kJub-Tv Juneau, all Alaska;
also is buying ksBw-Tv Monterey/Sa-
linas, Calif., wevi-Tv Saginaw, Mich.,
wRroc-Tv Rochester, N.Y., and wrov-
Tv Steubenville, Ohio; and has inter-
est in waTm-Tv Altoona and wwcp-Tv
Johnstown, Pa., which are being sold.
Seller: Finova Group Inc., Phoenix
(Samuel L. Eichenfield, president);
owns Kama-aM-FM Honolulu and
KY1S(FM)-KATT-FM Cklahoma City.
Group’s subsidiary, Desert Commu-
nications VI, is limited partner of
Smith Broadcasting Group of Alaska
Facilities: Ch. 50, 1,200 kw visual,
120 kw aural, ant. 1,268 ft.
Affiliation: ABC

Construction permit for WWRS-TV
Mayville, Wis./Milwaukee

Price: $930,799

Buyer: Mayville Communications Inc.,
El Toro, Calif. (Jane P. Duff, presi-
dent/33.3% owner). Duff also is
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The week’s tabulation
of station sales

Proposed station trades

By dollar volume and number of sales;
does not include mergers or acquisitions
involving substantial non-statlon assets

This week:
TVs$3,913,5450 2
Combos 0 $287,786,000 0 5
FMs0$18,664,569 - 10
AMs 0 $1,101,000 - 4
Totai o $311,465,114 0 21
So farin 1995:
TVs1$2,714,425,545 0105
Combos 0 $1,617,239,810 168
FMs 1§529,424,130 - 289
AMs 1 $79,718,754 1 147
Total 0 $4,965,281,139 0 708

president of National Minority TV
Inc., which owns kNMT-Tv Portland,
Ore., and is officer/director of com-
panies that own kLuJ(Tv) Harlingen,
KITU(TV) Beaumont and KETH(Tv)
Houston, all Tex.; and wrce(Tv) Fort
Pierce and wJEB(Tv) Jacksonville, Fla.
Seller: TV-52 Inc., Green Bay (Lyle
R. Evans, president). Evans owns
WEZR(Fm) Brillion and wMBE(AM)

California FM

i kets, the statement says.

In June, Kelso Partners [V LP exer-
cised its stock warrants to purchase
Douglas Broadcasting, and Douglas
became chairman of the company. He
then formed O.I.A. Broadcasting,
under which he is selling KECR-FM,

Superior offers to sell TVs

| Two-TV owner Superior Communica-
I tions Corp. has asked Communications
Equity Associates to “explore its
options in today’s deregulatory trans-
action market,” which could include
selling, according to a CEA news
release. Superior owns KOCB(Tv) Okla-
homa City, a UPN affiliate on ch. 34,
and wpkY(Tv) Danville, Ky. (Lexing-
ton), a Fox affiliate on ch. 56.
Superior bought KOCB in October
1993 for $11 million. It bought WDKY
in August 1992 for $10.3 million,
Investment and merchant-banking firm
CEA expects to make its recommenda-
tions to Superior later this month. m

Chilton, Wis., and has CP for
WFON(FM) Stevenson, Mich., and
WHET(FM) Birnamwood, Wis.
Facilities: Ch. 52, 2,510 kw visual,
251 kw aural, ant. 764 ft.

COMBOS

WOC(AM)-KUUL[FM) Davenport/
KMXG(FM) Clinton, lowa

Price: $11 million

Buyer: KFKF Broadcasting Inc., Vien-
na, Va. (Randall T. Odeneal, presi-
dent/50% owner); is selling KFKF(Fm)
Kansas City, Kan. Odeneal also
owns 33.3% of kcaa(Fm) Davenport;
WLNH(FM) Laconia and WBHG(FM)
Meredith, N.H.; and wLLR-AM-FM
Moline/East Moline, IlI.

Seller: Signal Hi!f Communications
inc., Davenport (Larry G. Patten, pres-
ident); no other broadcast interests
Facilities: woc: 1420 khz, 5 kw; KuuL:
103.7 mhz, 100 kw, ant. 1,181 f.;
KMXG: 96.1 mhz, 100 kw, ant. 980 ft,
Formats: woc: news, talk, info; kuuL:
oldies; kmxG: adult contemporary

KRCO(AM)-KUK(FM) Prineville, Ore.
Price: $1 million

Buyer: Jay Man Productions Inc.,
Eugene, Ore. (Jonathan Mann, pres-
ident); no other broadcast interests
Seller: High Lakes Broadcasting Inc.,
Prineville (John Kendall, president);
no other broadcast interests
Facilities: AM: 630 khz, 1 kw day, 77




w night; FM: 95.1 mhz, 100 kw, ant.
472 fi.

Format: AM: C&W; FM: soft adult
contemporary

Broker: Exline Co.

KBTAIAM)-KZLE(FM}) Batesville, Ark.
Price: $586,000

Buyer: WRD Entertainment Inc.,
Batesville (Preston Grace Jr., presi-
dent/owner); no other broadcast
interests

Seller: White River Valley Broadcast-
ers Inc., Batesville, Ark. (Diane Vin-
son, president); no other broadcast
interests

Facilities: AM: 1340 khz, 1 kw; FM:;
93.1 mhz, 100 kw, ant. 984 ft.
Formats: AM: oldies; FM: country
Broker: MGMT Services Inc.

KRUN-AM-FM Ballinger, Tex.

Price: $200,000

Buyer: SEC/CESS Broadcasting Inc.,
Brady, Tex. (Stephen Rex Everett,
president/50% owner); also owns
KNEL{AM}-KIxV(FM) Brady

Seller: Central West Broadcasting
Inc., Ballinger (Dean Smith, presi-
dent); no other broadcast interests
Facilities: AM: 1400 khz, 1 kw; FM:
103.1 mhz, 3 kw, ant. 300 ft.
Format: Both country, adult contem-

Eroacleasiing

|

The following deals were received
last week at the FCC:

Infinity Broadcasting Corp.’s
$275 million purchase of kFrc-
aM-FM and kycy(FM) San Francis-
co; wyco(Fm) Detroit; KSNN(FM)
Arlington, Tex.; kynG(Fm) Dallas,
and kycw(Fm) Seattle. Seller is
Alliance Broadcasting. (BROAD-
cASTING & CaBLE, Sept. 25)

porary, farm

KECR-FM El Cajon, Calif. {San Diego)
Price: $13.875 million

Buyer: Jacor Communications Inc.,
Cincinnati (Randy Michaels, presi-
dent); also owns KBPI(FM)/KOA(AM)-
KRFX(FM) Denver; WGST(AM)-WPCH(FM)
Atlanta; wcky(am)-wPPT{FM)/WLW(AM)-
wesN {FM) Cincinnati; wwsT(FM) Karns
and wmyu (FM) Sevierville/Knoxville,
Tenn., and Florida stations: wuGr
(AM)-walk-FM/wzAaz(aM) Jacksonville;
wJBT(FM) Green Cove Springs (Jack-
sonville); whix-FM Brunswick, Ga.
(Jacksonville); wouv(Fm) Bradenton-
wBRD(AM) Palmetto, and wrLA(AM)-

Petracom Broadcasting, Inc.
~ Henry A. Ash, President

has acquired substentially all of the assets of

WTVW-TV Evansvile, IN
KARD'TV Monroe, LA
KLBK-TV tubbock, Tx

KDEB-TV springfieid, MO

from

BANAM Broadcasting, Inc.

We are pleased to have assisted Petracom in this transaction.

=

CRISLER CAPITAL COMPANY

600 Vine Street, Suite 2710 « Cincinnati, Ohio 45202
(513} 381-7775 » (513) 381-8B808/FAX

INVESTMENT BANKING - MEDIA BROKERAGE - APPRAISALS

| wrLz(FM) Tampa.

Seller: O.1.A. Broadcasting LLC, Palo
Alto, Calif. (N. John Douglas, presi-
dent/30% owner). Douglas is trans-
ferring control of his Douglas Broad-
casting Inc., owner of five FMs and
four AMs, to Kelso Partners IV LP,
but remains chairman. Douglas
owns KsJx(aMm) San Jose, Calif.;
weps{aMm) Dedham, Mass., and
KGoL(aM) Humble, Tex.

Facilities: 93.3 mhz, 2 kw, ant. 1,850 ft,
Format: Religion

Broker: Jorgenson Broadcast
Brokerage

KLOB(FM) Thousand Palms, Calif.
Price: $1.5 million

Buyer: Las Tres Paimas Corp., Pacific
Palisades, Calif. (Walter F. Ulloa,
president/50% owner). Ulloa also
owns KSTV(Tv) Ventura, Calif.; wveT
{Tv) Virginia Beach, Va.; 50% of KONG-
Tv Everett, Wash.; 33.75% of KiNC(Tv)
Las Vegas; 21% of kcep(Tv) Denver,
and has 30% interest in ksms-Tv Mon-
| terey, Calif., which is being sold

Seller: Marvin Gardens Broadcasting,
Los Gatos, Calif. (Leo Kesselman,
general partner); owns kass(1v) Cali-
patria, Calif. Kesselman also owns
KTAP{AM) Santa Maria and KIDI(FM)

| Guadalupe, Cali., and has applied to
build AM in Palm Beach Gardens, Fla.
Facilities: 94.7 mhz, 630 w., ant. 581 ft.
Format: Not on air

KZBE(FM|] Pleasant Hope and KHTO-
| FV Mount Vernon/Springfield, Mo.

Price: $1.4 million
Buyer: Channel Z, Whitefish, Mont.
(Frank Copisdas, president); also
| owns kT0Z-FM Springfield
Seller: Ranger Broadcasting Co.,
| Dallas (Dick Hull, president); owns
| KRYS-AM-FM and KMXR-FM, Corpus
Christi, Tex.
Facilities: kzBE: 95.5 mhz, 50 kw, ant.
497 ft.; kHTO: 106.7 mhz, 25 kw, ant.
328 ft.
Format: kzeE: rock classics; kHto: CHR
Broker: Bergner & Co. (buyer);
Chapin Enterprises (seller)

WYYE(FM) Dickson, Tenn.

Price: $500,000

Buyer: Tuned In Broadcasting Inc.,
Nashville (Lester L. Turner Jr., chair-
man/owner); also owns WRLG(FM)
Smyma, Tenn,, and is buying wrLT
(Fm) Franklin, Tenn.

Seller: Edmisson and Eubank Com-
munications, Dickson (Tommy Ed-
misson, president); owns WDKN(AM)
Dickson

Facilities: 93.7 mhz, 6 kw, ant. 197 ft.
Format: Soft spectrum, adult contem-

| porary
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When you experience

technical difficulties,

we don’t just stand by.

We know how important your signal is. And we've seen just about everything
that can interrupt it—from technical glitches to antennas and cable strand downed
by a hurricane.

Any time your station 4s off the air, your revenues are off, too. So is your
audience, if you can’t recover quickly. That’s why Chubb offers one of the most
comprehensive insurance programs available for the broadcasting and cable industry.
In fact, our broadcasting insurance program is endorsed by the Broadcast Cable
Financial Management Association.

And you can count on Chubb for service—guidance to help you prevent some
losses before they happen, and when they do, claim response that is fast and fair.
For information, Qcall your agent or broker, or 1-800-36 CHUBB. We want to help

keep your signal—and your operation—on the air.

Insure your world with Chubb

For promotienal purposes, Chubb refers to member insurers of the Chubb Group of Insurance Companies wnderwriting
coverage. The precise coverage offered is subject to the terms, conditions and exclusions of the policies as issued. Coverage
may not be available in all jurisdictions. Chubb Graup of Insurance Companies, Box 1615, Warren, NJ 07061-1615.




WHID{FM) Vevay, Ind.

Price: $180,000

Buyer: Dial Broadcasting Inc., Vevay
(Richard D. McLeod, vice president/
67% owner); no other broadcast
interests

Seller: Raydell Media Group Inc.,
Vevay (Carolyn D. Hubbard, presi-
dent); no other broadcast interests

Facilities: 95.9 mhz, 2.7 kw, ant. 480 ft.

Format: Country

KKIH{FM) Gallup, N.M.

Price: $150,000

Buyer: Skynet Communications Inc.,
Gallup (Thomas C. Troland, presi-
dent). Troland also owns KGLX(FM)
Gallup and krFxr(FmM) Chinle, Ariz.,

and is applying to build FM in Gallup.

Seller: Maranatha Broadcasting Co.
Inc., Allentown, Pa. (Richard C.
Dean, president); owns WFMZ-Tv-FM
Allentown, wkJe(Fm) Hertford, N.C.,
and is applying to build FM in Gulf
Breeze, Fla. Affiliated MBC Grand
Broadcasting Inc. owns kNzz(am)-
kJve-FM Grand Junction, Colo. Dean
is officer of company that owns
weMR-FM Telford, Pa.

Facilities: 106.1 mhz, 26 kw, ant.
185 ft.

Format: Not on air

WMVV(FM] McDonough, Ga.

Price: $75,000

Buyer: Life Radio Ministries Inc.,
Lawrenceville, Ga. (Joseph C.
Emert, president/33.3% owner); no
other broadcast interests

Seller: Mount Vernon Baptist Church
of Henry County, Stockbridge, Ga.
(Terry Rainey, president); no other
broadcast interests

Facilities: 90.7 mhz, 11 kw, ant. 300 ft.
Format: Dark

WEMG-FM Crete, III.

Price: $650,000

Buyer: Covenant Communications Inc.,
Olympia Fields, lll. (Diane Silas, pres-
ident); no other broadcast interests
Seller: Word of Faith Fellowship Inc.,
Chicago (Rickey Singleton, president);
owns WEMG(amM) Knoxville, Tenn.
Facilities: 102.3 mhz, 3 kw, ant. 299 fi,
Format: Gospel

CP for WSHX(FM) Danville, Vt.

Price: $152,500

Buyer: Northeast Broadcasting Co.
Inc., Bedford, N.H. (Edward F.
Flanagan, VP); also owns wski{AM}-
WNCs(FM) Montpelier, Vt.; wLyT(Fm)
Haverhill, Mass., and 50% of a new
FM at Royalton, Vt.

Seller: Barry W. Sims, Framingham,
Mass. (receiver)

Facilities: 95.7 mhz, 230 w, ant.

THE EXLINE COMPANY

MEDIA BROKERS
CONSULTANTS

The Exline Company East
19 Sack Boulevard
Leominster MA 01453
TEL (508) 537-1202
FAX (508) 534-6306
e-mail: pacerho@aol.com

In our 23rd profitable year of

selling radio and television

stations, we are pleased to
announce the opening of

EXLINE EAST

With 15 year broadcast veteran,
Ron Dagenais,
providing broadcast brokerage
services for the east coast.

Andy McClure and Dean LeGras

The Exline Company West
4340 Redwood Huwy Ste F-230
San Rafrel CA 94903
TEL (415) 479-3484
FAX (415) 479-1574
e-mail: exline@ubn.com

1,174 ft.
Broker: Raven Group Inc.

KWYX(FM) Jasper, Tex.

Price: $182,069

Buyer: Borgen Broadcasting Co.,
Jasper (John F. Borgen, president/
owner); no other broadcast interests
Seller: KTXJ Radio Inc., Sulphur
Springs, Tex. (Galen O. Gilbert, presi-
dent/88.24% owner). Gilbert also
owns KTxJ(am) Jasper-kpxe(Fm) Sulfer
Springs, Tex.; kswMm(AM) Aurora, Mo.,
and KYFM(FM)-KWON(AM) Bartlesville
and kwHw(am)-krkz(FM) Altus, all
Ckla.; is selling kioL(FMm) Lamesa, Tex.,
and is buying kMMx(FM) Lamesa
Facilities: 102.3 mhz, 3 kw, ant. 299 ft.
Format: Country

RADIO: AM

WHZO(AM) Kalamazoo, Mich.

Price: $900,000

Buyer: Fairfield Broadcasting Co.,
Kalamazoo (Stephen C. Trivers,
president/joint owner of 67.8%);
owns waLR({FM)-wasn{am) Kalama-
zoo. Trivers also is president of
Kews(FM) Anderson, Calif.

Seller: Radio Associates of Michigan
Inc., Kalamazoo (Kenneth Miller, pres-
ident); no other broadcast interests
Facilities: 590 khz, 5 kw

Format: News/talk

WDVA(AM) Danville, Va.

Price: $150,000

Buyer: C.G. Hairston, Danville; no
other broadcast interests

Seller: Mitchefl Communications Inc.,
Lynchburg, Va. (James H. Mitchell,
president); no other broadcast inter-
ests

Facilities: 1250 khz, 5 kw

Format: Gospel

Amplifications

W The Oct. 2 “Changing Hands”
item on the sale of KNLA(FM) White
Rock, N.M., should have included
KRSN(AM) Los Alamos, N.M. The
price, $845,000, remains the same.

W The Oct. 2 article “Freedom
rings for West Palm Beach TV”
should have said that seven of Act
Ill Broadcasting’s television sta-
tions are Fox affiliates; the eighth
is with CBS. Also, the only other
holding of ABRY Partners Inc. is
ksmo-Tv Kansas City, Mo.

B The other broker in the $1.925
million sale of wHCY(Fm) Blairs-
town, N.J., was Serafin Bros.
(“Changing Hands,” Sept. 25).
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Stern Ioses FM m_Chlcago, moves to AM

By Donna Petrozzello

ational shock jock Howard
Stern’s brutal on-air tirades

against Chicago radio executives
may have cost him an FM outlet in the
market.

Six months after Stern signed a
three-year affiliation deal with Cox
Broadcasting’s wcKG(FM) Chicago,
WwCKG Vice President/General Manager
Michael Disney last Monday dropped
the show. He cited “problems philo-
sophically with the on-air conient.” Bui
an advertiser boycotl of WCKG, alleged-
ly organized by competing Evergreen-
owned stations, may have helped Dis-
ney make that decision.

“It was the first time in my life I'd
cver seen anybody do that,” Disney
said of the boycott.

Shortly after hitting the Chicago air-
waves in late March, Stern attacked
Larry Wert, president/GM of Ever-
green Media’s wMmvr(am) Chicago, and
Evergreen Chairman/CEO Scott Gins-
burg. Stern criticized them and their
business practices and made remarks
about their familics.

Stern had been bounced from Ever-
green’s wLUP-FM Chicago in 1993 ufter
he failed to achieve satisfactory rat-
ings, company executives said. Stern
then filed a lawsuit against Evergreen
for breach of contract. That suit is

Howard Stern is moving from WCKG(FV)
Chicago to wJsJD(AM) there.
pending.

The day after Stern was dropped
from wcCkgG, Infinity Broadcasting’s
wlip(aM) Chicago negotiated an agree-
ment 10 continue airing Stern’s show.
Infinity syndicates the show nationally.

wilID VP/GM Harvey Pearlman said
he expects Stern to boost the station’s
lackluster ratings. The station earned
a 2.1 share in morning drive in Arbi-
tron’s latest survey. After five months
with wCKG, Stern was attracting a
majority of the male audience ages
25-54 during morning drive time,
according to Stern’s agent, Don
Buchwald.

“| wouldn’t have done this unless |
thought Howard would be able to
bring a new dimension to the radio
station.... Obviously, the results that
had been shown at WCKG in the past

few months show there is a tremen- |

dous opemng for Howard in the mar-
ketplace,” Pearlman said.

AM station wiIb marks a departure
from Stern’s typical FM rock affiliate,
however. “An AM station with the
right magnet can be successful,” Dis-
ney said, adding that he doesn’t think
“Howard will be lost at all” in Chicago
on wiip.

“Being on an AM in Chicago will
[make it] more difficult” for Stern to
earn (op ratings quickly, Buchwald
said. “We were certainly happy with
the signal on the Cox station.”

But wiiD has a “good signal,” Buch-
wald said. Since the station is owned
and operated by Infinity, he said, “there
is a great deal of confidence [that Stern
can] win in Chicago and gain a lot of
fans there.” Infinity owns several of
Stern’s affiliates in major markets,
where his is the top-rated morning
show.

Meanwhile, in El Paso, Stern
switched affiliates last week. He
moved from adult contemporary
KAMZ(FM) 10 talk KROD{AM) after KAMZ
dropped its classic rock format. KROD
wanted to move syndicated talker Don
Imus from morning drive to middays to
make room for Stern, but Imus

| declined the move. The time slot is

being filled by syndicated sports talk.
Also last week, Stern debuted on
new affiliates in Virginia. The sta-
tions—wKOC(FM) Norfolk and
wvGO(FM) Richmond—are owned by
Benchmark Communications Radio. =

Katz finds country tops

Country music claims the largest aver-
age format share in radio markets
nationwide, but news/talk and informa-
tion service formats outrank country
formats in large markets, according to
Katz Radio Group's latest Format
Report.

Gerry Boehme, senior vice presi-
dent and director of research for KRG,
says, “Country shows outstanding

tenership data compiled in Arbitron’s
spring 1995 survey.

Boehme also says that “news, infor-
mation and service formats perfarm
better in large markets” and that coun-
try formats “control more listening in
smaller markets” than does any other
format.

in KRG's research measuring for-

mat shares in different daypants, coun-

!

" Among country’s newer acts are The
strength in the average market for all Mave,?cks’ W,:g won the Country

try and adult contemporary listening
tead their competitors across the
board. Combined, the formats claims |
39.2% of morning drive listeners and .I
38.5% of afterncon drive listeners.

All other formats split the remaining audience of lis-
teners 12-plus for those dayparts, KRG research con-
cludes. —ppP I

demos and dayparts.” in KRG's spring Music Association's vocal group of
1995 repert, country claimed 18.8% of the year award last Wednesday.
the average market format share, cut-
ranking other formats by a significant margin.

Cther top-ranked formats include adult contemporary
{which earned 9.4% of the average market share) and
urban contemporary (8.5%). KRG's research used lis-
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Advertising revenue up

average 8%

Radio stations nationwide reaped an
average 8% more revenue {rom com-
bined local and national spot advertis-
ing in August 1995 than they did in
August 1994, according to the Radio
Advertising Bureau. The growth
marks the 36th consecutive month-to-
month revenue gain, according to
RAB officials.

Separately, stations nationwide
reported an average 9% growth in rev-
enue from local advertising and an
average 3% growth in revenue [rom
national spot sales, the RAB conclud-
ed from its survey of 100 markets,

Stations in the Southeast and Mid-
west reported the strongest gains in
local advertising. at 13% and 12%.
respectively, while stations in the East
reported the strongest gains in national
spot revenue, an average 10%
increase. Only stations in the Midwest
reported a decline in national spot rev-
enue for August, an average 6% less
than last year.

Revenue growth in 1995 through
August marks an average 10%
increase in combined local and nation-
al advertising compared with the first
eight months of 1994. the survey
found. RAB’s survey was based on
data collected by the accounting firms
Miller Kaplan Arase & Co. and
Hungerford Aldrin Nichols & Carter.

RAB President und CEO Gary Fries
says all indications are that “this pat-
tern of increases should persist
through the fourth quarter.”

Imus bounced

in favor of Stern

Sharp-tongued talker Don Imus appar-
ently has refused to allow sports/talk
KROD(AM)} El Paso to broadcast his
show middays since KROD gave Imus’s
morning drive slot to Howard Stern
two weeks ago. The switch came after
KROD owner New Wave Communica-
tions purchased KAMz(Fum), the former
affiliate for Stern’s syndicated show,
and made format changes that
replaced KAmzZ’s classic rock format
with adult contemporary and dumped
Stern’s show.

KRrROD program director Jon Teicher
wants to move frus in the Morning,
syndicated through Westwood One
Entertainment, to middays but has
been unable to because Imus’s man-

New team

Evergreen Media Corp. and Katz Radio Group executives gathered to celebrate
their exclusive sales rep agreement in New York. Present are (I-r): Carl Butrum,
president, Eastman Radio; Nancy Leicher, general sales manager, kksT(FM) LoS
Angeles; Craig Wilbraham, general manager, kkst, and Steven Moskowitz, vice
president/general sales manager, Eastman Radio.

agement msists that the contract
requires the [-Man's afliliates to
broadcast the show between 5 a.m.
and 9 a.m. weekdays.

Teicher claims, however, that
KROD’s contract with Iimus specifies
that the show be broadcast between 5
am. and 9 p.m., making a midday slot
legally sound. Teicher says the con-
tract KROD forged with Stern’s man-
agement “says we must run Stern in
the morning.”

While the specifics are being debat-
ed by lawyers. Teicher says. Imus is
off the air in El Paso.

Meanwhile, krOD had dropped G.
Gordon Liddy’s talk show from its
midday slot to accommodate Imus
before Imus refused the time period.
Liddy also is syndicated by Westwood
One. For the time being, KROD has
filled its midday void with syndicated
sports talk from One-on-One Sports
Network in Chicago.

‘Star’ wars

A federal district court judge in Mary-
land has issued a2 temporary restraining
order preventing WGAY{(FM} Washing-
ton from using its on-air *'Star 99.5”
slogan after determining it was (0o
similar to wsMD-FM Mechanicsville,
Md.’s “Star 98.3" trademark. wSMD-FM
owner Roy Robertson says WGAY
“stole” its slogan and began using it
Labor Day weekend after wGay Gen-
eral Manager Robert Longwell failed
to make a successful takeover bid for

WSND-FM last yeur. Robertson says
WSMD-FM has used the “star” slogan for
several years. Longwell could not be
reached for comment.

Premiere Radio Networks
launches Web site

Comedy shorts from Larry “Bud”
Melman, sound bites tfrom celebrity
interviews and jokes and sports talk
will be featured on ’remiere Radio
Networks’ new home page site which
debuts rhis week on the World Wide
Web.

One of the nation’s largest suppli-
ers of comedy sketches for radio,
Premiere Radio Networks will make
its librury of syndicated talk and
music programing accessible to Web
users. in addition to radio listeners,
through the new site. Premiere pro-
duces 27 syndicated programs and
services, mostly entertainment-based.

| for its more than 4,000 radio station

affiliates.

Industry salaries up 7.4%

The latest poll by the National Associ-
anion of Broadcasters found that radio
station employes are earning an aver-
age 7.4% more in 1995 than last year.

The largest salary increases for the
year were claimed by station sales
statfs, with account executives earning
more than 15% more on average.
NAB officials atiribute sales pay hikes
to double-digit increases in local and
national spot ad revenue.
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SPECIAL REPORT: Music TV on center stage / 40
USA tops basic networks in the third quarter / 55
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A strong concentration of affluent, highly educated, performance oriented consumers.

The vehicle to attract, reach, and keep this audience is BET on Jazz: The Cable Jazz Channel.

* live in-studio performances
* interviews

* jozz festivals

* |ozz videos

* dacumentaries

* jozz club cancerts

* talk shaws

» biagraphies

¢ mavies and more

Call for a programming
schedule and more information.

Western Region {310} 453-4500
Central Region {312) 819-8600
Eastren Region (202) 608-2038
Special Markets (202} 608-2058
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Music Television:

Turning up the volume

Joining the dozen or so music video networks are still more tuning up for launch

By Rich Brown

[though the music video land-
scape already is crowded with
roughly a dozen networks, stil

more are on the horizon.
MTV Networks, long said to be

interested in launching full-time spin- |

launch. But Rosenthal anticipates a lot
of launch activity on both national and
regional levels as cable system opera-
tors rebuild their systems to accommo-
date more channels.

Top multiple system cable operator
Tele-Communications Inc., which
owns a 17.5% stake in Black Entertain-

MTYV is developing plans for regional music networks, which up to now have been

the province of news and sports

off networks based on its MTV and
VHI services, has in the past year and a
half been accelerating its development
plans. Although the company original-
ly was thought to be focusing on the
development of national networks,
MTV Networks Executive Vice Presi-
dent of Affiliate Sales and Marketing
Mark Rosenthal says it is particularly
interested in launching regional music
networks. Rosenthal says the company
also is looking at the possibility of net-
works designed specifically for the
online world.

1) » N i I
What we’ve been exploring is not

only different genres but different
methods of delivery.” says Rosenthal.

Despite MTV's strong foothold in
the music business, the company faces
the same channel-capacity problems
faced by all new networks looking to

GLOBAL MUSIC NETWORK

THE CABLE
_ JAZZ CHANNEL

ment Television and a
5.5% piece of The
Box, has its eye on yet more music
video networks down the road. The
company has quietly been working with
industry veteran Connie Wodlinger on
The Music Zone, a4 West Palm Beach,
Fla.-based joint venture designed to
create music video networks here and
abroad. Wodlinger is the entrepreneur
who 10 years ago created Video Hits
USA, the would-be music video net-
work that dissolved in 1990 alter years
of litigation with MTV.

TMZ’s plans for the U.S. call for the
creation of a “music zone™ of six multi-
plexed networks, each offering a dis-
tinct genre of music videos. The model
is similar to the thematic mulliplex of
mini—pay movie channels now offered
by TCI’s Encore movie channels. The
launch of the music video channels is
being timed to coincide with the advent
of digital compression.

TCI and Bertelsmann Music Group
last year were suaid to be intcrested in
backing a music video/home shopping
network that media giants Time Warn-
er, Sony, EMI Music, PolyGram Hold-
ing Inc. and Tickelmaster were to
launch. But talk of launching the net-
work all but disappeared in the face of
antitrust investigations by the U.S. Jus-
tice Department.

