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Ohh N000!!! 
Mr. Bill Presents 
11/it Mr. Bean 

ten Eykel 
Life, Camera, 
Action 

Fox Family channel's 

original series, movies 

and award -winning hits 

make our network the 

TV home base for 

American families! 

Idalis 
Outrageous! 

The New 
Addams Family Series 
Coming In October 

r; 1998 Fox Family Worldwide. Fox Fanaly and the Family Channel are the respective 
trademarks of Fox and I.F.E. All other logos and characters 

are the property of the respective nghts holders. All Rights Reserved. 
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The 
Reviews 

Are In! 
"Fox changes the channel but keeps it a family affair!' 

Boston Herald 

"Fox Family's new formula finds right mix:' 

"Brilliant and spunky, Shirley (Holmes) shows time and 
again that puzzles have solutions, and people, even kids, 
have the power to find them:" 

The Hollywood Reporter 

"Fox Family Channel's pre -school block is solid, with its 
time- tested hits, such as "Shining Time Station" and 
"The All New Captain Kangaroo!' 

Seattle Times 

"For some of us, it (Pee Wee's Playhouse) is the best 
TV series in the last quarter century, and it's returning 
to Fox Family Channel!' 

"Ohh, Yesss! 
Mr. Bill's Back!" 

Miami Herald 

Times -Picayune 
New Orleans Edition 

"Ohh N000!!! Mr. Bill Presents features 
the luckless and malleable clay figure 
from Saturday Night Live's early years 
in this warm and cuddly family update!' 

New York Newsday 
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CHANNEL 
More Family Than Ever! 
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TOP OF THE WEEK / 6 

Disney takes the puck After Fox passes, Disney scores a $600 million 
deal for NHL rights -more than twice the price of the last TV packages that 
divided NHL games between ESPN and Fox. / 6 

Talking heads and warheads TV news is tested in a week that features a 
presidential crisis at home and a violent confrontation abroad. / 10 

Same name, new show Paramount Domestic Television executives have 
opted to keep the syndicated news magazine's name Hard Copy, as it enters its 
10th season, but the focus and on -air talent will be different. / 12 

Hearst-Argyle pays $520M for KCRA In one of the priciest single -sta- 
tion deals ever, Hearst -Argyle Television agreed to pay $520 million for Kelly 
Broadcasting Co.'s KCRA -TV in Sacramento, Calif. / 14 

FCC eyes radio ad domination FCC officials have begun inviting public 
comments on the competitive impacts of radio deals that propose giving one or 
two companies a dominant share of a local radio market. / 18 

Gore commission seeks new delay Following an earlier delay, the 
Gore commission has asked for more time to determine what the public interest 
obligations of digital broadcasters should be. / 20 

For more late -breaking news, see "In Brief" on pages 72 -73 

SPECIAL REPORT Satellites: The 
International Skies 
With overall global econom- 
ics improving and increased 
deregulation of the telecom- 
munications industry, satel- 
lite providers are vying to 
win fledgling markets with 
mighty new birds. / 30 

BROADCASTING / 40 

Tellern tops CBS Entertainment CBS Produc- 
tions President Nancy Tellern was named to replace Les 
Moonves as the head of the network's 
entertainment division. / 40 
Stern takes his act to 
television Radio shock jock Howard 
Stem tells reporters that his new late - 
night effort will take down NBC's Sat - 
urday Night Lire and make it "Saturday 
Night Dead." / 40 
Religious broadcasters band 
together In an unusual cooperative 
venture, several major religious broad- 
casters are teaming to form a Christian 
radio consortium. / 46 

Robert Townsend 
is slated to host 
Pol yGram's 
Motown Live.' /42 

Changing Hands 57 Datebook 68 Fitih Estater 69 

Classified 59 Editorials 74 Nielsen Ratings..43, 51 

Closed Circuit 16 Fates & Fortunes 70 Washington Watch...20 
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Here Comes Mr. Paxson 
and His Seventh Network 
No one expects a lot of water -cool- 
er talk about Pax Net's reruns of 
Touched by an Angel and Diagno- 
sis Murder. But the industry con- 
sensus is that Bud Paxson's new 
network will be a success, if only 
by his own modest standards. / 22 
Cover photo by Rick Falca/Black Star 

CABLE / 47 
Sweeney to succeed Layboume Anne Sweeney 
has been named president of Disney /ABC Cable Networks, 
filling the vacancy left when Geraldine Laybourne departed 
last May. / 47 

EchoStar ramps up data 
delivery EchoStar's Charlie 
Ergen is quietly preparing to 
launch a consumer -oriented data 
service in the fourth quarter. / 47 

Dark times for Source's 
Brite idea Source Media's 
acquisition of a talking yellow 
pages company was supposed to 
boost revenue and provide capi- 
tal for the Dallas company's 
cable- related ventures, but the deal has turned sour. / 49 

Fox Family Channel is look- 
ing for young viewers. /48 

TECHNOLOGY 152 
New York tower picture still fuzzy The quest to 
find a site for a permanent community digital TV tower for 
New York City broadcasters remains at a standstill, and 
spring launches for DTV appear to be slipping by for sever- 
al stations. / 52 

INTERNET / 55 
Broadcast.com rides high on IPO, earnings 
Broadcast.com broke its IPO silence last week with bright 
earnings and a strategy that targets TV stations as partners 
for its Web network. / 55 
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TOP OF THE WEEK 

Disney grabs the puck 
Owner of ABC, ESPN pays $600 million for rights; Fox opts not to renew current deal 
By Joe Schlosser 

With Nielsen ratings as ugly and 
rights fees as brutal as the 
action on the ice, ABC and 

ESPN have stepped up to pay about 
$600 million for exclusive national 
broadcast TV and cable rights to the 
National Hockey League. 

Keeping pace with the tremendous 
escalation in the cost of sports rights in 
recent months, The Walt Disney co- 
owned networks are paying more than 
twice the price of the last TV packages 
that divided NHL games between 
ESPN and Fox. ABC and ESPN 
stepped up even though already -lean 
NHL ratings have sunk to all -time 
lows, declining for a second straight 
season -and even though Fox didn't 
formally bid for the package. 

After waiting nearly two weeks and 
failing to receive a counteroffer from 
Fox, the NHL board of governors 
approved the unprecedented five -year 
deal late last week. 

The $600 million contract 
comes just six months after 
Disney agreed to pay $9.2 
billion for its new eight -year 
contract for NFL football on 
both ESPN and ABC. 

ESPN's last NHL deal was 
for seven seasons and $100 
million, while Fox ponied up 
$155 million for five years. 
Both of those contracts end 
with the conclusion of the 
1998 -99 NHL season. 

For the 1997 -98 regular season, 
Fox's NHL coverage scored a 1.4 
national rating, according to Nielsen 
Media Research, down from a 2.0 rat- 
ing the year before. ESPN dropped 
from a .8 regular- season rating to a .7 
rating during the 1997 -98 campaign. 
ESPN2 remained flat at a .4 rating dur- 
ing the 1997 -98 regular season. 

Add in NBC and Turner's recent 
multibillion dollar contracts for the 
NBA (NBC paid $1.75 billion and 
Turner $900 million for four years) and 
Madison Avenue/Wall Street execu- 
tives are wondering, who's next? 

"I would love to be the next sport up 

e BROADCASTING 6 CABLE / AUGUST 24, 1998 

ABC and ESPN are paying more than 
twice the price of the last TV packages 
for broadcast and cable rights. 
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before the music stops, because I can't 
believe the money that is being thrown 
around for events that don't pay off," 
says Paul Schulman's Tom DeCabia. 
"It's a great day for the NHL; their rat- 
ings are down, their numbers never 
grew and they got more money -we 
should all be so lucky." 

"You would think there is a limit. 
that reality would set in at some point, 
that people would start saying holy 
shit, that's a lot of money," says TN 
Media's Steve Sternberg. "That's espe- 
cially true with something like hockey, 
where they're not going to get any- 
where near the types of rate increases 
that they are going to get for football, 

because it's just not doing as well." 
The deal is sparking another wave of 

aggravation among MSO executives 
who see ESPN bidding up prices. largely 
on the same old product. and expecting 
operators to foot the bill. "I love hockey," 
says Charter Communications' CEO 
Jerry Kent. "I don't love it that much." 

"This is more craziness," says a pro- 
gramming executive for another large 
operator. "They lay it on and expect us 
to pay." But operators don't have much 
negotiating leverage. Dropping ESPN 
would spark outcry from sports fans. 
Although ESPN would have problems 
with advertisers if holes opened in their 
distribution. few systems could with- 
stand the heat that would no doubt be 
whipped up by sports columnists and 
talk show hosts. Still, "1 might try it in 
a couple of markets to see what hap- 
pens." says the president of one MSO. 

ESPN executives say cable operators 
will not have to pay higher rates for 
hockey under the new contract. but 
acknowledge that increases are coming 
from their multibillion dollar NFL deal. 

An ESPN spokesperson would not 
comment on the length of the new con- 
tract or its financial terms but said 
details will be disclosed early this week. 

NHL executives also refused to com- 
ment on the record late last week about 
the deal. League executives would only 
say that a "more formal announcement is 
expected shortly." But top- ranking 
sources within the NHL confirmed that 
the league's 27 owners had "unanimous- 
ly" voted in favor of the ABC/ESPN 
proposal and that it was only a matter of 
getting the paperwork together. 

It was late last month that Disney 
executives made their surprising bid 
for the rights, catching Fox executives 
off guard and wondering whether they 
should match the ABC part of the deal. 

ESPN and ESPN2's portion of the 
new contract is reportedly worth $350 
million $400 million, while the ABC 
half is said to be worth $200 mil- 
lion $250 million over the five years. 
Fox executives were given a two -week 
period to counter Disney's offer: that 
window closed early last week without 
a Fox bid, sources say. 
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ups 
New York WNYW Kansas City KSMO 

Los Angeles KTLA Milwaukee WCGV 

Chicago WGN Nashville WZTV 

Philadelphia WPSG Columbus WBNS 

San Francisco KOFY Greenville WFBC 

Boston WABU Salt Lake City KUWB 

Washington WBDC San Antonio KABB 

Dallas KTXA Norfolk WTVZ 

Detroit WWJ Buffalo WUTV 

Atlanta WUPA W. Palm Beach WFLX 

Houston KTXH Oklahoma City KOCB 

Seattle KTZZ Harrisburg WPMT 

Cleveland WUAB Greensboro WUPN 

Minneapolis KLGT Albuquerque KWBQ 

Tampa WTTA Providence WLWC 

Phoenix KTVK Louisville WDRB 

Denver KWGN Birmingham MO 
Pittsburgh WNPA Albany WMHT 

Sacramento KMAX Dayton WRGT 

St. Louis KPLR Jacksonville WJWB 

Orlando WKCF Charleston,WV WVAH 

Baltimore WBFF Richmond WRLH 

Portland KPWB Las Vegas KUPN 

Indianapolis WTTV Mobile WFGX 

San Diego KSWB Flint WSMH 

Hartford WTIC Knoxville WBXX 

Charlotte WCCB Toledo WTVV 

Raleigh WLFL Lexington WDKY 

Cincinnati WSTR Des Moines KDSM 

Green Bay WACY Peoria WYZZ 

Syracuse WSYT Florence WPDE 

Rochester WUHF Fargo KXJB 

Springfield KDEB Santa Barbara KKFX 

Tucson KWBA Charleston, SC WMMP 

Paducah KBSI Reno KRNV 

Ft. Myers WTVK Traverse City WWTV 

Madison WMSN Monterey KNIT 

Chattanooga WFLI Macon WPGA 

Cedar Rapids KFXA Boise KNIN 

Tri Cities WEMT Duluth KNLD 

Evansville WTVW Anchorage KTUU 

Youngstown WKBN Panama City WMBB 

Lansing WILX Missoula KTMF 

Tyler KETK Great Falls KTGF 

Sioux Falls KSFY Butte KYWB 
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TOP OF THE WEEK 

TV's big stretc hMedia critics bash 

coverage of Clinton's 

Monica speech 

Howard Rosenberg 
Los Angeles Times 
Who would have predicted the full 
impact of the 24 -hour news cycle 
that has resulted from the growth 
of CNN and the more recent 
arrivals of MSNBC and Fox News 

Channel? All -news seemed like a 

grand concept, and it is, except it 
has created competitive pressures 
to be constantly gabbing about 
high- profile stories even when 

there is nothing to gab about. 
Each of these networks has many 

programs whose needs must be 

filled. Thus, MSNBC and CNN, in 

particular, have drained the Clin- 
ton-Lewinsky story like vampires, 
keeping at its neck even on those 
many occasions when there was 

no blood left to suck. 

News organi ations scramble io cover White House sex scandal 
in Washington. missile strikes against terrorists in Africa, Asia 

By Dan Trigoboff 

TV turned its attention 
from talking points and 
talking heads to war- 

heads in a week that tested 
the ability, of broadcast news 
to cover both a presidential 
crisis at home and a violent 
confrontation half a world 
away. 

After a weekend of antici- 
pation. President Clinton took 
to the airwaves from the same 
White House map room in 
which his testimony that 
afternoon was beamed to a 

federal grand jury. He 
offered an unprecedented 
explanation of his marital 
infidelity and altered the public's plans fir 
watching football and a beauty pageant. 

The presidents four -minute address 
was followed. predictably, by hours of 
analysis on virtually all the networks. They 
offered scores of pundits and politicians. 
who sometimes appeared on different net- 
works within moments. "I'm like a utility 
infielder." quipped Newsweek writer and 
NBC contributor Jonathan Alter. "I carry a 

beeper in case I get called by NBC or 
CNBC." Washington politico Mark 
Shields, a regular on CNN and PBS. was 
contacted by PBS while vacationing on 
Cape Cod and offered Monday night com- 
mentary from a Boston studio. 

And as the president was excoriated 
through the week kw his less- than -humble. 
somewhat defiant response to an apparent- 
ly irrefutable assemblage of evidence. so 
was the media analysis. "If his speech does 
more to keep the story alive than to bury 
it," said the Washington Post's Tom 
Shales. lamenting the "pundocrat consen- 
sus" that the president had prolonged the 
story. rather than ending it. "Clinton will 
owe the country another apology still. 
since he will have given the innumerable 
cable channels and their talk shows yet 
more grist to mull over." 

Robin Sproul. chief of the ABC News 
Washington bureau. agrees that "talking 
heads" was a cable issue. While her own 
network offered insights from former Clin- 
ton aide George Stephanopoulos and polit- 
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® CBS \D S LIVE COVERAGE 
PRESIDENTIAL ADDRESS 

Estimated 67.7 million people tuned into one of 10 networks 
on Monday night to hear Clinton admit to affair. 

ical commentator George Will in addition 
to correspondents Sam Donaldson and 
Cokie Roberts, she says, all are employees 
of the network, not outside experts tapped 
for a particular story. 

CNN Washington Bureau Chief Frank 
Sesno defends the use of expert analysis. 
"If you think of any story as a diamond, 
you want to look at all the facets." he says. 
"The Lewinsky story has so many facets ... 
cultural. criminal law, public opinion, 
human interest. the stature of the presiden- 
cy ... I don't look at it as just throwing a 

bunch of people on television. You want to 
find smart people who can look at each 
facet. This is the domestic political equiva- 
lent of the Gulf War. It's the first political 
scandal in real time." 

Before week's end, Clinton again was 
on the air explaining U.S. military strikes 
in Afghanistan and the Sudan. And the 
poor reception for the first address may 
have diminished enthusiasm for the sec- 
ond, as journalists as well as the presi- 
dent's political foes quickly raised the 
"Wag the Dog" issue- whether the timing 
of the air strike was, at least in part, a cal- 
culated diversion from Clinton's increas- 
ing problems at home. 

Sesno compares the week's dual cli- 
maxes to "a straightaway with a sudden 
curve. This is clearly the most intensive 
time we've seen since the Gulf War." 
Citing numerous major stories of past 
weeks -including the GM strike and the 

Tom Shales 
The Wnshrngtorl Po-4 
If his speech does more to keep the 

story alive than to bury it, Clinton 
will owe the country another apolo- 
gy still, since he will have given the 
innumerable cable channels and 

their talk shows yet more grist to 
mull over. The speech was preced- 
ed by what's become a nightly cho- 
rus of rantings, ravings and wild 

speculation that have helped boost 
the ratings of nutty networks like 
the Fox News Channel and MSNBC. 

Frank Rich 
The New York Times 
If the biggest lie of 1998 has been 

"I did not have sexual relations with 
that woman," the second- biggest lie 

is a pious talking head on TV saying 

some version of "Oh how we hate 

covering this story about the presi- 

dent's sexual relations with that 
woman." The tone of the coverage 

has been orgiastic from the moment 

the Pope was dumped in Cuba; for 
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every factual development there 

have been days of prurient specula- 

tion and open longing for what in 

the porno biz is called "the money 

shot" (the still- elusive dress). 