One network with firm plans to
launch is BET on Jazz: The Cable Jazz
Channel, a 24-hour network from
Black Entertainment Television. BET
has decided on « Jan. 15, 1996, launch
for the network, following several
postponed start dates.

*In order to make it
seem real, we have 10
take the move and sce
what happens,” says
Curtis Symonds,
BET’s executive vice
president of affiliate
marketing and sales.
He says the network
hopes to gain 2 million
subscribers a year and expects to break
even within five years. The company
also is eying international distribution
for the channel, which will have a pro-
graming lineup that includes live in-stu-
dio performances, interviews, jazz festi-
val coverage, jazz videos, documen-
taries, jazz club concerts, talk shows and
biographies.

It is likely to be a gradual climb for
would-be music video networks eager
to jump quickly into the business.
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The only network that plays country music videos, 24 hours a day.
Nothing else like it. Nowhere else to get it. Subscribers will love the
video network that’s as individual as they are.

CMT: Country Music Television.

For more information, call Francie Leader, in the East at (203) 965-6427, or
Craig Chambers, in the West at (303) 771-9800.
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Faced with competition
from well-established music
video networks, newcomers
to the U.S. market, such as
Canadian music video network Much-
Music, still have a ways to go. Since its
debut in the U.S. a little more than a
year ago. MuchMusic has lined up a
relatively few 3 million homes here.

“Unlike the new and emerging net-
works that are coming out, we are dif-
ferent in that we don't have a program-

] c

[1)

ing mocdiel that is at the beginning,
Dennis Patton, senior vice president and
general manager, MuchMusic. “We
have a matured programing model that
we’re able 10 offer and we don’t have to
go through the evolution process.”
Despite the difficulties, yet more
new music video networks are chomp-
ing at the bit. The Los Angeles—based
Classic Music Channel, which is avail-
able on low-power TV network Chan-
nel America, plans to launch full-time

Special Report: Music Television

says | by mid-1996. Another service, The

Gospel Network, expects to debut in
late 1996. And by this time next year,
there should be three Spanish-lan-
guage music networks competing for
channel space (see “Spanish-language
networks,” page 45).

While the new music networks seek
lo carve oul niches, the existing services
continue to build their businesses here
and abroad. Following is un overview of
the music video landscape. ]

Hitting the ri

The Box

Like other veteran music video net-
works, The Box has its eye on interna-
tional expansion. The 10-year-old net-
work is available in more than 20 mil-
lion households in the U.S., the UK
and Puerto Rico, and plans to launch in
Europe, Latin America and the Pacilic
Rim.

Domestically, The Box is building
distribution through Tele-Communica-
tion Inc.’s tv! sampler network. The

network has two weekend programing
blocks on tv!, which reaches 6.7 million
cable subscribers nationally. A poll of
tv! viewers found that 81% rated The
Box as very good or excellent, and 73%
of those viewers said they wanied the
network 24 hours a day.

The Box, a national network com-
posed of local market affiliates with
individual video servers, gives view-
ers the option of dialing a 900 tele-
phone number and requesting a video,
with the charge (starting a1 99 cents)

t note: A music TV sampler

billed to the phone. Within about 20
minutes, the video is ptayed for all
viewers ol the local cable sysitem. A
sister service, The Box on Satellite.
features preprogramed hits from local
markets and carries lower start-up
costs for small systems looking 1o
carry the network.

In addition to 900-number revenue,
The Box is building its advertising base.
The ad sales division in July reached a
personal-best tally of more than $1 mil-
lion and has closed 1996 upfront deals
with Helene Curtis. Levi Strauss, MCL
Nintendo, Procter & Gamble and Slim
Jim. The network also is developing its
ancillary business with the creation of a
merchandise division, P.O. Box (Box
Personal Objects).

The publicly traded company in first
quarter 1995 had revenue of $4.8 mil-
lion and a net loss of $923.000. Rev-
enue rose 20% and net loss fell 18%
compared with first quarter 1994,
which the company attributes to pro-
graming enhancements, the consclida-
tion of unprofitable boxes, improved
marketing etfons and lower interest
expense.

Country Music
Television

Executives at Country Music Televi-
sion are kicking up their heels this fall
in celebration of the network’s expan-
sion into more than 30 million homes.
The music video network’s base in the
past year has grown by 21%, represent-
ing 5.3 million additional U.S. cable-

| subscriber households on about 500

systems across the country.

ary Chapin Ca_rbenter on Country
Music Television

“Country music continues (o be the
most popular form of music in Ameri-
ca today. and we expect to continue 10
see this trend grow,” says David Hall,
president of CMT, which features a
lineup of music video—based program-
ing like CMT Saturday Nite Dance
Ranch, CMT Top 12 Countdown and
CMT Showcase. The popularity of
country music on cable mirrors the
success of the format on radio. The
number of FM country radio stations
has jumped nearly 50% since 1991
and is by far the nation’s most popular
format. according to Katz Radio
Group.

CMT, which debuted in 1983, is not
[miting its expansion to the U.S. mar-
ket. The network last spring completed
its expansion into the international
arena with the launch of CMT in Latin
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America. [n June, CMT
and the Canada-owned New
Country Network reached a
tentative agreement to com-
bine forces to operate a single 24-hour
Canadian country music network. The
company also operates a three-year-old
service in Europe and a year-old ser-
vice in the Asia-Pacific region.

Much ot CMT’s growth has occurred
since the network was sold in 1991 10
Nashville Network pariners Gaylord
Entertainment Company and Group W
Satellite Communications. The compa-

nies are now rolling out an ambitious |

worldwide image campaign for the net-
work. teaturing the theme “Genuine
American Original” and the tag line
“Turm On to Country, Turn On 1o CMT”
(BROADCASTING & CABLE, Oct. 2).

production).
Although music videos dominate
MTV's schedule, the network’s pro-

| graming lineup continues to expand to

an ever-growing range of formats
aimed at its ages 12-34 target audience.
Programing ranges trom a daily dating-
gume show (Singled Out) 10 an original
sports magazine show (MTV Sports).
The network later this month will debut
its first health show. MTV Mega-Dose,
featuring reports on recreational drug
use and other topics. MTV has even
become a buyer of off-network prod-

uct, picking up 19 episodes of ABC |

dramatic series My So-Called Life.
MTYV Networks Chairman and CEO
Tom Freston refers to MTV’s growing
lineup of long-form programing as a
“punctuation mark’ that helps bring

Bruce Springsteen and Melissa Etheridge on ‘MTV Unplugged’

mMTV

Since its launch in 1981, music video

network pioneer MTV has grown into a |

global empire reaching more than 265
million households in 69 territories on
five continents. In the past year alone,
the Viacom-owned cable network has
expanded its overseas presence with
the launch of MTV Mandarin and
MTV Asia.

MTV's expansion goes beyond
international growth. The channel is
using its brand name to expand its busi-
ness into book publishing with sister
company Simon & Schuster; movie
production: multimedia projects
through Viacom New Media; audio
releases, and MTV Productions (TV

attention to the network. Long-form
programing gives the network a better
chance of heing included in cable list-
ings, he says.

Another way the network gets atten-
tion is through its event programing.
Last month’s live MTV Video Music
Awards (elecast received a 6.4 rating
from 8 to 11 p.m.. according to A.C.
Nielsen Co. data supplied by the net-
work. The rating marks a 5% boost
over the 1994 awards and represents
roughly 6.3 million viewers.

MOR Music TV

St. Petersburg, Fla.-based MOR Music
TV is in a transinonal phase as the
three-year-old music video/home shop-

Special Report: Music Television

ping network adjusts to business under
new owner Speer Communications.
Home Shopping Network founder
Roy Speer bought the network in
August and is planning changes that
will help boost distribution past its cur-
rent lineup of roughly 4 million homes.
One change already being implement-
ed is the addition of on-air hosts to
introduce videos and better explain the
merchandise side of the network.
MOR Music TV is designed to sell
music merchandise (CDs, cassettes,
videotapes and memorabilia) tied 10 the
artists appearing in the music videos.
Music programing on the network falls
into five categories: adult contempo-
rary/pop; classic rock; country;
Jazzfinstrumental, and legends (ranging
from Frank Sinatra to Elvis Presley).

MuchMusic

It has been a little more than a year
since Canadian music video network
MuchMusic became available to U.S.
cable system operators. So far, accord-
ing to U.S. distributor Rainbow Pro-
gramming Services, the network’s dis-
tribution base here has grown to 3 mil-
lion homes.

Giving the network a head start in its
U.S. distribution is Rainbow parent
company Cablevision Systems Corp.,
the nation’s sixth-largest cable MSO.
In addition to MuchMusic, Rainbow
manages the operations of American
Movie Classics, Bravo. The Indepen-
dent Film Channel. Prime Network,
NewSport, The SportsChannel Region-
al Network and News 12 Long Island.

MuchMusic debuted in Canada in
t984 and features a programing lineup
of musical series, concerts and videos
featuring rock, pop, alternative, blues,
metal, rap, jazz and tolk. Among the
shows appearing on the network are
Clip Trip, with music videos from
around the world; Fax, focusing on pop
culture, and Eleciric Circus, a
90-minute live
show
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featuring in-studio performances and
reports on news and fashion. The 24-
hour network also is available in South
America and provides syndicated pro-
graming to Asia and Europe.

Given the network’s Canadian base,
MuchMusic is required to program
30% of its schedule with Canadian pro-
graming. For the U.S. version of the
channel, however, Rainbow replaces
the Canadian programing with its own
material.

Break This, the first original show
to air on the U.S. version of MuchMu-
sic, debuted last May. The half-hour
show airs three times a week and fea-
tures videos. interviews and exclusive
live performances with emerging
artists from a variety of genres rang-
ing from folk to hip-hop. Rainbow

executives expect to insert a second |

original U.S. production by the end of
the year and plan to debut more origi-
nals in 1996.

Spanish-language music
video networks

Although Spanish-language music
video networks have not been available
in the U.S. for as
long as English-lan-
guage services, the
competition is heat-
ing up.

MTV Latino,
which launched two
years ago with 2 mil-
lion subscribers, now
reaches more than 6
million homes in 23

Latin America
and the U.S.
New launches
for the network
include Modesto
and  Veniura
counties. Calif.,
and Phoenix.

MTYV Latino’s
programing line-
up borrows from
some of the
same concepts
seen on MTV.
Taking its lead
from MTV's
popular series of
original
Unplugged con-
certs, for exam-
ple, MTV Latino has launched an
Unplugged series of its own, and last
month it debuted a sports show pat-
terned after MTV's sporis program-
ing. Hosted by MTV Latino VJ Arturo
Hernandez, MTV Sports airs Satur-
days at 8:30 p.m. ET.

Meanwhile, Galavision is preparing
1o boost its position among Spanish-
language cable programers by launch-
ing two 24-hour music video networks
next year. The network
plans to import TeleHit, a
Mexico-based music
video network targeting
the 18-34 audience. A
complementary music
channel, Ritmoson (“The
Key to the Sun™), is
scheduled to debut as a
full-time network in April
1996. Both services are

territories throughout

now seen part-ltime on

weekends on Galavision,
which reaches some 1.5
million Hispanic house-
holds.

Segments appearing on
TeleHit inctude One
Arrist, which focuses on a
single top singer: Remix-
es, featuring top songs in
new, tonger versions. and
The Hits of the Moment, a
selection of videos on
fashion. Features on Rit-
mosen include Amigos
del Sol, aimed at young
Latinos who find them-
selves out of their native

“Ombligo Club” on Ritmoson
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country or who have old
triends with whom they

Chris Isaak on VH1

want to get
in touch.
Another fea-
ture, Cliisme
Caliente (hot gossip), will
present the latest music
gossip.

VH1

It was a year ago that MTV
Networks executives began
repositioning their VHI
music video network to
attract more viewers ages
25-40. Although the net-
work was turning a profit
with its broad distribution
to more than 52 million
homes, corporate brass was
eager to increase the success of the net-
work.

In the past year, VHI has focused
almost entirely on music videos and
music information and has begun deliv-
ering them more aggressively. Gone are
many of the non-music shows that had
crept onto the network’s schedule.
Among the few shows today that are
not music-based are Fiix, a weekly Hol-
lywood roundup, and FT/Fashion Tele-
vision. a tashion show.

The many new music shows now on
the network include The Big '80s, fea-
turing video hits from that decade; The
Number Ones, with top music video
hits from a variety of music genres;
Soul of VH 1, a rhythm and blues show,
and 4 on the Floor, a roundtable show
with music critic guests.

Borrowing from MTV's popular
Uunplugged concert series, VHI in
November plans to debut VHI Duers.
Each live-performance show will fea-
ture & unique duo playing for an audi-
ence in a relaxed setting. The first show
will feature Melissa Etheridge with fel-
low singer/songwriters Paula Cole,
Sophie B. Hawkins, Jewel and Joan
Osborne. The second show will feature
Simply Red lead singer Mick Hucknall
with Earth, Wind & Fire.

VHI executives also will emphasize
developing marquee events. The net-
work in November will cover its sec-
ond annual Fairway to Heaven, a pro-
am golf tournament featuring celebrity
guests, and exclusive concerts by
Cheap Trick and others. This past sum-
mer. VHI1 covered a concert to benefit
the LIFEbeat AIDS organization. The
network’s summer events also include
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an annual VH1 Honors
benefit concert that raises
money for various charities.

Z Music Television

Although it is one of the nation’s newer
music video networks, Nashville-based
Z Music Television has managed to
expand distribution of its Christian
music network to more than 27 million
cable and broadcast homes in less than
three years.

Z Music’s marketing materials boast
that the nctwork’s programing lineup
reflects “the national movement
toward simpler lifestyles and deeper
spiritual values.” The network is aimed

at the more than 50 million adults who
listen 1o and buy Christian music each
year, accounting for about 6% ol music
sales in the country.

Helping to build the network has
been Gaylord Entertainment Co.. which
bought into the network in May 1994
and now manages it. Gaylord has con-
siderable experience in the area, given
its ownership of TNN: The Nashville
Network and its majority ownership
stake in CMT: Country Music Televi-
sion and CMT Europe. Z Music Televi-
sion’s administrative and marketing
offices are based in Nashville, while
affiliate relations is based in Dallas.

Just as MTV built distribution with
its “l Want My MTV!” campaign., Z

sic Television_

Music is trying to build audiences with
a campaign whose theme is “Want your
own video network? Just ask.” The net-
work since April has been encouraging
Christian radio stations, retailers, con-
cert promoters and local religious lead-
ers in key markets to contact their cable
operators and ask for the channel.

Z Music’s programing lineup fea-
tures a variety of Christian music gen-
res, ranging from adult contemporary
to rock, pop and country. The network
also features news and information
updates on Christian music. artists,
concerts and new releases. Programing
blocks include Rock and Rap, Brim-
stone Chronicles (Christian hard rock)
and Christian Country. ]

Making music and more

In addition to all-music
channels, cable offers tunes
on a number of other
services

By Jim McConville

here’s more to music than MTV,
Tat least in terms of other cable net-

works with a high-profile music
presence. In addition to MTV, co-
owned VHI and other primarily music
video services (see capsules, page 42),
cable TV subscribers can get their fill
of country, soul, jazz, blues and pop on
several other cable channels.

In the case of Black Eniertainment
Television and The Nashville Network,
music defines the networks’ character
and the demographic they target. For
Turner Broadcasting System, adding a
late-night music show means drawing
a new group of viewers that the net-
work’'s usual late-night programing
hasn't attracted.

TNN

The Nashville Network, the self-pro-
claimed home of country and westem
music. boasts [2 weekly music pro-
grams, accounting for almost 90% of
its overall schedule. “Our core audi-
ence [is] people who enjoy country
music; we're definitely a niche net-
work,” says Kevin Hale, TNN’s vice
president and general manager.

Bill Monroe, Ricky Skaggs and Travis Tritt on TNN

TNN's range of musical programing
has expanded in the past five years to
include younger performers—a reflec-
tion, Hale says. of the changes in coun-
try music itself. “Primarily because
that's the direction that country music
has gone. We've been hand in hand
with that growth. Our research has iold
us that our viewers want to see a vari-
ety.”

Live music programing consists of
Grand Ole Opry Live, a 30-minute
weekly broadcast culled irom wsMm(AM)
Nashville’s legendary Grand Ole Opry
program.

TNN will revamp its lineup in Janu-
ary, dropping its Music Citv Tonight
variety series and replacing it with a
yet-to-be-named prime time entertain-
ment series.

That series and Grand Ole Opry Live
represent the hub of TNN’s musical
schedule, Hale says. “It’s our primary
venue for live performance.”

At the Ryman. a weekly performance
series taped at Nashville’s historic
Ryman auditorium, tries to bridge the
gap between current country and clas-
sic pop. “It’s country music,” Hale
says, “but it shows that pop music of
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the 1960s and '70s, with a
little bit of an adjustiment,
can be made into country
today.”

In 1993 TNN developed a special
program format called Lumited Series,
which consists of quarterly specials
featuring taped concert performances
of various country music artists.

A current TNN limited series 18
Marty Party, with singer Marty Stuart.
Other weekly TNN shows featuring
musical performances include Charlie
Daniels Talent Roundup, a weekly
musical talent search; Club Dance,
billed as a country/western American
Bandstand; The Legends of Country
Music, Music City Tonight, Path to
Stardom, and The Statler Bros. Show.
TNN also airs three music video
shows: TNN Video Session, Video
Morning and Video PM.

TNN also is now airing the syndicat-
ed series The Road. recently acquired
from Tribune Entertainment, which fea-
tures country artists on the concert trail.

BET

Black Entertainment Television airs
eight regular weekly music video
shows aimed primarily at black audi-
ences. The shows span a range of musi-
cal genres, including gospel soul, rap,
jazz, R&B. reggae. pop and hip-hop.
The shows are Bohby Jones Gospel,
Video Soul, Video Soul by Request,
Caribbean Rhythms, Rap City, Jaz:z
Central, Miduight Love by Request and
In Your Ear.

BET executives call the network an
“urban contemporary R&B alternative
for music videos,” says Lydia Cole,
vice president of programing for BET.
“We see ourselves as the outlet for
African-American artists to get their
music in front of a large percentage of
the African-American TV viewing
public.”

The network’s eight music video
shows make up roughly 65% of its
overall weekly program schedule.

BET last yeur added /1 Your Ear. an
“eclectic” video program featuring “a
variety of music, atl not necessarily
R&B. It’s a program that doesn't nec-
cssarily have a category. It’s just good
music.” Cole says.

BS

Turner Broadcasting System entered
the music video genre in July with a
weekly live music show, Live from the

Special Rebort:z Music Television

House of Blues. The hour-long show
airs at midnight on Friday and is
repeated Saturday. Co-produced by
Warner Music Group and The House
of Blues, the show comes from the
House of Blues clubs in Los Angeles
and New Orleans.

“It brings a whole new demographic
to our network on Friday and Saturday
nights,” says Vivian Schiller, senior
vice president. Turner Original Produc-
tions. “TBS historically has not had a
lot of younger viewers like this show
has brought in.” Other TBS programing
1s heavily cross-promoted during the
show.

House of Blues. unlike its name.
comprises a variety of musical genres
ranging through pop, rock, jazz, rap
and alternative rock. The format con-

sists of live stage performances with
band interviews interspersed
throughout.

Other cable networks with regular
music series include The Disney
Channel. which each year runs 10-12
of its Going Hone music specials at 9
on Sunday nights. Recent performers
include Aretha Franklin, Kenny
Rodgers and Robbie Robertson.

Arts cable channel Bravo this fall
rolled out an eight-part music series,
Muasters of American Juzz. Airing on
Friday at 10 p.m., each hour episode
focuses on a major figure in American
Jazz and combines documentary
footage with concerts. ]

Sturm und twang

PPV concert business down due to variety of factors

By Jim McConville

he concert business, a PPV staple,
Thus had a quiet year, due in part to

forces that have changed the way
the business is done.

That’s a far cry from 1994, when
blockbusters Woodstock ‘94, Pink
Floyd and the Rolling Stones set record
concert PPV buy numbers.

Last year the Pink Floyd concert gen-
erated 52,000 PPV buys out of a 16 mil-
lton—household universe, while the
Rolling Stones™ second concert tour
pulled in approximately 200,000 PPV
buys trom the 23 million homes avail-
able. according to Showtime Event
Television (SET), which distributed
both events.

Jeffrey Bernstein, vice president.
programing and marketing, Request
Television, attributes this year’s lull to
a scarcity of touring acts, consumer
reluctance to plunk down anywhere
from $25 to $40. and competition from
other venues.

“The idea of paying that much for
music on television is an idea the con-
sumer 18 still not totally used to,” Bern-
stein says. Nor do PPV distributors any
longer have a lock on concert bids.
“Now, with some really strong [event]
like the Rock 'n’ Roll Hall of Fame. [or
concerts by] Barbra Streisand or

Michael Jackson, HBO just keeps out-
bidding PPV.”

The art of the PPV concert deal also
has changed, distributors say, becom-
ing a launchpad for other revenue vehi-
cles—such as home video, rebroadcast
and international market distribution—
rather than simply a way to generate
onetime profits.

Jock McClean, vice president of pro-
graming, SET, says PPV concert deals
were forced to change in the early *90s,
when groups asking for large upfront
money virtually broke the PPV bank.
McClean says that with Guns N’ Roses
and U2 securing $1 million—plus guaran-
tees for 1992 concerts, it was the begin-
ning of the end for some distributors.

“PPV distributors got killed because
they didn’t recoup their advances, so
now they're out of the business,”
McClean says. The result: fewer PPV
concerts today.

As a consequence, {or today’s PPV
concert deals, distributors are hiring
marketers working on a straight fee
basis to market and distribute & con-
cert, with the musical performers car-
rying both the box office risk and resid-
ual rights. “We’re basically the special-
ists in distribution and marketing of
PPV, leaving the principal rightshold-
ers with those other property rights to
exploit,” McClcan says. ]
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With the huge shift to positive values, it’s no wonder Christian music is the fastest
growing category. That's why Z Music Television offers the world’s only 24-hour
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positive values. And, for you, positive results. To find out why, call our
Affiliate Relations office at (214) 620-8800, and we’ll send a sample video. TELEVISION
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X Broadcasters upbeat

about music programing

Cross-promotion and bridging demographics are
among genre’s drawing cards

By Cynthia Littleton

built-in audience
and a range of
cross-promotional

opportunities are just two
reasons broadcasters are
singing the praises of
music programing this
season.

ABC hopes to get a lit-
tle help from the trans-
generational appeal of
the Beatles during the
November sweeps. PBS
hopes last month’s 10-
hour history of rock 'n’

public television fold.

And a Time Warner home video
unit has teamed with an indepen-
dent syndicator to test the waters
for first-run rock star interview
specials.

“Music specials are always
rich in demographic appeal, but
now we’ve hit a time when a 40-
year-old mom may like some of
the same stuff her 14-year-old
daughter listens to,” says David
Morgan, president of Litton
Syndications.

Encomium: A Tribute to Led
Zeppelin, the first in a possible
series of hour-long specials co-
produced by Litton and Warn-
erVision, will air in January.

Rock programing in particular
opens the door to radio cross-pro-
motions and other creative tie-ins,
Morgan notes. With new music
from the Fab Four in its position,
ABC is justly promoting The
Beatles Anthology as “cvent tele- B
vision.” The six-hour special will PBS aired a 10-hour documentary on the history
air in two-hour blocks on Nov. ©frock and roll. Above: Jerry Lee Lewis strikes
19, Nov. 22 and Nov. 23. Sufamanpasg

ABC also will celebrate Frank Sina- | Wav. CBS has other legendary croon-
tra’s 80th birthday in December with a | ers on tap for The Concert for Hope:
two-hour special, Sinatra: 80 Years My | The Tonv Bennett Special, the Grand

Special Report: Music Television

QOle Opry 70th Anniversary Special and
The Sou! Train 25th Anniversary Hall
of Fame.

All of the Big Four will offer music
award shows as well. ABC has the
American Music Awards in February
and the World Music Awards in May.
Fox will air Billboard Music Awards in
December. NBC steps out with the
Academy of Country
Music Awards in May,
springtime’s answer to
fall’s Country Music Asso-
ciation Awards, which
aired last week on CBS.
CBS also will telecast next
year’s Grammy and Tony
awards ceremonics.

Soul music is king in
syndication, where Soul
Train (Tribune Entertain-
ment) is celebrating its
25th yecar, while It's
Showtime at the Apollo
(Western International
Syndication) has begun
its ninth season as a

r(?lf_l helped bring nontra-  Agc js promoting The Beatles Anthofc_rgy as “event television.” The showcase for top stars
ditional vicwers into the six-hour special will air in two-hour blocks Nov. 19, 22 and 23. and budding talents. Sou!

Train also has prompted
two syndicated awards shows:
The Soul Train Music Awards and
Soul Train Lady of Soul Awards.

Also in syndication, Warner
Bros. Television’s 10-hour syndi-
cated series, The History of Rock
‘n" Roll, averaged a 2.7 national
Nielsen rating during its first out-
ing in March. The much-praised
documentary will be available for
second runs on a barter basis Dec.
18-31. CBS also is working on an
hour-long special with country
singer Reba McEntire to air in
November or December.

PBS has the classical music
market cornecred with such
returning series as Live from Lin-
coln Center, Metropolitan Opera
Presents, Great Performances
and Evening at Pops. Austin City
Limits will keep serving up an
eclectic array of live perfor-
mances in its 21st secason, while
jazz lovers will hear from trum-
peter Wynton Marsalis in the
four-part special Marsalis on
Music. And PBS again will turn
1o a music special, this time with
singer Carly Simon, to drum up
pledges in December. n
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USA tops basic for third quarter

TNT second, Lifetime has best ever third quarter

By Rich Brown
SA topped the list of basic cable
U networks in the just-completed
third quarter, strengthened in part
by a 30% ycar-to-year ratings boost for
such USA Pictures original movies as A
Mother's Praver and Wounided Heart.
Original movies also helped boost
ratings at Lifetime. which enjoyed its
highest-rated quarter ever with a 1.6
prime time rating representing more
than 1 million households. Strong orig-

Among networks carrying
the 0.J. Simpson trial,
CNN during the third quarter
saw its full-day ratings rise,
from 0.7 to 0.9, compared
with third quarter 1994.
E!’s ratings climbed
from 0.2 to 0.4 in the same
comparison, while Court TV
enjoyed a 0.8 full-day rating.

3RD QUARTER CABLE RATINGS: 1995 vs. 1994
| (6/26/95-10/1/95)
| Prime Time Full Day
l (Mon.-Sun., 8-11 p.m.) (Mon.-Sun. 24 Hours)
3Q 1995 3Q 1994 3Q 1995 3Q 1994
Rating HHs Rating HHs Rating HHs Rating HHs
USA 24 1,543 23 1,43 1.1 736 1.1 682
TNT 22 1413 1.9 1,178 1.1 657 09 571
TBS 19 1,285 1.8 1,135 1.1 741 1.2 730
- ESPN iV k138 1.6 983 08 554 0.7 468
NICK 1.7 1,099 1.5 891 16 993 1.1 694
l LIFE 16 1,010 1.3 771 0.9 553 0.7 404
i CNN 1.2 783 1.2 745 09 582 0.7 435
| DISC 1.0 669 1.0 599 06 377 0.5 310
A&E 0.9 582 11 620 0.7 407 0.8 458
FAM 1.0 613 0.9 524 0.6 366 0.5 306
TNN 0.8 517 1.0 599 05 29 6.5 297
MTV 0.8 470 0.7 435 06 342 6.5 318
CNBC 0.7 385 0.4 188 04 207 0.3 142
WGN 0.9 336 1.0 358 0.6 235 06 214
TOON 1.4 276 1.4 154 1.0 201 0.8 93
HLN 0.4 207 0.4 190 0.3 179 0.3 189
TLC 0.4 176 0.4 121 0.3 130 0.3 89
E! 0.5 170 0.2 NA 0.4 136 0.2 NA
COURT 0.7 167 NA NA 0.8 178 NA NA
| FX 07 165 NA NA 05 90 NA NA
] PREVUE 04 153 0.4 140 0.2 83 0.2 77
SCIF 0.6 146 0.5 91 0.4 97 0.4 42
BET NA NA 06 227 NA NA 04 156
VH1 NA NA 0.3 149 NA NA 0.2 113
l COM 0.5 NA 0.4 124 0.3 NA 0.2 62
I CMT 0.3 100 0.3 77 0.3 83 0.3 70
USA's prime time is 7-11 p.m.; Family's is 7-10 p.m.; CNBC's is 8-11:30 p.m. Mon.-Fri.; Discovery's
and TNN's full day is 9 a.m.-3 a.m.; Family’s is 7 a.m.-1 a.m; Lifetime's is Mon.-Fri. 7:30 a.m.-1:30
a.m. and Sat.-Sun. 10 am.-1 a.m.; A&E's is 8 a.m.-3 am.; El's is 6 a.m.-3 a.m., Mon.-Sun.; TLC's
is Mon.-Fri. 6 a.m.-3 a.m. and Sat.-Sun. 9a.m.-3a.m.; BET's full day is Mon.-Fri., 9 a.m.-4 am.; fX's
full day is 6 a.m.-2 a.m.; all other networks are 6 a.m.-6 a.m. Source: A.C. Nielsen Co. data supplied
by various networks. All ratings based on coverage homes for each network. NA—not availabte.
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inal movies like Almost Golden: The
Jessica Savitch Storv and Dancing in
the Dark helped boost prime time rat-
ings by 24% over third quarter 1994.
Tolal-day ralings grew by 29% in the
same comparison.