Tom Dorsey 
The Courier -Journal 
(Louisville, Ky.) 
Whatever you think of the Bill Clin- 

ton- Monica Lewinsky scandal, it 
was massively overreported by 

television, which has kept the story 

front and center every day since 

January. Cable was the worst 

offender. In a greedy grab for rat- 

ings, CNN, MSNBC and the Fox 

News Channel drown the audience 

in coverage day in and day out. 

But we were only reporting the 

facts, spokesmen for these net- 

works say. Talk about misleading 

the public. There were precious 

few facts in all the hours of cover- 

age. Most of what the cable news 

networks aired over the past 

seven months was nothing more 

than "experts" talking off the 

tops of their heads. 

Hal Boedeker 
The Orlando Sentinel 
Some reporters comported them- 

selves in a low -key, diligent manner, 

but too much coverage was marked 

by theatrics, bickering, blather, con- 

jecture, psychoanalysis and self-pro- 

motion. It was a wrenching day for 

the country and a terrible one for tele- 

vision, especially the cable news oper- 

ations. But did anyone there notice? 

Dusty Saunders 
Rocky Mountain News 
(Denver, Colo.) 
For seven months, the screen has 

been filled with a variety of these 

bobbing, talking heads -talk 
show hosts, journalists, pseudo - 

journalists, lawyers, pseudo - 

lawyers, politicians and of 

Icourse, spin doctors. Video? How 

many times has that famous stock 

footage -Clinton hugging Lewin - 

sky in a crowd -been aired? Does 

Capitol shootings, along with last week's 
presidential disclosure and the bombings, 
he says: "It's one of those few moments 
in time when )stories reach] critical 
mass -when you know the whole world 
is watching." 

"Day turned into night" throughout the 
week, MSNBC and NBC anchor Brian 
Williams said last Friday. "Someone jok- 
ingly asked me if l slept with that earpiece 
on. When the news [of the U.S. strikes) hit 
yesterday, it was greeted with a sense of 
disbelief." 

"This was about as hectic a week in 
August as I can remember," says Sproul. 
Typically, she says, on a late- summer 
week when Congress is out of town and 
the president has a vacation planned. the 
network tries to give time off to as many 
people as possible. "Virtually everybody 
we had working on scandal coverage had 
planned to be on vacation this week. All 
of those vacation plans had to be can- 
celed, and many of those vacations were 
much -needed." By the end of the week, 
Sam Donaldson had made it out to his 
New Mexico ranch, and Jackie Judd had 
left Washington for a beach vacation. Fox 
News Channel had to carry on without 
some of its news leadership because 
Washington -based managing editor Brit 
Hume and bureau chief Kim Hume (hus- 
band and wife) were on a cruise ship 
together. 

Eight networks aired the president's 
Monday night speech- recalling the inter- 
est in the O.J. Simpson criminal verdict. 
albeit with significantly lower numbers. The 
speech drew an audience of 45.9 million 
households and 67.6 million viewers on IO 

networks (ABC, CBS, Fox, NBC. CNN, 
Fox News Channel. MSNBC. C -SPAN, 
CNBC and Headline News). 

NBC was the highest -ranked broadcast 
network, with a 14.3 rating/21, attracting 
13.97 million households and 21.07 mil- 
lion viewers, according to Nielsen Media 
Research. CBS was second, at 13.1/19. 
with 12.82 million households and 18.82 
million viewers for the speech, which was 
broadcast from 10 p.m. to 10:06 p.m. ET. 
ABC was third, with a 9.6/14; CNN was 
fourth, with a 5.5/8, and Fox was fifth. with 
a 2.6/4. 

Monday night surged on cable news net- 
works for coverage of the president's com- 
ments and reaction. According to Nielsen 
Media Research data, CNN earned a 7.3 
rating /5.4 million homes between 10:02 
and 10:06 p.m., when Clinton's four - 
minute address took place. CNN's continu- 
ing coverage, which extended through 11 

p.m., earned a 5.2/3.8 million homes. 
MSNBC earned a 2.2/942,000 homes from 

TIP IF TIE WEEK 

ABC catches prosecutor Ken Starr arriving 
at While House to question the Pres. sent. 

rom Brokaw (I) and Tim Russert discuss 
meaning of Clinton s Monday night s Beech 
on NBC and MSNBC. 

CNN delivers pictures of damage from 
Thursday's missile stri.ce in Khartoum. 

10:02 p.m. I 0:06 p.rr. and a 1.6/666,000 
homes through II p.m. Fox News Channel 
earned a 1.4/462.000 homes from 10:02 
p.m. -10:06 p.m. and a I.8/598,000 from 
10:06 p.m.-11 p.m. (Fox News Channel 
said that its past-Clinton speech reaction 
Loverage delivered the network its largest 
audience since its launch in October 1996.) 

CNN Headline News carted a .5/340,(XX) 
during Clinton's speech. a .2/162,000 
homes for its follow -up coverage from 
10:06 p.m. I 0:30 p.m. and a .4/268,000 
homes for its 10:30 p.-n. 1 I p.m. news cov- 
erage. 

The military strike was the kind of 
story on which CNN built its reputation - 
a reputation which took a big hit when the 
network apologized last month for 
charges made in its NewsStand series that 
the U.S. military used ncr, e gas on Amer- 
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TOP OF THE WEEK 

Geraldo Rivera leads pundit parade on CNBC. 

ican defectors and Laotian civilians dur- 
ing a Vietnam War campaign called 
Operation Tailwind. "We made our repu- 
tation getting it right, and we got it wrong 
[on Tailwind] big time," Sesno says. "The 
experience made us more cautious institu- 
tionally, but that has to be balanced so 
that it doesn't spill over into being gun - 
shy. I think that after the big hit we took, 
[this military story] allows us back into 
the sunshine; it puts us back on the kind 
of ground where we're most comfort- 
able." 

Rival programmer Erik Sorenson, vice 
president and general manager of 
MSNBC, says that he felt his network got 
a boost from the unusual news week, 
although he saw no indication the public 
was punishing CNN for Tailwind. "CNN 

Congressional ally defends Clinton on CNN. 

has a big lead on us, but we've gained a 

few yards on them. We are certainly a 
competitive factor for them, and we're get- 
ting to a point where they can see us in 
their rearview mirror." 

Following a White House notification 
Thursday afternoon, the networks broke 
into programming with news of the military 
strikes, including the president's statement 
from the Edgartown School on Martha's 
Vineyard. The story dominated the evening 
news and received continuous coverage on 
cable channels CNN, MSNBC, CNBC and 
Fox News Channel. 

On Thursday night, ABC devoted a spe 
cial hour -long Nightline to the story, 
CBS did with 48 Hours. 

Donna Petro__ello and Allison Frey 
contributed to this report. 

10,000 sound right? 
Such ongoing coverage is 

about more than providing view- 

ers with information and per- 

haps truth. It's a continual race 

to get viewers -and advertisers. 

John Carman 
The San Francisco Chronicle 
If Clinton had only been watching 
TV yesterday, instead of dueling 
with a grand jury, he could have 

taken in all the advice [on TV] 

and thought: Hey, I wonder how I 

can get a date with one o' them 
foxy blonde political analysts 
over there on MSNBC. 

No! He'd have thought that 
he had to come clean, tell the 
whole truth, be contrite, throw 
himself at the mercy of the pub- 

lic, maybe even resign. All those 
sentiments were heard, over and 

over, during a long day in which 
the cable news networks had a 

huge story and practically noth- 

ing new to report. 

Same name, new show 
Paramouiti will keep Ward Copy' brand, add Kraska, scrap New York bureau 

By Joe Schlosser 

Hn d Copy is going to remain 
/lard Copy, but that's about all. 

Paramount Domestic Televi- 
sion executives have opted to keep the 
syndicated news magazine's name the 
same as it enters its 10th season, but the 
focus and on -air talent will be different 
starting this fall. As reported in BROAD- 
CASTING & CABLE last week, former 
KCBS -TV Los Angeles anchor Kyle 
Kraska will be the show's new host. 
Lisa Gregorisch will remain executive 
producer, but the focus of the news 
magazine will go to "longer, first per- 
son type stories," Paramount execu- 
tives say. 

Hard Copy will get a new set, new 
graphics and an overall new look when 
it comes out of its summer hiatus. The 
news magazine will he produced and 
edited out of Paramount's Los Angeles 
production facility, and there will no 

longer be a New York bureau. Hard 
Copy recently had been hosted by 
Barry Nolan and Terry Murphy from 
New York and Los Angeles, respec- 
tively. Nolan's and Murphy's contracts 
were not renewed this summer; neither 
were those of a number of other on -air 
personalities. 

"What we ultimately decided was 
the brand and the name Hard Copy 
were too great to give up," says Frank 
Kelly, Paramount Domestic Television 
co- president. "We talked over what the 
show needed, and we decided that 
adding some new faces and changing 
the focus on the stories to more in- 
depth pieces would be good for the 
show." 

Paramount executives say the bud- 
get for the daily news magazine will 
remain intact and be even "higher" 
because of the costs incurred in restruc- 
turing the show. Although a number of 
ad buyers and station executives have 
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been saying for the past couple of 
weeks that Paramount executives were 
trying to cut costs on the show, Kelly 
says that isn't the case. 

"This isn't a trimming -down issue," 
Kelly says. "It is more sensible to keep 
it centralized, especially if you are 
doing stories that are in -depth and not 
doing as many different little stories in 
each show. You end up having a much 
more efficient process by trying to cen- 
ter it up." 

Joel Berman, Paramount TV's other 
co- president, says the hiring of Kraska 
will bring Hard Copy the "fresh face" 
that the show needs. Kraska has been a 

weekend and morning news anchor at 
the Los Angeles CBS affiliate for the 
past two years and was previously a 
sports anchor at wrrs(TV) Tampa, Fla. 

"We think [ Kraska] can communi- 
cate to a large audience well, and we 
were familiar with his work at KCBS- 
Tv," Berman says. 
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Over 12,000 calls iii two hours.* chit's what 

happens when you give women the chance to as;c for what the want: to 

see th movies they love all day and all night on LifetimeMo.ii' \.Iwork. 

On the LMN launch night, we gale Lifetime viewers a sneak preview of 
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lines continue to ring. 
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Congress zeros in on satellite bills 
Subs losing service because of Miami court decision complain to Congress, FCC 

By Paige Albiniak 

The prospect of 2 

million satellite 
TV customers los- 

ing their network televi- 
sion signals is focusing 
Congress's attention on 
how to bring competition to 
cable this year. 

The catalyst is a Miami court 
decision that will force satellite dis- 
tributor PrimeTime 24 to cut off all 
CBS and Fox subscribers who signed 
up after March 11, 1997, and who can 
receive clear broadcast signals off the 
air more than half the time -the stan- 
dard set by the FCC. 

The court last week finished a trial to 
determine whether PrimeTime 24 
should have to turn off all subscribers 
who receive clear off -air signals 
according to the FCC definition. 

Congressional offices, the FCC and 
the U.S. Copyright Office already are 
receiving calls and letters from angry 
subscribers who will lose their ser- 
vice Oct. 8. Members of Congress 
want the parties to extend the date to 
give them and the FCC time to solve 
the problem. Broadcasters may make 
that concession, lobbyists say, 
because the situation puts Congress in 
a difficult position. 

Congress is heading into midterm 
elections, and members would like to 
have a pro- competition cable bill to 
show to disgruntled constituents. To get 
the FCC to focus on the issue, Senate 
and House Commerce Committee 
Chairmen John McCain (R- Ariz.) and 
Tom Bliley (R -Va.) last week sent a let- 
ter to FCC Chairman William Kennard, 
asking him to estimate how many sub- 
scribers would be affected by the loss of 
PrimeTime 24's service. 

McCain and Senate Judiciary Com- 
mittee Chairman Orrin Hatch (R -Utah) 
are working on a bill that would allow 
satellite broadcasters to provide select- 
ed network signals in local markets 
until they are technologically ready to 
provide all broadcasters' signals. 

"Local- into -local is worthless unless 
it is coupled with some interim must - 
carry relief," says McCain aide Lauren 
"Pete" Belvin. 

The bill also would place a moratori- 

um on PrimeTime 24's 
cutoff date until the 
FCC can review the 
situation and possibly 

redefine its standard. 
But without broadcast- 

ers' agreement to extend 
the date, Congress alone will 

not be able to keep those sub- 
scribers connected. 

McCain also is working on a "pro - 
competition" cable bill. That bill may 
be introduced this year but is not like- 
ly to progress, Belvin says. 

On the House side, House Telecom- 
munications Subcommittee Chairman 
Billy Tauzin (R -La.) and subcommit- 
tee ranking member Ed Markey (D- 
Mass.) are working on their own local - 
into -local bill. 

"If you want to jump start competition, 
the quickest way of doing it is to resolve 

the local- into -local controversy," Tauzin 
spokesman Ken Johnson says. "Every- 
thing else is going to take too long." 

Tauzin also could resolve the matter 
by negotiating a compromise with Rep. 
Howard Coble (R- N.C.), chairman of a 
House Judiciary subcommittee, who ear- 
lier this month added a provision to a 
Tauzin- sponsored bill that would allow 
DBS providers to do local- into-local only 
if they offered all local signals in a given 
market. Tauzin would prefer to give 
satellite TV companies three to five years 
to phase in the signals, Johnson says. 

Broadcasters, who are demanding all 
their signals be carried by satellite TV 
providers, held meetings last week to 
discuss how to move the bill that Coble 
passed through his committee. Broad- 
casters also met with DirecTV, which 
uses PrimeTime 24 to distribute network 
signals, to reach a compromise. 

Hearst -Argyle pays 
$520M for Calif. TV 
Deal for KCRA -TV Sacramento 
By John M. Higgins 

In one of the priciest single- station 
deals ever, Hearst -Argyle Televi- 
sion has agreed to pay $520 million 

for Kelly Broadcasting Co.'s KCRA -TV 
Sacramento, Calif. 

The deal exceeds the $510 million 
Tribune Co. paid for KTLA(TV) Los 
Angeles in 1985. But the value is mud- 
died by KCRA -TV's local marketing 
agreement with local WB affiliate 
KQcA(Tv), which lets KCRA -Tv control 
that smaller station's advertising sales. 
The value of KCRA -TV alone could not 
be learned at press time. 

Hearst- Argyle executives have said 
that they're willing to pay up for what 
they consider the right stations. An 
NBC affiliate, KCRA -Tv is the leader in 
its market, generating a 19 total -day rat- 
ing during the May sweeps, versus a 12 
for the local ABC and CBS affiliates. 

The deal furthers Hearst -Argyle 
executives' goal of geographical and 
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includes control of KQCA(TV) 
network diversity. 

When Hearst Broadcasting merged 
with Argyle Television last year, its 
portfolio was dominated by ABC sta- 
tions, and it was the network's largest 
affiliate holder. Last May's agreement 
to buy Pulitzer Broadcasting Co. loaded 
Hearst -Argyle up with NBC affiliates, 
and KCRA -TV gives them another. 

Hearst -Argyle said the price comes 
to just 12.5 times KCRA -TV's 1998 cash 
flow. However, that calculation 
accounts for the value of certain tax 
advantages in the deal. The valuation 
to the sellers would be larger, although 
how much larger could not immediate- 
ly be determined. 

Kelly Broadcasting is an old family 
company that owns the Sacramento 
operation plus KcPQ(TV) Seattle. The 
family had prided itself on being one of 
the few remaining local, major -market 
family broadcasting operations that 
had avoided getting swept up by the 
major corporate station groups. 
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Busy week 

for radio 

station sales 
By Elizabeth Rathbun 

Several radio companies made 
deals to buy stations last week 
(pending FCC approval). 

ABC Inc. is buying WMVP(AM) 
Chicago and will make it the flagship 
for its ESPN Radio Network. ESPN 
Radio 1000 will use ESPN resources 
and Chicago talent and will offer 
play -by -play of Chicago Bulls and 
White Sox games. Zemira Jones. 
president and general manager of 
ABC's WLS(AM)- WXCD(FM) Chicago. 

also will oversee 
WMVP. ABC owns 
28 radio stations 
and parent Walt 
Disney Co. owns 
ESPN. Launched in 
1992. ESPN Radio 
is carried on more 

than 450 stations. 
Journal Broadcast Group will take 

over Great Empire Broadcasting Inc.. 
which owns 13 radio stations and has a 

joint selling agreement for an FM in 
Wichita, Kan. Price was not divulged. 
Great Empire has four FMs and one 
AM in Wichita; two FMs and one AM 
each in Tulsa, Okla., and Springfield. 
Mo., and an AM -FM combo in 
Omaha. Upon completion of the deal. 
which is expected by the end of the 
year, Journal Broadcast Group will 
own 36 radio and three TV stations. 
Bergner & Co. brokered the deal. 

Jacor Communications Inc. agreed 
to buy KKTL -FM Houston for $14.7 mil- 
lion cash from Preferred Media Group 
Inc. Broker was Blackburn & Co. 
Jacor. which owns or operates 206 
radio stations, recently purchased 
KHMX(FM) and KTBZ(FM) Houston. 

Cumulus Media Inc. of Milwau- 
kee added a fifth station in Chat- 
tanooga. Tenn., agreeing to buy 
WKXJ(FM) for $3 million from Maison 
Broadcasting Inc. The company now 
controls four FMs and one AM in the 
market, including market leader 
WUSY(FM). 

CLOSED CIRCUIT 
BEHIND THE SCENES. BEFORE THE FACT 

HOLLYWOOD 

Stars get the squares 
Michael and Roger King promised 
big stars would come with their 

syndicated remake of Hollywood 
Squares, and the King World broth- 
ers appear to be making good on that 
promise. Last weekend, permanent 
Center Square Whoopi Goldberg 
was joined by David Crosby, Patrick 
Swayze, Penn and Teller, Martin 
Mull and Jackie Joyner Kersee. 
Garth Brooks, Whitney Houston and 
others will be making their way into 
a square during the coming weeks. 
The show's lead writer, Bruce 
Vilanch, and Sabrina, the Teenage 
Witch co-star Caroline Rhea will be 
semiregulars on the daily series, 
which debuts next month. 

DENVER 

Keeping up with Jones 
is not a walkaway fee, but Jones 

I Intercable will get to keep a $50 
million deposit from Comcast if 
Comcast breaches certain terms of 
its deal to buy Jones for about $700 
million. The flip side: If Jones 
breaches and Comcast decides it 
doesn't want to go through with the 
deal, Jones will have to return the 
$50 million plus interest. Similarly, 
if neither company is in breach and 
the deal fails to close by June 30, 
1999, Intercable has to return the 
$50 million plus interest. Conditions 
of the deal were disclosed in a Jones 
Intercable filing with the Securities 
and Exchange Commission. The 
SEC filing also notes that Jones 
Intercable is setting aside a maxi- 
mum of $33 million cash for sever- 
ance payments to certain Jones 
Intercable employees. 

WASHINGTON 

Passing the buck 
nh a preliminary injunction in 
place to cut off some 2 million 

viewers from their network TV (see 
"1n Brief'), some Internet users are 
not so thrilled with the U.S. Copy- 
right Office's attempt to explain 
matters to satellite TV customers. 

Besides fielding its share of calls, 
the independent agency has mounted 
a less than easily found Website at 
http:lcweb.loc.gov /copyright. View- 
ers must figure out that they then 
need to go to the "CARP (Copyright 
Arbitration Royalty Panel -catchy, 
isn't it ?) & Licensing Information" 
section to learn why they no longer 
can receive network TV via satellite. 
Once there, disgruntled consumers 
learn that "the Library of Congress, 
the Copyright Office and the FCC 
played absolutely no role in termi- 
nating your network service, or in 
the lawsuits that require service be 
terminated to many subscribers. The 
decision to terminate your service 
was solely that of your satellite carri- 
er, not a federal agency," the Copy- 
right Office writes. Next stop for the 
angry viewer? Congress. 

Free woman in Burbank 
Turner Network Television, PBS, 

U.S. Satellite Broadcasting and 
Viewer's Choice are said to be bid- 
ding for rights to air a 90- minute live 
concert by Joni Mitchell. Taped at 
Warner Brothers Studios in Burbank 
last May, the intimate concert was 
attended by celebrities Rosanna 
Arquette, Darryl Hannah and Gra- 
ham Nash, among others. 

NNW YORK 

Degree of difficulty 
ideo music channel VHI is 
tweaking the pilot for Six 

Degrees, a half -hour series based on 
the quirky trivia game Six Degrees 
of Kevin Bacon, which links other- 
wise unrelated celebrities and actors 
by their mutual screen appearances 
with Kevin Bacon. VH l's version 
tries to link a celebrity host to Bacon 
via clues from music videos. A VH I 

source says that some test audiences 
unfamiliar with the original game 
didn't quite understand the pilot, "so 
it's back to the drawing board." 
VHI is, however, going ahead with 
plans to produce series from other, 
well -received pilots. VH I is devel- 
oping pilots for The Johnny Rotten 
Show, Couch Potato and Random 
Play, among others. 
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FCC flags radio deals 
for further analysis 
Wants input on proposed transfers that would allow one 
Or two owners Q(lonnn(nit share of ad revenue in market 
By Chris McConnell 

F('C officials have begun inviting 
public comments on the competi- 
tive impacts of radio deals that pro- 

pose giving one or two companies a 

dominant share of a local radio market. 
In a public notice this month, regula- 

tors flagged proposed deals in three 
markets and asked for comments on 
their potential impact on local competi- 
tion. The FCC said its "initial analysis" 
of the deals, including an analysis of 
local advertising revenue shares. 
showed that further review of owner- 
ship concentration is warranted. 

"We request that anyone interested 
in filing a response to this notice 
specifically address the issue of con- 
centration and its effect on competition 
and diversity in the markets at issue." 
the commission said in its notice. 

Regulators are currently inviting the 
comments on pending bids by Jacor 
Broadcasting. Citadel and Root Com- 
munications to buy stations. 

FCC sources add that the commis- 
sion will invite comments on future 
deals that propose giving one company 

on the competitive impact Of certain 
deals even if they are not opposed by 
other entities. In seeking the public 
comments. regulators are pointing to 
their obligation to ensure that approved 
deals serve the public interest. 

FCC Audio Services Division Chief 
Linda Blair says that regulators will de- 
cide on a further course for rcx icwinu 

the deals once the see any 
comments that arrive at the 
commission next month. 

"This is obviously a 

very difficult issue." Blair 
says. She adds that the 
division now has econo- 
mists on the staff to help 
with a review of the local 
advertising markets. 

In the case of Citadel's 
;Ipplication to purchase 
K \ \v(Ayl I Little Rock. 
. \rk.. regulators already 

have determined that the deal would 
give Citadel and Clear Channel Com- 
munications a combined Mgr share of 
the market's advertising revenue. 

In the other deals under review. 
Jacor has applied to buy two stations in 
Cincinnati and another in nearby Mil- 
ford. Ohio. and Root Communications 
has applied to purchase seven Virginia 
radio stations. 

Lawyers representing the broadcast- 
ers voice frustration with the new poli- 
cy. saying they wish that regulators 
would address concerns about market 
concentration in a separate rulemaking 
rather than through reviews of individ- 
ual deals. 

"I think this caught everyone off - 
guard." says Kathleen Kirby. a lawyer 
representing Citadel. 

Howard Liberman, a lawrr represent- 
ing Root Communications. say s regula- 
tors should simply approve deals that 
comply with caps on the number of sta- 
tions companies can ovv n within a market. 

"Ultimate) . the rule is the rule." 
Liberian says. 

We think the Justice Department is 
the appropriate agency to handle radio 
concentration issues. not the FCC." says 
Dennis Wharton. NAB spokesman. 

The FCC has called for input on deals in three 

a 50% or greater share of the local 
radio advertising revenue -or two 
companies a 70% /r share. FCC sources 
say those benchmarks represent an 
informal guideline. 

The new procedure follows June 
calls by Commissioners Susan Ness 
and Gloria Tristani for an FCC plan to 
address deals that propose to give 
broadcasters a dominant share of local 
markets. The commissioners called for 
such a plan after the Mass Media Bur- 
eau approved a bid by Regent Commu- 
nications to acquire four radio stations 
in Redding. Calif. 

The plan calls for inviting comments 

Call waiting 
The NAB wants regulators to hold the phone on new public inspection file 
rules. 

In a filing last week, the association said the new rules expand the abil- 
ity of candidates for public office and others to obtain public file information 
over the phone or through the mail. The broadcasters said the new rules 
could burden stations during this year's elections and asked regulators to 
keep the revised rules on the shelf until after Nov. 4. 

"In the context of an actively contested campaigr, it is virtually certain 
that stations will receive daily requests from candidates and their consul- 
tants," the group said. 

The revised rules require stations to assist callers with questions about 
public file information and also to provide copies of public file material to 
requesters by mail. The commission made the changes as part of a deci- 
sion to loosen rules as to where stations must keep the public file as well 
as their main studio. 

While asking the commission to stay the telephone and mail access 
provisions of the revised rules, the NAB also said that it plans to ask the 
FCC to reconsider those changes. "If stations are to be required to pro- 
vide telephone updates to candidates about their opponents' appear- 
ances, the commission should require so only after careful considera- 
tion," NAB said. -Chris McConnell 
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Gore commission seeks new delay 
Draft on public interest obligation expected for review next month 

By Paige Albiniak 

The Gore commission wants more 
time to determine what the public 
interest obligations of digital 

broadcasters should be. 
The commission has asked the 

administration to extend its report dead- 
line from Oct. I to sometime in mid - or 
late December, one commission mem- 
ber says. The extension is the second 
the commission has asked for: its origi- 
nal report was supposed to come out 
this summer, but a six -month delay in 
appointing members to the commission 
got the group off to a late start. 

After canceling a planned August 
meeting, the commission meets again 
Sept. 9 in Washington and likely will 
review a preliminary draft of its final 
proposal, commission members say. 

Members of the commission expect 
that draft to include suggestions for a 

voluntary code of conduct to be admin- 
istered by the NAB and covering four 
program areas: education, public affairs. 
localism and minority interests. That 
code also would call for broadcasters to 
report Oil public interest activities regu- 

larly. Cass Sunstein, a law professor at 
the University of Chicago and a mem- 
ber of the commission, is charged with 
drafting the proposed code. 

A recommendation for reinstatement 
of the ascertainment process probably 
will come along the code. In the ascer- 
tainment process, broadcasters report 
what they consider to be the public 
interest needs of the communities they 
serve, and there is a monitoring process 
to ensure that broadcasters are meeting 
the ascertained community needs. 

In some relatively clear and explicit 
way, there has to be some accountability 
of the performance on meeting the needs 
that have been ascertained." says Charles 
Benton, chairman of nonprofit media 
watchdog group the Benton Foundation 
and a member of the commission. 

The NAB, while not taking an offi- 
cial position, made clear its opposition 
to such a code at its summer board 
meeting at the end of June. The NAB 
has not revisited the issue since that 
meeting. An NAB executive commit- 
tee meeting is scheduled after Labor 
Day in Washington. 

"It is very unlikely that the NAB 

board would support a return of the 
NAB code," says Chuck Sherman. 
senior vice president of the NAB tele- 
vision department. 

The majority of the commission also 
favors including proposals from A. H. 
Belo President Robert Decherd and 
Capitol Broadcasting President James 
Goodmon. Decherd has suggested cre- 
ating a trust fund of some $5 billion for 
public broadcasting and allowing it to 
keep 6 mhz of analog spectrum for 
educational broadcasting. 

"I recommend ... that Congress, the 
FCC and the television industry proceed 
cautiously at this stage, avoiding the 
imposition of any additional and oner- 
ous regulatory burdens that may stifle 
the rapid introduction of [digital' TV 
service and the expanded programming 
services it will make possible," Decherd 
wrote to commission co- chairs Norm 
Ornstein of the American Enterprise 
Institute and CBS Television President 
Leslie Moonves earlier this month. 

Goodmon has offered a list of mini- 
mum public service activities that 
broadcasters should perform to meet a 

strongly encouraged standard. 

Cable asks FCC to raise ca 
Despite lack of commission enforcement, TCI, Time 
Warner and others seek more coverage 
By Chris McConnell 

The FCC doesn't enforce its cable 
ownership caps, but that hasn't 
stopped operators from seeking 

relaxed restrictions. 
Responding to an FCC proposal to 

alter its restrictions on the number of 
cable companies that a company can 
own, Tele- Communications Inc. (TCI), 
Time Warner and other operators last 
week called for regulators to raise the 
cap. Current regulations set the limit at 
30% of homes passed nationwide, 
although the FCC has never enforced the 
rules because of an ongoing court chal- 
lenge. 

ICI, which is nearing the current cap, 
said that regulators should up the limit. 
to 40 %. The company told regulators 

that relaxed caps could help it to com- 
pete with local phone companies and 
also to offer high -speed data services. 
"The TCl/AT&T merger provides sig- 
nificant competition in the local tele- 
phone market," TCI said. 

AT &T made a similar case, citing its 
efforts "to convert cable television net- 
works into facilities capable of provid- 
ing telephony services." 

Time Warner also called for regula- 
tors to raise the cap to 35 %, citing DBS 
and other competitive outlets for pro- 
gramming. 

Objecting to loosened caps was a col- 
lection of groups including the Associa- 
tion of Independent Video and Film- 
makers, the Consumer Federation of 
America and Consumers Union. 

"The case for lower limits is stronger 

than ever," the groups said, pointing to 
expanded coverage among the largest 
multiple system operators. "While 
increased consolidation has undoubted- 
ly allowed the cable industry to benefit 
from economies of scale, these benefits 
have not reached the public." 

The groups also targeted the FCC's 
process for defining system ownership. 
Regulators are looking at the cable 
"attribution" rules in a separate review. 
Their proposal invites comments on 
how the rules should treat partrerships 
and joint ventures among companies. 

Errata 
An article in last week's magazine 
( "Sinclair defends Glencairn rela- 
tionship") incorrectly attributed to 
Sinclair Broadcast Group an FCC 
filing defending the relationship 
between Sinclair and Glencairn. 
Glencairn was the entity defending 
the relationship between the two 
broadcasters. 
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WASHINGTON 

life on the street 
ending e- mails; making 
airline reservations; 

dealing "directly" with cab 
drivers and parking lot 
attendants. These 
are some of the 
things former sena- 
tor Larry Pressler 
says he has been 
doing since losing 
his re- election bid 
in November of 
1996. In a New 
York Times op-ed 
piece last week, 
Pressler wrote of 
the adjustments 
and indignities that have 
come with his post- Senate 
life as a telecommunica- 
tions consultant. "I was 
welcomed by a business- 
man who proceeded to take 
a lengthy phone call while 
I waited next to his desk," 
Pressler writes. "Another 
chief executive told his 
secretary that he would see 

his next visitor in five min - 
utes-a not -so-subtle hint 
that the current visitor [me] 
was about to wear out his 
welcome." 

Pressler also put those 
rumors of a Washington 
mayoral bid to rest. While 
writing that "there was a 

brief moment ... when I was 
urged to run for mayor of 
Washington," Pressler says 
his wife vetoed the notion. 

WATCH 

By Chris McConnell and Paige Alhiniak 

Commission" to task over 
their enforcement of public 
interest principles in con- 
nection with radio merger 
applications. In particular, 

the two tar- 
et the 

commis- 
sion's 
approval of 
Regent 
Acquisi- 
tion's bid to 
buy four 
radio sta- 
tions in 
Redding, 
Calif., and 
argue that 

"the solution is not to rub- 
ber -stamp approvals." 
They go on to assail the 
broadcast industry's oppo- 
sition to such potentially 
competitive technologies 
as satellite radio. 

"So it's not surprising 
that ... when FCC Chairman 
William Kennard proposed 
looking into the possibility 
of issuing new licenses for 
` microradio' stations that 
could serve a small area, he 
was roundly denounced by 
the broadcast industry," 
Hundt and Levin write. 
"The idea was quickly 
buried." An FCC 
spokesperson insists that 
the agency has not buried 
its microradio review and 
added that Kennard consid- 
ers it "an important and 
viable proposal." 

Take me out to the 
ball game 

p. Billy Tauzin (R -La.) n has found a new role in 
which to put his oratory 
skills to use: baseball com- 
mentator. Joining Chicago 
Cubs announcer Chip 
Caray, grandson of the leg- 

Hundt 

Hundt watch 
In another missive from 

former policymakers, 
Reed Hundt and Blair 
Levin take some shots at 
Bill Kennard's FCC in the 
September issue of Brill's 
Content. The former FCC 
chairman and chief of staff 
take the "bureaucrats at the 
Federal Communications 
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endary Harry Caray who 
died before the '98 base- 
ball season started, Tauzin 
talked about his favorite 
things -New Orleans, 
seafood gumbo and satel- 
lites- throughout the entire 
third inning. Chip was con- 
tinuing a recently estab- 
lished tradition after 
Tauzin sat in the announc- 
er's box with Harry Caray 
in the spring of 1997. 
Tauzin was the guest of 
Tribune Broadcasting, 
which owns the Cubs. He 
witnessed the club, which 
last won its 
division in 
1989, beat the 
archrival St. 
Louis Cardi- 
nals 4 -1. 
Tauzin did not 
see either the 
Cubs' Sammy 
Sosa or the 
Cardinals' 
Mark McG- 
wire homer. 
Both players are on pace to 
beat Roger Maris's record 
for most home runs in a 
season. 

dren from the news, not to 
prevent adults from watch- 
ing the news," Cantor says. 
Cantor strongly supports 
some TV manufacturers' 
decision to give parents the 
option of blocking unrated 
programming, such as 

news, sports and commer- 
cials. Broadcasters strongly 
oppose the proposal and are 
likely to tack the lowest rat - 
ing- TV-G-on all pro- 
gramming to keep it from 
being blocked -a tactic 
Cantor calls "unhelpful." 
Cantor presented her find- 
ings last week to the Ameri- 
can Psychological Associa- 
tion in San Francisco. 