J 9 _
The NFL gave TNT five of the top 12
basic cable programs.

TNT was the second-highest-rated
basic cable network in prime time dur-
ing the third quarter, helped by strong
NFL ratings. NFL games on TNT
accounted for five of the top 12 basic
cable programs for the quarter.

Among networks carrying the O.].
Simpson trial, CNN during the third
quarter saw its full-day ratings rise,
from 0.7 to 0.9, compared with third
quarter 1994, E!’s ratings climbed
from 0.2 to 0.4 in the same comparison,
while Court TV enjoyed a 0.8 full-day
rating (Court TV’s ratings were not
available for third quarter 1994).

In cable-only homes—roughly 70%
of the nation’s TV sets—basic cable
nctworks saw their third-quarter prime
time ratings climb from 22.2t0 24.8 ina
comparison with third quarter 1994,
During the same time period in cable-
only homes, the three broadcast net-
works saw their prime time ratings drop
from 25.7 to 23.3, and Fox's prime time
numbers fell from 5.3 104.7. (]




Court TV courts kids

New three-hour block could be seed for children’s network

By Jim McConville

ourt TV will try to capture a
c younger audience next year when

it launches Court TV Kids, a
three-hour programing block tailored
to children.

The programing, aimed at an 8-15-
year-old audience, will air Saturday at
9 a.m.-12 noon beginning in March.

Steve Brill, chairman of Court TV,
says the goal is to gradually expand
Court TV Kids into a full-fledged net-
work within five years.

The series will examine the justice
system from a children’s perspective,
says Brill. The block comprises three
self-contained hour shows: Fair or
Foul?, The Justice Factory and Your
Turn.

Fair or Foul will cover current-day
trials, with an adult anchor and guest
children examining them from begin-
ning to end. Trial footage will be edited
to include a background piece, segments
from opening statements, key testimo-
ny, closing arguments and the verdict.

The Justice Factory, hosted by a
Court TV anchor and a young guest,
will visit various court locations to
examine how the justice system affects
young people.

Justice Factory segments will include
Online, a contest linked to Court TV’s
area for kids on America Online, and
Media Watch, a segment devoted to
debunking myths about the legal system.
Justice Factory will also devote pro-
graming time to examining the juvenile
justice system.

Your Turn, the third hour segment,
will be an issues-oriented talk show in
which Court TV anchor Carol Ran-
dolph will talk with a panel of kids and
legal experts. The show will include
audience participation.

Programing will include material
shot at Court TV’s New York studios
and court locations nationwide. Brill
says the shows will not be ratings-dri-
ven. “The hardest thing for Court TV to
do is to make its daytime programing
work on weekends. By running [the
block] on Saturday moming we’re not
risking a whole lot in having our rating
decline.”

Court TV hopes to draw as advertis-
ers the same companies that advertise

on Saturday morming cartoons, but no
advertisers have been signed so far.

Like Court TV, the children’s block
will use only actual trials, not court
recreations or dramatizations. “It’s
important for us to preserve our brand
naming,” Brill says. “Everything that
we do is real.”

Brill says the purpose of the shows is
to demonstrate the court system as a
peaceful alternative for settling social
differences. ]

TVKO vs. Fox still on

Caesars won’ t change date of Bowe—Holyfield

By Jim McConville

ime Warner Sports officials are
sticking with the Nov. 4 date for

their TVKO pay-per-view Rid-
dick Bowe-Evander Holyfield heavy-
weight fight at Caesars Palace, Las
Vegas.

At a press conference last week,
Time Warner Sports President Seth
Abraham said that despite the schedule
conflict with the Mike Tyson-Buster
Mathis Jr. fight airing on the Fox Net-
work the same evening, TVKO fight
organizers had no choice but to stick
with the date.

“We had one vote; it was Nov 4 or
no fight,” says Abraham, explaining
that Caesars Palace refused to switch
from Saturday night to Friday evening
{Nov. 3) for fear of shrinking its box
office gate.

TVKO’s Bowe-Holyfield fight,
with a $39.95 price tag, could pull in as
many as 700,000 PPV households but
will be a success at 500,000-600,000
PPV buys, Abraham says.

Barry Gould, president of Gould
Media, a sports market research firm,
says the fight likely will generate
approximately 500,000 PPV house-
holds, a core of what he called “the
dedicated boxing PPV fan.”

Abraham blames Tyson fight pro-
moter Don King for the Nov. 4 con-
flict, saying King prematurely booked
Tyson's fight date with Mathis before
Tyson had even fought his Aug. 13

Tyson fight scheduling conflict can’t be
avoided, says TW Sports.

return bout with Peter McNeely. PPV
fights, he says, shouid be booked one at
a time. “It’s like landing jumbo jets;
there has to be some order to it.”

The financial impact of two fight
conflict on TVRO’s gate is unknown,
says Abraham, since “such an event is
unprecedented in PPV boxing.”

When asked if TVKO would retali-
ate against King by staging its own

October 9 1995 Broadcasting & Cable-




“I'm glad that cable gives me six news
and information channels — but why
isn’t there even one devoted to the
most important thing in my life...”

B e e
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Call now for information on Charter Affiliate opportunities.
Bruce Sellers (407) 345-8555 * Rick Steele (303) 338-9902 * Terry Kehoe (718) 507-4435

1000 Universal Studios Plaza, Building 22A. Orlando, FL 32819-7610
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fight date conflict to upstage a future
King-sponsored fight, Abraham
replied, “Eisenhower didn’t reveal
details about D-Day, did he?” Abra-

bt

ham added that TVKO “isn’t really
looking for battle with King, but it
takes two to compromise.”

Abraham says King may already be

setting up a second confrontation in
announcing the next Tyson bout for
March 14 before fighting the current
one. ]

History Channel to launch in London

Will start out as three-hour block on BSkyB

By Jim McConville

&E Television Networks is plan-
Aning to launch its History Chan-

nel in the United Kingdom next
month.

The History Channel U.K., which
debuts Nov. 1., will launch with a three-
hour block scheduled at 4-7 p.m. week-
days.

A&E’s British migration stems from
a 50-50 partnership deal struck last
week between A&E and British Sky
Broadcasting (BSkyB), the UK pay-
TV direct-to-home operator.

“It’s taken a long time to get an inter-
national network launched,” says Nicko-
las Davatzes, president and CEQ of

A&E Television Networks,
“but we wanted to have the
program product and partners
we are comfortable with.”

Davatzes says History
U.K. will expand into a full-
time network when A&E’s
digital transponder launches
in 12-18 months. He also
says A&E plans to expand
the History Channel to other
countries next year.

History Channel U.K. will
initially reach an estimated 3.5
million BSkyB households in
England, Scotland, Northern

! Nickolas Davaizes, A&E president, announces The
Ireland and the Republic of History Channei U.K. at a Oct. 2 press conference.

Ireland. An additional 1 mii-

permit.

Time Warner’s recent decision to acquire Turner
Broadcasting for $7.5 billion could have regulatory
repercussions in Germany. Turner's CNN has a
32.61% stake in German news channel n-tv, white Time
Warner holds 30.08%, bringing their combined share-
holding to 62.69%, 12.7% more than media regulations

Turner Broadcasting's TNT Classic Movies and Car-

WORLDWIRE

launching a cable channel in the UK. The twist: The
channel will be exclusively supplied with programing by
Irish public broadcaster RTE. The channel will be oper-
ated by a UIH subsidiary, UIH Programming (UIHP),
which aiready has iaunched five cable channels in
Europe. UIHP’s 10-year deal with RTE gives it exclu-
sive access to RTE’s library as well as to live program-
ing such as news and sports, some of which will be
simulcast on the UK cable channel. Ashtey Dartnell,

toon Network began broadcasting in Africa on Oct. 1.
The Turner channels are being transmitted via PanAm-
Sat's PAS-4 satellite.

Asia Business News (ABN), a 24-hour business and
financial TV service whose majority shareholders
include Dow Jones & Co. and Tele-Communications
Inc., extended its global reach Oct. 1. ABN is now being
carried by PanAmSat’'s PAS-4 satellite, making it avail-
able to more than 4.7 billion people throughout Asia,
Europe and Africa.

The Disney Channel, pan of BSkyB’s MultiChannels
package, debuted in the UK Oct. 1. Six more chan-
nels—The Sci-Fi Channel, Paramount TV, The History
Channel, European Business News, Sky Sports Gold
and Playboy TV—are expected to bow Nov. 1. Sky will
introduce new charges that day to reflect the expanded
channel lineup.

United International Holdings, the Denver-based
MSO with stakes in cable networks in 22 countries, is

UIHP’s managing director, Europe, says there are
5,000 hours of "quality programing” in the RTE library
that would be suitable for the new channel. She added
that another 1,000 hours of RTE’s annual output,
including live programs, would be suitable. The channel
will be officially launched Nov. 1

Kelly Broadcasting will deliver 24-hour Arabic-lan-
guage Emirates Dubai Television (EDTV) to Latin
America via Comsat’'s Intelsat-K satellite. The chan-
nel will be targeted at 27 million Arabs living in Latin
America.

Scandinavian Broadcasting System (SBS) has
acquired the remaining 25% of Swedish satellite-to-
cable broadcaster TV Femman, making it a wholly
owned subsidiary. SBS will pay $5 million now and
$1.8 million in 1998 for the broadcaster, which reach-
es nearly 2 million households in Sweden.

—Special correspondents Lloyd Shepherd and Michael Katz

—
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Cable operators agree...
Customer satistaction grows with HGTV.

“We launched about a dozen “At Intermedia, we ve‘hmd tﬂ
services, and of these, HGTV HGTYV is growing a new generatlon
is one of the channels our e of cable viewers by bringing “Iight’

TV viewers out of
_their workshops

and gardcns and

customers call r

about most. : g
They love it.”

Stephen R. Fry
President
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Time Warner Cable
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rave reviews
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to add ‘bre:g(
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Our broad programming lmeup builds customer satisfaction every day
and continues to benefit our growing list of affiliates.

Find out how HGTYV can satisfy you,

your viewers and advertisers all across America.

HOME & GARDEN TELEVIS!ON

Devored 1o everything you love abous home.

Affiliate Sales Southeast Region at 615/694-2700, Western Region at 213/848-2728,

T N e s Midwest Region at 810/827-4476 or Eastern Region at 212/293-8573.
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lion subscribers are expected to be added
as other UK cable systems sign on.

History Channel U.K. programing,
to come (rom the A&E/History Chan-
nel library and UK-based original
acquisitions, will take a distinct UK
slant, using British production facili-
ties and a Briish host. Davatzes says
History Channel U K. programing wil}
be drawn from three sources: “indige-
nous” programing (approximately
50%); A&E’s library (25%), and other
international sources (25%).

Davatzes says A&E Television
chose the History Channel for its in-
ternational launch because of History’s
universal appeal. “The History Chan-
nel is to be our international flagship.”

The channel’s three-hour block
will comprise History Alive, an an-
thology of original documentaries;
Our Century, A&E’s classic series
about major historical events of the
20th century, and A&E’s flagship
series Biography, which will be tai-
fored for British TV audiences and
will use a British host.

History Channel U.K. will start with a
two-part presentation: Tiranic: Death of
a Dream and Titanic: The Legend Lives
On on Monday, Nov. |, at4 p.m. ]

PEOPLE’S CHOICE: TOP CABLE SHOWS

Foliowing are the top 15 basic cable programs for the week of Sept. 25-Oct. 1, ranked by households tun-

ing in. The cable-network ratings are percentages of the total households each network reaches. The U.S.

ratings are percentages of the 95.9 million households with TV sets. Source: Nielsen Media Research.

Program

. O.J. Simpson Trial
. O.J. Simpson Trial
. O.J. Simpson Trial
. NFL Footbail

. O.J. Simpson Trial
. 0.J. Simpson Trial
. O.J. Simpson Trial
. O.J. Simpson Trial
. O.J. Simpson Trial
. O.J. Simpson Trial
. O.J. Simpson Trial
. O.J. Simpson Trial
. O.J. Simpson Update
. O.J. Simpson Trial
. O.J. Simpson Trial

OO EWN -

- ol ok el ek md
s LN =0 W

Foflowing are the top five pay cable programs for the week of Sept. 25-Oct. 1, ranked by households tun-

ing in. Source: Nielsen Media Research.
1. Movie: ‘Little Giants’

2. Boxing: Jones—Thornton
3. Movie: ‘Milk Money’
4. Movie: ‘Milk Money’
5. Boxing: Jones—Thornton

HHs.  Rating
Network Time (ET)  (000) Cable U.S.
CNN Wed 7:30p 4,714 7.1 49
CNN  Fri 500p 4,670 7.0 49
CNN Fri 530p 4635 70 48
TNT Sun 8:00p 4,583 7.0 48
CNN  Fri 7:00p 4,479 6.7 4.7
CNN Wed 530p 4,476 6.7 4.7
CNN Wed 7:00p 4,463 6.7 47
CNN Wed 6:00p 4,429 6.7 46
CNN Wed 5:00p 4,175 6.3 4.4
CNN  Fri 6:25p 4,169 6.3 4.3
CNN Thu 8:00p 3,923 59 41
CNN Fri  2:00p 3,831 58 40
CNN Tue 65:30p 3,807 5.7 40
CNN Tue 6:00p 3,753 56 39
CNN Wed 6:38p 3,752 56 39
HBO Sat 8:00p 3,224 138 34
HBO Sat 10:20p 2,622 11.2 2.7
HBO Tue 8:00p 2,409 103 25
HBO Sun 930p 2,247 96 23
HBO Sat 10:00p 2,187 9.4 23

‘Lois & Clark’ goes to TBS

TBS has secured the off-network
rights to Warmer Bros.’ Lois & Clark:
The New Adventures of Superman,
now in its third ycar on ABC. TBS
reportedly paid $275,000 per episode
for the drama, said to also have been
sought by Lifetime, Family Channel
and USA Networks, among others. A
Warner Bros. source says that the
TBS offer for the series, available in
fall 1997, was made before the Time
Warner—Turmer merger talks.

Outdoor Life Network
paddies own canoe

The Outdoor Life Network will
broadcast the U.S. Canoe and Kayak
1995 NationsBank Whitewater
National Championships later this
month. The national championships
will be held Sept. 16 at Opryland
Themeland in Nashville. The hour
program will air at various times
between Oct. 14 and Nov. 5. The
Qutdoor Life Network, a partnership
of Cox Communications, Contincntal
Cablevision and Comcast Corp., is
producing the show in conjunction

with Lingner Group Productions.

Primed for WBA

Liberty Sports Inc. has signed a new
three-year TV contract with the
Women’s Basketball Association to
televise WBA games during the 1996
season. Liberty Sports will distribute
80 regular season games as well as the
1996 WBA All-Star game and play-
offs on its Prime Sports regional net-
works and Women’s Sports & Enter-
tainment Network. Last year Liberty
aired the WBA’s 15 game schedule.

DirecTv NBA deal

Directv will start offering its direct
broadcast satellite subscribers NBA
Team Pass and NBA League Pass,
two new out-of-market sports pro-
graming packages. NBA Team Pass
gives DBS subscribers 40 out-of-
market basketball games featuring
NBA teams of their choice. NBA
Team Puss has a $99 price tag for the
1995-96 NBA season, which begins
Nov. 4. DIRECTV’s NBA Lecague Pass
season package of more than 700
NBA games has an early-bird price
of $129 until Oct. 31 and a regular

season price of $149 after that.

Charter completes deal

Charter Communications has com-
pleted its acquisition of Gaylord cable
systems in North Carolina, South Car-
olina and California. The deal brings
Charter approximately 180,000 addi-
tional cable customers, giving it a
total 900.000 customers in 17 staies.
Charter gains 15,400 customers in
Lenior, N.C.; 4,300 customers in
Greer, S.C., and 164,00 subscribers in
the Los Angeles and Riverside Coun-
ty areas of Southern California.

TNN goes prospecting

The Outdoor Channel has signed an
agreement with The Nashville Net-
work to air 52 of The Outdcor Chan-
nel’s half-hour Gold Prospector
shows. The program, to premiere
Jan. 7, 1996, on TNN, will air Sun-
day evenings at 9:30 PST. TNN will
run Outdoor Channel promos as part
of the arrangement. Launched in
1993, The Outdoor Channel’s out-
door sports programing has been dis-
tributed primarily on TVRO and C-
band satellite systems. —RB
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October 8 1995 Broadcasting & Cable




State-of-the-art additions to Fox's SNG fleet / 64

Ka-band a hot property at the FCC / 66
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CBA Annual Convention

November 11-14, 1995
Washington Hilton Hotel, Washington, DC

Join CBA members and other broadcast TV station
owners and operators to learn about new approaches
for profit margins, new technoiogies and applications
from exhibitors, and new policy implications from FCC
and Capitol Hill policy makers.

Keynote presentation by Reed Hundt,
Chairman, FCC

Call 703-506-3270
for agenda or exhibiting details
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Fox boosts its fleet of SNG trucks

New vehicles go to work right away covering Simpson verdict and Pope’s visit

By Glen Dickson

ox is making good on its promise
F to affiliates to support them with
national news feeds with the
recent acquisition of two satellite news-
gathering trucks. Upon delivery from
BAF Communications in Sanford, Fla.,
the vehicles immediately went to work
in Los Angeles and New York to bring
back coverage from the two biggest sto-
ries in recent memory: the O.J. Simp-
son verdict and the visit of Pope John
Paul IL
The 26-foot trucks represent the first
half of the four-truck package that Fox
News President Joe Peyronnin
announced in June at the Fox affiliates

“They are dual-path
trucks, in that they can
put up two signals to the
satellite simultaneously
on the same or different
transponders, on the
same or opposite
polarities.”

meeting. The remaining two trucks
should be delivered within the next
month, according to BAF.

Fox spokesman Roy Brunett says
the vehicles are proof of Fox News’
commitment to provide its affiliates
with a full news source operation: “The
trucks are being dispatched to help us
in helping our affiliates to cover break-
ing news stories.”

Fox Sports also helped out last
Thursday (Oct. 5) by lending its new
Sony DX-1 all-digital production
truck, which it leases from National
Mobile Television, for coverage of the
Pope’s Giants Stadium Mass in the
Meadowlands, N.J.

Unlike its sports division, Fox’s net-
work news operation is buying, not
leasing. According to Bob King, VP of
sales and marketing for supplier BAF,
the total Fox News purchase, including
the four Ku-band trucks and a “fly-
away” redundant RF uplink package,
totals roughly $3 million.

“They are equipped with every pos-
sible piece of communications gear

you can imagine,” says King. “They
are dual-path trucks, in that they can
put up two signals to the satellite
simultaneously on the same or differ-
ent transponders. on the same or oppo-
site polarities.”

King says the trucks are well suited
for pool feeds: “They’re designed so
they can have two cameras and
reporters on the air and two on deck at
all times.”

In addition to satellite uplinks, the
trucks have a microwave mast with 2
ghz and 7 ghz transmitters that can

| transmit simultaneously. Each unit has

Above: Fox News's third SNG truck
was put to work immediately.

At left: The Fox Ku-band ‘flyaway'
package is a redundant RF uplink
system.

two edit stations onboard, using Sony
PVYW-2800 and 2650 half-inch Beta
machines. “I think they went that
route—not buying high-end tape
machines, as everyone is—because
they’re probably going to go to video
servers here pretty quick,” says King.

Rounding out the equipment list are
Sony field cameras, a Grass Valley 110
video switcher, Nova routing switcher,
Allen & Heath 8-channel audio board.
For.A character generator, Clear Com
intercom system, Andrew 2.4 meter
antenna, Microwave Radio microwave
gear, MCL transmitters and dual-path
Continental Microwave exciters.

King says that John Laberdie, chief
engineer for Fox News and the engi-
neer in charge of the project, was on-
site for the integration of the first truck
and was very hands-on in specifying
additional equipment. “They kept
adding stuff,” says King. “I don’t think
there’s any more rack space left free.”
He estimates that Fox added at least
$55,000 worth of gear to each truck
beyond the original specifications.

Fox’s commmitment to satellite
newsgathering is extending to its per-
sonnel as well as its purchases, King
says: “A lot of newspeople and engi-
neering people are showing up in the
Fox ranks. It’s not just the John Mad-
dens and Pat Summeralls.” n
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World.

Bon \onclge. Cable operators your
ship has come in. Motorola’s engineers have
colonized the new world of the information
superhighway and claimed it for cable. With
CableComm™ technology you now have the most
direct route into interactivity for your subscribers.

This conquest is made possible by
Cable Router, part of the CableComm family of
technologies. Cable Router provides the interface
between a hybrid fiber/coax transmission system
and local and remote TCP/IP networks. Residing
in a headend or central office, it concentrates
traffic from cable modems and manages all data
communications bandwidth in the HFC system.

Cable Router allows operators to safely
navigate through the perilous upstream noise
problems inherent in HFC systems. It also
provides superior bandwidth and spectrum
management and delivers high throughput and
efficiency for high speed data communications.
The scalable architecture of the Cable Router
suits present and future broadband network
requirements. All these capabilities leverage the
financial investment in existing HFC systems
when deploying high speed data services.

Vision and determination were the hallmark
of the ancient explorers. An outlook which
Motorola has embraced throughout it's history.
And like the bygone age of discovery there are
those today who harbor doubts about the
uncharted world of interactivity. Motorola is here
to dispel those doubts and prove to cable opera-
tors that this new world is anything but “flat”.
We invite you to come on board with Motorola’s
CableComm technology. There's a bright new
world just over the horizon waiting for you and
your subscribers. Call to book your passage with
Motorola today.

Multimedia Group

1475 W. Shure Drive * Arlington Heights, IL 60004
1-800-2WAY-HFC -+ 708-632-3409

Motoroa and @ are registered trademarks of Motorola, inc.
CableComm™ is a trademark of Motorola, Inc. ©1995 Motorola, Inc,
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WIDM to be first on
extended AM band

While others await FCC action, New Jersey

station gets green light
By Glen Dickson

ipm(am) Elizabeth, N.J., will
Wbe the first station in the

couniry to broadcast on the
expanded AM band when it begins
transmitting at 1660 khz this month.
While 687 other AM stations await
the FCC’s recalculation—due to
flaws in the commission’s database—
of which stations will get reassign-
ment (BROADCASTING & CABLE, Sept.
11), wibM is free to proceed on the
basis of legislation passed during the
Bush administration.

“The law passed in 1988, changing
the Communications Act for the sec-
ond time since 1934, [gives] us permis-
sion to serve our listeners at night-
time,” says wiDM President John R.
Quinn. “We were the only daytimer in
the country in a city of over 100,000
without nighttime service on a clear
channel frequency. The law stipulated
that any station in that situation would
be allowed to get preference on the
expanded band.”

wIDM, a | kw daytimer at 1530 khz,
will move to 1660 by the end of the
month with 10 kw during the day and 1
kw at night. The station is busy
installing new transmitters and phasing
equipment. “It’s like putting in a whole
new station,” says Quinn. “Most of it is
installed, and we're doing tests which
the FCC requires. If we don’t have any
complications, it could be over in a
couple of weeks or less.”

Although Quinn won’t divulge the
cost of the switch to the expanded
band, he says the average price for a
station to make the move is $75,000-
$125,000, with the new transmitter
being the major expense. He says the
market potential makes the initial cost
well worth it: “There are 280 million
expanded-band receivers in the Unit-
ed States now. Most people don’t
realize there are that many out there,”

Quinn says that advertisers are “very
excited” about the launch and that a
“dramatic increase” in revenue should
make up for wibM's additional over-

head. He hints that the oldies-formatted
station also will launch a new format to
complement the move, but says “the
programing is a big surprise until we
go on the air.”

In the New York metropolitan
region alone, there are more than 18
million expanded band receivers that
are capable of receiving wipMm. But

Elizabeth comes first to Quinn: “What
I'm thrilled about is to be able to give
our city of license a radio station at
night. They’ve never had it before in
their history, and they’re going to
have it. That’s what we’ve been work-
ing for.”

Quinn also represents the New
York and New Jersey stations on the
National Association of Broadcasters
board of directors as the board mem-
ber for District 1. He won’t predict
how long the FCC’s retabulation of
assignments will take. “They’re open-
ing it for comments, so there’ll be a
comment period,” he says. “Every-
one’s guessing on that. The FCC is
going to re-input them in the comput-
er, and [ don't know how long that's
going to take.” |

Satellite’s new
hot slot: Ka-band

New 28 ghz frequencies in big demand at FCC

By Chris McConnell

atellite companies are stamped-
S ing toward new frequencies in the

Ka-band. At least eight have
applied to the FCC for orbital slots
from which to provide a variety of
voice and data services in the “new”
satellite frequencies at 28 ghz. The list
of applicants includes:

® AT&T, which requested seven
orbital slots for a 12-satellite system.

® GE Americom. which applied for
five orbital slots to accommodate nine
satellites.

m Lockheed Martin, which hopes to
operate a nine-satellite system from
five orbital positions.

m NetSat 28 Co., which has applied
to operate one satellite.

m Loral Corp.. which hopes to oper-
ate a three-satellite system.

Motorola also has filed an applica-
tion to operate a geostationary satellite
system in the Ka-band. The applica-
tions joined an existing request by
Hughes Communications and Teledes-
ic to operate satellite systems in the
Ka-band. Hughes modified its applica-
tion to provide services over Ku-band
frequencies as well as on Ka-band

channels.

Most of the applicants are seeking to
provide a mix of voice, data and video-
conferencing services. Hughes, for
instance, hopes to provide “bandwidth-
on-demand” data, video and telephony
service from 15 orbital locations.
Lockheed Martin plans to provide sim-
ilar services.

But before any of the companies win
orbital assignments, the commission
will have to adopt a plan to segment the
spectrum between satellite and terres-
trial service providers. Commissioners
in July proposed settling a long-stand-
ing dispute between the two sides with
a plan to divide spectrum at 28 ghz
between satellite and terrestrial ser-
vices.

An FCC source hopes the commis-
sion will adopt a final plan in January.
Once such a plan has been adopted, the
commission will need to adopt licens-
ing and service rules for the satellite
systems before assigning any licenses.

Once those rules are in place. the
commission will then sort through the
applications. A commission source
says it is too soon to tefl whether there
is any mutual exclusivity among the
satellite applications. ]
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By Glen Dickson

MN Networks, the majority part-
Tner of Viewer's Choice Canada

Pay Per View and owner of The
Movie Network and Moviepix. will
start originating 20 channels of pay-
per-view movies from its Digital
Equipment Corp. (DEC) Mediaplex
server by November. The cost of the
project, including the DEC file server
and compression technology from
General Instrument. will top $2 mil-
lion.

“1t’s a big deal for us.” says TMN
Networks President Lisa de Wilde.
“We're a company of about $50 mil-
lion dollars in Canadian revenues.”

The deal makes TMN the [irst cable
operation to use the Mediaplex for
more than ad insertion. The server
already is generating 24-hour-a-day
output for TMN’s preview channel,
and parallel testing of its movie play-
back capability is being completed.

“We believe there’s a significant
market for a pay-per-view type of serv-
er with a lot of cable operators.” says
Frank Foley. DEC’s business develop-
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| Viewer's Choice made the DEC deal

TNN Network's Digital
Equipment Corp. Mediaplex
server will start pumping out
PPV movies in November

to launch server
for PPV origination

Will bring subscription services online in spring

ment manager for cable television.
“What studies have found with analog
or laser disk—type trials is that the buy
rates for pay-per-view movies go up
significantly when you increase the
start imes. If you start the movie every
30 minutes or hour. the buy rates go up
from 5% or 20% to as much as 200%.

“I think a lot of cable companies
would like 10 get this nonregulated rev-
enue by just using the content they get
down from satellite anyway a little
more effectively.” adds Foley.

The central DEC server system,
located in Toronto will replace TMN's

off-site VTR origination method,
which relied on overnight satellite |
delivery and tape recording at the head- |
ends.

De Wilde reached an agreement
with DEC last December. She says
she realized that “the file server tech-
nology was at the point where it could
be commercially deployed.” The com-
bination of The Movie Network,
Moviepix and the four channels of

feasible, she says: “Once you have
that many channels it’s a critical mass

Congmtulations
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of channels that allows you to make
what seems like a larger investment in
a file server rather than do the VTR
type of origination.”

The Movie Network is using Gener-
al Instruments” DigiCipher I compres-
sion to multiplex its signal on Friday
and Saturday nights, offering “Prime
Time Five”—five channels with differ-
ent movie genres. De Wilde says the
service has drawn a favorable response
from viewers.

The first phase of the server’s imple-
mentation will be a near-video-on-
demand application for Viewer’s
Choice Pay Per View. The subscription
services, The Movie Network and
Moviepix will follow in the spring
pending the arrival of DigiCipher II,
GI’s yet-to-be-delivered MPEG-2 stan-
dard compression technology, which
will be needed to compress the extra
titles into the server.

“In practice, we’'ll take one or two
movies and staggercast them every
half hour,” says George Engelberg,
vice president of information services
for Astral Communications Inc., the
parent of TMN. “The system can
schedule one program asset every 15
minutes, but we’ll probably run most
movies every hour, or every two
hours, on the other channels for a
near-video-on-demand application.
The system is scalable, and at some
point it may handle 40, 50 or 60 chan-
nels.”

The process works this way: A Beta-
cam tape is played through a Vela
Research encoder. That signal is
recorded onto digital linear tape at a
data rate of 8 mb per second (roughly
6:1 compression). Those digital linear
tapes then are loaded into the server
and played out to a programed sched-
ule.

Viewer’s Choice usually deals with
about 30 titles a month; the server can
safely store about 16 hours of pro-
graming at one time, according to
Engelberg. That means the digital lin-
ear tapes need to be rotated to keep
the hard drive (and its 20 channels of
output) current. “There’s a fairly reg-
ular daily operation procedure to load
content onto the system,” says Engel-
berg. “The material is rotated on a
daily basis simply by erasing whatev-
er disk files need to be erased and
overlaying it with the tape input.”

For now, 8 mb per second is the
highest compression rate TMN can
use, says Engelberg: “The industry
isn’t yet ready to distribute a digital

Jechinelogy,

feed. For phase one, we’re putting the
signal back to analog out of the server.
It will be going to some of the cable
affiliates via fiber and to others via
satellite. For the satellite feeds, it will
be recompressed and redigitized using
DiCipher I at 3.5 mb per second.”

A built-in digital-to-analog con-
verter from Vela Research outputs the
analog signal from the server, while
GI decoders are used at the cable
headends to receive the DigiCipher I
signal for the satellite feeds. In the
spring, when DigiCipher Il comes
online, TMN will be offering “a digi-
tal output straight out of file server as
opposed to analog outputs that may or
may not get redigitized again,” says
Engelberg.

Running the subscription services
off the server in the spring will “raise
the online requirements substantially,”
Engelberg admits. But he anticipates
that the digital stream will allow for a
lower encoding rate and thus more
compression.

“DigiCipher II will be fully MPEG-
2 compliant, plus it will have GI’s ver-
sion of encryption and conditional
access,” he says. “We would like to be
able to encode at 3.5 mb per second”
(roughly 8:1 compression).

Of course, the cable infrastructure
needs to be able to handle all this
throughput. De Wilde estimates that by
next year, half of TMN’s addressable
homes will have the capacity to receive
multiplexing. “These are analog
rebuilds,” she says. “The cable head-
ends need to upgrade to fiber to be able
to handle multiplexing. Some are far-
ther ahead than others. For example,
Rogers Cablesystems, within a matter
of months, will be offering 20 channels
of pay per view to virtually their whole
base.”

While de Wilde admits that TMN is
no closer to true video on demand than
anyone in the U.S,, that doesn’t mean
she isn’t looking ahead: “One of the
neat things about a file server is that
you can add channels, which for pay
per view is something that’s pretty

WavePhore questions
Digideck license

Datacasting proponents tangle over patents;

GE’s role remains unclear
By Glen Dickson

he competition between Digideck
and WavePhore in the data broad-

casting standards process has left
the laboratory and entered the legal
arena.

In a formal letter to the National
Data Broadcasting Committee
(NDBC) from WavePhore COO R.
Glenn Williamson, WavePhore has
questioned Digideck s right to license
its “D-channel” vestigial sideband
technology, saying that Digideck’s
response to the NDBC’s Request for
Proposal “does not provide sufficient
evidence concerning Digideck’s abil-
ity to license its proponent technolo-
gy.” The letter also asserts that the
patent rights actually belong to GE
and that Digideck’s system “infringes
(on] at least one patent owned by
GE.”

The patent in question is U.S.

Chris Jonnalagadda of the David
Sarnoff Research Center as the sole
inventor. The intellectual property of
the Sarnoff Research Center has
become an asset of GE and RCA
Licensing Management Operations, a
subsidiary of GE.

WavePhore also claims that the
patent covers the use of the D-channel
technology only for delivering stereo
audio over cable television systems,

| not datacasting over the air.

Williamson says that hiring a patent
attorney is part of his company’s stan-
dard due diligence process and that his
company is “just trying to uncover who
the players are.”

WavePhore President David Deeds
points out that WavePhore itself
might want to license Digideck’s
technology in the future: “We may
turn around and say, ‘We want that
technology, which we believe is theo-
retically compatible with ours, to also

Patent No. 5,029,003, listing Mr. ! be licensed by us.””
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Williamson says that the NDBC and |
the trade associations that govern it (the
NAB and ElA) have been unresponsive
to WavePhore’s request that Digideck
fully disclose its patent history.

Williamson thinks that licensing
questions should be cleared up before
the end of the standards process, and
that a “veil of secrecy” has existed so
far: “Does GE all of a sudden emerge
out of what was once a voluntary stan-
dard [process], where everyone was
working in good faith, and say: *Oh, by

virtually impossible for a
committee to fathom all
the potential intellectual

the way, we also own NBC. This is
now a completely proprietary technol-
ogy to NBC and the rest of the world is
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“I believe that it’s

during the time Jonnalagadda’s patent
was developed, and he confirms that
that technology was assigned to GE.
Wedam also notes that there are prob-
ably patents from a variety of compa-
nies that are being incorporated in
both the Digideck and WavePhore
systems.

“But there is no reason for us to
believe that GE or some other company
wouldn’t license these intellectual
property rights,” he says. “After all,
they’re worthless unless you charge
some money for them.” ]

property issues that
are related to any
such situation.”
—Sharp’'s Werner Wedam

out of luck’?”

Digideck President Brit Conner says
there isn’t any problem.

“Point number one: We do not
infringe on the GE patent with the tech-
nique that we use,” says Conner. “Point
number two: We have said that we will
license our technology, what we own,
on a fair and reasonable basis. That’s
all I’ve got to do to comply with the
requirements.

“We have a friendly relationship
with GE, and we have licensed some of
their technology,” Conner adds. But he
won’t disclose any details on patent
licensing between Digideck and GE,
only saying that should products arise,
Digideck “would work out the right
kind of deal with them.”

GE licensing officials were unavail-
able for comment.

For their part, NDBC co-chairmen
Lynn Claudy of NAB Science & Tech-
nelogy and Werner Wedam of Sharp
Electronics don’t seem overly con-
cerned.

Claudy says that the issue of
patents and intellectual property
rights is “a perennial question™ in any
standards process. He says that the
NDBC is satisfied with Digideck’s
level of disclosure, adding that,
besides, “the NDBC wouldn’t be the
body to decide this.”

Wedam allows that WavePhore's
claim is “quite an unusual request, for
a proponent to attack another propo-
nent on such grounds.” He says most
new technologies probably borrow
from someone else’s intellectual
property rights, often without even
realizing it.

“I believe that it’s virtually impossi-
ble for a committee to fathom all the
potential intellectual property issues
that are related to any such situation,”
he says.

Wedam was working at Sarnoff
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Hearst goes to extremes

POV cams, helicopter used to capture downhill bike race

By Glen Dickson

earst Broadcasting Productions ||
relied on miniature point-of- | .

view cameras, a helicopter shot §8

and some nifty digital compositing in
its production of The Reebok Elimi-
nator, an extreme mountain bike race
now showing on ESPN and ESPN2.

According to director Bill Lowell, |

Hearst used 16 cameras to capture the
3.5-mile downhill race that features 32
men and 16 women in head-to-head
competition—at 55 to 60 mph. “It’s
covered very similarly to a downhill
ski race,” says Lowell.

[ronically, the conditions at Mam-
moth Mountain, Calif., this past July
were more suited to skiing than biking
down the famous Kamikaze course.
with 15 feet of snow on the mountain
and huge drifts. After digging out a
trail for the competitors, Lowell and
crew still had to figure out how to get a
side-by-side shot of the action. some-
thing usually handled by motorcycles.

“Motorcycles were impossible,™

also used a fixed-lens Elmo on a 10-
foot baby boom. “so you could extend
it out over snowdrifts,” says Lowell.

Manned field cameras were Beta-
cam SP units with Canon 50:1 and 33:1
lenses. Additional footage came
from a helicopter with a Sony Beta-
cam on a Tyler mount gyrozoom,
which gave an aerial view from
11,000 feet.

For post-production, Hearst used a

=1 Sony 9000 editor and mastered the

A split-screen shot from ‘The Eliminator,’

edited on a Sony 9000, gives a topographical
map of the course, an over-the-handlebar shot
and a side view of the front wheel shock.

| says Lowell. “So we utilized different
crane placements and platform place-

those 20-foot snowdrifts.”
Point-of-view cameras allowed
start-to-finish coverage. Elmo lipstick
units and mini-recorders were mounted
on the bikes, while three fixed POVs
were stationed down the course 1o give
high-speed, head-on shots. The crew

ments to be able to look down over

video on Digital Betacam. “That
[Digital Betacam] gives us the ability
to layer and layer different graphics
over the presentation,” says Lowell.

To show the time intervals and
speed of the racers down the course.
Hearst used a Quantel Paintbox to
create a composition that included
both a stopwatch and a radar gun in
the live shot.

A Neve console was used to
sweeten the audio from the POV mikes
and get rid of unwanted helicopter
noise, says Lowell: “*We wanted to
retain the ambient sound of going
down the mountain.”

Hearst Broadcasting Productions is
working with Bennett Productions to
produce the syndicated show The
Extreniist and is negotiating to produce
more bike races. ]

By Glen Dickson
ABC has purchased a

Cutting Eage

new one-meter offset
antenna designed for
direct broadcast satellite
reception, joining the
Direcstar 46-, 60- and 76-
centimeter offset antennas
now being manufactured.
The one-meter antenna,
manufactured of heavy-

rendering. The DVW-700
camera was selected as “a
tool for cinematographers !
to create their own setups
for high-end video produc- |
tions,” says StagePost
General Manager Bob
- Jackson. “We're hoping l
: some production compa-

Quantel Henry visual
effects editor for its
West Coast operation.
According to Jeff Mazur,
ABC'’s director of graph-
ics systems, the Henry
will be used to create
graphics for promos aired
during prime time, day-
time and children’s
shows. The unit arrived
just in time to spruce up
promos for the November
sweeps.

WSI's STUDIOscape is a
virtual weather set that
uses a chroma key back-
drop and 3D animation to
give news praducers

“unlimited flexibility.” RBun
directly from a computer
such as the new auto-
mated, graphics-driven
WS| WEATHERproducer
Silicon Graphics—based
system, STUDIOscape
allows users to drag-and-
drop an animation of a
weather set into a show
and to run custom graph-
ics, basemaps or video
footage within the set.

Winegard has released a

gauge steel, has a newly
designed tri-leg feed sup-
port system that lends sta-
bility and accurately posi-
tions the feed assembly
for optimum gain.

Stagepost, a Nashville
production and post-pro-
duction facility, has pur-
chased a Sony DVW-700
Digital Betacam cam-
corder along with two Digi-
tal Betacam VTRs to sup-
port a new Digital Beta-
cam edit suite. The facility
now has two Digital Beta-
cam suites running 24
hours a day for editing,
duplicating and animation

nies that are used to
shooting film will start
thinking about video.”

- EGAD! (Electronics

Graphics and Design) of
Dallas, has delivered a
new logo identity and on-

. air graphics look to KHTv-

. Tv Houston. The package

. includes a full complement
. of promotional beds, tags,
. 1Ds, several custom movie

opens and a sports open.
The movie opens, each

. different in concept, were

created specifically for the

¢ station using extensive

Wavefront 3D animation
and compaositing.

70
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CNN Web site ﬂooded
with 0.J. interest =

it moves traffic to Pathfinder site; Time links with Reuters NewMedia

THE INTERACTIVE WORLD OF VIDEO, VOICE AND DATA

By Mark Bersibien

announcement of the ver-

dict in the O.]. Simpson
trial, CNN Interactive’s site
on the Internet had nearly !
million visitors.

The activity was so heavy
that CNN had to divert some
of the traffic to its new partner
on the Internet—Time Warn-
er’s Pathfinder site.

“We had over 3,800 visits a
minute to our CNN Interactive
site immediately after the ver-
dict,
tor-in-chief of CNN Interac-
tive. In the first six hours, he
said, the CNN Interactive
Web site had nearly a million
hits.

Since the recent announce-
ment of Turner’s planned
merger with Time Warmer, the

I n the hours following the

" says Scott Woelfel, edi- -

two companies have been
exploring synergies between
the news operations of CNN
and Time Inc.’s various maga-
zines—all of which lend
themselves to a news and
information service on the
Internet.

site are “very complemen-
tary,” and that the two units
may combine their strengths.
Even though CNN’s primary
business is providing news on
cable television, the Internet
is opening a new avenue for
distributing its information.

“What’s setting us apart |

from al!l the other sites is that
we have a real archive of news
and information surrounding
the trial.” says Woelfel. The

CNN Interactive web site is |

full of biographies, evidence,

- ground about the
- Simpson
- Whereas many Inter-
. net Web sites lack a
: depth of content,

. exhaustive amounts

Woelfel says CNN Interac-
tive and Time’s Pathfinder
i sistently getting over

Jurors say evidence made the case lor Simpson

Ons rests arty with bor doclsion. sas mey mot, bt 2l
Bappy to be fras

T in i S

transcripts and back-

case.
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CNN’s site contains

of information.
“We’ve been con-

a million hits a day

¢ for the last few months,” says

Woelfel. CNN Interactive has
been experimenting with the
Internet in recent months, and
plans to sell advertising space
in the next few weeks.

CNN Interactive has closed
a deal with AT&T for a char-
ter sponsorship of CNN's
planned stand-alone site dedi-
cated to covering the 1996
presidential and congression-

‘ al elections. CNN Interactive

Tele-TV about to sign programing deals

CNN's OLJ. home page couwldn 't handie
all the hits following the verdict and
redirected 250,000 fo Time's Pathfinder

Sources close to the negotiations tell BROADCASTING &
CasLE that Tele-TV is close to sealing a series of tele-
vision programing licensing agreements with both
broadcasting and cabie networks.

Although no official agreement has been struck,
Tele-TV Media (the telco venture’s programing arm) is
on the verge of securing programing rights for its
migration into wireless cable and interactive TV. (Tele-
TV comprises Bell Affantic, Nynex and Pacific Telesis.)

“The talks are progressing, but there will be no
immediate closure. We're hoping to close the deals
within weeks,” says Monie Begley, a Tele-TV
spokesperson. “We are in talks with all four net-

works, and with cable too,” Begley says.
Meanwhile, Tele-TV Media named John Clark
executive vice president of pregraming and distribu-
tion relations. Clark will report to David Grant, Tele-
TV Media's COO, and will be based in Los Angeles.
Clark worked for Telecom Media, a subsidiary of
Telecom New Zealand, a telephone company getting
into the broadband video business. He will be work-

- ing closely with former broadcast network executives

Howard Stringer, Sandy Grushow and David Grant.

Tele-TV also named Karen Stevenson executive
vice president and general counsel, based in New
York.—MB
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i also will launch a stand-alone

site for Business News in the

. near future.

Woelfel sees CNN Interac-
tive as “a production arm of
the newsgathering engine,”
not only with online plans, but
also with several CD-ROM
tittes in development.

CNN Interactive’s upcom-
ing CD-ROM titles include
Faces of Conflict, which will
focus on 20 trouble spots

- around the globe. It will be
i out in December and is pub-
" lished in cooperation with
- StarPress. CNN also will

release Time Capsule 1995
with StarPress in January
1996. It will be translated into

. French, German and Italian

for European distribution.

In another case of synergy
between CNN and Time
Warner, Woelfel says CNN

. Interactive will be the “num-

ber-one news provider” on the

‘Time Warner Full Service
- Network interactive televi-
. sion service. ™y
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Chatting with Oprah

Oprah Winfrey's live chat ses-
sion with her fans on Oct. 2 set
a record for the number of par-
ticipants in an auditorium within
America Online. The session
brought in 2,132 people and
coincided with the launch of
Oprah Online on America
Online. Oprah Oniine is a joint
venture between Winfrey's pro-
duction company, Harpo Pro-
ductions, and Capital Cities/ABC
Multimedia Group. The site will

= i s i

provide message boards and
extensive information about the
show. The daily chat room will
give Oprah's fans, with whom
she pians to chat periodically, a
forum to talk to each other
about the day’s show.

interactive game deal
Game Show Network and NTN
Communications will jointly
develep interactive television
programing centered on multi-
player games. The first program
is Decades, an interactive trivia
game that will be tested in San
Diego before being rolled out
nationally in November.

Zing zapped

The latest casualty of the hype
surrounding interactive televi-
sion appears to be Zing Sys-
tems. The Englewood, Colo.-
based company is reported to
be censidering halting its
planned national rollout. Zing
had been talking with investors,
but funding fell through and the
company's future is unclear.

Medio dead-o

Medic Multimedia Inc., the Red-
mond, Wash.-based CD-ROM
and online publisher, has gone
out of business after it failed to
secure financing for future
development. Medio's CD-ROM
magazine couldn't attract sub-
scribers.
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NBC creates real-
time multimedia
over the Internet

New software, tools will help bring afffliate Web areas online

By Mark Bersihen

BC has developed a way
to deliver video, audio,

still pictures and text :
over the Internet using :
* Wheeler, adding that stations

modems.

NBC Desktop Video will
debut its “low-bit multimedia
player” for subscribers of its
business video news feed at
the end of this year.

. NBC Desktop Video’s
multimedia player software
will allow online users to
play video, audio and text at
14.4 kilobits per second with

no downloading time, mak- :

. ing it much easier for users
to access audio and video,
since that process previously
took much longer over the

¢ Internet.

© “With click-and-play, it
suddenly makes multimedia
over the Internet much more
accessible,” says Mike

Wheeler, president of NBC

Desktop Video.
“This is the first step
: toward a full video-on-
demand option that eventually
will be on their television
set.”
¢ NBC Desktop Video is cre-
i ating authoring tools and
: encoding software that will
i allow local television affili-
. ates 1o use this new technolo-
i gy for their own areas on the
[nternet.
The set of tools, NBC
i Desktop Authoring Suite, will
be ready by the first quarter of
. next year and will cost less
than $1,000.

“It means a local affili-
ate—after its evening news-
cast—can post either [its]
entire newscast or produced
segments on the Web to be
pulled up on demand,” says

will be able to make money
through subscriptions and by
selling advertising over the
Internet.

NBC Desktop Video will !
charge its subscribers either
on a monthly basis ($50) or a
la carte, with events ranging
from $9.95 to $49.95 per
event.

NBC Desktop Video deliv-
ers live video and other con-
tent to the desktop computers
of professionals interested in
receiving current business
news.

Wheeler would not say
how many subscribers NBC

did say that many businesses
will subscribe and then link
the service to multiple loca-
tions.

NBC also has discussed
with Microsoft making the
new multimedia player avail-
able over The Microsoft Net-
work online service.

The two companies
entered into a far-ranging
multimedia alliance several
months ago.

NBC says that besides
Microsoft, Netscape Commu-
nications Corp., BBN Planet
Corp. and Sun Microsystems
Inc. are supporting its new
multimedia player.

Using Sun’'s Hot Java tech-
nclogy, NBC wiil be able to
alert its online users to the
availability of multimedia
programing on stories of spe-
cific interest to specific sub-

Desktop Video has, but he - scribers. ™
- -
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public television station.

media Entertainment.

Educational Resources Center.

premiere next fall.

CD-ROM looks ‘Inside the Vatican’

wnET(TV) is developing a series of CD-ROM titles
based on productions by the Newark, N.J./New York

inside the Vatican, which will follow a six-hour
television series of the same name, is due out for
Christmas. The two-CD-ROM set was produced by
Thirteen/WNET with Jasmine Multimedia and Multi-

“We plan to make two or three different CD-ROM
titles based on our various television productions,”
says Ruth Ann Burns, vice president/director, wneT’s

wNET also plans a series of CD-ROMs based on :
Nature, the weekly program that focuses on the nat-
ural world, Burns says. Several CD-ROMs will be
based on WNET'S new series Travels, scheduled to

Production of the CD-ROMs is being funded in
part by the Kravis Multimedia Education Center.

says.—MB

Burns says resources will be dedicated to Thir-
- teen/WNET’s site on the Internet's World Wide

. Web. The strategy is to provide extensive back-

: ground about the station’s programing lineup and
. to promote its various multimedia efforts, Burns

{ase} |...,.
IILl.I'.I.

‘Inside the L.f!i: A’ r;-n PE!"H- and CD-HOM

The liternet

CASIE challenges Nielsen for
online/Interet ratings system

Group says hits don’t matter, advertisers need details on users

gy MMJ‘ Evmilm

he advertising industry is
mounting a challenge to
Nielsen and other com-

panies that are trying to devel-
op a reliable measurement

system for online and Internet :

audience ratings.

The Coalition for Advertis- °

ing Supported Information &
Entertainment (CASIE)—

backed by the American

Association of Advertising

Agencies and the Association

of National Advertisers—
says that it will monitor pri-
vate researchers while it
develops standards for audi-
ence ratings on the Internet
and online services.

The group’s focus is on the

online market, which has :
experienced explosive growth !

in recent years. Online adver-
tising is considered the next
frontier for corporate sponsors
and advertising agencies.
However, the goal of assuring

reliable and accurate ratings
. ers very little.

online has remained elusive.

In a report released last :
week, “Guiding Principles of :
Interactive Media Audience :
Measurement,” CASIE said
that the number of “hits”
(times a user visits a given site

The Internet via TV

Philips Electronics NV later
this month will a launch a ser-
vice in Great Britain that will
offer consumers access to the
Internet via TV and telephone.
Under the new system, users
will connect an Internet
| medem pack to CD-Interactive
players linked to their TV sets.
The service, CD-Online, even-
| tually may be offered in the
LS. Philips aiso is developing
| a set-top box that will provide
connectivity to the Internet's
World Wide Web; the box is
| expected to play digital
videodisks in the future.

Broadcasting & Cable October 9 1995

on the Internet) tells advertis-

The report called hits a
“rubber yardstick” because
the number often is inflated
and does not reflect the specif-

ic behavior of users when they -

get to a given Internet site.
CASIE members plan to

i test an online measurement

ratings system during the first

* quarter of next year and assess :
its strengths and weaknesses. :

CASIE is trying to build the
new online audience measure-

 ment system on previous

models of television and

¢ radio, as well as newspapers :
. and magazines. Z
- While all sides grapple

- with the problems of creating :
a measurement system from :
scratch, advertisers already
are sponsoring areas on the -
hoping to take :
¢ advantage of being first in a .

Internet,

- market that many see
. exploding in the next few
¢ years. ™

Calesdan

Oct. 10—"Multimedia Author-
ing and CD-ROM Publishing,”
seminar presented by Techni-
cal Industries Inc., Atlanta.
Contact: Lisa Malone, (404)
455-7610.

0ct. 17—The Cable Online
Summit: Raising the Speed
Limit on the Information Super-
highway, sponsored by Kagan
Associates. Waldorf-Astoria
Hotel, New York. Centact:
(408) 624-1536.

Oct. 18—"News on the Net”
discussion featuring Frank Bar-
nako, sponsored by Breakers.
George Washington University
Club, Marvin Center, Washing-
ton. Contact: Nan Siemer, (202)
362-4182.

Oct. 19—"Designing Effective
Web Pages,” seminar present-
ed by Technical Industries Inc.,
Atlanta. Contact: Lisa Malone,
(404) 455-7610.

Oct. 23-24—Second annual
Strategic Multimedia Confer-
ence: Where Multimedia Is
Going in the 1990s, sponsored
by Frost & Sulfivan. San Fran-
cisco Airport Marriott Hotel.
Contact: {(800) 256-1076.

Nov. 8—Interactive Entertain-
ment Conference, sponsored by
Telecommunications Reports,
Information & Interactive Ser-
vices Report, Multimedia Daily
and EDS Management Consult-
ing. Sheraton Carlton Hotel,
Washington. Contact: (800)
822-6338.

Nov. 8-10—Women Online
Cenference, sponsored by The
Kelsey Group and Apple Com-
puter Corp. The Renaissance
Hotel, Washington. Contact:
(609) 921-7200.

Nov. 16-17—Telco Video Plat-
forms 101 Summit, co-spon-
sored by the Interactive Televi-
sion Association and Video
Information Provider Consulting.
ANA Hotel, Washington. Con-
tact: (202) 408-0008.

Jan. 14-16—Interactive ser-
vices Association 2nd annual
state-of-the-industry strategic
business meeting. Doral Golf
Resort and Spa, Miami. Contact:
(301) 495-4955.
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RADIO

HELP WANTED MANAGEMENT

MANAGEMENT OPPORTUNITY

Small but growdng group of 3 FMs and 1 AM
:\:a the L s.:l:s i Deflt';:f needs s..“;laﬂtion

nagef/oal AT our new stan-up
FM in Greenville, Mississippi. Send resume
to Larry Fuss, Delta Radio, Inc., Box 1438,
Cleveland, MS 38732, or Fax (601) 843-0464.

General Manager/Sales Manager needed for
leading FM station in small Chio market. We
have been the dominant station for the last
several years. If you eat and sleep the radio busi-
ness, know how to lead by example, have a
strong desire to win and are known for ideas, we
want to hear from you; paper shufflers and 9 to
5'ers need not apply. This station was built on the
philosophy, just because we're in a small market,
it doesn't mean we have to sound or act small
time! The competition is on satellite, we'ra Hot
AC, live and local. The person we will most likely
hire may be a successful sales manager or top
billing rep in a competitive small market. You will
carry an established list and be responsibie for
new business development, in addition to leading
and training our staff of professionals. This sta-
tion is debt free and the right person could be re-
warded with equity. We are looking for a solid in-
dividual to grow with our group. Tell me why you
love radio, what you've accomplished in your
career and what your goals are; references are
required. Send your resume to Debbie Young,
Human Resources Director, WZOO-FM, P.O.
Box 102, Ashtabula, Ohio 44005-0102; no calls
please. Equal Opportunity Employer.

AM/FM General Sales Manager. Chaparral
Broadcasting, one of the largest networks in the
Rocky Mountain region, is seeking high
performance sales managers for its AM/FM com-
bos in Cody/Powell and Laramie/Cheyenne, Wy-
oming. Successtul candidates will have a clear re-
cord of sales achievement in small market set-
tings with demonstrable leadership potential for a
General Manager role. Reply to Scott Anderson,
PO 100, Jackson, WY 83001.

General Sales Manager. WBCN Radio seeks a
highly motivated General Sales Manager. This is
an opportunity to work for Infinity Broadcasting at
a station which enjoys a 27 year heritage and the
position of #1 billing station in this top 10 market.
The ideal candidate must have major market
broadcast sales management experience,
possess strong leadership abilities, a commit-
ment to excellence and the ability to deliver re-
sults regardless of the circumstances. Excellent
compensation and benefit package. Please send
resume in strictest confidence to: General Man-
ager, WBCN Radio, 1265 Boylston Street, Bos-
ton, MA 02215. WBCN is an Equal Opportunity
Employer.

Wanted Sales Manager. WFRN of Progressive
Broadcasting System - one of Christian Radio's
top spot billers is looking for a General Sales
Manager who can lead successful properties with
a winning sales team in ptace. Must have proven
track record as a successful leader. WFRN FM is
a flag ship station along with: regional AM,
Kokomo FM and Kids Radio. Send resume to
WFRN, Box 307, Elkhart, IN 46515. Attn: Ed
Moore 800-993-0501.

General Sales Manager. Connoisseur Commu-
nications' Flint Properties, WDZZ/WFDF, are look-
ing for a dynamic, energetic leader to take these
successful stations to the next level. This is an op-
portunity to join a growing group. The successful
candidate will have a track record of developing
new business, hitting budgets, and creating re-
sults for clients. You will be given the tools to win!
If you're a tireless worker, intolerable of excuses,
and have a passion for radio, then send your re-
sume today to: Roger Moorman, General Man-
ager, WDZZ/WFDF, 120 East First Street, Suite
1830, Flint, Ml 48502. Minority applicants en-
couraged. EOE.

HELP WANTED SALES

God's Country awaits you. Sales position open
at station on the New Hampshire/Vermont
border. Radio leader in both billing and ratings.
Have a developed account list in need of experi-
enced radio salesperson(s). Income potential
matches and exceeds area. Reply to Box 00567
ECE.

HELP WANTED ANNOUNCER

Chicago/South Suburban FM seeking Top 40
air talent for PT and FT opportunities. T&R:
Mickey Milner, WBUS Radio, Box 999, Bourbon-
nais, IL 60914, Seeking mincrities. ECE.

Announcer interested in working in small
market. Congenial working conditions, must have
news writing experience. Send resume and tape
to WTTF, 185 South Washingten Street, Tiffin,
OH 44883. EOE.

HELP WANTED PROGRAMMING

Program Director. If you know good radio when
you hear it and can fix what doesn’t sound right,
then you are the person we are looking for. Major
sports station looking for the PD who knows how
to evaluate and talk to talent. Send your resume
and rating history to, Isabella Company, Person-
nel Department, 8 West Lodges Lane, Bala
Cynwyd, PA 19004. An Equal Opportunity
Employer. M/F.