No deal 
CC Chairman Bill Ken- 
nard says he never cut a 

deal with Sen. Jesse Helms 
(R -N.C.) to help a North 

Carolina radio 
applicant in 
exchange for the 
senator's support 
of Kennard's FCC 
nomination. "Sen- 
ator Helms rec- 
eived no assur- 
ances from me," 
the chairman said 
this month, 
defending his deci- 
sion to participate 

in the FCC's effort to set 

auction rules for radio and 
TV licenses. 

Willsyr Communications 
had called on Kennard to 
recuse himself from the 
vote, citing the potential 
impact of the rules on long- 
standing TV and radio 
applications. The group 
pointed to threats by Helms 
last year to hold up Ken - 
nard's nomination over the 
FCC's treatment of Orion 
Communications, a North 
Carolina radio applicant. 
Said Kennard: " Willsyr 
points to no specific state- 
ments that even suggest, let 
alone provide clear and con- 
vincing evidence, that I 
have an unalterably closed 
mind on any issue in this 
rulemaking." 

Tauzin 

R -rated news 
V news scares young 
children, says researcher 

Joanne Cantor, professor of 
communication arts at the 
University of Wisconsin. 
Cantor's new book, 
"Mommy, I'm Scared: 
How TV and Movies 
Frighten Children and What 
We Can Do to Protect 
Them," talks about how 
graphic newscasts can upset 
children for weeks or 
months and how parents 
should be able to use the V- 
chip to protect their children 
from such content. "This is 
only to protect young chil- 
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A peace of the action 
Bud Paxson is expected to achieve the modest goals set for start -up network 
By Steve McClellan 

When Pax TV launches 
next Monday (Aug. 
31). no one expects a 

lot of water cooler talk about 
reruns of Touched by an Angel 
and Diagnosis Murder. The 
combination of Bonan:a and 
infomercials isn't predicted to 
generate much buzz either. 

But that doesn't mean Pax 
TV (née Pax Net) isn't going 
to fly. 

The industry consensus is 
that Bud Paxson's seventh 
broadcast network will be a 

success, at least as measured by 
his own modest standards. Pax- 
son says he can make money 
by pulling a I prime time rating 
and a 0.5 nonprime rating. 

"All this in theory makes 
sense." says Bishop Cheen, 
senior media analyst at First 
Union Capital Markets. Char- 
lotte, N.C. "He'll have a broad 
distribution at launch, with 
more homes than any previous 
network launch, broadcast or cable." 

Paxson says he's shooting for about 
73% coverage of the nation's TV homes 
at launch -10 points fewer than he 
promised last November when he 
announced the network. According to 
BROADCASTING & CABLE'S analysis. the 
stations reach between 51% and 75 %r, 

depending on how the calculation is 
done (see chart. page 25). 

According to Cheen, Pax TV makes 
sense because of its coverage and its 
centralized model that calls for lean 
station operations (I8 staffers per sta- 
tion: nine salespeople. on average). All 
the marketing and programming and 
many of the hack -office accounting 
functions will he handled at the West 
Palm Beach headquarters. 

Bud Paxson likens operating his 
centrally programmed and marketed 
stations to running a slew of McDon- 
ald's restaurants. "1f you own one, 
youll be flipping hamburgers. If you 
own a bunch, you'll be flipping the 
financial pages." he quips. 

'Touched by an Angel' is one of several off-CBS 
shows on Pax TV's schedule. 

Says Cheen: "Our latest analysis 
indicates that there will be more than 
enough capital to launch Pax Net, com- 
plete acquisitions, cover cash -flow 
shortfalls, pay debt service and finish 
planned capital expenditure projects 
for the next couple of years." 

Cheen estimates that Paxson will 
finish 1998 with negative cash flow of 
about $25 million. But by year -end 
1999. he will have positive cash flow 
of $85 million, he says. And by year- 
end 20(X), it should more than double, 
to $180 million. 

Paxson hasn't given up on positive 
cash flow this year. He acknowledges 
that the net loss for 1998 will surpass 
$90 million. "But the $64,000 question 
is whether we'll be cash -flow positive, 
and we won't know that until the fourth 
quarter," after the new network has 
been up and running for a couple of 
months, he says. 

Paxson estimates that first -year rev- 
enue for the network will be $400 mil- 
lion, based on a sales model in which 
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60 % -70 % of the network's advertising 
will be sold locally, with about 20% 
sold at the network level and the rest 
coming from the national spot market. 
Expenses, Paxson says, will come to 
$240 million, leaving pretax operating 
profits of $160 million. 

As Paxson has assembled his station 
group via a dizzying streak of deal - 
making, he has sold time on the sta- 
tions to infomercial producers. The 
company has reported net losses for 
four of the past five years, and 1998 
will extend the string to five of the past 
six years, with $75 million or so in 
start-up costs associated with Pax TV. 
Revenue for the first six months of the 
year was $62 million. In 1999, more 
than half the costs will be due to pro- 
gramming ($90 million) and promotion 
and marketing ($50 million). Almost 
$40 million will go to servicing the 
company's debt. Paxson says the com- 
pany will pay cable operators $50 mil - 
lion$60 million over the next four 
years for coverage in areas where he 
doesn't have a TV station or where 
cable systems don't have to carry his 
station under the must -carry law. 

As part of those cable deals, Paxson 
says he's also getting commitments to 
promote Pax TV in local cable adver- 
tising, as well as commitments from 
cable operators to advertise on his local 
stations. 

Paxson won't discuss how the net- 
work fared in the upfront advertising 
market (Pax TV was part of the cable 
upfront), other than to say that network 
sales met the company's targets and that 
"mainstream" advertisers did commit. 
The best guess by analysts and agency 
executives is that Paxson upfront com- 
mitments totaled well under $10 mil- 
lion- perhaps half that amount. They 
also believe that Paxson may practically 
have given some time away to get cer- 
tain advertisers on board. 

Paxson refused to give any guidance 
on those outside estimates. "We'll 
address all that after the launch," he told 
B &C. stressing that it's the local sales 
effort that will make or break Pax TV, 
not network sales. Local ad rates are 
typically 50% (or more) higher than 
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PAX TV Management 
Lowell Bud Paxson 
]rnitcn ,ir) 

Jefl Sagansky 
cre3itiennt and CEOtil) 

Jim [?stock 
:o -pbm :ent 

Dean Goodman 
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cetr{ 
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_7017 
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pre sign t, 
pro7-am níng 

Arthur Tek 
VP -CFO 

Tony Morrison 
VP- general counsel 

Steve Sohmer 
consultant, creative 
services 

Paul Wang 
consultant, media 
and marketing 

Tim Johnson 
senior VP- 

programming 

Stacy Nagel 
director, program 
planning 

Karen Schmidtke- 
Lincoln senior VP -net- 
work /national sales 

Mike Gannon 
VP- network sales 

Tobie Pate 
senior VP- crea.ive 
services 

Doug Barker 
VP- affiliate relations 

Steve Friedman 
VP -cable relations 

Lea Sloan 
senior VP- marl.-eti.ig 
and PR 

John Michaeli 
senior VP- oubl!citi 

Nancy Udell 
VP- publicity 

Steve Lederman 
director -media 

Eileen Carpenter 
director, natioral 
promotions 

Seth Grossman 
senior VP -corp. oeve.op- 
ment /investor -e a1)cns 

Rob Hebenstreit 
V'- research 

Lewis Freifell 
VP -East station 
g. oup /regior. 

Michael Schweitzer 
V9 -South stat;ir. 
g.-oup /regior 

Dennis Thatcher 
VP- Midwest station 
g :ou p /regior 

Bob Hyland 
VD -West station 
g. oup /regior. 

Nick Scariti 
chief iniorma ion cdri- 

cer, managerner t or- 

rr ation systerrs -M11) 

Bill Watson 
assistant general 
counsel 

Karsten Amile 
associate gene.:a, cc 1 isel 

Dave Glenn 
V °- engineer:rg 

Bill Meyer 
director, networz c era - 
ti7ns and engrneerng 

Ken Gamache 
VD-controller 

Neil Best 
director, credi one 
collections 
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network ad rates on a cost -per- thousand 
basis. Therefore, company executives 
say, it can generate higher revenue and 
profits selling its inventory locally. 

The venture has its critics. One of 
the harshest is Standard & Poor's, the 
debt -rating company. Last month S &P 
downgraded Paxson's senior subordi- 
nated debt, giving it its lowest rating, a 
subinvestment -grade triple C -plus. It 
gave the same rating to Paxson's re- 
cently sold -out $275 million exchange- 
able preferred stock offering. 

S &P attributed the downgrade to 
Paxson's strategy, calling it the "finan- 
cially weakest network player." Going 
forward, S &P said, Paxson will "have 
to contend with incomplete audience 
reach and the expense of increasing its 
reach" through cable deals and "char- 
acteristically weaker UHF signals." 

As to its local sales strategy, S &P 
noted that the Paxson station groups 
don't program news or any local pro- 
grams- which, it said, are "critical to a 
station's identity." But S &P did 
acknowledge that Paxson's outlook is 
"stable," if somewhat unclear. 

Jon Mandel, senior VP and director 
of national broadcast at Grey Advertis- 
ing, agrees that Paxson will have a hard 
time selling ad time locally "because 
[the local stations aren't going to show 
up on the radar screen." 

At Paxson, executives say that S &P 
just doesn't get it. Paxson notes that the 
preferred stock offering S &P rated so 
poorly was sold out to investors that 
had the same information about the 
company that S &P has. 

Paxson CEO Jeff Sagansky points to 
research that shows how UHF start-ups 
have fared recently. "We've looked at 
16 stations that have come on board 
over the past three and a half years," he 
says. "They averaged a .9 rating after 
their first sweep books. A year after 
launch they averaged a 1.7 rating." The 
stations were a mix of UPN, WB and 
independents, he says. "What's clear is 
once you're in the broadcast environ- 
ment you can get the kind of ratings we 
need in not a long time." 

As to the lack of a local identity, 
Sagansky says the company will spend 
$25 million in the fourth quarter and 
$40 million next year telling viewers 
what's on Pax TV and where they can 
find it. "We're looking at what makes us 
distinctive, and it isn't being the third or 
fourth or sixth news operation in a mar- 
ket," he says. "It's our ability to offer 
good -quality family programming. That 
is where we'll spend our money. That's 

Dr. Quinn rides again on Pax TV. while 
Father Dowling and a sleuthing sister 
will solve mysteries in late night. 

the marketing and positioning and 
establishment of our brand." 

The ad- agency community has 
mixed feelings about Paxson. Audrey 
Steele, senior vice president, strategic 
resources, Zenith Media (the buying 
arm of Saatchi & Saatchi), says most 
of that agency's clients are looking for 
a younger, more male and more 
upscale audience than Pax TV is 
expected to deliver. 

At the same time, she says, the fam- 
ily theme is a "positive selling point," 
and one of the agency's clients is talk- 
ing to Pax TV. Another plus for the 
network is its willingness to work with 
clients on value -added opportunities, 
including sponsorship opportunities, 
tags, mentions in TV Guide and the 
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like, Steele says. "We're definitely 
willing to talk to them." 

Another New York based media 
buying service, DeWitt Media, predicts 
Pax TV's success. "Pax Net will suc- 
ceed as a network," the report con- 
cludes. DeWitt believes the network 
will carve out a "significant audience. 
As WB and UPN have begun to draw 
the younger urban audience away from 
the Big 3, Pax Net will probably draw 
away some older, family values ori- 
ented audience, CBS especially." 

DeWitt also predicted that the new 
network would boost the inventory of 
"high- quality local ad positions, mak- 
ing the spot market more attractive for 
advertisers and more competitive for 
other stations." 

But Grey's Mandel says one dilem- 
ma facing Pax TV is that it is "not going 
to deliver anything we can't get any- 
where else. There is a market for it and 
a group of people who would like to see 
programming like this. But from an 
advertising perspective, I don't believe 
there are that many people that will 
watch only that." Like Steele, Mandel 
believes that Pax TV will skew female, 
older, and downscale, as well as old - 
fashioned and predominantly southern. 

Tom de Cabia, senior vice president 
at media buyer Paul Schulman Co., 
believes "a lot of advertisers will take 
to this" new service because it is "safe 
family programming." 

But while Paxson executives claim 
the franchise, Pax TV isn't the only 
name in family programming. The Fox 
Family Channel is definitely not aban- 
doning the genre, says Rich Cronin, 
president of Fox Family Channel. "We 
are absolutely targeting the family 
audience," he says. "I don't know how 
Pax Net defines family. but we are tar- 
geting households with kids or teens 
still living at home." 

During the week, a big difference 
between the two services is that Fox 
Family will have original program- 
ming from 6 p.m. (when Fox Family 
defines the start of prime time) to 9 
p.m., with a mix of reality, game shows 
and comedy. A mix of acquired and 
original family- oriented movies will 
air at 9 p.m. 

"We hope to get more families to 
watch the network together," Cronin 
says. "One way to do that is through 
comedy. And we also think the packag- 
ing is crucial. The packaging for our 
channel will be contemporary, humor- 
ous and stylish. That's the way to 
attract families." 
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The Pax TV network 
Pax TV reaches 74.694% of U.S. TV homes with its 90- station lineup, 

accordirg to the most event Nelsen numbers. Upon ,loser examina- 

tion, however, Pax TV's reach actually falls as low as 51.424% . Here 

is hcw the numbers acd iv-or don't add up: 

Paxson Communications has stations under construction or not 

operating commeriEll/ (denoted with a 2) in markets reaching 

9.812% of TV househclds lowering Pax TV's total to 64.882 %. 

Paxson is buying sta:iorlfl (designated **), or Bud Paxson's son is buy- 

ing future Pax TV affilia -Es (designated "la "), in markets that cover 

9.624% of U.S. houreh)Ick, further reducing Pax TV's reach to 55.258 %. 

Paxson has won c able carriage in four markets via a nearby but 

Rank Market Station Channel 
1 New York WPXN 31 

2 Los Angeles KPXN 30 

3 Chicago wCFC (formerly wcPx)*' 38 

4 Philadelphia wppx 61 

5 San Francisco KKPx 65 

6 Boston WPXB 60 

6 3oston* .. . ..... .wepx(1a) 46 

7 Washington . wPxw 66 

7 Washington . wwpx(1) 60 

8 Dallas KpxD 68 

9 Detroit WPXD 31 

13 Atlanta WPM 14 

11 Houston KPXB 49 

12 Seattle KwPx 33 

13 Cleveland WVPx 23 

14 Minneapolis KPXM 41 

15 Tampa, Fla. WxPx 66 

16 Miami WPXM 35 

17 Phoenix* ... Kppx(2, 3) 51 

17 Phoenix/Flagsta9 KBPx 13 

18 Denver KPxc 59 

19 Pittsburgh Ch. 40** 40 

20 Sacramento, Calif.* ...KSpx 29 

21 St. Louis wpxs(1) 13 

22 Orlando, Fla. wopx 56 

24 Portland, Ore KPXG 22 

25 Indianapolis wiie(1) 63 

27 Hartford, Conn." wHPx(1 a) 26 

29 Raleigh /Durham, N.C...wrpx 62 

29 Raleigh /Durham ... ..wRPx(1) 47 

31 Kansas City, Mo. KPxE 50 

32 Milwaukee wpxE(1) 55 

33 Nashville WNPX 28 

34 Columbus, Ohio wcPx -LP 62 

36 Salt Lake City KUPX 16 

36 Salt Lake City Kcsc(1) 4 

37 Grand Rapids, Jich....wzpx(1) 43 

38 San Antonio* KPXL(2, 3) 26 

39 Norfolk, Va. wPXV 49 

40 Buffalo, N.Y.. WAOF ** (2) 51 

41 New Orleans* WPXL 49 

42 Memphis* . wpxx 50 

43 West Palm Beach, Fla. .WPXP 67 

44 Oklahoma City KOPX 62 

46 Greensboro, N C. WGPX 16 

47 Scranton, Pa.* wopx(3) 64 

48 Albuquerque, N M.....Ch. 14 ** (2) 14 

49 Providence, R.I. wpxo(2, 50% owner) 69 

COVER STORY 

"out -of- market" station. Excluding those s ations ( cesignated by a 

(4) -in Rochester, N.Y.; Lansing, Mich., and Monte Ty/Salinas and 

Bakersfield, Calif., which reach a total 1.007". of householis -Pax P. 

reaches 54.251 %. 

Excluding Paxson's low -power stations (2.827 %), Pax TV rescheE 

51.424% of total U.S. househo'ds. 

Paxson is making deals with cable operator: to ensure it reaches so- 

called white areas, where the company does not have an affiliate Hot 
far those deals will extend Pax TV's reach ie not yet available, a Pax- 

son spokesperson says. Among the MSOs signed on so far are Tele- 

Communications Inc., GE Americom and Concast. 