SITUATIONS WANTED MANAGEMENT

Lawyer-Operations Chief. Age 40. Fordham
Law. Business Masters Columbia University.
Formerly Chief Counsel and Operations Chief
NYC radio station 10 years. Total FCC experi-
ence, also hands on broadcast, labor and un-
jon experience. Prefer Tri-State location and
PA. Highest personal and professional re-
ferences. This applicant is an unusual
package. A highly capable attorney who can
run an entire radio operation. Call 1-718-549-
6344 or write Box 00561.

Dick O'Brien is seeking Operations Manager
in small or medium markets. Excellent people
skills and pipes with full autonomy of the day to
day station operations. Can appreciate the bot-
tom line and station's involvement in the commu-
nity. Phone (517) 725-9972 today! Please call
afternoons EST. Or write 401 East Mason St. Apt
3, Owosso, MI 48867. | am affordable. Serious
inquiries only.

Problems with ASCAP, BMI, SESAC? Fees too
high, audit claims, annual and per program re-
ports. Call for help today. Bob Warner 609-395-
7110.

GM/GSM. 20 years of successful experience in
small, medium, large markets locking for a new
opportunity due to sale. Available immediately.
Will relocate. (309) 755-8311.

Successful Radio Veteran seeks to be your
small market General Manager. Currently, Pro-
gram Director with winning track record during
25-year career. Call John: (219} 749-1194.

SITUATIONS WANTED ANNOUNCERS

Get rid of those nasal sounding kid announc-
ers. Hire back the old pros. Your audience and
sponsors will appreciate it. Reply to Box 00572.

TELEVISION
HELP WANTED MANAGEMENT

General Sales Manager: Established, growing
affiliate Broadcast Group is searching for
qualified GSM candidates for positions in me-
dium markets located in Pacific Northwest and
Midwest. Ideal candidates possess sales man-
agement experience, superior communication
and organizational skills along with a de-
monstrated track record of new business devel-
opment. Equal Opporttunity Employer. Send re-
sume and references to Box 00574.

WANT TO RESPOND TO A
BROADCASTING & CABLE BLIND BOX ?

Send resumetape to: Box

, 245 West 17th 5t., New York, New York 10011
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GENERAL SALES MANAGER

The best Fox affiliate in the country and the
number one station in San Francisco is seeking
asales manager tolead a group of proven
winners. We are looking for a high achiever
with proven leadership abilities. Strong
motivational and coaching skills are critical.
Must have experience with inventory
management, pricing, and budget planning,
Minimum of five years prior management
positions is required. Don't write if you are
not relentless in pursuit of excellence with a
track record of success. Please send cover
letter, resume and references to Jeff Block,
KTVU-TV, P.0. Box 22222. Oakland, CA 94623.
No phone calls please. EOE

|

HELP WANTED SALES

Broadcasting & Cable, the leading trade
magazine for the television and radio
industry, seeks an experienced ad sales
person for LA based position. Territory is
primarily Southern California but some
travel is required. Candidate must have at
least 3 years of ad sales experience in
print or electronic media. Experience in
television programming sales would also

qualify,
SENIOR ADVE [t
8 on
NORTHE ORNIA

Broadcasting & Cable also seeks an expe-
rienced ad sales person for a Northern
California based position. Customer base
is primarily technology equipment adver-
tisers in the 11 Western States. Candi-
date must have at least 3 years of adver-
tising sales experience or broadcast
equipment sales experience. Knowledge of
computer/technology advertisers a plus.

Broadcasting & Cable is owned by Cahn-
ers/ Reed Eisevier, an international
media company that offers full employee
benefits and career growth opportuni-
ties. Send resume and salary require-
ments to Broadcasting & Cable, 245
West 17th Street, New York, NY 10011,

E? c=Te Irr-' ‘J;" o
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Graphic Sales, Wanted: Aggressive, self-starter
to sell graphics and animation at one of the
Southeast's premiere post facilities. 3-5 years
experience necessary. Send resume and salary
requirements to: John Dussling, VP/GM, Century
IIl at Universal Studios Florida, 2000 Universal
Studios Plaza, Orlando, FL 32818,

Natlonal Sales Manager - KFVS-TV, the 76th
market leader is seeking an individual with a pro-
ven track record to lead their National team.
Three years national experience or comparable
television experience with major agencies. Can-
didate must be a strong leader, sharp negotiator,
a master at inventory control and must also have
the ability to develop non-traditional revenue.
KFVS is an Equal Opportunity Employer. Appli-
cants will be asked to complete a standard
application prior to consideration. A pre-
employment drug screen is required. Send re-
sume to: Human Resources Director, KFVS-TV,
P.0O. Box 100, Cape Girardeau, MO 63702.

Account Executive. WRBL-TV (CBS) is seeking
a Local Account Executive. Responsibilities in-
clude providing outstanding service to existing
local advertisers, new account development and
special project promotion. This is a career op-
portunity with outstanding benefits. A four (4)
year college degree and at least three (3) years
of marketing experience required. Please submit
resumes to: Chris Assaf, Local Sales Manager,
WRBL-TV, Columbus, Georgia 31902-0270. M/F.
EOE.

Traffic Manager needed for growing group
owned FOX affiliate in the Southeast. Knowledge
of Columbine preferred. Candidate may be a
manager or a strong assistant with at least three
years experience in Traffic, Send resumes to Box
00563 EOE.

Account Manager: WESH-TV, Orlando, Fiorida,
22nd market, is seeking an Account Manager.
Individual must possess strong communicative
skills and be proficient in analyzing and interpret-
ing statistical data. Minimum four years previous
television sales experience required. Must be will-
ing to travel regional territory and must have own
transportation. College degree preferred. Send re-
sume to: Claudia Wickham, Local Sales Man-
ager, WESH-TV, P.O. Box 547697, Orlando, FL
32854, Orlando, FL 32854. No phone calls.
WESH-TV is an Equal Opportunity Employer.

Account Executlve Join one of the fastest grow-
ing UPN affiliates in one of the hottest markets in
the country. WXMT-TV Nashville is looking for ag-
gressive "How To" account executives. Im-
mediate opening for two players who know the
game and how to win. If you're interested in tum-
ing your experience into cash, send resume and
references to: Mark C. Distler, GSM, WXMT-TV
300 Peabody St. Nashville, TN 37210. No phone
calls. EOE.

i T place an ad inthe H
E Broadcasting & Cable Classified pages, E
: contact Antoinetie Fasulo :
I TEL: 212.337.7073 » FAX: 2122068327 |
: IMTERMET-AFASULOGBCCAHMNERS.COM :

HELP WANTED TECHNICAL

Technical

Capital Cities/ABC Inc. is seeking the fol-
lowing individuals to join us.

AUDIO VIDEO
SYSTEMS ENGINEER

5+ years experience in broadcast sys-
tems and construction. BSEE preferred.
You will work closely with the Sports and
News Departments in designing studios
and control rcoms.

MANAGER
RF OPERATIONS

Supervision of technical staff and RF
inventory as they relate to network opera-
tions, budgets, and interaction with in-
house and outside entities. Requires stu-
dioffield experience. Familiarity with RF
devices and engineering. Knowledge of
FCC rules and regulations, audio/video
components helpful. Travel required.
Extensive knowledge of field portable
microwave and RF communications sys-
tems required.

AUDIO/VIDEO

PROJECT ENGINEER
ENGINEERING LAB

5 years minimum experience in the broad-
casting engineering industry. Knowledge
of audio and video test procedures and
general familiarity with broadcast equip-
ment required. Experience with digital
‘technologies, strong communication skills
and computer proficiency a must. BSEE
preferred.

We offer competitive salary/comprehen-
sive benefits. Resumes to: Capital
Cities/ABC, Inc., Employee Relations JK;
77 West 66th Street, New York, NY
10023. We are an Equal Opportunity
Employer.

Engineering  Supervisor. WCBD-TV,
Charleston, S.C. is seeking an Engineering
Supervisor with a strong technical background
and proven supervisory skills. Candidate should
have a minimum of two years of successful man-
agement experience. Leadership skills and
strong technical operations experience are re-
quired. Ability to schedule people and facilities,
as well as strong computer knowledge are
necessary. Must be hands on with transmitter
and studio equipment. EOE. M/F. Final appli-
cants are drug screened. Send resume to:
PO Box 879, Charleston, SC 29402,
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BROADCAST ENGINEER

Radio Shack has an immediate opening for a
Broadcast Engineer in our Fort Worth based in-
house advertising agency. Will be responsible for
operating and maintaining equipment which
includes Ampex and Sony 1%, Sony Betacam,
Ampex Vista switcher, Ace Editor, Chyron, Pana-
sonic duplication system. Will assist in the pro-
duction of programming to be broadcast over KU-
band uplink facility, assisting with installation of
complex broadcast video and audio systems,
assisting in the planning, design and implementa-
tion of future TV engineering projects with empha-
sis on computerized editing systems and multime-
dia presentation systems.

Requires a degree in Electronics or Electronic
Communications and/or a minimum of 5 years
experience in a broadcast facility performing stu-
dio maintenance, repair operation, and design.
Must have extensive experience in Windows
kased computer systems, multimedia presentation
systems and computer based video productions
systems. Experience with AUTOCAD and/or VID-
CAD design and documentation software a plus.

We offer an excellent package of henefits includ-
ing stock purchase and savings investment plans,
plus much more!

Send your resume including salary history require-
ments to: Attn: ARE, 500 One Tandy Center,
Ft. Worth, TX 76102, Fax: (817) 878-4887.

RADIO SHACK

A Division of Tandy Corporation

The Retall Growth Company of the 90's
An Equal Opportunity/
Affirmative Action Employer

Television Engineer. WNWO-TV is seeking a
Maintenance/Operation Engineer. Applicant
should have RF experience, component level
troubleshooting and television operation experi-
ence. FCC License and/or SBE Certification pre-
ferred. Please submit cover letter and resume to:
Chief Engineer, WNWO-TV, 300 South Byrne
Road, Toledo, Ohioc 43615. No later than October
10, 1995. WNWOQ-TV is an Equal Opportunity
Employer.

Operations Manager/Television - Northeast
ABC affiliate is looking for a hands-on person to
supervise all aspects of the Production and
Master Control Operations. Responsible for
satellite schedules, employee schedules, training
and some directing in studio and remote. Appli-
cant should have a minimum of three to five
years experience including supervision. Send re-
sume to: General Manager, WMGC-TV, 203 In-
graham Hill Road, Binghamton, New York 13803.
ECE.

Roscor Corporation, a world leader in commu-
nication systems engineering and integration,
has unique opportunities for engineers with solid
background in television systems, transmission
systems and satellite communications systems
design. Some opportunities require applicants to
travel and/or live abroad. Minimum 5 years expe-
rience and engineering degree required. Send re-
sume to Roscor Corporation, 1061 Feehanville
Drive, Mt. Prospect, IL 60056, or fax them to 708-
299-4206, attention V. Schwantje.

Paxson Communications Corporation. Current-
ly has several Engineering positions available
throughout the country. We are a very dynamic,
non-tradilional, fast-growing network. Candidate
must have experience with high power UHF
transmitters, must be highly motivated, a self-
starter and have goed management skills. Mini-
mum of 3 years experience required. All qualified
persons send resumes and salary requirements
to: Cathy Jones, Engineering Coordinator, Pax-
son Communications, 11300 4th Street North,
Suite 318, St. Petersburg, FL 33716. No fele-
phone calls please.

SpaceCom Systems Chicago International
Teleport Help Wanted: Technical Engineer and
Technician pasitions now available at SpaceCom
Systems’ state-of-the-art Chicago International
Teleport and Tulsa OK headquarters. Minimum 2
year degree and satellite communication experi-
ence required. Send resume: General Manager,
SpaceCom CIT, 6723 West Steger Road, Monee,
IL 60449

University of Florida, Uplink/Maintenance
Engineer. The University of Florida, News and
Public Affairs office, is currently recruiting for an
Uplink/Maintenance Engineer (Sr. Broadcast
Engineering Technologist}). Minimum qualifica-
tions are a high school diploma and five years of
appropriate experience. Broadcast TV engineer-
ing experience and familiarity with satellite uplink
and transmitter operations preferred. Experience
maintaining broadcast news editing equipment
desired. Salary range is $22,633.92 to
$40,047.84, commensurate with qualifications.
Please send cover letter and resume to Freddy
Jones, P.O. Box 115002, Gainesville, FL 32611-
5002 by October 13, 1995. Refer to LP#814120.
If an accommodation is needed to apply for this
position, please call {904) 392-4621 or TDD
(904) 392-7734. AAJEA/EEO.

Videc Maintenance Engineer - 2 Positions.
Candidates will have a minimum of 3 years expe-
rience with Sony Broadcast ENG/EFP and studio
equipment including cameras, tape decks,
microphones, lighting and RF equipment down to
component level. Thorough knowledge of
microwave transmission and reception equipment
and heavy digital experience including switching
and routing systems is necessary. A current
driver's license with a clean driving record is re-
quired. Must be able to work in a high pressure,
deadline oriented atmosphere. Ability to work all
shifts, including early mornings, late evenings
and weekends is an absolute must. Send resume
and salary requirements 1o: Potomac Teievision
Services, c/o CNN, 5 Penn Plaza, New York,
New York 10001. Fax (212) 714-7920.

YOUR AD COULD
BE HERE!

To place an ad in Broadcasting & Cable

Classified section, call Antoinette Fasulo
Tel: 212-337-7073
Fax: 212-206-8327
INTERNET:AFASULO@BC.CAHNERS.COM

Broadcast Technician | - Pennsylvania Public
Television Network is seeking to fill an entry level
position in the field of television engineering op-
erations. This is shift work, weekends and holi-
days required. One year of technical experience
in television or related field and a high school
diploma supplemented by one year of technical
training in an approved electronics course of
study. Competitive salary and excellent benefit
package. Interested candidates: Send letter of in-
terest, resume and salary history by Cctober 20,
1995 to: Director of Engineering, Pennsylvania
Public Television Network, P.O. Box 397,
Hershey, PA 17033-0397. No phone calls please.
PPTN is an Affirmative Action/Equal Opportunity
Employer.

Director of Broadcast Operations/Television -
Responsible for all aspects of Programming,
Engineering, Production, Promoticn, Master Con-
trol and News operations. Send resume to: Gen-
eral Manager, WMGC-TV, 203 Ingraham Hill
Road, New York 13803. EQE.

Project Engineer WBTV, Charlotte. CBS
Network. An opening exists for an experienced
broadecasting engineering professional. First
class facility is in need of an additional engineer
with superior systems, installation and main-
tenance abilities. Self-direction and thorough
knowledge of studio/remote breadcast systems
essential. This position requires a highly
qualified, experienced individual with practical,
hands-on, problem solving abilities to assist with
ongoing construction, maintenance and projects
at one of the Southeast's finest television
facilities. This position will report to the Chief
Engineer. An excellent opportunity for a true
Broadcast Engineer who appreciates the
challenge of fast paced television and varied
assignments with an excellent station located in a
great place to live. Respond to: Dept. HR, Jef-
farson-Pilot Communications Cempany, Cne
Julian Price Place, Charlotte, NC 28208, 704-
374-3640. EOE/M/F/D

News Photojournalist WSAV-TV, NBC affiliate
in Savannah, Georgia is currently accepting
applications for a news photojournalist/editor.
Applicants should have one and a half years
news photography experience. Experience with
shooting sports a pius. Microwave knowledge is
required. Send resume and non-returnable tape
to: Candy Morgan, Chief Photographer, WSAV-
TV, 1430 E. Victory Drive, Savannah, Georgia,
31414. Savannah is the host city of the 1986
Summer Olympic Yachting events. EQE.

Newscast Director - WCIV-TV, Charleston, SC
needs Director for its fast-paced 6 and 11pm
newscasts. Minimum two years experience in tel-
evision directing or technical directing live
newscasts and specials in a broadcast facility.
Send non-returnable tape, resume and re-
ferences to Robert Forsyth, Production Manager,
WCIV, PO Box 22165, Charleston, SC 29413. No
phone calls please. EEOQ. M/F.

WATL 36 #1 WB affiliate seeks: Operations
Engineer. Operate Master Control, all videotape
formats, record satellite feeds, and perform com-
mercial spot dubbing. 3-5 years Master Control
and videotape operations experience, FCC li-
cense and ability 1o read waveform monitors and
vectorscope. If qualified, please send resume to:
Personnel Department, WATL 36, One Monroe
Place, Atlanta, GA 30324.
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Director of Engineering. The Educational
Communications Board, partners in the Wiscon-
sin Public Television and Radio Network, has an
opening for a senior management position to ad-
minister the Delivery Division. Responsible for
the planning, development, and ongoing man-
agement of all delivery functions for statewide
radio, television and distance education
networks. Successful applicants will have a de-
gree in Electrical Engineering and 5-10 years of
professional or managerial experience in broad-
cast engineering or equivalent. Preference will be
given to those with SBE, FCC and related certifi-
cations. Salary commensurate with experience.
Excellent benefit package. Location: Madison, WI.
For application materials contact ECB Personnel
at (608) 264-9669. Applications must be returned
by November 30.

Maintenance Technician. Seeking applicants
for the position of Computer Specialist. 3 - 5
years experience in repair and configuration of
MS-DOS based personal computers. Additional
requirements include a good knowledge of trou-
bleshooting Windows 3.11 and 95 problems, plus
0S/2. Should also be experienced in a LAN
environment with configuration and troubleshoot-
ing of LAN manager, DEC Pathworks. Must have
specific knowledge of LOTUS 1-2-3 and
Wordpertect. If you think you have the right stuft
to work on the above in an exciting broadcast
environment, where you have the possibility to
work on broadcast and high end graphics equip-
ment as well, send us your resume to Box 00568
EOE.

RF Maintenance Engineer. Oklahoma PBS af-
filiate has an opening for a Network Maintenance
Engineer. Component level trouble shooting skills
required. Ideal candidate will have UHF and VHF
translator and transmitter, and a good working
knowledge of microwave systems. In state travel
required. Comprehensive benefit package.
Please send resume with salary history to Person-
nel, OETA, P.O. Box 14190. Oklahoma City, Ok-
lahoma 73113. EEO.

HELP WANTED MARKETING

Marketing Director: WESH-TV (NBC), a Pulitzer
Broadcasting Company station, in Orlando, FL is
looking for a smart, aggressive and creative
thinker who understands that winning is the most
fun of all. The on-air and off-air promotion game
is played at a very high level in this sophisticated
metered market...experienced pros are en-
couraged to apply. If you are committed to being
among the very best, join us at one of the very
best broadcasting facilities located in one of the
very best places to live. Rush resume and non-
returnable 3/4" tape to Jeffrey H. Lee, Vice Pres-
ident, General Manager, WESH-TV, P.O. Box
547697, Orlando, FL 32854. No phone calls!! An
Equal Opportunity Employer.

HELP WANTED NEWS

WFSB, a Post-Newsweek Station, is seeking an
Assignment Desk Editor. Candidate should have
minimum 2-3 years prior assignment desk expe-
rience. Must have good organizational skills and
be able to communicate effectively. We're (0ok-
ing for a real self-starter! Send resume to Sue
Maier, 3 Constitution Plaza, Hartford, CT 06103-
1892, EOE.

NEWS DIRECTOR

Fox 25 in Boston, WFXT,
the 6th largest television
market, is launching a prime
newscast in 1996 and looking
for a proven news leader.
You will create, hire and
manage the news team and
concept. You must be a
highly challenged and
motivated leader who can
adapt strong journalistic
principles to create a Fox
style production. Prior News
Director experience required.
If this "once n a career”
opportunity appeals to you
and you're committed to
creating the #1 prime
newscast in Boston, send
resume, tape, salary
requirements and news
philosophy to:

General Manager

WFXT, Fox 25

25 Fox Drive

Dedham, MA 02027

EQE, No phone calls please.
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GENERAL ASSIGNMENT
REPO RTrEuR .
WBAL-TV 11 Naws is conducting a
nationwide search for an rienced,
enterprising Reporier who.:{::rly
understands covering news is nol a
9 lo 5 jobl Top condidates must have
excellent overall story lalfing abilities.
This means strong wriling an
exceplional liva presentation skills.
itionally you must be well-read,
aggrassiva, creative, and have a sirong
desire lo win. The candidale hired will
become a member of Baliimore's fostest
growing telavision slalion owned by one
of the best in the indusiry. interested?
Qualified? College degree preferred.
a resume and fape o
WRBAL-TV News
Att'n.: David Roberts, News Direclor
3800 Hooper Avenue
Baltimore, MD 21211
NO PHONE CALLS PLEASE!

Women and minorilties are

encouraged o apply.
ECE
BALEITV ~wy

BALT | M QRE  Hearst Brosdcasting

WPMI TV, Soon to become NBC atfiliate has im-
mediate opening for reporters, photographers,
producers, assignment editors, directors, graphic
artist and more. Be a part of this newly created
News Team. Submit resume and tapes to: Tom
Rosembaum, News Director, WPMI TV, 661
Azalea Road, Mobile, AL 36609 (no phone calls,
please). EOE.

Weekend Weathercaster/Reporter. Small
market, CBS affiliate, seeks a Weekend
Weathercaster/Reporter. Must be able to gather,
write and edit three-quarter inch video for broad-
cast and have on-air affiliate experience with
Triton Weather Graphic System. Degree pre-
ferred. Send resume to Box 00563 EOE.

Reporter. #1 NBC affiliate in Northeast 90's
market seeks aggressive, enterprising reporter
with good writing skills and minimum two years
on-air experience. Send resume and tape to:
WJAC-TV, Director of Human Resources, 49 Old
Hickory Lane, Johnstown, PA 15305. Deadline:
October 25, 1995. EEO - M/F/H/V.

News Photographer: Full-time position for hard-
working, responsible Photographer. Experience
with Beta gear helpful. Must have live truck expe-
rience as well. Send resume, references, and
non-returnable tape to: Rick Moll, News Director,
WANE-TV, 2915 West State Boulevard, Ft.
Wayne, IN 46808. EOE/M-F. No calls please.

News Director - We are looking for a Producer in
a mediunvlarge market who wants to be a News
Director. We are a new FOX affiliate but we have
done local news for many years. The right candi-
date must have strong writing skills, have strong
people skills, get really excited about building,
growing and perfecting an existing news opera-
tion. Please send resume and news philosophy
to Tom Bond, KFXB, 744 Main Street, Dubugue,
IA 52001. We are an Equal Opportunity
Employer.

Weather Anchor. KSTU FOX 13 Television in
Salt Lake City, UT is looking for an experienced
Weather Anchor. Essential qualifications include
a bachelors degree in communication, journal-
Ism, meteorology, related field or equivalent; min-
imum of three years proven anchor experience
with a smooth on-air delivery, good verbal skills,
pleasant voice and on-air appearance. Applicants
must also project desired on-air image that at-
tracts viewers, conveys credibility, and enhances
station image. Ability to contribute story ideas, re-
port “live” in the field or for special news series.
Familiarity with the Salt Lake City market and/or
Intermountain Are a plus. Prefar applicants with
AMS certification. If interested, please send re-
sume and a non-returnable tape (VHS preferred)
to KSTU FOX 13 Television, Attn: Personnel,
5020 West Amelia Earhart Drive, Salt Lake City,
UT 84116 or Fax: (801) 537-7869. Equal Op-
portunity Employer.

News Producer: Full-time position for hard-
working, creative News Producer for Noon Show.
Must be a self-starter and have excellent writing
skills. Must have 1 year experience. Send re-
sume, references, and non-returnable tape to:
Rick Moll, News Director, WANE-TV, 2915 West
State Boulevard, Ft. Wayne, IN 46808. EOE/M-F.
No calls please.

CBS atffiliate in the 8th market needs: General
Assignment Reporters, |-Team Producer/
Photographer, Meteorologist, Assignment Man-
ager, Producers, Associate Producers, Photo-
graphers, Editors and a Secretary for the Group
News Diractor, If your among the best, send tape
and resume to: Jim Holland, Group News
Director, KTVT-TV, 5233 Bridge Street, Fort
Worth 76103. We are an Equal Opportunity
Employer. No phone calls please.
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Photojournalist. ABC affiliate in one of the na-
tion's fastest growing markets seeks Photo-
journalist to join award-winning staff. Minimum
one-year experience, including “live” work. Must
be creative! Tape and resume to Clay Downey,
News Operations Manager, KTNV-TV, 3355
South Valley View Boulevard, Las Vegas, NV
89102, ECE.

News Director: WXII/NBC-TV 12, Winston-
Salem, Piedmont-Triad, N.C. -- We want a leader
to take us into the winner's circle. Join our win-
ning team as we build from our current strengths
to be the market leader. Enthusiasm, innovation,
experience a must. We are committed to local
news in our highly competitive market. You'll
need good people skills and an understanding of
how to sell our philosophy, motivate our staff
and impact our viewers. If you are ready to ac-
cept this challenge, send your resume and news
philosophy to Rennie Corley, VP/GM, WXII-TV,
P.O. Box 11847, Winston-Salem, NC 27116, WX-
I-TV is an Equal Opportunity Employer.

Sports Producer wanted. If you want to be a
sports anchor, don't apply. We need you if you
can plan coverage of major sports events, field
produce, manage a sports feed for local stations,
find any satellite in the sky blindfolded, and have
a sports encyclopedia mind-quick, slick and kicks
the competition. Send resumes to: Amy J
Stedman, Conus Communications, Job #222,
3415 University Avenue, St. Paul, MN 55114,
Please include Job #. No phone calls. Equal Op-
portunity Employer.

News Director. Immediate opening at prog-
ressive small market station in southeast. Ex-
cellent opportunity for senior producer/anchor to
move into management. Strong supervisory skills
and commitment to news required. Minimum 5
years experience. Send cover letter and resume
to Box 00565 EQE,

Producer: KING 5 TV, Pacific Northwest's |ead-
ing news station, is currently seeking a News
Producer. Must have a degree with three years
news producing experience, excellent writing
skills, and strong computer skills. If you are
creative and enjoy the challenge of a competitive
environment, send 2 copies of your resume and
a non-returnable 3/4* or Beta tape to: KING 5 TV,
HR Department, Reference #95R38, 333 Dexter
Avenue North, Seattle, WA 98109, EQE.

General Assignment Reporter(s) for growing
news organization. Experience and related de-
gree required. Resume, writing samples, and nen-
-returnable VHS air check to Andy Shore, WPGX-
-TV/IFOX 28, FOX Television Center, 637
Luverne Avenue, Panama City, FL 32401. An-
ticipated start date January 1996, Application
deadline 11/1/95. EEQ/Drug free employer.

News Producers, Writers, Editors: Time Inc.
New Media's “The News Exchange” is interview-
ing for immediate openings at our new midtown
Manhattan state-of-the-art studio/production facil-
ity. If new media isn't new to you (interactive to
the Net), and your TV news skills are first rate,
we want to talk with you. Solid on-air experi-
ences, package producing/editing a plus. EOE.
Resume and tape to: George Kindel, TNX, 1251
Avenue of the Americas, Concourse Level, NY,
NY 10020. Or Fax: 212-522-7699. No phone
calls please.

Photographer. Applicants should have two years
experience shooting and editing news as well as
possess technical and creative photographic
abilities 1o do solo live shots. We are looking for a
Photographer who knows the basics but has the
desire to go beyond the conventional style. A
basic ability to troubleshoot equipment problems
and maintain assigned equipment is also re-
quired. We are beta equipped with wireless mics
and good lighting and pods. WOTV 41 is jointly
operated by WOOD TV8 in Grand Rapids, Ml
Applicants should send a resume, references
and current sample of work to: Mark Mcintosh,
Chiet Photographer, WOOD TV8, 120 College
SE, Grand Rapids, M| 49503,

Medium market News Department in highly de-
sirable western state needs an Executive Pro-
ducer who can lead and inspire this news de-
partment to produce highly viewer oriented
newscasts. The successful candidate will have a
minimum of 3 years newscast producing experi-
ence, will be a strong teacher and will know how
to implement research. Send statement of news
philosophy, resume, references and tape of re-
cent newscast you produced to Box 00571 EOE.

News Director. WOTV in Battle Creek is looking
for a News Director to help build a competitive
operation in a unique market, Qur small, but grow-
ing staff needs an energetic, hands-on manager
who knows how to get the most out of limited re-
sources. This is the perfect opportunity for an EP
or ME looking to break into “The Club.” Send re-
sume and statement of news philosophy to: Jim
Loy, News Director, WQOD TV 8, 120 College
SE, Grand Rapids, MI 49503.

News Producer: Aggressive. Producer needed
to drive 6:00pm and 10:00pm newscasts. Must
have strong writing, graphic and people skilis. No
beginners. Minorities and women encouraged to
apply. Send non-returnable tape and resume to
Personnel Director, WEHT-TV, P.Q. Box 25,
Evansville, IN 47701. EQE. M/F/D/V.

Assignment Editor needed at Conus Communi-
cations. 3 to 5 years experience on local or na-
tional news desk, knowledge of SNG, field pro-
ducing, news planning, excellent personnel man-
agement and communication skills required, able
to leap over lots of stories in a single bound. Job
#151-95, Send resumes 10: Amy J Stedman, Con-
us Communications, 3415 University Avenue, St.
Paul, MN 55114, Please include Job #. No phone
calls. Equal Opportunity Employer.

A small market station in the Northeast is look-
ing for a Full-Time Sports Anchor. We are looking
for someone who can produce and anchor a
sportscast with energy and excitement. We are
demanding a lot from breaking sports news to dai-
ly reports for the non-traditional sports fan, we
even have some special features we'll toss your
way. We might be a small market but we are pro-
ud that our product is better than most larger sta-
tions. If you think you can be the next leader in
this award winning sports department send a
tape and a resume. In the furtherance of our Af-
firmative Action program, it is important that
qualified women and minorities be made aware
of our job opportunities, Application deadline is
Thursday, October 26, 1995. Reply to Box 00566
EQE.

News Producer: West Palm Beach, Florida ABC
affiliate is seeking an experienced producer for
our 11:00 PM newscast. New state-of-the-art set
that sizzles, a staff of super smart journalists who
strive for passion as well as information and the
probability of further news expansion are all part
of our package. Strong, hard-hitting writing skills
a must. We think producers are just about the
most important factor for success. If you agree,
send a resume and tape with salary requirements
and references to Mary Mills, Assistant News
Director, WPBF-TV, 3970 RCA Boulevard, Suite
7007, Palm Beach Gardens, FL 33410. We'll be
making this decision quickly! EOE.

Producer: Top 15 CBS affiliate needs dynamic,
creative producer for weekday evening newscast.
Cne of our producers is leaving to be a senior
producer with KCBS. The person we hire will
have great editorial judgement and solid people
skills and will lead the broadcast--not just stack
the show. At least four years experience needed
to qualify. Send non-refurnable tape (Beta or 3/
4%, resume, references and a page on your phi-
losophy of show producing lo: Dave Clegern, Ex-
ecutive Producer, WTSP-TV, P.O. Box 10,000,
St. Petersburg, FL 33733. No phone calls! EOE.

ABC6 has an immediate opening for an experi-
enced Photojournalist. We're looking for a highly
motivated visual story-teller to join our award-
winning team. Send us a tape that shows your
ability to cover spot news as well as general
news, and include at least one self-produced
package. Previous prolessional experience in
local TV news required. College degree and
NPPA workshop graduate preferred. Send tape
and resume to: ABC6, Att: Personnel Office, 10
Orms Street, Providence, Rl 02904.

HELP WANTED PROMOTION

Promotion Director; KOIN-TV, CBS in Portland,
Qregon, (market rank 25) seeks a top-notch pro-
motion, public relations and creative services op-
erations. The successful candidate will have
three to five years experience in a leadership ca-
pacity, and the proven ability to deliver effective
support for news positioning, overall station im-
age, community activities and sales promotion.
Join a strong station in a growing market--one of
the most “livable” cities in the USA. We offer a
successful, competitive team environment where
you can make a difference with your ideas. Send
resume, tape and salary history to: Promotion
Search, KQIN-TV, 222 SW Columbia, Portland,
OR 97201. A Lee Enterprises, Inc. station. Equal
Opportunity Employer.

Topical Promaticn Producer: A great station, in
a great part of the country (Orlando) is looking for
a great Topical Promotion Producer. If you know
how to write and produce riveting Topical promo-
tion, send a non-returnable tape and resume that
convinces us you are the right person for the job.
Send to Human Resources, WESH-TV, P.O. Box
547697, Orlando, FL 32854. No phone calls,
please. WESH-TV is an Equal Opportunity
Employer.

: Toplace an ad in the Broadcasting & Cable .
: Classified pages, contact Antoinette Fasulo :
1 TEL: 212.337.7073 + FAX: 212.206.8327 |
| INTERNET:AF ASULOBC.CAHNERS.COM
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HELP WANTED RESEARCH

Research Director needed for Paramount O&0
in Atlanta. Nielsen Audience Analysis and
Qualitap experience essential. Sales pres-
entation production skills required. Send resume
and salary requirements to: Personnel Depart-
ment, WVEU UPN 69 Atlanta, 2700 N.E. Ex-
pressway, Atlanta, GA 30345. No phene calls,
please. EOE.

HELP WANTED PRODUCTION

The University of Mississippi is accepting
applications for the position of Producer/Host of a
weekly Public Broadcasting television show for
the University's Teleproductions Resource Cen-
ter. This pesition is being advertised in anticipa-
tion of receiving continuing and/or new funding
under various grant and contract programs. This
position is a term appointment and runs for the
duration of funded projects (which may be ex-
tended unless noted otherwise). Send video re-
sume reel to Mr. Ralph Braseth, Executive
Director, The University of Mississippi, 201
Bishop Hall, University, MS 38677. Deadline: un-
til filled. Starting date: By mutual agreement.
Salary: compstitive. The University of Mississippi
is an AA/ADA/EOE. Producer/Host--
Requirements: College degree and two years of
commercial teievision news experience. The
applicant must be able to demonstrate good
communications and computer skills. The appli-
cant must represent the abilities to anchor and re-
port television news stories.

Canal de Noticias NBC is seeking
Spanish fluent Show Producers, Assign-
ment Editor and Graphics Artist for our
growing service. Canal de Noticias NBC is
a 24-hour Spanish news channel in
Charlotte, NC. No calls. Send resume and
references to: Box FE 301, 360 Lexington
Avenue, 12th Floor, NY, NY 10017. EOE.

Art Director. Inmediate need for a hands-on vis-
ionary wanted for an exciting challenge in one of
the nation's most artistic cities. If you have a
good sense of clean, contemporary layout and an
eye for what's on the design horizon, we'd like to
see your work. Requires at least five years expe-
rience as an electronic artist/graphics designer
for television. Must be proficient on the Quantel
Paintbox, AVA and Chyron Infinit. Experience
with Abode Photoshop, Illustrator and
QuarkPress a definite plus. Will be responsible
for producing graphics for our primary newscasts.
Send resume, cover letter, and non-returnable
VHS tape to Personnel Coordinator, WDSU-TV,
520 Royal Street, New Orleans, LA 70130. No
phene calls, please. EQE.

Photographer Immediate opening for a sea-
soned professional with at least three years ex-
perience. Must have an ambition to continuously
improve your work, and an advanced understand-
ing of lighting. Desire to work on long form pro-
jects as well as news projects, Extensive travell-
ing, great people skills, creative solutions, flexible
schedule, and an interest in health and medical
stories are also part of the job. Studio, editing
and remote work a plus. Send resume and tape
to Orbis Broadcast Greup, Attn: Photographer,
160 S. Sangamon, Chicago, IL 60607. No phone
calis.

Assistant Commercial Production Editor. ABC
affiliate with large volume of commercial produc-
tion and all the latest toys needs a second
creative editor. Hands-on experience with Avid
and Ace editing, Beta SP equipment, 2-Channel
DVE, Still Store and Dubner. Great location near
the beach with good salary and benefit package.
Send tape, salary requirements to: John Cannon,
WMDT-TV, 202 Downtown Plaza, Salisbury, MD
21801. EOE. M-F.

Producer/Writer. Domastic and International
travel. Great facility. Terrific team. Help children!
International hunger and relief organization is
seeking a Producer to augment award winning
staff of 14. We air a weekly 30 minute nationally
syndicated program that helps children
worldwide. Must be able to take concept frem
field through post. Magazine format experience is
important, fund raising knowledge helpful, not re-
quired. Join a crazy crew that works hard and
cares about children. 3-5 years producing expe-
rience and BA in Journalism or related required.
Must be: versatile preducer, strong writer, or-
ganized, able to juggle projects, and a team
player! Send resume and non-returnable reel to:
J. Nicholson, Feed The Children, 333 North Meri-
dian, Oklahoma City, OK 73107. No phone calls
please.

HELP WANTED
FINANCIAL & ACCOUNTING

Controller Owner/operator of TV station group
seeks a hands-on, self-starter to join manage-
ment team to oversee all aspects of accounting/
financial operations of the group. Candidates
must be a team player and must have the follow-
ing: Undergraduate degree in Accounting/
Finance, CPA preferred, Minimum five years
financial management experience in the broad-
cast industry, Excellent spreadsheet software
skills, Strong communication skills, Desire and
willingness to do whatever it takes fo get the job
done (not a 9 to 5 mentality). Desire and ability to
meet deadlines while producing quaiity work
product. Company ofters competitive salary and
benefits and perfermance incentives. Qualified
candidates should respond by sending current re-
sume, salary history and professional referen-
ces.Reply to Box 00570 EQE.

Manager, Credit and Collections - Major
market television station is seeking an experi-
enced Manager, Credit and Collections. Individu-
al will be responsible for collecting outstanding ac-
counts receivable, credit referencing, and other
facets of the billing process. Interaction with ail
levels of station management. Excel, verbal and
written communication skills required. PC skills,
specifically LOTUS. Good people skills, college
degree and minimum 2 years collections experi-
ence. Competitive salary to include bonus plan
and comprehensive benefits package. Reply im-
mediately to Box 00562 EQE.

Growing Group seeks a General Manager for
pending acquisition of Pacific Northwest VHF
network affiliate. This small market property re-
quires an individual with a proven track record of
successful revenue and sales achievements, in-
ventory price control and overall administrative
honesty a must. All inquiries held in strict con-
fidence. Reply to Box 00573 EQE.

HELP WANTED PROGRAMMING

DIRECTOR OF ———
——PROGRAM SERVICES

KGO-TV/Channel 7 s seeking a creative, expe-
rienced Director to develop and create new
opportunities in both syndicated and local pro-
gramming. Will negotiate acquisition of syndi-
cated product and feature film packages. Will
be responsible for supervision of program-
ming personnel and department operating
budget. Minimum of 10 years experience in
televigion programming with management
experience required. Application deadline is
October 27, 1995, Send resume to:

KGO-TV PersoNNEL

900 Front StrEEr

San Francisco, CA 94111 EOE

PROGRAM
[ +PRODUCER

KGO-TV/Channel 7 is seeking a Producer with
at least 5 years of major market experience
producing complete television shows. Must be
capable of producing programs that are live,
taped, studio-based, documentary and those
which may involve multi-camera remotes.
Must be well-versed in all aspects of produc-
tion from researching through post-produe-
tion, Familiarity with Newstar and ImMix edit-
ing systems preferred. Application deadline is
October 27, 1995. Please send resume and
videotape to:

KGO-TV Personnal
900 Front Strest
San Franelsco, CA 94111 EOB

TV Program Producer. Get in on the ground
floor of a brand-new news and information pro-
gram in beautiful Salt Lake City! KSTU FOX 13
Television has an immediate opening for a full-
time Program Producer to help launch its new
mid-day news and information program. Essential
qualifications include a bachelors degree in
communication, journalism, or related field or
equivalent; minimum of three years experience
as a producer of television news and/or informa-
tion programming; sound newsgathering abilities,
strong writing skills, creative ideas, and an “eye”
for stories with audience appeal; proven ability to
organize a well-paced, jeurnalistically sound, en-
tertaining daily program under the direction of
news management. Prefer candidates with expe-
rience producing shows with live elements and
daily guests. If interested, please send resume
and non-returnable tape (VHS preferred) to
KSTU FOX 13 Television, Attn: Personnel, 5020
West Amelia Earhart Drive, Salt Lake City, UT
84116 or Fax: (801) 537-7869. Equal Opportunity
Employer.

To place an ad in the Broadcasting 8 Cable
Classified pages, contact Antoinette Fasulo
TEL: 212.337.7073 - FAX: 212.206.8337
INTERNET:AF ASULOEBC. CAHNERS, COM

| i |
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Executlve Producer."Good Morning Texas”
WFAA-TV seeks an excellent people manager
and motivator with a track record of success in
producing talk/entertainment programming. This
show hit the ground running last September and
has ranked #1 in its time period since its pre-
miere. The show is slick and well-staffed and de-
sarves a creative, committed and visionary leader
to continue and build upon its success. Send re-
sume and fape to Cathy Creany, WFAA-TV, 606
Young St., Dallas, TX 75202-4810. No phone
calls, please. Equal Opportunity Employer.

SITUATIONS WANTED NEWS

Experienced Armed Forces Network TV Re-
porter/Anchor recently back from Europe seeks
TV reporting position. Strong skills in writing, edit-
ing, ENG (news and sports). Smaller markets
OK; audition tape available. Contact: Dan
Isaacson; (414) 351-4730; Fax (414) 241-7220.

Consumer/Investigative Reporter - Experi-
enced, award-winning pro for #1 or #2 slot. Tape
and references. Reply to Box 00564.

SITUATIONS WANTED HOSTS

If you are tired of seeing politicians slip and
slide; and want to see them totally nailed to the
wall while they scream, cuss and holler send for
demo. 202-833-3634.

SALES TRAINING

LEARN TO SELL TV TIME
Call for FREE Info Packet
ANTOMELLI MEDIA

TRAINING CENTER
(212) 206-B063
Owver 25 years in the TV industry

PROGRAMMING SERVICES

ON-CAMERA
WEATHERCASTING SEMINAR
NWN, America's Virtual Weathereenter also offers
daily on-ramera weathercaster training sessions. Work
the Chroma-Key and make your on-air dema 1ape. Sin-

gle and multi-day sessions available.

Call 601-352-6673. @
Need 60 episodes of high-quality, FCC-friendly
kids' show? How about file footage of kids in ac-
tion? Call 816-932-4192.

VIDEQ SERVICES

MNeed video shot in the New
York metropolitan area? Expe-
srienced crews, top equipment.
Call Camera Crew Network
(CCN). 800-914-4CCN.

HELP WANTED MANAGEMENT

Public Access Coordinator. Santa Fe Communi-
ty College (NM) is seeking a Coordinator for pub-
lic/educational/government access facility. BA,
five years video experience required; familiarity
with grants, access, educational settings pre-
ferrad. Call (505) 438-1228 for salary and applica-
tion information. Deadline 10/18. Equal Opportuni-
ty Employer.

Doctoral Assistantships. The University of Ten-
nessee seeks outstanding candidates for
doctoral study. Coursework emphasizes commu-
nication theory and research with broadcasting,
journalism, P.R., and advertising concentration.
M.S. degree and GRE required. Program re-
quires 2-3 years in coursework, plus dissertation.
Teaching assistantships possible. Application for
fall 1996 due March 1. Also, calendar-year M.S.
program in media management. Contact Dr. H.
Howard, Communications, University of Ten-
nessee, Knoxville, TN 37996-0347.

HELP WANTED ADMINISTRATION

HELP WANTED PROMOTION

Promotions Writer/Producer. Top Ten Cable
Network seeks creative, motivated Promotion
Writer/Producer. This is your opportunity to
create exciting TV advertising for original movies,
first run game shows, marathons, and much,
much more! If you have at least five years expe-
rience, and know your way around state of the art
production facilities, send tape, resume and
salary requirements to: The Family Channel,
Aftn: Human Resources Department, Reference
PS-220, P.O. Box 2050, Virginia Beach, VA
23450-2050. No phone calls, please. EQOE.

ALLIED FIELDS

HELP WANTED PRODUCTION

Media Production Specialist: Fort Hays State
University invites applicants for a twelve (12)
month renewable position with service and aca-
demic support responsibilities. Requirements:
experiencad in skills related to all facets of audio
and video preduction including, but not limited to:
preproduction-the development of treatments and
storyboards, production - both aesthetic and tech-
nical, and postproduction -- linear and non-linear
editing and computer graphics. A fundamental
familiarity of telecommunications technologies,
curriculum design and Superior organizational,
oral and written skills. Education requirements:
Master's degree in distance education or a media-
related discipline is preferred in addition to a mini-
mum of two years practical experience. Graduate
degree requirements may be waived in favor of
exceptional practical experience. Examples of
work and demonstrated knowiedge will be
required. Review begins November 1, 1995, Send
fetters and recommendations, resume, examples
of work and transcript to: Search Committee -
Media Production Specialist, Carolyn Van-
derGiesen, Chair, CTELT, Fort Hays State Univer-
sity, 800 Park Street, Hays, KS 67601. e-mail:
TECV@FHSUVM.FHSU.EDU. FHSU is an Affir-
mative Action/Equal Opportunity Employer.
Women, minorities, veterans and people with dis-
abilities are encouraged to apply.

HELP WANTED INSTRUCTION

Graduate Assistantships available in RTVF
department for M.A. - Communication students.
Assignments include two public radio stations;
television production; assisting announcing, pro-
duction, filmmaking labs, etc. Tuition waiver plus
up to $4400/year. Contact Dr. William Rambin,
Director, School of Communication, Northeast
Louisiana University, Monroe, LA 71209. (318)
342-1390. EOE/AA.

Director of the Broadcast Media Center. The
University of Montana. Responsibilities include
leadership and senior management of a well-
established public radio station, an emerging
public television station, a distance learning in-
itiative, creative production and academic sup-
port. The Director will be responsible for the
stimulation, coordination and interaction of the
Center with the public. Applicants should have
notable success in solicitation of grants, con-
tracts, gifts and campaigns typical of public broad-
casting. Experience in an academic setting is
preferred with sufficient credentials to teach
courses relative to broadcast media. Strong
leadership and managerial skills including signifi-
cant experience in radio, television and creative
production are essential. Initial applications
should include lefter of intent, resume and three
references. Additional supporting materials may
be required. The search will continue until the
position is filled with initial screening beginning
on November 15, 1995. Direct correspondence
and inquiries to the search chair: Dr. Sharon E.
Alexander, Dean, Continuing Education and Sum-
mer Programs, The University of Montana,
Missoula, Montana 59812-2900. The University
of Montana is an Equal Opportunity/Affirmative
Action employer; we invite applications from disa-
blad individuals, minorities, Vietnam era veterans
and women.

EMPLOYMENT SERVICES

W
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@ Television Jobs, updated daily
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YEAR employers to record job openings
© Entry level positions

1-900-726-JOBS
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- SMART
- TAPES.

For video duplication, demos,
audition reels, work tapes, our
tecycled tapes are technically
up to any task and downright
bargains. Al formats, fully guar-

teed. To order call:
(800)238-4300 GARPEL

WI“M“*mW*IIillﬁlﬁlil_

AM and FM transmitters, used, excellent condi-
tion, tuned and tested your frequency. Guaran-
teed. Financing available. Transcom. 800-441-
8454, 215-884-0888, Fax 215-884-0738.

PROFESSIONAL JOBS

WITH ENTERTAINMENT COMPANIES

BROADCAST & CABLE TELEVISION, DISTRIBUTORS,
MOTION PICTURE, POST PRODUCTION & MORE

Entry to senior level jobs nationwide in ALL fields
{news, sales, production, management, etc.).
Published biweekly. For subscription information:
(800) 335-4335
In CA, (818) 901-6330.
Entertainment Employment Journal™

WANTED TO BUY STATIONS

Want to buy cash-flowing FM or combo in Ohio
or indiana up to $2 million. Contact Chris Cage,
American Home Town Radio (317) 268-1303.

Two Broadcasters want to buy small market
AM, FM or AM/FM in Flcrida or Georgia. 407-

F™TTTT 7T T T T T T 77| 7242875 Fax: 407-7442077.

| California Broadcast Job Bank |

| For application information call |

: (916) 444-2237 : FOR SALE STATIONS
I California Broadcasters Association |

ke e = = VERMONT

AM and FM stations located in
attractive college community.
Great family “lifestyle.”

eecsesesescsscscesseennsnsooonnss

CENTRAL NEW YORK
Full-time AM/FM combo.
Some Real Estate included.
Asking $375k, $100k down.
Contact: Dick Kozacko
Kozacko Media Services
607-733-7139

National Sports Jobs Weekly. We cover pro
and college sports and all of the media. $39 - 4
issues. (602) 933-4345.

Just For Starters: Entry-level jobs and “hands-
on” internships in TV and radio news. National
listings. For a sample lead sheet call: 800-680-
7513.

WANTED TO BUY EQUIPMENT

Used videotape: Cash for 3/4* SP, M2-90's,

Betacam SP's. Call Carpel Video 301-694-3500. FOR SALE AM PLUS

UNDERDEVELOPED FM STATION

Highly regarded Green Bay-Appleton, Wisconsin ADI
(DMA) with $21 Million radio revenue and very limit-
ed competition. Stations currently have $300,000 in
Broadcast Cash Flow on $1,000,000 Revenue stream.

FOR SALE EQUIPMENT

Recycled Evaluated Videotapes: All tapes

elactronically evaluated and erased to broadcast This opportunity is reasonably priced.
quality. Compare and save. This months Special

3/4 SP 10s @ 3.25 SP20s @ 4.25. Call IVC 800- SERIOUS INQUIRIES ONLY
726-0241. 708-446-8882

W. John Grandy

BROADCASTING BROKER

117 Country Club Drive
2an Luis Obispo, CA 834014
Phone: (B05) 541-1900
Fax: (B0S) 541-1906

A MILLER & ASSOCIATES
(800) 632-2757

Southern California Combo: Two time
rev. w/real estate. Excellent facilifies.
Asking $2.6 Million w/possible ferms.

New York FM - For Sale. Big market. Great po-
tential. $2.2M. Sandy Beach Communications.
Craig Klayman 770-399-9506. Also AM's in Flor-
ida, North Carolina, Virginia.

For Sale 50KW AM and Class C FM stations, in
Sauthwestern top 50 city market. Serious buyers
only please. Call Dave 808-845-1111.

FINANCIAL SERVICES

3“ Heliax Standard Coaxial Cable. 50-Ohm, un-
used, cut to length. Priced below market.
Shipped instantly. Call Basic Wire and Cable -
800-227-4292. Fax 312-539-3500.

Bargain AM, small North Florida market; Small
combo, Georgia mountain vacation area; Low
power TV, Florida; Others. Beckerman Associa-
tes, 813-971-2061.

Loans By Phone: Lease/finance new or used
broadcasting equipment. Flexible payment plans.
Flexible credit criteria. Call Jeff Wetter at Flex
Lease, Inc. 800/699-FLEX.

EDUCATIONAL SERVICES

On-camera coaching: Sharpen TV reporting
and anchoring/teleprompter skilis. Produce quali-
ty demo tapes. Resumes. Critiquing. Private
lessons with former ABC News correspondent.
914-937-1719. Julie Eckhert, ESP.

AWARDS

$10,000
Radio and Television Awards

For reporting on German/ American
issues. Deadline: November 1, 1995.
Sponsored by the RIAS Berlin Commis-
sion and the Radio and Television News
Directors Foundation. For informa-
tion/entry forms, call Pat Seaman,
301-977-7210 or RTNDE 202-659-6510.

ARTIFACTS

The Newseum, the world's first museum de-
dicated to the past, present and future of news, is
looking to acquire a wide assortment of historic
print and broadcast material - linotypes, cameras
and much, much more. Please write/send photos
to B. Reed, The Freedom Forum Newseum,
1101 Wilson Boulevard, Arlington, VA 22209.
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BROADCASTING & CABLE’S CLASSIFIED RATES

All orders to place classified ads & all correspon-
dence pertaining to this section should be sent to
BROADCASTING & CABLE, Classified Department,
245 West 17th Street, New York, NY 10011. For infor-
mation call {212) 337-7073 and ask for Antoinette
Fasulo.

Payable in advance. Check, money order or credit
card (Visa, Mastercard or American Express). Full
and correct payment must be in writing by either let-
ter or Fax (212) 206-8327. If payment is made by
credit card, indicate card number, expiration date
and daytime phone number.

Deadline is Monday at 5:00pm Eastern Time for the
following Monday's issue. Earlier deadlines apply for
issues published during a week containing a legal
holiday. A special notice announcing the earlier dead-
line will be published. Orders, changes, and/or can-
cellations must be submitted in writing. NO TELE-
PHONE ORDERS, CHANGES, AND/OR CANCELLA-
TIONS WILL BE ACCEPTED.

When placing an ad, indicate the EXACT category
desired: Television, Radio, Cable or Allied Fields; Help
Wanted or Situations Wanted; Management, Sales,
News, etc. If this information is omitted, we will
determine the appropriate category according to the
copy. NO make goods will run if all information is not
included. No personal ads.

The publisher is not responsible for errors in print-
ing due to illegible copy—all copy must be clearly
typed or printed. Any and all errors must be reported
to the Classified Advertising Department within 7
days of publication date. No credits or make goods
will be made on errors which do not materlally atfect
the advertisement. Publisher reserves the right to
alter classified copy to conform with the provisions
of Title VIl of the Civil Rights Act of 1964, as amend-
ed. Publisher reserves the right to abbreviate, alter or
reject any copy.

Rates: Glassified listings (non-display). Per issue:
Help Wanted: $1.95 per word, $39 weekly minimum.
Situations Wanted: 1.05¢ per word, $21 weekly mini-
mum. Optional formats: Bold Type: $2.25 per word,
Screened Background: $2.40, Expanded Type: $2.95
Bold, Screened, Expanded Type: $3.35 per word. All
other classifications: $1.95 per word, $39 weekly
minimum.

Word count: Count each abbreviation, initial, single
figure or group of figures or letters as one word each.
Symbols such as 35mm, GOD, PD etc., count as one
word each. A phone number with area code and the
2ip code count as one word each.

Rates: Classified display (minimum 1 inch, upward
in half inch increments). Per issue: Help Wanted:
$173 per inch. Situations Wanted: $87 per inch. Pub-
lic Notice & Business Opportunities advertising
require display space. Agency commission only on
display space (when camera-ready art is provided).
Frequency rates available.

Blind Box Service: (In addition to basic advertising
costs) Situations Wanted: No charge. All other classi-
fications: $25 per issue. The charge for the blind box
service applies to advertisers running listings and
display ads. Each advertisement must have a separate
box number. BROADCASTING & CABLE will now for-
ward tapes, but will not forward transcripts, portfo-
lios, writing samples, or other oversized materials;
such are returned to sender. Do not use folders,
binders or the like. Replies to ads with Blind Box
numbers should be addressed to: Box (number), c/o
Broadcasting & Cable, 245 W. 17th Street, New York,
NY 10011

Confidential Service. To protect your identity seal
your reply in an envelope addressed to the box num-
ber. In a separate note list the companies and sub-
sidiaries you do not want your reply to reach. Then,
enclose both in a second envelope addressed to CON-
FIDENTIAL SERVICE, Broadcasting & Gable Maga-
zine, at the address above.

|

[ l
| |
I |
| |
| I
| |
I |
i i I
! Order Blank (Fax or Mail) !
: CLASSIFIED RATES :
I Display rate: Display ads are $173 per column inch. Greater frequency I
I rates are available in units of 1 inch or larger. I
| Non-Display rates: Non-Display classified rates (straights) are $1.95 per I
I word with a minimum charge of $39 per advertisement. Situations Wanted I
I rates are $1.05 per word with a minimum charge of $21 per advertisement. I
I Blind Boxes: Add $25.00 per advertisement I
I Deadlines: Copy must be in typewritten form by the Monday prior to pub- I
I lishing date. I
I Category: Linead 0 Display O |
l ]
I Ad Copy: |
| |
I |
| |
l ]
| I
| |
| |
| |
i I
| |
| |
I Date(s) of insertion: I
|
| |
: Amount enclosed: :
I Name: I
| |
| Company: I
: Address: :
1 City: State: Zip: |
: Authorized Signature: :
: Payment: :
| Check O VisaO MasterCard O Amex O I
: Credit Card #: :
| Name on Card: |
I Exp. Date: Phone: ]
| |
| Clip and Fax or Mail this form to: |
245 W. 17 Street 4 NYC 10011 « Attention: Antoinelte Fasulo I
: FAX NUMBER: 212-206-8327 ]
L_____-____—___——————-——_——__J
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Check out next week’s

job openings before
they’re even published!

Get a jump on the competition with
Broadcasting & Cable’s “Classifieds On
Demand”—an easy-to-use telephone

system offering next week’s ads for

positions and services available in the
Y
broadcasting industry. Just call on Tuesday ';‘n managem
(after 5 pm, ET) to preview listings that won't n the prod onti al. Stro 5
. . . . S in
be published in Broadcasting & Cable until ut not es sful bus! 00371
2 S succes e o BOX

the following Monday . . . 5 days before jear d send resy

everyone else! Only $1.99 a minute. You can
even request a fax of the classified section.

&% Call 1-800-860-8419
and get a jump on your competition!

Broadcasting & Cable [}
Classifieds On Demand |}
Broadcasting & Cable’s Classifieds on Demand:

1-800-860-8419

$1.99 per minute - use valid Amex, Visa, Mastercard

The Menu of Categories:

01 Radio 04 Allied Fields
02 Television 05 Station Marketplace
03 Cable 06 Interactive Media

*Press 9 at any time for fax of the classified section.
To place classified ads call (212) 337-7073 or fax (212) 206-8327.




“For the Record” compiles applications filed
with and actions taken by the FCC. Applica-
tions and actions are listed by state; the date
the application was filed or the action was
taken, when available, appears in italic.

Abbreviations: AOL—assignment of license; ant.—

antenna; ch.—channel; CP—construction permit; |

ERP—cffective radiated power; khz—kilohertz; km—

kilometers; kw—Xkilowalts; m.—meters; mhz—mega-

hertz; mi—miles; TL—tr itter location; att.