Rank Market Station Channel 

10 

51 

52 
53 
54 
55 
56 
57 
58 
61 

62 
64 
66 
67 
68 
69 
70 
71 

72 
73 
75 
76 
80 
81 

83 
86 
87 
89 
90 
95 

105 
106 
120 
121 

131 

136 
150 
156 
159 
187 
NR 

NR 

NR 

Birmingham, Ala. wPxH 

Albany, N.Y. wwPx 

Dayton, Ohio wopx 

Jacksonville, Fla. wPxJ -LP 

Fresno, Calif. KPXF 

Little Rock, Ark.' KrPx(2, 3) 

Charleston, W.Va.* ....wKap(2, 3) 

Tulsa, Okla. KTPx 

Las Vegas KVPx -LP 

Mobile, Ala. Ch. 61*' (2) 

Knoxville, Tenn.* wpxK ** 

Toledo, Ohio WLMe(1) 

Lexington, Ky. wAOM ** (2) 

Roanoke, Va. WPXR 

Des Moines, Iowa KFPx ** (2) 

Green Bay, Wis. wPxo(2) 

Honolulu* KPxo(2) 

Syracuse, N.Y.* wAu %2, 3) 

Spokane, Wash. Ch. 34(2) 

Rochester, N.Y. WAOF ** (2, 4) 

Shreveport, La. wpxo(2) 

Portland /Auburn, Me...WBDJ(2, 3) 

Champaign, Ill. wPxU 

Ft. Myers, Fla. wxPx -LP 

Chattanooga WPXA-LP 

Cedar Rapids, Iowa ...KPxR 

Davenport, Ill Ch. 67 * *(2) 

Jackson, Miss Ch. 51 ** (2) 

Evansville, Ind WTSN -LP(1) 

Lansing, Mich. wzpx(1, 4) 

Greenville, N.C. wEPx * *(2) 
Eugene, Ore. KRoz(1) 

Monterey, Calif. KKPx(4) 

Bakersfield, Calif... ..tu'xr(4) 
Wausau, Wis. w .zw ** (2) 

Odessa, Texas KPxK(2,3) 

Anchorage KDMD(1) . 

Palm Springs, Calif....KVCC -LP(1) 

Tuscaloosa, A a. w,1Ro -LP(1) 

Juneau, Alaska KUBD(1) 

Puerto Rico wepx(5) 

Christiansted, V.I. Ch. 15** (2) 

44 
55 
.26 
54 
61 

42 
29 
44 
59 
61 

54 
40 
67 
38 
39 
14 

66 
56 
34 
51 

21 

23 
23 
57 
55 
48 

51 

63 
43 
38 
36 
65 
61 

46 
30 
33 
53 
43 
4 

24 

15 

Footnotes: 'Time brokerage agreement "Paxson is )uying 

(1) Pax TV affiliate 

(1a) To be Pax TV affiliate pending acquisition by Buc Paxson's min 

(2) Under construction or rot operating commercially 

(3) Paxson is 49% owner with option for remaining 51% 

(4) Licensed to one market and granted carriage in mother 

(5) Paxson station not scheduled to air Pax TV Source: Paxson Comm mications Corp 
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Heaven can rate 
Paxson hopes to draw viewers with shows like 'Touched 
by an Angel' and Cloud Nine kids block 

By Joe Schlosser 

It was less than a year 
ago that Lowell 
"Bud" Paxson and 

some of his close friends 
came to Hollywood to 
meet with executives at 
some of the TV indus- 
try's top production stu- 
dios in an attempt to 
acquire programming for 
a possible seventh broad- 
cast network. 

Many of the top TV 
executives laughed at the 
idea of a West Palm 
Beach, Fla., radio tycoon 
launching his own broad- 
cast network. Paxson came to Califor- 
nia with his checkbook open. He left 
with millions of dollars of off- network 
programming for his group of 50 to 60 
stations that carried little more than 
infomercials. 

The network was to be called Pax 
Net, and Paxson said his goal was to 

Its 

A pair of angels will guide children through Pax TV's 
Cloud Nine kids block. 

offer families decent, high -quality pro- 
gramming seven days a week. Reruns 
of current CBS hit series Touched by 
an Angel and Dr. Quinn, Medicine 
Woman were purchased for top dollar 
to be the network's prime time anchor 
shows. Hollywood executives laughed 
all the way to the bank once Paxson's 

'A Tv Program Schedule 
Eastern/Pacific rm e 

MONDAY- FRIDAY SATURDAY SUNDAY 
6 a.m. Chicago AM Local public affairs Cloud Nine 
7 a.m. Local Cloud Nine Cloud Nine 
8 a.m. Great Day America Cloud Nine Cloud Nine 
9 a.m. Local Local Cloud Nine 

10 a.m. Local Local Local 
11 a.m. Local Local Local 

noon Lunch with Lucy Local Local 
1 p.m. Love Boat Local Local 
2 p.m. Woman's Day/Reel to Reel Local Local 
3 p.m. Eight Is Enough Bonanza Bonanza 
4 p.m. Hogan Family/Dave's World Big Valley Big Valley 
5 p.m. Great Day America flipper: New Adventures New Land 
6 p.m. Highway to Heaven Family Movie Christy 
7 p.m. Life Goes On Family Movie Sunday Movie 
8 p.m. Touched by an Angel flipper New Adventures Sunday Movie 
9 p.m. Dr. Quinn Neon Rider It's A Miracle 

10 p.m. Diagnosis Murder Saturday Night Movie I'll Fly Away 
11 p.m. Father Dowling Mysteries Saturday Night Movie Family 

Midnight Chicago PM Barnaby Jones Medical Center 
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Paxson hopes 'Flipper' will communi- 
cate with a new generation of viewers. 

checks cleared, knowing they had been 
paid top prices for -in most cases -lit- 
tle more than library programs. 

Today, "Bud" Paxson is only one 
week away from launching his broad- 
cast network, and things have changed 
dramatically since his first trip to Hol- 
lywood last fall. Most important, for- 
mer Sony Pictures and CBS Entertain- 
ment President Jeff Sagansky is now 
calling the shots for the network on the 
programming side. Now that Sagansky 
is on board, not too many people are 
laughing at Paxson's would -be inspira- 
tional network. 

Second, Sagansky wasted little time 
after joining Paxson to sign a number 
of Hollywood's top writers and pro- 
ducers to start developing original 
series for the 24 -hour network. Sagan- 
sky and a number of new Pax TV exec- 
utives are currently developing 10 
potential drama series in Los Angeles, 
and the network is set to launch next 
week with 20 hours of original pro- 
gramming every week. That's on par 
with The WB and UPN when those two 
networks launched a few years ago. 

Finally, Sagansky told Paxson that 
the network was in dire need of a new 
name -Pax Net sounded too much like 
an Internet site, and viewers would be 
confused. A few weeks ago, the net- 
work was named Pax TV, and Pax Net 
became the network's Internet site 
(pax.net) 

"We've already acquired all the off - 
network programs that fill our man- 
date, and at this point we are really 
looking to develop the next Touched by 
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an Angel, the next Dr. Quinn, Medicine 
Woman, ourselves," Sagansky says. "I 
don't think any network has ever 
launched with this much program- 
ming -and certainly not this much 
original programming." 

Sagansky and Pax TV West Coast 
programming head Tim Johnson are 
currently working on the IO dramas in 
development and a number of coming 
specials (an animated Christmas spe- 
cial hosted by Jane Seymour is in the 
works). They also are looking over 
dozens of scripts for potential TV 
movies and series. The two already 
have given the green light for 
a weekly dramatic series 
based on the 19th century 
Louisa May Alcott novel, 
"Little Men." 

"This programming is not 
cable programming," says 
Johnson, who produced and 
developed Dr. Quinn, Medi- 
cine Woman with Sagansky 
at CBS. "This is major 
broadcast network program- 
ming. The production is of 
the highest level. We are 
spending $850,000 to $1 
million per episode on 
shows. ... The network may 
be bumpy at the start, but I'm 
telling you this is going to 
work." 

Pax TV executives say 
their goal is to achieve an across -the- 
board rating of 1 by the end of the first 
year and to have close to 40% original 
programming on the air in year two. 
Pax TV will launch with 20% original 
programming, Johnson says. 

The launch lineup 

The weekday lineup for Pax TV's 
launch will include original shows, 

reruns and infomercials. Much of the 
weekday -morning hours will be taken 
up by infomercials, followed by off - 
network runs of shows like Love Boat, 
Eight is Enough, Highway to Heaven 
and Dave's World. New Pax TV 
shows include talk /variety shows 
Great Day America and W'oman's 
Day, along with game show Reel to 
Reel. 

Bye bye birdie... for now 
Bud Paxson's seventh network is undergo- 
ing something of an identity crisis. On the 
advice of new hire Jeff Sagansky, Pax- 
son changed the name of the network 
from Pax Net to Pax TV. As a result, 
the network had to throw out the logo 
introduced in November 1997. As of 
last Thursday, it had come up with the 
red -white- and -blue "Pax TV" to replace 
the blue- and -gold "Pax Net," but was stil 
working on a new dove to go with it. The 
word is that it will be ready to fly wher the 
network makes its debut next Monday. 

While the 
new version of 
'The Love Boat' 
sails on UPN, 
Pax TV has 
booked passage 
on the original 
(above). 

'Diagnosis Murder' 
stars in prime 
time. 

COVER STORY 

Great Day Amer- 
ica, broadcast live 
from Universal Stu- 
dios in Los Angeles 
each weekday, will 
be hosted by Mi- 
chael Young and 
Susan Crenshaw. 
The hour series will 
feature celebrity 
interviews, lifestyle 
information and 
inspirational sto- 
ries. With the help 
of the editor and 
staff of the maga- 
zine Woman's Day, 
the daily series by 
the same -tame will 
be taped in New 
York. Phyllis 
George and Sloan 
Lindemann will 
host the half -hour 
series, which will 
feature topics rang- 

ing from health to fashion. Former 
Hollywood Squares host Peter Mar- 
shall will make his return tc the game 
show business as the host 3f Reel w 
Reel, a daily test of movie trivia. Two 
contestants will be teamed with a 

celebrity for the the half -hour game 
show. 

Prime time on Pax TV will look a lot 
like cable's FX network has appeared 
over the past season -filled with back - 
to -back hours of top off- network 
series. FX has NYPD Blue and The X- 
Files, while Pax TV will debut with 
reruns of Touched by an Angel, Dr. 
Quinn, Medicine Woman and Diagno- 
sis Murder. 

On the weekend, Pax TV will start 
the day with its Cloud Nine children's 
block, a mixture of original and library 
animated/live- action series from DIC 
Entertainment. Cloud Nine will air for 
two hours on Saturday and another 
three hours on Sunday. The children's 
programming will be followed by five 
hours of infomercials and then by 
reruns of Bonan:a and The Big Valley. 
Movies and such off -network series as 
Neon Rider and I'll F1' Away fill the 
majority of weekend time slots. On 
Sundays at 9 p.m., the original one - 
hour series It's a Mire /e w ill make its 
way into the Pax TV lineup. Hosted by 
Nia Peeples and Billy Dean, It's a Mir- 
acle will explore real -life stories of so- 
called miracles. Johnson calls the 
series Paxson's version of Unsolved 
Mysteries. 
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3PEt,itu ntPORT 

British Telecom's Washington 
teleport provides access to 

Intelsat. PanAmSat. Orion and 
other satellite networks. 

For satellite providers today. the global marketplace 
has taken off. With Internet business soaring and DBS 
giving cable a run for its money, there is just not enough 
capacity to go around. And with overall global econom- 
ics improving and increased deregulation of the 
telecommunications industry, satellite providers are 
vying to win fledgling markets with mighty new birds. 

This special report travels the international skies to 
learn what international newcomers like GE Americom 

are doing to compete with established global players 
like PanAmSat and Intelsat. It also explores why Latin 
America is such a hot ticket for satellite providers and 
speculates on the future of the economically afflicted 
Asian market. It journeys to France, where the World 
Cup became the single largest sporting event since 
the Olympics in Atlanta to use digital compression, 
and back to the U.S., where digital satellite newsgath- 
ering is on broadcasters' horizon. 

Latin America is hot 
By Karen Anderson 

As the mature North American and 
European satellite markets main- 
tain incremental growth, and the 

Asian market plods through an eco- 
nomic recession, Latin America has 
become the hot spot for the global 
satellite industry. 

After decades of strict government 
control over telecommunications, Latin 
America has newfound freedom via 
deregulation and privatization of its 
satellite industry. As a result, satellite 
communication providers are swarming 
into the region, banking on DBS and 

DTH broadcasters to provide the brunt 
of their business on the Ku -band side. 

Experts say that Latin American 
expansion will happen on Ku -band as 
well as on C -band frequencies, in part 
because of improvements in Ku -band 
technology that allow it to stand up bet- 
ter to environmental factors, such as 
rain. Eventually, the two will be used 
almost interchangeably, creating more 
opportunities for both broadcasters and 
satellite providers. 

Analysts say that cable and DBS 
hold great potential in Latin America, 
with revenue expected to leap from 
$197 million currently to $7.7 billion 
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in 2007. While cable's strong hold on 
the region may stunt DBS develop- 
ment, especially in the large markets of 
Argentina and Chile, experts still 
believe that Latin America is a safe bet 
for satellite providers. Some even say it 
is a dream business, allowing satellite 
operators to put large chunks of Ku- 
band capacity under contract to DBS 
broadcasters. 

"In many cases the orders are in; 
they've got to fulfill them," says satel- 
lite analyst Meredith Amdur, vice pres- 
ident of business information firm 
Baskerville Communications. 

Responding to an overwhelming 
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GE Americom 

Sure, it's a strong statement. But we're proLd of 

the fact that no otter satellite service provider 

has achieved a relia5ility record as good as ours - 
a direct result of GE's six sigma quality inì alive. 

This means that hundreds of companies sending 

TV news, entertainment programs and broadband 

Internet content aren't -.hiking twice about them 

satellite servile. More impor:antiv i. means 

we'll work just as hard to co the same for you. 

To find out how. call us at: 

800 -27341329, or visit www geamericam.com 

We bring gongs to life. 

The only thing out there more re 
than our satellite system. 

mt93: GEPmeric.om 
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SPECIAL REPAST 

need for transponder capacity 
in the region. Loral Skynet 
partnered with Telefonica 
Autrey last year to acquire 
75 %/ of Satellite Mexicanos 
from Mexico's Communica- 
tions and Transport Ministry. 
The $668 million deal gave 
Loral Skynet three operating 
satellites -Solidaridad I, Sol - 
idaridad 2 and Morellos II, 
which is nearing the end of its 
life. Loral Skynet is preparing 
to launch its successor, Sat - 
Mex V. in November. 

The SatMex fleet gives 
Loral complete coverage of 
North and Latin America, 
including Canada and the Car - 
ribean. According to Joan 
Byrnes, Loral VP of market- 
ing and sales, it is a strong 
complement to its growing 
Telstar fleet -which has 
upcoming launches of domes- 
tic satellites Telstar 6, aimed at 
broadcasters, and Telstar 7, 
geared for cable distribution. 

Byrnes also anticipates increased 
business beyond traditional program 
distribution, as countries continue to 
develop telecommunications and mul- 
timedia infrastructures. 

"We see applications that have 
become very strong in the United 
States, like distance learning and satel- 
lite newsgathering, that have tremen- 
dous appeal [in 
Latin America) as 
well." she says. 

Loral Space & 
Communications' 
Orion division 
will expand its 
global Internet 
connectivity into 
Latin America 
with the projected 
mid-I999 launch 
of Orion 2 over 
the Atlantic 
Ocean. The satel- 
lite will feature 38 
Ku -band transponders. From its orbital 
location at 12 degrees west longitude. 
Orion 2 will cover all of Europe and 
North America -the hubs of the Inter- 
net business -as well as South Ameri- 
ca and limited parts of South Africa. 

Loral has signed an agreement with 
Brazil's international telecommunica- 
tions provider, Embratel, to provide 
services between the United States and 
Brasil (m the new bird. The agreement. 

Telstar 5, which launched last year, is part of Loral's 
growing fleet. Three newly acquired operating birds 
covering Latin America give Loral complete coverage of 
North America and Latin America. 

which will enable Loral to provide pri- 
vate global network services to and 
from Latin America's largest market, 
will also allow Embratel to expand its 
services to the United States. 

Williams Vyvx has tapped Latin 
America's need for satellite -based ser- 
vices with the opening of a new Miami 
facility. According to Vyvx Managing 
Director Simon Patch, the market for 

occasional -use 
video services to 
and from Latin 
America is 
expanding rapidly. 

Under the direc- 
tion of Vyvx's 
Carmen Gonzalez - 
Sanfeliu, the new 
center will offer 
Latin American 
broadcasters video 
transmission ser- 
vices into and out 
of the region via a 

global network of 
satellites and fiber optics. Domestical- 
ly, Vyvx plans to extend its 11,000 - 
mile stretch of fiber to 20.000 miles by 
the end of 1999. 

Miami also has served as inroad to 
this hot market for GlobeCast North 
America. According to GlobeCast 
President Robert Behar, the Latin 
American market grows almost month- 
ly. GlobeCast's purchase of Miami - 
based Hero Productions (where Behar 

Robert Behar, president of GlobeCast, 
says the Latin market grows monthly. 
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served as president) gave the 
company access to the Latin 
American market with an 
international teleport and 
television production facility. 

GlobeCast Hero Produc- 
tions now offers broadcasters 
production and post- produc- 
tion services as well as 
mobile production and 
extended transmission ser- 
vices; the acquisition gives 
the business a combined rev- 
enue of $118 million. The 
Kermit Channel from Hall- 
mark Entertainment and Tele- 
uno from Sony Pictures 
Entertainment already have 
launched from the facility. 

Industry experts say the 
addition of new channels like 
these to the Latin American 
market will help to spur con- 
sumer interest in DBS and 
DTH services. They also pre- 
dict that as Latin American 
terrestrial broadcasters create 

greater numbers of original shows. 
they will turn to satellites to export pro- 
gramming. 

According to Robert E. Wold, presi- 
dent of Wold International, it was the 
February 1998 launch of Intelsat's so- 
called Video Hot Bird for the Americas 
that opened up the transcontinental 
satellite market between Latin America 
and Europe. IS -806, located at 319.5 
degrees east, provides coverage of 
Western Europe and Central. South 
and North America. IS -806 is one of 
six Intelsat satellites that will be trans- 
ferred to an independent spin -off com- 
pany of Intelsat, temporarily called 
New Skies Satellites, N.V. The others 
are IS -513, -703 and -803; K -TV, and 
Intelsat K. 

Wold International, through its 
Argentine -licensed subsidiary Wold 
Internacional S.A., has recently teamed 
with British Telecom to provide BT 
with new earth- station trucks in 
Argentina. BT in turn will co- market 
Wold's lease on the Hot Bird. 

The move into Latin America is just 
part of BT's expansion into new mar- 
kets, including the U.S. In July BT 
added a Washington, D.C., teleport 
that includes a 24 -hour booking center 
with instant confirmation and a master - 
control room for monitoring of feeds. 
The facility also has fiber connectivity 
to the Bell Atlantic switch and the 
Waterfront switch in New York. 

BT expects to generate plenty of 

1 
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Small world 
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Big story. 

The biggest story at Loral Skynet is that the success of your business 

comes first in our book. Our long- standing tradition of personalized 

customer care and flexible service offerings is focused on satellite 

solutions that give you greater efficiency and profitability. And now, as 

we expand our satellite fleet and service leadership in the global arena, 

you'll discover our capacity to serve you is greater than ever. So turn to 

us, whatever your application. Loral Skynet is a new chapter in satellite 

communications. To get the whole story, call 1.800.847.9335. 

CLORAL SKYNET 

Global solutions for your world. 
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SPECIAL AEPOOT 

North American business from cable 
headends for redistribution and direct 
broadcasting. says John Romm, gener- 
al manager, BT Broadcast Services 
North America. and head of the new 
teleport. The company also has its eye 
on key regions 
of Asia, includ- 
ing Singapore. 
Delhi, and Hong 
Kong. 

D e s p i t e 

Asia's recent 
economic down- 
turn, analysts 
predict that the 
next boom in 
satellite commu- 
nications will 
happen there 
within the next 
two years. Ragu 
Gurumurthy, a principal at Booz Allen 
& Hamilton, says he believes the Asian 
market will experience an economic 
surge much like the one that Latin 
America is experiencing today. Satel- 
lite communication providers already 
are scrambling to conquer Asia as the 
next big money -maker. 

"I think that the prospects [in Asia] in 
the long run are very, very strong," 
Loral's Byrnes says. "We think that con- 
nections hack to Europe. the United 
States and South America are also key." 

But analyst Vijay Jayant of Bear, 
Stearns & Co. says that Asia already is 
experiencing overcapacity, despite a 50 
percent dropoff in spending on the 
region's communications infrastruc- 
ture during the past three years. 

"We have the existence of a handful 
of satellite companies that have satel- 
lites up there that have not sold full 

capacity yet." he says. 
APT Satellite is one of these compa- 

nies, according to Jayant. It has sold only 
about 25 percent of the capacity on its 
APSTAR -IIR satellite since its launch 
last October, he says. According to Bear, 

Stearns' projec- 
tions, APT 
should have sold 
about 50 percent 
of its capacity 
by now. The 
satellite's 28 C- 
band transpon- 
ders cover Asia, 
Europe, Africa 
and Australia: 
its 18 Ku -hand 
transponders 
cover China. 
including Hong 
Kong, Macao, 

and Taiwan. APT did not return phone 
calls. 

Ken Takagi. Intelsat director of 
global video services, says that he 
believes there is still enough demand in 
economically thriving pockets of Asia 
to justify the satellite- marketing invest- 
ment. While he says it is a bad 
time to launch new satellites 
over Asia, he believes that corn - 
panies can use existing Ku -band 
capacity to target these geo- 
graphic areas. For example, 
many satellite communications 
providers say that Japan still is a 
strong market in the broadcast 
and telecommunications indus- 
tries. 

"[The Asian market [ is not 
good for co- selling capacity," 
says Booz Allen & Hamilton's 
Gurumurthy. "It is not a seller's 
market. [Satellite providers[ 
can't command premium price. 
and it is not in their best interest 
to sign long -term contracts." 

Gurumurthy says that South 
Asia is the area to target. "Growth has 
been phenomenal and it will continue 
to be." 

Vyvx's Patch says that the demand for 
sports programming in the Asia- Pacif- 
ic- particularly for croquet matches 
from Europe and the Middle East -has 
secured business from sports channel 
providers. Vyvx also provided SNG fly- 
away services for the Cambodian nation- 
al elections on July 26. While business is 
steady. he admits that customers are 
cost- conscious, given the area's current 
economy. 

Intelsat's VIII -A, deployed in May, handles 
Latin American video business. 

PanAmSat to launch 
bird in September 

PanAmSat's PAS -7 satellite arrived 
in French Guiana last week in 
preparation for its mid -September 
launch as part of PanAmSat's plan 
to launch nine new satellites over 
the next 18 months. As the compa- 
ny's second satellite for the Indian 
Ocean region, PAS -7 will bolster 
PanAmSat's ability to provide video 
and telecommunications services 
throughout Europe, Africa, the Mid- 
dle East and Asia. The satellite con- 
tains 14 C -band and 30 Ku -band 
transponders. -Karen Anderson 

U.S. provider GE American Com- 
munications (GE Americom) also will 
hurdle into the Asian market. It has 
teamed with the newly formed Lock- 
heed Martin Global Telecommunica- 
tions to launch a new bird next July. 
GE -IA will provide both businesses 
and consumers with television distribu- 
tion and wideband Internet services via 
28 Ku -band transponders. The satel- 
lite's main coverage area will include 
regions of India. Northeast Asia, 
China, and the Philippines: it should be 
operational by third quarter 1999. 

GE Americom is just one of the 
many U.S. companies working to build 
global networks and alliances. Vyvx 
has joined with British company NTL 
to provide occasional -use video ser- 
vices to global broadcasters. The com- 
panies will offer direct access into each 
other's teleports and national fiber - 
optic networks. The combined services 
include uplink/ downlink services. 
backhaul, compression and space -seg- 
ment leasing from three teleports in 
southern England and four in the U.S. 
Vyvx's Patch says that the company is 
working to set up similar alliances in 

other areas of the 
world. 

While many U.S 
businesses are 
moving beyond 
domestic services. 
the mature 
telecommunica- 
tions infrastructure 
in the U.S. still 
makes it an attrac- 
tive market among 
lull -time operators 
and syndicators. 
While growth is 
slower than in 
developing 
regions. the U.S. 
remains the hub of 
the Internet busi- 

ness, with connectivity to almost any- 
where in the world. The popularity of 
DBS and DTH services in the U.S. also 
secures the country's standing as an 
attractive market for satellite providers. 

Earlier this month. Loral Skynet 
strengthened its presence in North 
America by completing the $3.3 mil- 
lion acquisition of Spectrum Satellite, 
Inc. of Richmond, Calif. The facility. 
renamed San Francisco International 
Gateway, enables Loral Skynet to 
combine its Telstar satellite services 
with expanded ground -station capa- 

Vyvx's Simon Patch says 
demand for occasional- 
use video services to and 
from Latin America is 
expanding rapidly. 
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SPECIAL IEPIIT 
bilities. The facility currently pro- 
vides ground -station services to 
ABS -CBN International, The Cali- 
fornia Channel and Fox Sports Bay 
Area. It also has begun providing 
uplinking and downlinking services 
to ZDTV of San Francisco. 

This year also will be a busy one 
for PanAmSat. In 1999 the company 
will spend more than $2 billion to 
build a more robust fleet, with 
greater backup capabilities 
and expanded capacity for 
broadcasters. By the end of 
1999, PanAmSat plans to 
add nine satellites, more 
than doubling its capacity 
of 470 transponders on 16 
satellites, to 970 transpon- 
ders. 

PanAmSat President 
Fred Landman says that the failure of 
its Galaxy IV satellite in May dis- 
pelled the myth that satellites are 
infallible and forced the industry to 

A technician works on 
PanAmSat's Galaxy X, 
scheduled to be launched 
today. Fred Landman Is 

VP president of PanAmSat 

reevaluate itself and begin to add 
more backup to fleets. 

Today [August 241, PanAmSat is 
scheduled to begin its fleet expansion 

with the launch of Galaxy X from 
Cape Canaveral Air Force Station in 
Florida. From its position at 123 
degrees west longitude, Galaxy X 
will enable PanAmSat to relocate its 
Galaxy IX satellite from that posi- 
tion to a new permanent residence at 
127 degrees west longitude. This 
will allow the company to create its 
fifth U.S. cable neighborhood. 

PanAmSat will follow the Galaxy 
X launch -its first in two years - 
with a launch each month thereafter. 
Instead of targeting a particular 
region, PanAmSat is strenghtening 
its presence globally. Upcoming 
launches include South Asia and 
Africa in September, Asia in October 
and Latin America in November, fol- 
lowed by another North American 
launch in December. 
"There's demand today; we think 

there's more demand coming up 
tomorrow for HDTV and Internet 
applications," Landman says. 

ABC, Loral test the limits of DSNG 
By Karen Anderson 

TI :msponder capacity is precious 
these days -and with increasing 
demands to turn out news faster. 

better and with more feeds, it's getting 
more difficult and expensive for broad- 
casters to secure the space necessary to 
produce local news. 

Francisco provided e 
microwave truck for an ABC -Loral stu 
of digitate newsgathering. 

on trial to test the stress that a DSNG 
system can handle. 

ABC called upon O &Os WABC -TV 
New York, KTRK -TV Houston and KGO- 

Tv San Francisco and affiliate WFAA -TV 
Dallas to provide microwave trucks for 
the study. while affiliate wFTs(Tv) 
Tampa served as a fixed uplink. During 
the three -month trial, concluded in May. 

ABC outfitted the trucks 
with Tiernan, Wegener and 
NDS encoders to crunch 
eight feeds at a 7.2 Mb /s 
encoding rate onto its Loral 
Skynet Telstar IV satellite 
transponder. 

"We tried to replicate the 
demands that we put on our 
SNG system during our 
busiest news times," Hurt 
explains. "We wanted to 
make sure we could bring 
multiple feeds quickly up 

and down on a single transponder with- 
out interference." 

ABC found that balancing and man- 
aging digital feeds was actually easier 
than handling analog feeds, because it 
posed less risk of interference. Hurt 
says. 

"We tried to make these feeds inter- 
fere with each other and couldn't," he 
adds. 

Tom Geiges, Loral Skynet senior 

While it's commonly accepted that 
digital compression can help conserve 
bandwidth and cut costs for broadcast- 
ers, no one had actually studied digital 
compression in a real -life situation 
with back -to -back satellite news feeds. 
according to Mike Hurt, director of 
ABSAT, ABC's Ku -band satellite 
newsgathering program. 

So ABC and Loral Skynet recently 
have put digital satellite newsgathering 
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engineering manager. says that sending 
eight compressed feeds on a transpon- 
der produced a picture of equal or bet- 
ter quality than the standard analog sig- 
nal with two feeds per transponder. 
When broadcasters try to cram more 
than eight feeds onto a transponder, 
they begin to sacrifice quality, he says. 

ABC's Hurt estimates that using 
DSNG will save broadcasters about 40c4 
to 50% in capacity costs over uncom- 
pressed analog SNG, and the manage- 
ment costs will remain about the same. 

"Of course, the cost is how you jus- 
tify it to executives -but to a news 
director. what's going to be more 
important is that when a story hits at 6 
o'clock. he's not going to have to 
worry about what he needs." Hurt says. 

ABC is studying the results and 
plans to have a full proposal ready for 
affiliates by RINDA in September. 

"Something we forget sometimes as 
we get wound up over all this new tech- 
nology is that the audience -which is 
our whole mission in serving the pub - 
lic -doesn't care how they get the pic- 
ture," Hurt says. "The technologies 
have reached a point, and the sophisti- 
cation and capabilities of our users 
have reached a point, where we don't 
have to focus our energies on just mak- 
ing it happen. We can now focus on the 
content -the product." 
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SPECIAL REPORT 

Digital compression 
scores with World Cup 
By Karen Anderson 

This summer's World Cup '98 in 
France was the single largest 
sporting event to use digital com- 

pression since the 1996 Atlanta Sum- 
mer Olympics. Satellite executives say 
this finally affirms digital compres- 
sion's acceptance in the world of sports 
broadcasting. 

"The number of channels that were 
transported in digital during the Paris 
World Cup was probably triple what was 
carried in Atlanta in digital," says 
Michael Antonovich, PanAmSat's vice 
president of broadcast services. "So [dig- 
ital compression] has gone from being 
good enough for news to now being good 
enough for major sporting events, and the 
World Cup is without question the 
world's most important sporting event - 
so reliability and signal integrity and 
quality have to be very high." 

During the 33 -day event, which 
kicked off on June 10, PanAmSat trans- 
mitted more than 15,000 hours of cov- 
erage to broadcasters in more than 25 
countries. With the deployment of 13 
mobile uplink facilities, PanAmSat pro- 
vided feeds to broadcasters and news 
agencies via its PAS -I, PAS -3 and 
PAS -5 Atlantic Ocean region satel- 
lites; the PAS -4 Indian Ocean region 
satellite, and the PAS -2 Pacific Rim 
satellite. The company offered broad- 
casters 5:1 mobile multiple -channel- 

BT Broadcast Services used 12 
transportable earth station trucks like 
this one to transmit footage from 
stadiums to the IBC. 

per -carrier platforms as well as 45 Mb /s 
digital video transmission and ATM - 
over- satellite capabilities. 

While PanAmSat used several mil- 
lion dollars worth of encoding equip- 
ment from various manufacturers, BT 
Broadcast Services employed NDS 
digital satellite newsgathering (DSNG) 
systems for 4:2:0/4:2:2 compression of 
digital video feeds transmitted to the 
UK's ITV Sports as well as a number 
of Argentine broadcasters. 

BT used 12 transportable earth -sta- 
tion (TES) trucks outfitted with NDS 
MPEG -2 encoders, to transmit footage 
from the stadiums to the International 
Broadcast Center (IBC). There the 

Andrew antennas receive CE certification 
Andrew Corp.'s entire line of 
earth -station antennas, 
including their motorized 
electronics components, 
have received CE certifica- 
tion. The CE (Conformite 
European) mark means that 
the products meet the Euro- 
pean Union's health, safety 
and environmental regula- 
tions. The CE mark is practi- 
cally a European Union 
passport for our earth -station antennas," says Dave Neubauer. Andrew 
Corp. product manager for earth -station antennas. European Union mem- 
ber countries are France, Germany, Italy. Belgium, the Netherlands, Lux- 
embourg, the United Kingdom. Ireland, Denmark, Greece, Spain, Portu- 
gal, Austria, Sweden and Finland. -Glen Dickson 
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footage was edited, multiplexed and 
encoded, using NDS MPEG -2/DVB 
systems. Edited feeds were beamed via 
satellite to the BT Tower in London for 
transmission throughout the UK. 

BT Broadcast Services also teamed 
with Wold International to deliver 
World Cup coverage to Argentine 
broadcasters. Wold has contracts with a 
number of Argentine broadcasters, 
including ARTEAR and America TV. 
BT provided and operated five digital 
TES vehicles outfitted with the NDS 
DSNG system for uplinking video from 
the venues through BT's Pont des Sèvres 
teleport in Italy and to the IBC for edit- 
ing. Programming was relayed to BT's 
Teleport at Marne la Vallee and 
uplinked on IS -806 (one of the six Intel- 
sat satellites set to be transferred to an 
independent spin -off company of Intel- 
sat, New Skies Satellites, N.V.). 

NDS also provided encoders to 
France Telecom; Mexico's Grupo 
Televisa, and Danish national broad- 
caster TV -2. NDS supplied the Euro- 
pean Broadcasting Union (EBU) with 
twelve 4:2:2 single -carrier -per -channel 
transmit /receive systems. 