One meter equals 3.28 feet. |
| S—

NEW STATIONS
Filed/accepted for filing

Fairbanks, Alaska (BPH-950914MC)—
Sherry Walley-Hoff for FM at 96,9 mhz, ERP
3.6 kw, ant. 261 m., 4.5 km NNW of inter-
section of Farmers Loop and McGrath rds.
Walley-Hoff has an interest in company buy-
ing KFxF(Tv) Fairbanks. Sept. 14

Fairbanks, Alaska (BPH-950914MD)—
Northem Television Inc. {August G. Hiebert,
CEQ, 111 F St., Anchorage, AK 99501) for FM
at 96.9 mhz, ERP 10 kw, ant. 154.7 m., 1 mi.
NNW of junction of Farmers Loop and Grenac
rds. Northern Television owns KXLR{FM)-KCBF
{AM)-KTVF-Tv Fairbanks and KNIK{Fm)-KBYR(AM})-
KTVA-Tv Anchorage, Alaska. Sept. 14

Fairbanks, Alaska (BPH-950914ME}—
William M. Holzheimer (PO Box 671003,

J

BY THE NUMBERS
EROADCASTING
Servige Tolal
Commercial Al 4,806
Commercial Fi 5,260
Educational FM 1,799
Total Radio 11,965
Commercial VHF TV 559
Commercial UHF TV 620
Educaticnal VHF TV 123
Educaticnal UHF TV 240
Total TV 1,542
VHF LPTY 558
UHF LPTY 1,183
Total LPTV 1,751
FM franslators 2433
VHF translators 2,226
UIHF translators 2,560
Total Translators 7,259
e
Total systems 11,660
Total subscribers 62,231,730 |
Homes passed 91,750,000
Cable penetration® __65.3%

*Based on TV housshold universe of 95.5 million.
Source: FCC, Nielsen and Paul Kagan Associates

EontheReczord

Chugiak, AK 99567) for FM at 96.9 mhz,
ERP 25 kw, ant. 247.6 m., 4 mi. N of Fair-
banks. Holzheimer is applying to build FM in
Seward, Alaska. Sept. 14

Houston, Alaska (BPED-950906M/)—
Evangelistic Alaska Missionary Fellowship
Inc. (Donald L. Nelson, president, PO Box
56359, North Pole, AK 99705) for FM at 88.7
mhz, ERP .285 kw, ant. -49 m., 1 mi. E of
Houston next to Hwy 3, .5 mi. N of Alaska
Railroad. Fellowship owns KJNP-TV-FM-AM
North Pole and has applied to build another
FM at Houston. Sept. 6

Arkansas City, Kan.—Third Coast Broad-
casting Inc. (Robert W. Fisher, president,
PO Box 1704, Stafford, TX 77477-1704) for
FM at 102. 5 mhz, ERP 6 kw, ant. 100 m., 6
mi. E of Arkansas City.

Ingalls, Kan.—MAS Communications Inc.
{Mark A. Swendsen, president, 1124 West-
wood Dr., Pierre, SD 57501) for FM at 290,
ERP 6 kw, ant. 100 m., 3.5 mi. S of Ingalls.
MAS owns KPLO-FM Reliance, S.D.

Ingalls, Kan.—Dana J. Puopolo {37 Martin
St., Rehoboth, MA 02769-2103) for FM at
290, ERP 2.5 kw, ant. 154 m., 3.5 mi. S of
Ingalls.

Lancaster, N.H. (BPH-950906 MH)}—New
Hampshire Public Radio Inc. (Mark Handley,
president, 207 N. Main St., Concord, NH
03301) for noncommercial educational FM at
102.3 mhz, ERP .6 kw, ant. 224 m., Mt. Pros-
pect summit. New Hampshire Public Radio
owns WEvo-FM Concord, wevn-mm Keene and
WEVH-FM Hanover, all N.H. Sept. 6

FACILITIES CHANGES
Accepted for filing
Victorville, Calif. (CA-9507201A)—Shep-
herd Communications Inc. for KxrD{FM} 89.5

mhz: change main studio location to
Yucaipa. Sept. 22

Key West, Fla. (BMPCT-950906KE)—His-
panic Keys Broadcasting Corp. for wwrp{Tv)
ch. 8: change ERP to 5.83 kw visual, ant. to
33 m., TL to 7 McDonald Ave., Key West.
Sept. 15

Miami (BPCT-950918KE)—NBC Stations
Management Inc. for wrvs(tv) ch. 8: change
ERP to 100 kw visual, ant. to 549 m., TL to
17107 SW 248th St., Princeton. Sept. 26

Sarasota, Fla. (BPH-950901IC)—Christian
Fellowship Mission Inc. for wkzm{Fm} 105.5
mhz: change ERP to 3.6 kw, ant. to 81 m.,
ant. supporting-structure height. Sept. 26

Neoga, Ill. (BMPH-9508181G)—Cromwell
Group Inc. of llfinois for wmci{Fm) 101.3 mhz:
change ERP to 11.7 kw, ant. to 146.8 m.
Sept. 21

Shreveport, La. (BPCT-950913LQ)—White
Knight Broadcasting of Shreveport ftor
KsHv(Tv) ch. 45: change ERP to 2,981.6 kw
visual, ant. to 507.2 m., TL to St. John Rood,
Mooringsport. Sept. 21

Bethany Beach, Me. (BMPH-950828IC)—
Benchmark Radio Acquisition Fund IV for
wosc(FM} 95.9 mhz: change ERP to 18.8 kw,
ant. to 115 m. Sept. 20

Orange, Mass. (BMPH-9508141D)y—Deane
Bros. Broadcasting Corp. for wapr{Fm) 97.3
mhz: change ant. to 25 m., ant. supporting-
structure height. Sept. 22

La Crescent, Minn. (BPH-960825IC)—
White Eagle Broadcasting Inc. for kQEG{Fm)
102.7 mhz: change ERP to 3.6 kw. Sept. 18

Artesia, Miss. (BMPH-950822IA)—Bravo
Communications Inc. for wann(Fm) 99.9 mhz:
change ERP to 50 kw, ant. to 95 m. Sept. 27
Bay Springs, Miss. (BMPH-9508101C)—
Cotton Valley Broadcasting Co. for wizk-Fm
93.5 mhz: change ERP to 50 kw, ant. to 150
m. Sept. 22

Fayetie, Miss. (BPH-950803IB)—Natchez
Communications Inc. for wrvJ(Fm) 97.7 mhz:
change ant. to 25 m., ant. supporting-struc-
ture height. Sept. 22

Greenwood, Miss. (BPH-9508071C)—Clay
Ewing V for wGRM-FM 93.9 mhz: change ERP
to 25 kw, ant. to 100 m. Sept 22

Missoula, Mont. (BMPH-9508301B}—West-
ern Broadcasting Co. for kyss-Fm §4.9 mhz:
change ERP to 64.6 kw, ant. to 726.2 m.
Sept. 20

Albion, Neb. (BMPCT-950915KH)}—Citadel
Communications Co. Ltd. for KLKE(Tv) ch. 24;
change ant. to 378 m., TL to 16 km W of
Elgin and 5.2 km S of Tre. 70, 17.2 km WSW
of Elgin. Sept. 26

Pahrump, Nev. (BMPH-9508171G}—Ameri-
com Las Vegas Ltd. Partnership for kFei{Fm)
107.5 mhz: change ant. to 1,137 m. Sept. 18

Brockport, N.Y. (BMPH-950816(B}—David
Wolfe for wase-Fm 105.5 mhz: change ERP
to 1.1 kw, ant. to 158 m. Sept. 21

Rocky Mount, N.C. (BPCT-950915KG)—
Family Broadcasting Enterprises for wRmy
(Tv) ch. 47: change ERP to 5,000 kw visual,
ant. to 370.9 m., TL to 9.8 km E of Louisburg
and 2.7 km N of S.R. 56. Sept. 26

Ashland, Ore. (BPH-950825IE)—Rogue
Valley Broadcasting Inc. for Kcmx-Fm 101.9
mhz: change ant. to 1313 m., TL to 133 km
S of Ashland, ant. supporting-structure
height, main studio location. Sept. 20

Cave Junction, Ore. (BPH-950817IH)—
Charles R. Knerr for KCNA(FM) 102.7 mhz:
change ERP to 50.7 kw, ant. to 604.5 m.
Sept. 18

Balch Springs, Tex. (950913AA)—KSKY
License Corp. for ksky{am) 660 khz: increase
power to 660 w night. Sept. 27

Liberty, Tex. (950912AA)—Texas Coast
1050 Broadcasting for kpxe(am) 1050 khz:
change city of license to Brookshire, Tex.,
TL to W of Brazos River Bridge along [-10 W
and bordering Brazos River, relocate main
studio, change ant. system. Sept. 20

Mineola, Tex. (950907AB)—Canton Broad-
casters Inc. for kvci{(am) 1510 khz: change
city of license to Canton, Tex., relocate main
studio. Sept. 18

Bremerton, Wash. (BPH-950829IB)—
Puget Sound Broadcasting Co. for KRwmM(FM)
106.9 mhz: change ERP to 66 kw, ant. to
356 m. Sept. 20 [ ]
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THIS WEEK

Oct. 9—"The Battle for Customer Satisfaction:
Going to the Next Level,” conference presented by
the Cable Television Administration and Markeling
Soclety. Bally's Park Place Casino Hotel & Tower,
Atlantic City. Contact: (703) 549-4200.

Oct. 9-13—MIPCOM 95, international communi-
cations convention and exhibition. Palais des Fes-
tivals, Cannes, France. Contact: Madeline Nosl,
(203) 840-5301.

Oct. 10—Media breakfast co-sponsored by PR
Newswire and the New York Biotech Assoclation.
Marriott Marquis Hotel, New York City. Contact:
Todd Grossman, (212) 596-1523.

Oct. 10-11—Television Bureau of Advertising
third annual research conference. McGraw-Hill
Conference Center, New York City. Contact: Mer-
cedes Median, (212) 486-1111.

Oct. 10-11—Women in Cable & Telecommuni-
cations course: “Telco 101: Cable Meets Telepho-
ny.” Hyatt Regency, Oak Brook, 1ll. Contact: Molly
Coyle, (312) 634-2353.

Oct. 10-12—Atlantic Cable Show, presented by
Cabfle Television Association of New York, New Jer-
sey Cable Television Association, Pennsylvania
Cable and Telecommunications Association and
Cable Television Assoclation of Maryland, Delaware
and the District of Columbia. Atlantic City Conven-
tion Center, Atlantic City. Contact: (609) 848-1000.
Oct. 10-12—Mid-America Cable TV Association
38th annual meeting and show. Overland Park
International Trade Center, Overland Park, Kan.
Contact: (913) 841-9241.

Oct. 11—Federal Communications Bar Associa-
tion luncheon featuring Tom Shales. Capital Hilton
Hotel, Washington. Contact: Paula Friedman,
(202) 736-8640.

Oct. 11-13—Intemational symposium on multime-
dia communications and video coding, presented
by the Center for Advanced Technology in Telecom-
munications. Polytechnic University, Brooklyn, N.Y.
Contact: Y. Wang, (718) 260-3469.

Oct. 11-14—Society of Professional Journalists
national convention. St. Paul Radisson, St. Paul.
Contact: Julie Grimes, (317) 653-3333.

Oct. 12—1994 Achievement and Scientific
Development Emmy Awards, presented by the
National Academy of Televislon Aris and Sciences.
Sheraton New York Hotel and Towers, New York
City. Contact: Trudy Wilson, (212) 586-8424.

Oct. 12—BDA International Asian Conference.
Mandarin Marina, Suntec City, Singapore. Con-
tact: Lynne Grasz, {212) 251-8712.

Oct. 12.13—"Charting a Course for Video on
Demand,” conference presented by iCM Confer-
ences Inc. Tremont Hotel, Chicago. Contact:
Alexandra B. Early, (312) 540-3083.

Oct. 12-14—National Religious Broadcasters
Eastern Chapter annual convention. Sandy Cove
Conference Center, North East, Md. Contact:
Ward Childerston, (301) 582-0285.

Oct. 15-19—internationai Engineering Consor-
tium National Communications Forum. Hyatt
Regency O'Hare, Chicago. Contact: Mike Vogt,
(312) 938-8787.

Oct. 15-20—"Ethical Decision-Making,” present-
ed by the Poynter institute for Media Studies, St.
Petersburg, Fla. Contact: Jeanne Nissenbaum,
(813) 821-9494.

Oct. 16-17—Society of Cable Telecommunica-
tions Engineers seminar: “Introduction to Telepho-
ny.” Holiday Inn West, Fort Lauderdale, Fla. Con-
tact: (610) 363-6888..

Oct. 18-20—Society of Cable Telecommunica-
tions Engineers seminar: “Introduction to Fiber
Optics.” Holiday Inn West, Fort Lauderdale, Fla.
Contact: (610) 363-6888..

Oct. 18-20—indiana Broadcasters Association
fall conference. Omni Severn, indianapolis. Con-
tact: Jack Swarl, (219) 233-3141.

Oc¢t. 18-20—india Cable & Satellite Internation-

D 2] 507010,

Nov. 6—BroaocastinG & CABLE 1995 Hall of
Fame Dinner. Marriott Marquis Hotel, New York
City. Contact: Steve Labunski, (212) 213-5266.

al Summit, presented by institute for International
Research. Maurya Sheraton Hotel & Towers, New
Delhi. Contact: +852 2531-6100.

Oct. 18.21—National Broadcast Association for
Community Affairs annual conference. Sheraton
Seattle, Seattle. Contact: (202) 857-1155.

Oct. 19—international Radio & Television Soci-
ety Foundation newsmaker luncheon: “The New
Media Landscape from the Cable Perspective.”
Waldorf-Astoria, New York City. Contact: Marilyn
Ellis, {212) 867-6650.

Oct. 19— "How Marketing Can Be a Catalyst for
Change Within Your Organization,” luncheon pre-
sented by the Cable Television Administration
and Marketing Society of the Rocky Mountains.

Hilton South, Denver. Contact: Shannon Osborne.

(303) 721-7718.

Oct. 19-21—0hio Association of Broadcasters
fall convention. Ramada University Hotel & Con-
ference Center, Columbus, Ohio. Contact: (614)
228-4052.

Oct. 19-21—20th annual Friends of Oid-time
Radio convention. Holiday Inn—North, Newark,
N.J. Contact: Jay Hickerson, (203) 281-1322.
Oct. 19-23—9th biennial International Broad-
casling & Telecommunications Show. Milan Fair,
South Halls, Italy. Contact: 39 2/48-155-41.

Oct. 20-22—"Reporting on Oceans,” confer-
ence for professional journalists sponsored by the
Foundation for American Communications.
Scripps Institute of Oceanography, La Jolla, Caiif.
Contact: Milo Garfield, (213) 851-7372.

Oct. 23—international Radio & Television Soci-
ety Foundation dinner: “Sex, Violence and Val-
ues: Walking the Tightrope in America's Media.”
Waldorf-Astoria, New York City. Contact: Maggie
Davis, (212) 867-6650.

Oct. 23—"V-chip Ratings: Proposals for Inform-
ing Not Infringing,” panel discussion presented by
The Annenberg Washington Project, Washington.
Contact: Christine Love, (202) 393-7100.

Oct. 23-Nov. 3—First annual Radio Festival,
presented by the Museum of Television & Radio,
New York City. Contact: (212) 621-6710.

Oct. 24.25—Norih Carolina Assaciation of
Broadcasters annual convention and sales skills
workshop. Holiday Inn Four Seasons, Greensboro,
N.C. Contact: Laura Ridgeway, (919) 821-7300.
Oct. 25—10th annual John Bayliss Media
Roast, presented by the John Bayliss Broadcast
Foundation. Honoree: Charles Osgood. Waldorf-
Astoria, New York City. Contact: Kit Hunter
Franke, (408) 624-1536.

Oct. 25—"Application of Simulation Technology
in Learning,” seminar presented by the Center for
Advanced Electronic Imaging. UTD Conference
Center, Richardson, Tex. Contact: Patti Bailey,
(214) 458-9449.

Oct. 25-28 —Broadcast Cable & Satellite India
‘95 exhibition and conference. Pragati Maidan,
New Delhi. Contact: +91-11-4622710.

Oct. 26—Hollywood Radio and Television Soci-
ety newsmaker luncheon featuring network sports
presidents. Regent Beverly Wilshire Hotel, Los
Angeles. Contact: (818) 789-1182.

Oct. 27-29—Radio 75th anniversary celebration
and 1995 Radio Hall of Fame induction ceremo-
ny, presented by the Museum of Broadcast Com-
munications. Hyatt Regency Chicago, Chicago.
Contact: (312) 629-6000.

Oct. 28-30—Canadian Association of Broad-
caslers annual convention. Ottawa Convention
Center, Ottawa, Ontario. Contact: Christine Jack,
(613) 233-4035.

Oct. 29— Museum of Broadcast Communica-
tions Radio Hall of Fame induction ceremony and
gala. Hyatt Regency Chicago, Chicago. Contact:
Anne Barlow, (312) 629-6026.

Oct. 29-Nov. 1—Southern Educational Com-
munications Association annual conference.

Hyatt Regency Lexington, Lexington, Ky. Contact:
Norma Gay, (803) 799-5517.

Oct. 30—11th annual Women In Cable & Tele-
communications black-tie benefit gala. Honoree:
Kay Koplovitz. Omni Shoreham Hotel, Washing-
ton. Contact: (703) 549-4200.

Oct. 30-31—2nd annual Frost & Sulfivan cable
television conference. Westin St. Francis Hotel,
San Francisco. Contact: (212) 964-7000.

Oct. 30-31—Women in Cable & Telecommuni-
cations course: “Political Affairs Lobbying.” Hyatt
Capitol Hill, Washington. Contact: Christine Kane,
(312) 634-2335.

Oct. 30-Nov. 1—*Interactive Media: A New Way
of Doing Journalism,” presented by the Poynter
Institute for Media Studies, St. Petersburg, Fla.
Contact: Martha Daughtry, (813) 821-9494. DEL
8/30/95

Oct. 30-Nov. 1—Wireless Apps '95 show, pre-
sented by the Cellular Telecommunications Indus-
try Assoclation. The Mirage Hotel, Las Vegas.
Contact: (202) 785-0081

Oct. 31-Nov. 2—13th annual Private & Wire-
less Show, presented by National Satellite Pub-
lishing Inc. and GLOBEX. Miami Beach Conven-
tion Center, Miami Beach, Fla. Contact: Renee
Jowhari, {713) 342-9826.

' HOVEMBER

Nov. 1-2—SONET: Unleasing,” conference pre-
sented by /CM Conferences inc. Tremont Hotel,
Chicago. Contact: Alexandra B. Early, (312) 540-
3083.

Nov. 2—"Locating Religious Access Ramps on
the Information Highway,” seminar presented by
Tri-State Media Ministry Inc. Association of the
Bar of the City of New York, New York City. Con-
tact: Ben Gums, (212) 425-4747.

Nov. 2-3—Women in Cabie & Telecommunica-
tions course: “Understanding the Complexities of
Cable Regulation.” TCI Bldg., Denver. Contact:
Molly Coyle, (312) 634-2353.

Nov. 5-8—United States Cable Association 98th
annual convention. Marriott Orlando World Cen-
ter, Orlando, Fla. Contact: (202) 326-7282.

Nov. 29-Dec. 1—The Western Show, present-
ed by the California Cable Television Assoclation.
Anaheim Convention Center, Anaheim, Calif.
Contact: (510) 428-2225.

Nov. 29-Dec. 2-—MIP" ASIA international film
and program market, presented by Reed Midem
Organisation. Hong Kong Convention and Exhibi-
tion Centre, Hong Kong. Contact: {212) 689-4220.

Jan. 22-25—33rd annual National Association
of Television Programming Executives (NATPE)
program conference and exhibition. Sands Expo
Center, Las Vegas. Contact: (310) 453-4440.

April 15-16—Television Bureau of Adveriising
sales & marketing conference. Las Vegas Hilton,
Las Vegas. Contact: Janice Garjian, (212) 486-
1111,

April 15-18—National Association of Broad-
casters annual convention. Las Vegas Conven-
tion Center, Las Vegas. Contact: (202) 429-5300.

MAY 1996
May 19-22—36th annual Broadcast Cabile
Financial Management Association/Broadcast
Cable Credit Association conference. Buena Vista

Palace Hotel, Orlando (DisneyWorid), Fla. Con-
tact: Mary Toister, {708) 296-0200.

JUNE 1996

June 19-22—Promax & BDA "95 conference &
exposition, presented by Promax Intemational
and BDA infernational. Los Angeles Convention
Center, Los Angeles. Contact: (213) 465-3777.
Major Meeting dates in red
—LCompiled by Kenneth Ray
{ken.ray@b&c.cahners.com)
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A Letter to the Industry

from Reed Hundt, Chairman,
Federal Communications Commission

troversies about children’s television over the last sever-
al weeks, one thing is clear; The world will little note nor
tong remember any of the rhetorical rockets.

But decades from now people will still study what was actu-
ally done in this critical fall of 1995 as the next chapter of tele-
vision is determined.

There are two distinct paths to follow.
One path, brilliantly articulated by my pre-
decessor and friend Mark Fowler, in his
1982 University of Texas Law Review arti-
cle, replaces the concept of the broad-
caster as a public trustee with broadcast-
ers as market participants, responding
only to market forces. If Fowler's path is
chosen, broadcasters need to consider
how they'll justify to the American public
policy initiatives that provide preferences
for broadcasters—such as must carry,
channel placement preference and free
spectrum for digital television.

| prefer a different path—one that reaf-
firms the idea of broadcasters as public
trustees but brings that concept into the
digital age. This involves several steps.
First, insure that the rules promote broad-
casters’ economic potential by: (1) clearing
away rules that mindlessly micromanage
the strictly commercial aspects of broad-
casting as we have done with PTAR; (2)
adopting rules for digital television that
unleash broadcasters’ creativity and that
give them flexibility to serve their audi-
ences; and (3) eliminating regulatory back-
logs and delay. We're working hard on all these fronts.

The other task is to clearly define the obligations of a public
trustee. The Communications Act requires public interest pro-
graming in return for free use of spectrum. However, today’s
vague interpretations of this requirement either require noth-
ing of broadcasters, in which case they are a hoax on the
American public, or they actually require something uncertain
of broadcasters, in which case they can't be squared with First
Amendment principles. Vague public interest rules are pre-
cisely the kind of “unascertainable standards” courts have
condemned as inconsistent with the free speech clause; nor
can they be reconciled with the due process principle that we
punish violations only after giving clear and proper notice. |
believe clear and certain public interest obligations will better

B roadcasters: Amidst all the confusion created by the con-

“l believe clear and
certain public interest
obligations will better

serve both broadcasters
and the public.”

serve both broadcasters and the public.

While my views are different from Chairman Fowler's, his
arguments are thoughtful. There should be a full airing of all
the sides and implications of this debate.

What cannot survive such a debate is the notion that broad-
casters are required to do nothing more than what the market
would provide but, nonetheless, are entitled to special prefer-
ences in the market. As the Wall Street
Journal noted recently in an editorial. “It's
hard...to work up much sympathy for
broadcasters. At the same time they're
protesting ‘public interest’ programing
requirements, the broadcasters are asking
Congress for multibillion-dollar handouts in
the form of free spectrum allocated to
additional broadcasting. The broadcasters’
main argument? That they perform a ‘pub-
lic service."”

The path to be chosen will be deter-
mined in a number of forums, one of which
is the children’s educational television
rulemaking, comments for which are due
on Oct. 16. While | have strong views, the
purpose of the rulemaking is not to deter-
mine who is right; it is to determine the
right ideas. Since | first articulated my
views, I've had many useful conversations
with broadcasters who have suggested
other ideas worthy of full consideration. I'm
interested in exploring any ideas that guar-
antee American families that they will have
access to information about children’s
educational television and access to a suf-
ficient amount of such programing.

It is in that spirit that | agree with the editorial in Broancast-
ING & CasLE last week that this debate has been dominated too
long by Washington insiders. It's time for individual broadcast-
ers, programers and others to make their voices heard.

| have consistently heard individual broadcasters acknowl-
edge their public obligations and express a desire to do more
educational programing for kids. But they’re worried their com-
petition will beat them in the marketplace. This is a legitimate
concern. We have to find a way to address it while still provid-
ing the guarantees to parents and children that the Children’s
Television Act was meant to insure. We need to work together
to build a path that will enable broadcasters to serve their
interests and the public interest now and in the digital era. |
look forward to your thoughts. ]

}
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EifthEstater

Wheatley: Taking the long view of news

s a reporter and producer, Bill
AWheatley covered big stories,

including Ted Kennedy’s plunge
off the bridge in Chappaquiddick and the
Challenger explosion. Now, as a vice
president at NBC News, Wheatley has a
broad behind-the-scenes canvas on which
to paint: exploring new businesses for the
news division and devising the best ways
to get it there.

But with 20 years of writing and produc-
ing the news at the network, Wheatley still
weighs in on editorial matters, particularly
politics, and will have a hand in setting the
network’s coverage plans for Campaign '96.

Wheatley was raised in the Bronx, the
product of a Catholic school education right
through Boston College, which he says was
an important influence in his life. “I don’t
want to make it sound like I'm some intel-
lectual, because I'm not, but I would say the
Jesuits [who run Boston College] were very
influential in my life in terms of critical
thinking and respect for fairness.”

Wheatley stayed in Boston after college
and was accepted in the Westinghouse
Broadcasting management training pro-
gram. He was assigned as a writer and pro-
ducer for one of the evening newscasts at
WBZ-TV.

In time, he wanted to be a reporter.
There weren’t any openings at WBZ, and,
he says, “I also looked 12 years old.”
WKBG-TV, a local independent in the mar-
ket, hired him as a reporter for its 10 p.m.
newscast, but beset by financial problems,
the station eventually folded the newscast.

Fortunately for Wheatley, his previous
work at wBz-Tv had been well regarded
and he was offered the job of assistant
news director at the station. In 1973, at the
age of 28, he was named news director.

Two years later, NBC News knocked on
his door. It was a fairly easy decision to
jump to the network. Wheatley’s passion
was the news business—he had no interest
in pursuing a management career at local
stations. At the time, he was having second
thoughts about some troubling trends
developing at the local-news level.

One of those trends was the increasing
reliance by stations on news consultants to
mold and shape their newcasts. At wz-Tv,
Wheatley recalls, “we had consultants tell
us [that] the viewers in Boston had no
interest in politics.” The opinion seemed
utterly ridiculous to Wheatley and his news
colleagues at the station. “We said, ‘Wait a

“I was intrigued by
the idea of helping
to rebuild NBC
News.”

William Ogden
Wheatley Jr.

VP, news, NBC News, New York;
b. Oct. 22, 1944, New York; AB,
history, Boston College, 1966,
MS, broadcasting, Boston
University, 1970; management
trainee/news producer, wez-v
Boston, 1967-68; reporter,
wkae-Tv Boston, 1969-71; waz-
Tv: assistant news director,
1972; news director, 1973-74;
national assignment editor, NBC
News, 1975, Nieman fellow,
Rarvard, 1976-77; senior
producer, NBC Nightly News,
1978-84, executive producer,
1985-90; fellow, Joan
Shorenstein Barone Center at
Kennedy School, Harvard,
1991; director, political
coverage, and executive
producer of election programs,
NBC News, 1992; executive
producer, The Brokaw Reports,
1993; current position since
August 1993; m. Carolyn
Churchill, March 23, 1985;
children: John, 9; David, 7.

minute, politics is a spectator sport here.
You don’t quite understand.’”

In 1975 Wheatley joined the NBC News
national desk. Within his first year there,
he was named national assignment editor,
with responsibility for coordinating
domestic news coverage.

In 1976 he took a one-year sabbatical as
a Nieman Fellow at Harvard. He rejoined
NBC as the producer responsible for long-
form and investigative reporting for NBC
Nightly News. In 1979 he was named
senior producer of Nightly, and in 1985 he
was named executive producer of the
broadcast.

Looking back on all the stories he’s cov-
ered as a journalist, Wheatley says the
toughest one was the Challenger disaster in
1986. He says it also was perhaps NBC
News’s finest hour.

“It was a gigantic news story, and it was
unanticipated,” he says. Nightly News was
the first to report what caused the space
shuttle to blow up. “I'm terribly proud of
the work we did on that story,” Wheatley
says of the news division. He also thinks
that effort was “very influential in Nightly
News not too long after going into first
place” in the evening news ratings.

In 1990, after five years running the
newscast, Wheatley left to begin preparing
for the job of overseeing the 1992 election
campaign. As part of the preparation, he
returned to Harvard to study the relation-
ship between presidential politics and tele-
vision news. Wheatley says it helped him
to form plans for the coverage that went
beyond the “horse race” style for which the
networks had been roundly criticized dur-
ing the 1988 campaign.

In 1993 Wheatley was tapped by NBC
News President Andrew Lack for his current
post. “T wasn’t quite sure I wanted to give up
producing, but I was intrigued by the idea of
helping to rebuild NBC News, which had
been going through some very tough times.
So I decided to take a shot at it.”

Wheatley describes his current focus as
“NBC News expansion, in terms of new
opportunities.” That includes working on
such projects as NBC Superchannel in
Europe and Asia and news content for the
online service that is being developed, as
well as working on the news-on-demand
trials in which the network is involved. It
also includes working with such partners
as the BBC, Reuters Television and
Japan’s Nippon Television. —SM
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BROADCAST TV

Appointments at wXLv-Tv Winston-
Salem, N.C. (formerly wNRW): Rob
Roseman, metecrologist, KMGH-TV
Denver, joins as chief meteorologist;
Johnny Phelps, special projects produc-
er, WGHP-Tv High Point, N.C., joins as
sports director.