According to NDS's Margot Field, 
NDS is increasingly seeing internation- 
al sports broadcasters using MPEG -2 
compression for transmission. 

Intelsat transmitted more than 31,000 
program hours of World Cup matches to 
broadcasters in 120 countries on 11 

spacecraft and satellite connections via 
GlobeCast earth stations. Intelsat experi- 
enced close to 100 percent success, 
according to the company's Ken Takagi. 

GlobeCast North America handled 
coverage services for broadcasters 
throughout the world, including ABC 
and ESPN. According to GlobeCast 
North America President Robert 
Behar, digital compression technology 
has advanced so much that sports 
broadcasters can use it with confi- 
dence. "When you go through a major 
event, such as the World Cup, and 
everything that you did was done in 
digital capacity and without any hitch- 
es, and all inherent problems that peo- 
ple thought were going to be there with 
the digital signals were not there," he 
says, "the barriers have been over- 
come, and everyone is now feeling 
comfortable using the digital domain." 

Intelsat's Takagi agrees that digital 
use has increased in the international 
sports broadcasting arena: "MPEG - 
2/DVB is becoming more accepted as 
an international standard, and that's 
what we saw with the World Cup." 
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Tellern tops CBS 
Entertainment 
Moonves stays in -house for successor; 
tapping CBS Productions veteran 
By Michael Stroud 

Ever since Leslie Moonves was 
named CBS Television president 
last April, a key question has been 

whether he would appoint another 
executive to replace him or put a group 
of executives at the top of the CBS pro- 
gramming arm. 

Last week Moonves answered the 
question, appointing longtime col- 
league and CBS Productions President 
Nancy Tellem to his former post as 
president of CBS Entertainment. 

The appointment of Tellern. who 
also worked with Moonves when he 
was president of Warner Bros., ensures 
that the CBS TV president will remain 
closely involved in programming even 
as he spends more time in his new 
duties overseeing sports and news, 
affiliate relations, sales and marketing. 

"It certainly frees me up," Moonves 
said in an interview. "I'm still going to 
be out here a lot on the West Coast. 
This is my home." 

Tellem, currently in charge of the net- 
work's in -house production unit and its 
business affairs unit, will in addition now 
oversee prime time, daytime, late night 
and Saturday morning programming. 

The appointment makes Tellern the 
second woman serving as the head of 
programming for a major broadcast 
network. Jamie Tarses is the president 
of ABC Entertainment. 

Moonves said he and Tellern will con- 
tinue to oversee CBS Productions, and 
no further senior executive changes are 
planned for the "near future." 

The appointment comes as Moonves 
expands CBS's in -house production 
operations. CBS has a stake in more 
than half of the shows on the network's 
fall slate, a sharp increase from last 
year's fall launch. 

Tellem says that her promotion from 
CBS Productions president to head of 
the entertainment division does not 
mean the network is looking to further 

increase its ownership of the programs 
it airs. "There is no goal of owning a 
percentage of the programs," she said. 
"We're charged with putting the best 
programs on the air." 

Emphasizing stability in CBS Enter- 
tainment's management ranks, Moonves 
also promoted eight other executives 
who have served under him at CBS 
Entertainment to the level of senior vice 
president: Gene Stein, who heads come- 
dy development; Nina Tassler, head of 
drama development; Terry Botwick, 
current programming and specials; 
Mitch Semel, East Coast programming; 
Peter Golden, talent and casting; Sunta 
Izzicupo, movies for television and 

miniseries; Chris Ender, communica- 
tions, and Kelly Kahl. program planning 
and scheduling. 

As if to tie up loose ends. Moonves's 
appointment of Tellem came after for- 
mer CBS Entertainment executive vice 
president Billy Campbell accepted a 
position as president of Miramax's 
new television division the week 
before. Campbell. once considered a 
prime candidate to replace Moonves as 
head of CBS Entertainment, left the 
network last spring. 

Stern's public parts 
Shock jock takes his act to broadcast 
By Joe Schlosser 

H()ward Stem met with 
the media last week 
to discuss his new 

weekend late -night series 
with CBS for the first 
time -and in true Stern 
fashion, he did it his way. 

The popular radio and 
TV talk show host, who 
held the press conference 
on his live syndicated radio program. 
told reporters and listeners that his new 
late -night effort will take down NBC's 
Saturday Night Live and make it "Sat- 
urday Night Dead." The Howard Stern 
Radio Show-his new syndicated TV 
series from Eyemark Entertainment - 
was scheduled to debut in more than 
75% of the country last Saturday. 

Clearances for Stem's project include 
12 of the 14 CBS owned -and- operated 
stations; the show will go head -to -head 
with Saturday Night Live in most mar- 
kets. Stern said the show will be "all the 

Stern vs. ' 

BROADCASTING i CABLE / AUGUST 24, 1988 

SNL' 

things we wanted to do on 
the E! show but couldn't 
afford to do." 

The weekly TV series. 
taped during the week. will 
be based out of Stern's 
daily morning radio pro- 
gram and will be like "Ed 
Sullivan on acid," accord- 
ing to the shock jock. He 
said that CBS executives 
have given him the green 

light on every piece of material he has 
attempted and that "as far as content 
goes, we can pretty much do or say 
everything." The always animated 
Stern said he is not worried that adver- 
tisers will shun the show because of 
the edgy, adult -themed material he 
uses on the radio. 

"If no one advertises, they can take 
the show off the air," he said. "The 
day I start caring about that is the day 
the show sucks. I hope a lot of the 
advertisers cancel, because I'll get 
higher ratings." 
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STATION BREAK 

Maxed out 
KMAx(TV) Sacramento is 

scrapping its evening 
newscast and abandoning 
its early prime time (7 -IO 
p.m.) for the traditional 8- 
I I. While the UPN station 
plans to expand its three - 
hour local morning news 
show, Good Day Sacra- 
mento, by half an hour, the 
overall reduction still 
means layoffs for perhaps a 
couple of dozen staffers. 

"Upon recent evalua- 
tion," says a statement from 
the Paramount stations 
group, "we have concluded 
that we can better serve our 
viewing audience and sup- 
port the overall growth of 
UPN by airing UPN's 
prime time programming 
from 8 -10 p.m.... We are 
grateful to the dedicated 
professionals at KMAX who 
have produced the station's 
nightly newscast." 

The move follows 
another withdrawal from 
news a month ago, when 
Paramount pulled the plug 
on its news operation at 
wroe(TV) St. Petersburg, 
Fla. While neither station 
nor group officials will 
discuss the decisions, the 
Florida station was sup- 
porting a 50 member -plus 
news department for a sin- 
gle -and not highly 
rated -hour of news in an 
extremely competitive 
market. 

Agent of change 
mnett's station group 

executives have been 
busy naming station 
heads -three in little more 
than a month. In Tampa, 
WTSP(TV) sales VP Noreen 
Walker was elevated to 
VP /general manager, to 
replace Steve Mauldin. 

By Ban Trigohoff 

Mauldin says he will be 
providing financial back- 
ing for a Dallas -based 
Internet business, ROI 
Interactive, and will start a 
talent agency to serve TV 
newspeople. Mauldin says 
he'd given notice to Gan- 
nett President Cecil Walk- 
er a few weeks ago and 
agreed to work through 
the end of the year unless 
his replacement was found 
before that. 

More abrupt, apparent- 
ly, was the 
departure of 
Alan Cart- 
wright from 
Gannett's 
Portland, 
Me., station 
WCSH (TV). 
Cartwright 
has been re- 
placed as 
VP, general manager, by 
Steve Thaxton, who had 
been VP, creative ser- 
vices, at Gannett's KARE 

(TV) Minneapolis and has 
been with Gannett for 15 
years, in two stints. He's 
also worked as a consul- 
tant for Frank N. Magid 
Associates. 

WCSH -TV and wt.Bz(TV) 
in Bangor were purchased 
earlier this year by Gan- 
nett fora reported $112 
million from Maine Radio 
and Television. Cartwright 
had been hired by the fam- 
ily of Maine Radio founder 
Frederic L. Thompson. 

In mid -July, Gannett 
replaced Robert Sullivan as 
president and general man- 
ager at its flagship station 
in Washington, wusA(TV), 
with NBC Asia executive 
Richard Reingold and 
longtime Gannett sales 
executive Richard Dyer. 
Local publications had 

reported that WUSA was 
experiencing low morale as 
well as lowered ratings. 
Gannett has treated all 
three changes separately. 

Dog gone 
KoFV -TV's new look 
calls for a pet -chop: 

Viewers' pets will no 
longer be featured on the 
San Francisco station or 
its Website. The popular, 
homey pet shots -for 
which viewers sometimes 

KOFY -TV's Old 
look gives way 
to the new -new 
call letters and a 
new newscast. 

BROADCASTIVG 

an of Dallas's WFAA -TV, 
Turner began as a camera- 
man and has worked up 
through the ranks since 
1953. He became manager 
of engineering in 1996. 

Star search 
Chicago -area malls will 
provide the set for a 

network casting call host- 
ed by WMAQ -TV to fill tal- 
ent slots in new and exist- 
ing NBC daytime shows. 

Men and women 18 to 
25, "attractive, 
dynamic and physi- 
cally fit" are invited 
to give a taped read- 
ing at the Randhurst 
Shopping Center in 
Mount Prospect, III., 
on Thursday and Fri- 
day (Aug. 27 and 28). 

Winners could land a role 
on Days of Our Lives, 
Another World or Sunset 
Beach -as did actor Jason 
George, who also recently 
co- hosted the daytime 
Emmy awards. Other 
stops on the national talent 
search include Miami; 
Dallas; San Diego; Provi- 
dence; R.I.; Washington, 
and Philadelphia. 

No excuses 
What may be the first 
TV commercials fea- 

turing Monica Lewinsky 
won't be used to sell jeans 
or dairy products -but 
rather so- called reform 
politics. Two -term Repub- 
lican state senator Dan 
Page of North Carolina is 
using the image 3f the for- 
mer White House intern 
on various newspaper and 
magazine covers as a 
backdrop for his message 
about ending scandalous 
politics by voting for him 
to unseat Democratic Con- 
gressman Bob Etheridge. 

waited 
years - 
will end 
Sept. 14. 
The pet 
shots are 
a throw- 
back to 
the own- 

ership of J Gabbert. The 
new proprietors, Granite 
Broadcasting, say they 
want a new look, more 
closely aligned with the 
WB affiliation. Even the 
call letters are changing - 
to KBWB -TV. Also on Sept. 
14, the network will 
launch an hour -long 10 
p.m. newscast, to be 
anchored by Cheryl Hurd, 
who was a reporter at 
KPIX-TV. The station, 
which hasn't had a news- 
cast for eight years, will 
share resources with San 
Jose co -owned station and 
ABC affiliate KNTV (TV) 
and will maintain a bureau 
in San Francisco. 

Turner upped 
at Belo 

ubert L. Turner has 
III been promoted from 
manager to VP, engineer- 
ing, for Belo's broadcast 
division. A 45 -year veter- 

AUGUST 24, 

All news is local. Contact 
Dan Trigohoff at (202) 
463 -3710, fax (202) 429- 
0651 or e -mail t9 
d.trig(d`cahnerc.com. 
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GET WITH 

Cassidy exits 
` Hollyweird' 

Fox's troubled drama 
Hollyweird appeared a 

likely candidate for can- 
cellation last week after 
co- executive producer 
Shaun Cassidy abruptly 
left the show. In a letter 
released by Studios USA, 
the producer said he was 
withdrawing from pro- 
duction after spending 
"much of the last year 
trying to fix something I 
never viewed as broken 
in the first place. The 
pilot that Fox bought was 
as fresh and original as 
anything I have been 
involved with." The 
show's other co- execu- 
tive producer is film hor- 
rormeister Wes Craven. 
Cassidy will retain a 
development agreement 
with Studios USA, a 
spokesperson says. Holly - 
weird, which mixes 
crime, Hollywood glam- 
our and the macabre, has 
been under extensive 
revision in recent weeks 
after Fox decided the plot 
line was too confusing, 
sources say. When Fox 
was dissatisfied with the 
latest changes, Cassidy 
decided to quit, according 
to sources. A Fox 
spokesperson said that 
the network respects Cas- 
sidy's position and called 
his departure "unfortu- 
nate." Cassidy produced 
last summer's Roar series 
for Fox and American 
Gothic for CBS. 

Sports bite 
ABC's new half -hour 
SportsNight will pre- 

miere on Tuesday, Sept. 
22 with an episode in 

HE PROGRAM I 

By MIcMnI Stool all Jo ScMbsnr 

which colleagues of pro- 
tagonist Casey McCall 
(Peter Krause) try to snap 
him out of a funk brought 
on by his divorce before 
the network brass lose 
patience. The pilot is part 
of the Imagine Television 
show's attempt to weave 
serious plot lines into the 
comedy. 

Imagine a new 
TV team 

magine Television, 
I rounding out its TV 
appointments under presi- 
dent Tony Krantz, has 
promoted one executive 
and hired two others. 
Imagine, affiliated with 
Ron Howard and Brian 
Grazer's Imagine Films, 
promoted Nena Rodrigue 
from senior vice president 
to executive vice president 
as part of a new three -year 
deal. In other appoint- 
ments: Former ABC 
drama director Sonja Piper 
has been named Imagine 
Television's vice president 
of development and cur- 
rent programming; former 
New York literary agent 
Jennifer Robinson has 
been named Imagine Tele- 
vision's director of devel- 
opment and current pro- 
gramming. 

Bader promoted 
ABC Entertainment has 

promoted Jeff Bader 
from vice president to 
senior vice president for 
program planning and 
scheduling. Bader is 
responsible for day -to-day 
scheduling and long -range 
strategy for prime time 
entertainment as well as for 
acquiring feature films for 
the network. He will con- 
tinue to report to ABC 
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Entertainment President 
Jamie Tarses. 

Singin' at ABC 
Stanley Donen, who 
directed such film clas- 

sics as "Singin' in the 
Rain" and "Seven Brides 
for Seven Brothers," will 
make his television direct- 
ing debut during the 1998- 
99 season with a two -hour 
made -for -TV movie on 
ABC. Love Letters, based 
on the international hit 
play of that name by A.R. 
Gurney, will explore the 
lifelong relationship 
between a man and a 
woman. Doney joins other 
top filmmakers- includ- 
ing Francis Ford Coppola, 
Barry Sonnenberg and 
Jerry Bruckheimer -who 
have made contributions 
to the small screen over 
the past year. 

Townsend 

Townsend in 
PolyGram gig 

PolyGram Television 
has signed actor/ 

comedian /producer 
Robert Townsend to host 
its upcoming syndicated 
weekly Motown Live. 
PolyGram executives 
also announced that Mary 
J. Blige, Wyclef Jean, 

Chaka Kahn and Earth 
Wind and Fire are among 
the first acts for the 
show's initial season. 
Three or four musical 
groups will be featured in 
each show. Townsend, 
who stars in and execu- 
tive- produces the WB 
series The Parent 'Hood, 
will start his new gig on 
Sept. 28. 

Scripps- Howard 
sells slate 

Scripps Howard Pro- 
ductions has sold its 

development slate to pri- 
vately held Irish company 
World 200 Entertainment 
Ltd. Among the dozen or 
so projects are The Unex- 
pected Mrs. Pollifax, 
starring Angela Lansbury 
(for CBS); The Black- 
stone Chronicles, a four - 
hour miniseries for ABC, 
and a four -hour "science- 
fact" series that is being 
co- produced with NBC.' 

Mandel scores 
Paramount Domestic 
Television's The 

Howie Mandel Show 
scored a 1.7 national rat- 
ing for the week ending 
Aug. 9, according to 
Nielsen Media Research. 
The rating equaled the 
show's best weekly num- 
bers, a mark set during 
Mandel's first week on 
the air in June. Mandel's 
guests during the week of 
Aug. 9 included Jenny 
McCarthy and Whoopi 
Goldberg. 