Bill Ballard, VP/GM, wLFL(TV) Raleigh,
N.C., joins wGBS-TV Philadelphia in
same capacity.

Appointments at
A.H. Belo Corp.,
Dallas: Lee
Salzberger, presi-
dent/GM, WVEC-

| Tv Hampton, Va.,
named senior VP,
administration,
broadcast divi-
sion; Richard
Keilty, VP/GSM,
KHOU-TV Hous-
ton, named VP/GM, WVEC-TV; Martin
Haag, VP, news, broadcast division,
named senior VP.

Bill Felling, Northeast bureau manager,
CBS News, New York, named nation-
al editor.

Vicki Liviakis, host/correspondent, Front
Page news magazine, joins Day &
Date as news correspondent, San
Francisco.

Bob Navarro, director, editorials and
station affairs, and executive produc-
er/moderator, Bob Navarro's Journal,
KCBS-TV Los Angeles, named director,
community affairs.

Jim Gilbert, director, engineering, WLvI-
Tv Cambridge, Mass., joins WTAE-TV
Pittsburgh in same capacity.

Salzberger

Appointments at WMAR-TV Baltimore:
Lori Grant, producer/writer/on-air tal-
ent, public affairs, wHSW-TVv Balti-
more, joins WMAR-TV there as director,
public affairs; Michele McDowell, local
sales manager, named GSM; Tonie
Wright-Linardi, program manager,
named program director.

James Swinehart, news director, WBIR-
Tv Knoxville, Tenn., joins KSHB-TV
Kansas City, Mo., as station manager.

Steve Smith, chief engineer, KSDK(TV)
St. Louis, Mo., joins Cosmos Broad-
casting, Greenville, S.C., as VP, engi-
neering/operations.

Steve Cummings, NSM, WFTV(TV)

AleSKIDRIUINeS

Orlando, Fla., joins KRXI(Tv) and
KAME-TV, both Reno, as director, sales.

John Mousseau, associate director, pro-
motion marketing, CBS Television
Network, New York, named director.

Mike Collins, anchor/news director,
WNDU-TV South Bend, Ind., joins
WSBT Inc. there as managing editor,
news.

Alice Jacobs, news director, WSVN(TV)
Miami, named VP, news and local
programing.

Laura Hale, creative services director,
WHDH-TV Boston, named VP/director,
operations.

John Vitanovee, station manager, WGN-
Tv Chicago, joins wLvI-TV Cambridge,
Mass., as VP/GM.

Len Turner, reporter, WEAR-TV Pensaco-
la, Fla., joins wPTv(Tv) West Palm
Beach, Fla., in same capacity.

John Newcomb, executive VP, Wabash
Valley Broadcasting, Indianapolis,
named COO, and GM of wNDY(TV)
there,

PROGRAMING

Lisé Markham,
executive
VP/GM,
KMPH(TV) Visalia/
Fresno, Calif.,
joins Tribune
|| Broadcasting Co.,
Chicago, as VP,
special projects.
Sandra Defaney,
manager, legal
affairs, Paramount
Network Television, Hollywoced,
named director, business affairs.
Jeffrey Smith, director, national media,
Fox Broadcasting Co., Beverly Hills,
Calif., named VP.
Ellen Eliasoph, lawyer, joins Warner
Bros., Asia Pacific region, Hong Kong,
as senior VP, business development.

Markham

Larry Friedricks, president, and Paula Fier-
man, senior VP, international, Kushner-
Locke International, join Jones Enter-
tainment Group, Los Angeles, as senior
VP and VP, international distribution,
respectively.

Sara Berrisford, manager, television
research, MGM Domestic Television
Distribution, Santa Monica, Calif.,
named director.

Eugenia Briseito,
‘| managing direc-
tor, marketing and
promotions,
Megavision S.A.,
Santiago, Chile,
joins Saban Inter-
| national, Burbank,
i Calif.,, as VP,
¥ 1nternational
sales.

Fred Medina, direc-
tor, marketing, MTV Latino, joins
Laguna Entertainment & Marketing,
Austin, Tex., as VP, marketing and
sales.

Appointments at NBC Entertainment,
Press and Publicity, Burbank, Calif.:
Paul McGuire, senior director, photogra-
phy, named executive press director,
prime time programs; Janine Jones,
senior press manager, named director,
prime time series; Rebecca Marks, senior
press manager, movies, miniseries and
specials, named director.

Eoia =1 Robert Oswaks, VP,
| marketing, ACI,
Los Angeles,
named senior VP,
worldwide mar-
keting,
Emest Chambers,
producer, joins
Griffin Entertain-
ment, Hollywood,
as senior VP, pro-
duction.

Richard Siggelkow, co-creator, Shining
Time Station, and head, production,
Britt Allcroft Inc., joins BBC World-
wide Americas, New York, as
VP/director, children’s division.

Dan Zifkin, VP/Central sales manager,
Western International Syndication,
Chicago, named VP/NSM.

Wendy Bernier Hildebrand, VP, produc-
tion, New World Television, New
York, joins Telepictures Productions,
Burbank, Calif., as VP, current pro-
grams, Jenny Jones show.

= —

RADIO

Brisefio

|1 -
Oswaks

Stephanie Dominguez, account executive,
KGO(aM)/ KSFO{aM) San Francisco,
named NSM.

Peter Laufer, radio reporter and author,
joins Marketplace, Germany Bureau,
Berlin, as bureau chief.
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Craig Jablin, free-lance writer/producer,
Jjoins Entertainment Radio Networks,
Hollywood, as associate producer.

Lisa Smith, VP,
intermational mar-
keting, CD

Media, joins After
MidNite Enter-
tainment Inc., Los
Angeles, as VP,
sales and market-
ing.

Kellie Pyffer, news
director/on-air
host, WJIZ(FM)
Philadelphia, joins wpsT(FM) Trenton,
N.J., as program director/ morning
show personality.

Linda Thompson, director, sales, D&R
Radio, St. Louis; Kathy Crowley, direc-
tor, sales, D&R Radic, Boston; Eric
Ronning, director, sales, D&R, Atlanta;
and Rob Neville, director, sales, D&R
Radio, Chicago, assume the additional
title of VP,

Bruce Klein, account executive,
McGavren Guild Radio. Los Angeles,
named VP, sales.

Appointments at KRTS(FM) Casper,
Wyo.: Reger Medvin, sales account exec-
utive, named LSM; Tom Richards, opera-
tions manager, named VP, programing
and operations.

Appointments at SW Networks, New
York: Anita Parker Brown, corporate
director, promotions and media rela-
tions, Strategic Communications Group,
New York, joins as manager, affiliate

Bolton

Brown
relations; Amy Bolton, manager, affiliate
marketing, TalkRadio and Business
Week, ABC Radio Networks, joins as
director, affiliate marketing.

Terrence Rodda, GM, wwkB(AM) Buffalo
and wkSE(FM) Niagara Falls, both New
York, named VP, wBEN(AM), WKSE(FM),
wMIQ(FM) and wwkB(AaM) Buffalo.

Ron Tavernit, public affairs director,
wOMC(FM) Detroit, named news
director.

Todd Fowler, sales manager, radio divi-

sion, Szabo Associates Inc., Atlanta,
joins ABC Radio Networks, Dallas, as
manager, affiliate marketing, Southwest
region.

Ray Edwards, programer, WOKI-FM Oak
Ridge, Tenn., joins WGKX(FM) Memphis
as program director.

David Recher, VP/GM, Empire Sports
Sales Inc., joins wGR(AM) Buffalo,
N.Y., as GSM.

Rick Caffey, station manager, wALR(FM)
Athens, Ga., joins wACK(AM) and
WVEE(FM) Atlanta as VP/GM.

CABLE

7w Frank Intiso, exec-
| utive VP/COO,
Falcon Holding
Group LP, Los
Angeles, named
president/COO.

Appointments at
Showtime Net-
works Inc., New
York: Paul Calame,
VP, financial
planning and
analysis, Viacom Inc., New York,
named VP, management reporting;
Kevin Oldis, first VP/manager, employ-
ment/employe relations, Republic
National Bank, New York, joins as
director, employment; Joan Garry, VP,
business operations, pay per view,
Showtime Event Television, named VP,
pay-per-view finance.

Appointments at Classic Sports Net-
work, New York: Jeffery Filippi, produc-
er, USA Network, joins as coordinating
producer; George Klein, senior
writer/producer, creative services,
Tumer Network Television, Atlanta,
joins as director, on-air promotions.

David Dodge, VP, engineering, Media
Cybemetics, Silver Spring, Md., joins
Time Warner Cable’s Full Service Net-
work, Orlando. Fla., as VP, software
systems.

Intiso

Shirley Powell, director, public relations,
Cartoon Network, Atlanta, expands her
responsibilities to include Cartoon Net-
work Worldwide.

Valerie McCarty, senior manager, interna-
tional public relations, Latin America
and the Caribbean, Tumer Broadcast-
ing System, Atlanta, named director.

Skip Desjardin, VP, pay per view, World
Wrestling Federation, joins Viewer’s
Choice, New York, as director, event
programing.

Perty Bailey, sales manager, Adelphia
Cable, West Palm Beach, Fla., joins
VTV Videowave Television, Clearwa-
ter, Fla., in same capacity.

Ivelisse Estrada, director, communica-
tions, KMEX-Tv Los Angeles, joins Uni-
vision there as director, corporate and
community relations.

Stacey Artandi, VP, marketing, TV Food
Network, New York, named VP, new
media and business development.

Kathy Slavin, account director, Pamela
Giddon & Company, New York,
named VP,

Ellen Lewis Gideon, director, field publici-
ty and promotion, Eastern region, joins
Children’s Television Workshop, New
York, as VP, publicity and promotion.

Bruce Friend, VP, research and strategic
planning, MTV Latino, New York,
joins VHI there as VP, research and
planning; Joshua Katz, senior VP, mar-
keting and worldwide brand develop-
ment, The Cartoon Network, Atlanta,
joins VHI, New York, as senior VP,
marketing.

MULTIMEDIA

Elizabeth Deutschman, director, market-
ing, Metro Networks, Los Angeles,
named marketing manager, Boston;
Kenneth Casseri, GSM, wGRr(aM) Buf-
falo, joins Metro Networks, Buffalo
and Rochester offices, as GM; Ted
Dorf, VP, affiliate relations, Metro
Networks, Washington, named VP,
industry relations.

Philip Laxar, VP, programing and pay per
view, KBLCOM Inc., Houston, joins
Jones International Programming Inc.,
Englewood, Colo., as VP, programing.

Anastasia Striegel, free-lance designer
Chicago, joins WILL-AM-FM-TV
Urbana, Ill., as art director.

ADVERTISING/MARKETING

Appointments at Temerlin McClain,
Dallas: Christine Huffman, senior market
research analyst, American Home Prod-
ucts Corp., Madison, N.J., joins as
research supervisor; Tana Hunter,
account supervisor, TMP Worldwide,
Dallas, joins as account manager; Stuart
Kramer, account manager, Ogilvy &
Mather, New York, joins as account
supervisor.

Cheryl Idell, executive VP/director,
research, Western International Media,
Los Angeles, named president, research
division.
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Craig Gugel, senior
VP/executive
director, interac-
tive media and
research, Bates
USA, New York,
named executive
VP, new media
and interactive
research.

Gary Quint, corpo-
rate controller,
Westwood One, joins DirectAmerica
Corp., Oxnard, Calif., as VP, finance.

Gugel

SATELLITE/WIRELESS

Anita Rittendale, marketing manager, pay
per view and special projects, Turner
Home Satellite, Atlanta, named direc-
tor, programing.

William Hoffman, VP/general counsel/
secretary, The Microband Companies
Inc., Fairfield, N.J., joins Primestar
Partners, Bala Cynwyd, Pa., as assistant
general counsel.

Appointments at Phoenix Wireless
Group Inc., Orlando, Fla.: Fernando Por-
tillo, managing director, Motorola Inc.’s
Government and Systems Technology
Group, London, joins as business
development manager; Greg Buchanan,
director, technical operations, named
director, product management; Paul
Mueller, president/COQ, Transcrypt
International, Lincoln, Neb., joins as
VP, sales and marketing.

Appointments at UVTV, a company of
the United Video Satellite Group,
Tulsa, Okla.: Bob Payne, president,
Information Services Inc., joins as
director, information services: Cara
Hathaway, supervisor, advertising ser-
vices, Thrifty Car Rental, Tulsa, joins
as promotions manager.

lean Head, supervisor, satellite transpon-
der loading, Keystone Communica-
tions, Salt Lake City, joins Sure Shot
Transmissions, New Middletown,
Ohio, as director, satellite services.

ALLIED FIELDS

Allen Johnston, CEO, Music Specialist,
joins K-tel International Inc., Hialeah,
Fla., as national director, urban sales.

Lee Ashton, sales and marketing consul-
tant, Equipe Technologies, Sunnyvale,
Calif., joins Saban Entertainment, Bur-
bank, Calif., as sales manager, licensing
and merchandising.

Larvy Levitan, managing partner, commu-

nications and utilities, Andersen Con-
sulting, Washington, heads consolidated
worldwide operations, Communications
Industry Group (division of Andersen
Consulting).

Chuck Nankivell, manager, Sony Music
Special Products, New York, joins Sony
Wonder there as product manager.

Car Dickens, director, television, Eagle
Marketing, joins Competitive Media
Reporting, Chicago, as Midwest man-
ager.

Don Dietrich, market research director,
Scott Paper Co., joins Chilton Research
Services, Radnor, Pa., as VP/group
manager, business and services group.

Charles Moschetto, VP, television
research, CBS Inc., New York, joins
Nielsen Media Research there as senior
VP/director, marketing, Nielsen Televi-
sion Index.

TECHNOLOGY

Appeintments at Andrew Corp., Orland
Park, IlL.: Gary Glick, director, opera-
tions, Andrew SciComm, named busi-
ness unit manager; Patrick Estenes, man-
ager, business development, Alcatel
Submarine Systems, joins as senior
product manager, Gene Anderson, techni-
cal services manager/fiber-optic prod-
uct manager, Americable, joins as
product development manager.

Clint Hoffman, sales and marketing, man-
ager, display products, Mitsubishi Elec-
tronics, joins Panasonic Broadcast &
Television Systems Co.. Secaucus,
N.J., as product marketing manager,
display products.

James Carpenter, director, radio frequen-
¢y engineering, Broadcast Electronics,
Quincy, Ill., named VP, engineering.

Carol Armitage, director, next-generation
access, AT&T Network Systems, joins
General Instrument Corp., Hatboro,
Pa., as senior VP, engineering, commu-
nications.

Glen Green, district sales manager,
Quantel. Dallas, named Southwest
regional sales manager and GM, South-
west operations.

TELEMEDIA

Bradley Wald, assistant controller,
OpTel Inc., joins The Box, Los Ange-
les, as director, business development.
Lucy Hood, VP, marketing, New Ven-
tures, fX Networks, New York, named
senior VP, entertainment, News
Corp./MCI Online Ventures there.

John Clark, managing director/CEO.
Telecom Media, joins TELE-TV
Media, Los Angeles, as executive VP,
program and distribution relations.

Steve Adubato,
anchor. Caucus:
New Jersey and
Inside Trenton,
Public Broadcast-
ing System, joins
NewsTalk Tele-
vision, New
York, as host,
Final Edition.

Paul Symezak, for-
mer senior VP/
general counsel and secretary. Corpo-
ration of Public Broadcasting, joins
GTE Interactive Media, Carlsbad,
Calif., as group VP/COO.

Adubato

DEATHS

Charlotte Morris, 75, television producer,
died Sept. 17 at New York Hospital-
Comell Medical Center. Morris was
director, public affairs at WNYw(Tv)
New York for 17 years. She is swrvived
by two sisters.

Leslie Joseph Kleven, 64, retired broad-
caster, died April 19 of multiple myelo-
ma in Little Rock, Ark. Kleven estab-
lished radio stations in North Dakota,
South Dakota and Minnesota, including
KBHB(AM) Sturgis, S.D. Survivors
include his wife; two children, one
grandson, his mother and a brother.

—Comﬂuled by Denise Smith
e-mail: d.smith@b&c.cahners.com
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The off-network sales pitch for
Columbia TriStar Television’s hit
sitcom Mad About You begins
this week in New York. Industry
observers predict the per-week price
for the show in the nation's top market
will fall between the $75,000 that
Carsey-Werner Distribution recently
sought for Grace Under Fire and the
$100,000 that Paramount Domestic
Television got last month for Frasier.
Station reps say the future looks bright
for the sophisticated comedy, now in
its fourth season on NBC. Mad About
You has prospered this season in
spite of being moved from NBC'’s
powerhouse Thursday night lineup for
anchor duty on Sundays. Its off-net
run is expected to begin in fall 1996.

The FCC last week waived its
rules to allow unattended oper-
ation of broadcast stations.
Commissioners waived requirements
for duty operators at broadcast sta-
tions and also eliminated the require-
ment that station operators hold a
“restricted radio telephone operators
permit.” The change allows unat-
tended operation before broadcast-
ers implement the Emergency Alert
System, a new automatic digital
alerting system.

FCC Commissioner Rachelle

Chong says she had no discus-
sion of a Westinghouse “social
contract.” Responding to Senator

lnlBiicla

Larry Pressler's questions on the
issue, Chong last week said some
broadcast licensees have voiced
concerns to her about FCC Chair-
man Reed Hundt's concept of a
social contract. But Chong said she
has referred those concerns to the
chairman’s office. Chong also voiced
opposition to imposing children's
educational TV requirements as part
of license transfer applications.

CPB last Friday reduced its staff
by nearly 25%, to 86—without
firing. CPB, which has been prodded
by members of Congress to tighten
its beit, will spend only 4% of its $281
million budget for 1996 on overhead,
the corporation said. (The fiscal year
began Oct. 1.) CPB also made some
organizational changes: the offices of
Education and Programing are
merged under Senior VP Carolynn
Reid-Wallace; Senior VP Michael
Schoenfeld takes charge of corporate
communications, policy development
and planning, system human
resources development, and comput-
er information services, and Senior
VP Fred DeMarco will manage the
new $11 million Television and Radio
Future Funds.

People want more children’s
educational television, the Cen-
ter for Media Education (CME) said
in a survey last week. The group's
survey of 514 men and 513 women

found that 82% think there is not
enough children’s programing on
commercial broadcast TV. Thirty-one
percent of the respondents said
broadcasters should be required to
air at least two hours of the program-
ing a day, and another 29% said the
government should require one hour.
CME and other groups plan to follow
the survey this Wednesday (Oct. 11)
with an all-day lobbying effort at the
FCC on children's TV rules.

The liberal Media Access Pro-
ject and conservative American
Enterprise Institute have called
a Washington press conference
for this Wednesday (Oct. 11) to blast
pending legislation granting TV sta-
tions second channels so they can
make the transition to digital broad-
casting.

The FCC last week rejected an
effort by Dominion Video Satel-
lite to reclaim DBS channels it
once held at the 119 degrees west
orbital stot. The commission had
assigned Dominion channels at the
orbital location—which covers the
full continental United States—but
revoked the assignment in 1993
after deciding that Dominion had not
met due diligence requirements in
building a DBS system. Dominion
was reassigned to channels at differ-
ent orbital locations that do not cover
the full U.S.

Cox purchase of MMT a done deal

Cox has completed its acquisition of MMT Sales for an
estimated $15 million. The news came one week after
Petry confirmed its acquisition of Blair Television. The
price on that deal reportedly was more than $25 million.

The MMT acquisition gives Cox roughly 28% of the
$8 billion in annual national spot billings, or about $2.2
billion in combined billings for its TeleRep, HRP and
MMT. TeleRep accounts for an estimated $1.3 billion of
that total, while HRP accounts for roughly $500 million
and MMT another $400 million.

Petry’s acquisition of Blair gives Petry about a 22%
cut of all spot TV billings, with Petry accounting for
about $1 billion and Blair about $800 million.

Katz, the other major rep, has television billings of
approximately $1.5 billion, with some $1 billion attribut-
able to Katz Television and $500 million attributable to
co-owned Seltel. Katz's total billings, with cable and
radio factored in, are roughly $2.4 billion, sources say.

Most of MMT’s clients have been dealt to TeleRep
and HRP. Four stations in the Meredith Group, for

example, will go to TeleRep: kcTv(TVv) Kansas City, Mo.;
wNEM(Tv) Flint, Mich.; woFL-Tv Orlando, Fla., and kvvu-
Tv Las Vegas. A fifth Meredith station, kpHo-Tv Phoenix,
goes to HRP.

Midwest's kFme-Tv San Diego switches to TeleRep.
HRP will now also represent former MMT clients
kTvT(TV) Fort Worth and kstw(Tv) Seattle, both owned
by Gaylord. HRP will aiso rep McGraw-Hill's wRTv(Tv)
Indianapolis, kMGH(TvV) Denver and kGTv(Tv) San Diego.

Additionally, HRP gets Media General's wFLA-TV
Tampa, Fla., and weep-Tv Charleston, S.C.

Cox says it is creating a new division, retaining the
MMT Sales name, that will include the Renaissance
station group as well as wpwR-Tv Chicago, KOFY-Tv San
Francisco, kHTv(TV) Houston and kpPLR-Tv St. Louis. The
scaled-down MMT division will be managed by Jack
Oken, who had been president of MMT as an indepen-
dent rep. The Renaissance Group includes kpar-Tv Dal-
las, wozL-Tv Miami, kTxL-Tv Sacramento, Calif., weMT-Tv
Hartford, Conn., and wxin-Tv indianapolis. —RB
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Puck starts here

A late-night vehicle is being developed
for Puck, one of the stars last year on
MTV’s reality soap, The Real World.
Puck, as MTV viewers may recall, was
the towheaded youth whose alleged
lack of concern for personal hygiene
got him booted out of the San Francis-
co house shared by the Real World
crew halfway through the show’s 1994
season. But now the 27-year-old,
whose name is David Rainey, is being
groomed by Ricki Lake’s former man-
ager, Alan David, whose clients include
freshman talker Gabrielle Carteris. The
show, to be pitched at NATPE, is
expected to be a depature from tradi-
tional late-night fare, with a strong
focus on music and location shoots.
One insider describes it as “Howard
Stern meets ‘A Hard Day’s Night.””

AFVRIEP YNy

No 0.J.

Infinity Broadcasting Corp. has no
plans to ask O.J. Simpson back to its
board of directors. Simpson joined the
board in January 1992, soon after Infini-
ty went public, but resigned in June
1994 after he was charged with the
murders of Nicole Brown Simpson and
Ronald Goldman, Infinity officials say.
Simpson’s vacancy has since been filled
by Jeff Sherman, president and chief
operating officer of Bloomingdale’s.

Sundance on USSB

The Sundance Channel, the upcoming
independent movie channel from
Robert Redford and Showtime Net-
works, has signed a deal to launch on
direct broadcast satellite service Unit-
ed States Satellite Broadcasting in Jan-
uary 1996. The network, originally
scheduled to launch in October, also
will be available to cable systems at
the beginning of next year. USSB
already has agreements with several
networks owned by Showtime parent
company Viacom.

NBC pulling plug on ‘The Other Side’

Having stabilized its afternoon lineup teading into local news—with the clear-
ing of The Maureen O'Boyle Show and its deal with Warner Bros. for owner-
ship in Extra—NBC is turning its attention to the morning lineup after the
Today show. According to sources, the network has decided to pull the plug
on The Other Side, which airs at 9-10. The last airdate for the show, which
deals with the paranormal, is set for Friday (Oct. 13). As a replacement, the
network will air a repeat episode of Leeza in the time period, followed by an
original episode at 10-11. NBC is developing an hour, infotainment lifestyle
magazine show, and expects to have the project ready by January.The unti-
tled project is being produced by Sunbeam Television Corp.'s NBC affiliate
wHDH-Tv Boston, with senior VP Joel Cheatwood overseeing production.
Although the network has been struggling in the morning daypart, it has got-
ten some encouragement from the recent performance of Leeza. In the past
two weeks, the show has averaged a 2.2 rating and a 10 share in Nielsen NTI
numbers—the highest ratings so far this season.

—SC

What’s in a name?

USA Networks (the cable programers)
had a word with USA Broadcast
Group (the group owner), and the
result is a name change for the broad-
cast group. It now will be known as
U.S. Broadcast Group, a source says.
USA—oops—U.S. Broadcast Group
was formed in August to buy TV and
radio stations in midsize markets. Its
principals are Robert Fish, Ray Schon-
bak and Pat Sullivan. A letter from
USA Networks’ lawyers was all it
took to prompt the change, the source
says. U.S. owns seven TVs,

More MuchMusic

MuchMusic has just signed a deal with
number-three multiple system cable
operator Continental Cablevision that
will give the music video network an
additional 250,000 subscribers by
year’s end.

Loglstlcal problems

Scheduling conflicts are clouding the
prospects for an open FCC meeting to
address the Westinghouse/CBS appli-
cation. Commissioner Andrew Barrett
has called for commissioners to act on
the application at a meeting “to open-

ly address” concerns about the trans-
action. The item will not be ready for
the commission’s Oct. 12 meeting,
but should be ready well before the
Nov. 20 meeting, sources say. Barrett
and Commissioner James Quello hope
to schedule a special meeting before
then to take up the application.
Sources say that the other commis-
sioners do not object to the idea, but
don’t know if all five can agree on a
date before Nov. 20. “It’s very prob-
lematic,” says one official.
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

Television’s trial

It began and ended with TV cameras tracking the slow
progress of a white vehicle containing O.J. Simpson. In
between, the trial of the century became the TV news story
of the century, sometimes seeming to move just as slowly
as that white Bronco, but ultimately changing the way tele-
vision looks at, and is looked at by, the legal community.

There was renewed criticism of TV for the role it played
as ringmaster of the media circus outside the court and for
the impact of its presence inside. These are questions worth
considering, but those rushing to judge cameras in con-
tempt of court should be overruled by cooler heads. One
analyst/attorney pointed out that there was nothing in this
trial he had not seen in others, including the vaunted race
card. and that he was glad the public was able to see the
process.

Warts and all may not be the prettiest view of the legal
system, but at least we didn't have to rely on spin doctors
for our read on the case. All the spinning was in plain sight.

For more than a year, TV viewers got a weekly diet of
Simpson on the networks, cable and in syndication. For
cable, particularly, the story became a ratings gold mine
and virtual franchise for CNN and Court TV. That coverage
turned Marcia Clark, Johnnie Cochran. Lance Ito and even
Kato Kaelin into household names. And when the verdict
came in, the arrival of a Pope and a major hurricane
couldn’t compete. It was the single biggest moment in tele-
vision history, helped by our knowing exactly when the
news would break.

The verdict is now history, but the aftermath—the issues
of racial division, police misconduct and/or sloppiness, the
future of camera coverage of such trials, and perhaps even

future trials if the civil case against Simpson goes for-
ward—will also be the province of television. The answer
to the age-old “Where were you when...” question has a
uniquely uniform answer this time: “In front of a TV set.”

What the ramifications of the Simpson case will be we
have no idea, but ramifications there should be. Too few
people came away from this trial feeling very good about
the American system of justice. In the long run, that nation-
al unease may be television’s greatest legacy.

Enigma in a riddle

It the world has OD’d on Q.J., so we have almost OD’d on
children’s television. Yet it won’t go away, and it remains
the responsibility of serious broadcasters and public ser-
vants to get to the end of the line on this issue.

FCC Chairman Reed Hundt, in an open letter to broad-
casters (page 87), urges individual broadcasters, pro-
gramers and others to make their views known in the chil-
dren’s rulemaking, whose comments are due a week hence.
We heartily second that motion, he having seconded ours.

If we could prompt responses to that dialogue, we would
say: No old ideas, please; they haven’t worked. Forget
quantitative guidelines. Don’t try to ghettoize the problem,
limiting children’s TV to a time of the day. [f children have
a problem with television, or if television is failing the
nation’s youth, it’s all day long and all night long. Follow
the lead of the National Academy of Television Arts and
Sciences, whose “Creating Critical Viewing” program is
making a difference. Keep the government out of it.

Our own experience: There’s nobody out there who
doesn’t care. Everyone’s just looking for a way. Someone
should bring them together to find it.
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joﬁn ﬂémmway' ; See sights on Native American reservations seldom seen by others,

Hidden canyons. Sparkling streams. Holy mountains and sacred buttes,
So magnificent. So incradible. So pure. Its easy to see why Native Americans journey here for their legendary vision quests.
“You can visit these rarely seen places and learn of the unique Native Americans who live here in John Hemimvay's
Travels On Native Soil, a presentation of The Travel Channel and Trave! & Leisure magazine.
(ome experience the troubled history and the promising future of this undiscovered area
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and its uncommon people, as you travel 700 miles in Northern Montana. AT

remiering Sunday, October 1, 1opm and 2am (ET). Only on The Travel Channel. Where To Go &\Whar To Do,

@ 1995 The Travel Channel. A Landmark Communications Nenwvork.