`Animal Rescue' 
clears 90% 

elco Productions, Inc. 
has cleared its weekly 

series Animal Rescue in 
more than 90 percent of 
the country for fall 1998. 
Clearances include CBS-TV 
New York, wctu -Tv 
Chicago and KNBC(TV) 
Los Angeles. 
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24. Home lmprvmnt 6 9/14 

4 - 31. Soul Man 
yG 

46 Spin City 
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4 
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6.2 11 

0710 

26 Dharma & Greg 6 7 11 

30 Maximum Bob 6 5.12 

7.2/13 

25. JAG 6.813 

29. Dharma & Greg 6.6/13 

37. Two Guys, a Girl 5.911 

19 Drew Carey 7.3 13 

15. Whose Line Is It 7.9/14 

46. CBS Tuesday Movie - 
Element of Truth 5.7 10 

5.0/9 
74. The Nanny 4.5/9 

74 Style & Substance4.5 /9 

35 Public Eye with Bryant 

Gumbel 4 9'9 

7.5/13 
62. Mad About You 5.0'10 

68. NewsRadio 4.7 9 

18. Frasier 7.613 

26.3rd Rock fr /Sun 6.7,11 

2. Dateline NBC 10.4/19 

6.4/12 
79.3rd Rock fr /Sun 4.1/8 

77 Working 4.2x8 

40 3rd Rock fr /Sun 5 8/10 

60. Stressed Eric' 5.1 /9 

5.7/10 

2.3/4 

98 7th Heaven 2 4 4 

112 Good News 

107 Sparks 

1.6/3 

1.8/3 

102. Buffy the Vampire 

Slayer 2 -13 

82 King of the Hill 4 0 8 

74 King of the Hill 4 5.8 

20. Guinness World 

Records 7212 

1.6/3 
104. Moesha 1.9 4 

109 Clueless 1.7 3 

2.6/5 
95. Bulfy the Vampire 

Slayer 25/5 

3.6/7 

85 Fox Summer Movie 

Special Blade Squad 

3.6 7 

} 
4 : 

Z 8:30 

a 9:00 

9:30 

10:00 

17. PrimeTime Live 7 8 14 

4.8/9 
86. Touched by a Dolphin 

326 

62. ABC News Summer 

Thursday 5 0/9 

34 Nightline in Primetime 
U11 

6.9/14 
00 Sabrina /Witch 5.6/13 

50 You Wish 

50 Chicago Hope 5.6/10 

7.0/13 

71 Promised Land 4.6'9 

20 Diagnosis Murder 
7.2/12 

8.48 Hours 9.1/16 

5.8/12 
46. Kids /Darndest 

3. Dateline NBC 9.7/17 

9.1/16 
11. Friends 8.5/17 

13. Suddenly Susan 8.2/15 

6. Seinfeld 9.3/16 

3. Just Shoot Me 9.7/16 

5.ER 

5.1/10 
5.7/13 

65 NBC Friday Night 
Movie -Tom Clancy's 

Op Center, Part 1 

4.9/10 

5 6'12 40. Candid Camera 5.8/12 

32 Boy Meets Wrld 6.1 12 50 Unsolved Mysteries 

9.4/17 

58 Teen Angel 5.5 11 5.6/11 

5.3/10 
50. World's Wildest Police 

Videos 5.611 

60 Fox Files 5 1,9 

112 In the House 1.6.3 

114 Clueless 1.3/2 
92. Dawsoi's Creek 26 5 

7 20/20 

4.4/9 

9 2'18 34 Nash Bridges 6 0 12 

79 America's Funniest 

Home Videos 4 1 9 

71 ABC Saturday Night 

Movie -Have You 

Seen My Son? 4 6/9 

3.9/7 

87 Wonderful World of 

Disney -The Ransom 

of Red Chief 3 1 6 

5.6/12 

46. NFL Preseason 

Football- America 

Bowl: Seattle 
Seahawks vs. San 

Francisco 49ers 5.7/1 

9.0/16 

1.60 Minutes 11.4/23 

10. Touched by an Angel 

8.6/16 

50. Dateline NBC 5.6/11 

4.5/9 
84. National Geographic 

Special 3.7 8 

2.4/5 
92. Getting Personal 2.6 6 

95. Getting Personal 2 5 5 

99. Millennium 23'4 

5.5/12 
71. Cops 611 

2.1/4 

104 The Sentinel 1.9 4 

2.6/5 
102 Wayans Bros 2 1 4 

90 Jamie Foxx 2.7 5 

99. Star Trek: Voyager 

234 
90. The Wayans Bros. 2.7 5 

88. Steve Harvey 2.8.'5 

50 Cops 5612 

65 NBC Saturday Night 

Movie -Tom Clancy's 

Op Center, Part 2 

4.9 10 

6.7/12 
82. NBC Special: You Be 

the Judge 4 0 8 

37 AMW: America Fights 

Back 5.9.12 

22. Dateline NBC 7.0 13 

5.7/11 

nn NFL Preseason 5.7/12 

79 World's Funniest! 4.1 8 

37 The Simpsons 5 9/11 

26. The Simpsons 6.7/12 

6E . ABC News Special: 

Crisis/White Hous 4 7 8 

61 The Practice 4 7 8 

14. CBS Sunday Movie - 
Friends at Last 8 0 14 

15 NBC Sunday Night 

Movie -Tommy Boy 

7.9/14 

WEEK AVG 

STD AVG 

5.6/11 6.5/12 6.6/12 

40 The X -Files 5.8 10 

4.9, 9 

7.6/13 8.8/15 9.5/16 6.4/11 

KEY: RANKING /SHOW'PROGRAM RATING /SHARE' 

TOP TEN SHOWS OF THE WEEK ARE NUMBERED IN RED 

TELEVISION UNIVERSE ESTIMATED AT 98.0 MILLION 

HOUSEHOLDS: ONE RATINGS POINT IS EQUAL TO 980.000 TV 

HOMES YELLOW TINT IS INNER OF TIME SLOT 

(NR)=NOT RANKED: RATING/SHARE ESTIMATED FOR PERI- 

OD SHOWN 'PREMIERE SOURCES: NIELSEN MEDIA 

RESEARCH. CBS RESEARCH GRAPE IC BY KENNETH RAY 

109. The Parent 'Hood 1.74 

104 The Parent 'Hood 1.94 

101 Sister, Sister 2 2 4 

92. The Smart Guy 2 6 5 

88 Unhap Ever After 2 -8 5 

95. Uihap Ever After 2.5 4 

1.8/3 2.4/4 
2.6/4 2.9/5 
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Name 

Address 

City 

Phone 

Meet television 
top executives 

with one easy step... 
(...STEP ONE) 

REGISTRATION 

Seating is limited. Registration is on a first -come basis. 

Title 

State 

Fax 

Zip 

Registration fee is $395 

Check is enclosed 

I wish to pay by credit card Cl Amex Visa Cl MasterCard 

Card Number 

Expiration Dater 

Signature 

Use this form to register by FAX: 212.337.6950 

To register by phone or for more information call: Steve Labunski at 212.337.7158 

To register by mail, send to: Steve Labunski 
Broadcasting & Cable 
245 West 17th Street, New York, NY 10011 

Please make all checks payable to Interface XII. 

;ALL STEVE LABUNSKI AT 
(212)331 158 

FOR MORE INFORMATION 
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SEPTEMBER 17, 1998 

SUPERPANEL 
2:00 PM - 4:00 PM 

Ken Auletta Nlarc ('arse lohn Hendricks Lowest (Bud) Parson Scot' Sass:. 

Herb Scaniwll HoN and Stringer Barn Thurston 

TECHNOLOGY PANEL 
9:45 AM - 10:45 PM 

Jim Carnes 

Richard E. Wile! Don West, ¿t' deru'or 

FINANCIAL PANEL 
11:00 AM - 12 00 'M 

Gary Shapiro Steve Guggenheimer Dennis Leibowi a Paul Swaeney 

Charles Jablonski Stephen Weiswasser I)on West, Moderator Tom Wdzien 

Pete- E :rsky 

David lanaoner Luu Dot 

EMPIRE STATE BALLROOM - GRANO IYATT HOTEL 

42nd Street between Park Aveneue and Lexington Avenue 
Registration fee: $395 ($100 for students) 
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AM holds its own in '98 
Talk, personalities to the rescue 

By John Merli 

AM radio has survived- despite 
technically superior competition 
from FM and other electronic 

media -primarily because of talk for- 
mats and talkers. 

But a recent study also suggests that 
at least a dozen other formats have 
helped to keep AM afloat. In fact, an 
analysis by radio marketing firm 
Interep Research points to more than 
15 formats "with considerable pres- 
ence" on the AM dial today. In the top 
25 metro markets, according to Arbi- 
tron spring 1998 numbers, AM radio 
now reaches 50% of adults 18 -plus 
weekly and achieves a 20% share of 
total radio listening. 

The largest shares of AM listening 
are in San Francisco, San Diego, St. 
Louis, Seattle. Chicago, Boston, Pitts- 
burgh, Miami, New York, Detroit and 
Kansas City. These markets range in 
shares between about 22% and 28 %. 
Several other large markets are not far 
behind. While morning drive com- 
mands the largest shares nationally, 
the report finds that AM program - 
ming's reach stays consistent through 
much of the broadcast day. Also, com- 
bining the most popular AM formats 

of news /talk, all -talk. sports. Spanish - 
speaking and religious. the study finds 
that the less popular half of the radio 
dial delivers above- average percent- 
ages of upscale, educated, white -collar 
consumers. 

The study also seems to challenge 
the myth that AM listeners generally 
are your father's Oldsmobile -that is. 
skewing primarily toward older con- 
sumers. Although AM does have large 
percentages of older listeners in sever- 
al formats compared with FM (38% 
are 55- plus), Interep says more than 
half (53%) of listeners are found in the 
more advertiser -friendly 25 -54 age 
demo. 

The spoken word commands the 
largest slice of the AM dial, but not by a 
lot: News /talk (12% ), all -news (414 ), 

Spanish news /talk (4 %) and all -talk 
(11%) combined account for 31% of 
AM listening. But double -digit shares 
are attributed to religious programming 
(12 %), Spanish- speaking (I I %) and 
sports (10 %), while gospel and adult 
standards both have a 9% share. Nation- 
ally, niche AM formats included in the 
study are urban (4% ): kids program- 
ming and variety (both 3%). and coun- 
try, adult contemporary, oldies. and 
contemporary Christian (all 2% ). 

Chancellor takes seven of 10 
Also claims first- or second -place stations 
in 12 of top 17 largest metro markets 

By John Merli 

Chancellor Media reports that an 
analysis of the spring 1998 Arbi- 
tron ratings places its I08- station 

owned -and- operated group as the top - 
rated radio entity in seven of the coun- 
try's top 10 markets, including lead 
positions in New York, Chicago and 
Philadelphia. 

Chancellor stations also hold top 
positions in San Francisco, Detroit. 
Houston and Washington. With report- 
ed ratings improvement in the second - 
largest market -Los Angeles -and in 
San Diego, Dallas. Boston, Miami and 
the Twin Cities. ('hancellor contends it 

now owns or operates the number -one 
or number -two outlets in a dozen of the 
17 largest metro markets. 

Chancellor Media CEO James de Cas- 
tro says that unique marketing cam- 
paigns. intense research and innovative 
programming largely are responsible for 
his group's increased reach, as well as 
"our ability to attract talented people 
land] developing new station properties." 

Chancellor holds additional properties 
in television and outdoor advertising. 
with 14,5(K) display faces in more than 
20 markets (generally billboards). Apart 
from its 108 radio stations in 22 large 
and major markets, it also has a number 
of syndicated radio programs. 
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Religious 
broadcasters 
band together 

In an unusual cooperative ven- 
ture designed to overcome tech- 
nical roadblocks to delivery of 
their future programming, several 
major religious broadcasters are 
teaming to form a Christian Radio 
consortium. 

The group's objective is to 
develop a new digital platform for 
broadcasting their religious pro- 
grams to affiliates. The idea of a 
common effort was first con- 
ceived at NAB '98 last April in Las 
Vegas. 

Christian radio, one of the 
most popular formats on the AM 
dial, largely has been served by 
SpaceCom's FM2 technology 
since 1985. However, with 
increased demands for satellite 
time, the carrier no longer will be 
available to religious program- 
mers as of March 2000, accord- 
ing to one of the consortium's 
members, Ambassador Inspira- 
tional Radio. 

Exploring a newer method of 
satellite delivery, digital video 
broadcasting, the consortium 
will examine a more advanced 
bandwidth- efficient digital sys- 
tem (including compression) 
that can deliver audio, video and 
data via both satellite and ter- 
restrial streams. Ambassador 
says that a detailed specification 
for hardware performance 
expectations already has been 
submitted to satellite manufac- 
turers. 

The consortium members - 
Ambassador, In Touch Ministries, 
Moody Broadcasting Network, 
RBC Ministries, Salem Radio Net- 
work, SkyLight Satellite Network 
and USA Radio Networks -will 
provide "an extended period of 
redundancy [simulcasts]" to allow 
affiliates enough time to make the 
technical transition. Ideally, the 
group says, the new delivery sys- 
tem eventually will allow a station 
to use only one dish and receiver 
for all satellite providers of Christ- 
ian programming. -John Merli 
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Sweeney heads Disney /ABC cable 
Succeeds Laybourne atop nets including E!, Lifetime and A &E 

By Donna Petrouello 

pnne Sweeney has been named 
president of Disney /ABC Cable 
Networks, filling the vacancy left 

when Geraldine Laybourne departed 
last May. 

Sweeney will continue as president of 
The Disney Channel and Toon Disney, 
but will also begin overseeing ABC's 
interests in Lifetime Television, A &E, 
The History Channel and E! Entertain- 
ment Television. Sweeney will not, 
however, oversee ESPN, although that 
network is owned by ABC. Disney offi- 
cials said that ESPN remains under the 
oversight of ESPN President Steven 
Bornstein. Laybourne also was not 
involved with the ESPN operations. 

Sweeney says she will "keep one eye 
focused on the audience and the other 
on the future" with regard to develop- 
ing a strategic direction for all of Dis- 
ney /ABC's cable networks. 

"I think the future should be looked at 
through the eyes of the consumer, and 
we should be sensitive not only to the 

changing industry but 
also to how our audience 
is changing," she says 

Sweeney cited Life- 
time Television's com- 
mitment, through pro- 
motions and program- 
ming efforts, to find a 
cure for breast cancer as 
"an indication of paying 
attention to your audi- 
ence and what they need 
to know about." 

And perhaps with an 
eye on the relaunched 
Family Channel and 
pending Pax TV, she 
also patted The Disney 
Channel on the back for responding to 
its audience by airing family programs 
"every night in prime time and 
throughout the day" and for "giving 
people more opportunities to feel good 
about being a family." 

Sweeney will oversee ABC TV's One 
Saturday Morning children's program- 
ming block, hoping to build the block as 

Sweeney has her eye on the 
audience. 

a "special event that hap- 
pens once a week" for 
ABC's target audience of 
children 6 -11. 

Sweeney was named 
president of Disney 
Channel and executive 
vice president of Dis- 
ney /ABC Cable Net- 
works in February 1996. 
Under Sweeney, Disney 
has expanded from 15 
million to 42 million 
subscribers, a growth 
that was hastened by the 
network's migration 
from a pay service to a 
basic channel. 

Sweeney also oversaw tl-,e launch last 
April of Toon Disney, Disrey's animat- 
ed cable network, which claims 6 mil- 
lion subscribers. Before joining Disney, 
Sweeney had been chairman of FX Net- 
works since 1993. She a'so spent 12 
years at Nickelodeon/Nick At Nite in a 
number of roles, most recently as senior 
vice president of program enterprises. 

Echostar ramps up data delivery 
Signs distribution deal with EnterMedia Network for PC /TV service 
By Price Colman 

In a "Dish does data" 
move, EchoStar Com- 
munications Corp.'s 

Charlie Ergen is quietly 
preparing to launch a con- 
sumer- oriented data ser- 
vice in the fourth quarter. 

EchoStar already is 
providing satellite- deliv- 
ered data to niche markets 
through AgCast, an agri- 
cultural report, and Sig- 
nal, a stock report. 

The new consumer service, which 
will go initially to personal computers 
and eventually to TVs, will be 
EchoStar's entry to the broadbased 
data market, but it will be distinctly dif- 
ferent from the Internet access service 
that competitor DirectPC is providing. 

In an effort to conserve bandwidth, 

EchoStar will employ a 
broadcast delivery model. 
Last week, the Littleton, 
Colo. -based DBS compa- 
ny announced its first dis- 
tribution agreement with 
EnterMedia Network Co. 
of Sunnyvale, Calif. 
EnterMedia describes 
itself as provider of sched- 
uled interactive broadcast 
programming. According 
to Russ Lujan, executive 
vice president and co- 
founder of the start -up, 

EnterMedia takes recorded or live pro- 
gramming and imbeds such interactive 
features as chat rooms, polling and 
video streaming. 

EnterMedia launched its EMNet- 
work on the Web (www.emnetwork. 
corn) June 17. Through the four -year 
distribution agreement with EchoStar, 

EnterMedia plans to distribute EMNet- 
work not only to PCs but also to TVs. 

That meshes with EchoStar's plans, 
which include launching the data -to -PC 
service in time for the holiday selling 
season and following up in the first 
quarter of 1999 with a TV version. That 
version will use a WebTV -like set -top 
box to present data on the screen. The 
PC service will require a dish antenna 
and a peripheral connection inter- 
change (PCI) card in the PC. 

EchoStar plans to offer three differ- 
ent groups of products: "best of the 
Web," enhanced TV and interactive 
channels. "Best of the Web" will fea- 
ture 300 -500 of the most popular Web - 
sites: enhanced TV will feature pro- 
gramming with certain interactive fea- 
tures: interactive channels will be 
along the lines of EMNetwork. 

DirectPC's Internet access product 
guarantees speeds of 400 kilobits per 
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second. With charges of $450 for hard- 
ware and installation and $40 a month 
for limited high -speed Internet access, 
it's not only expensive, but also band- 
width- hungry. Some DirectPC cus- 
tomers are reportedly leaving computers 
on around the clock and acting as their 
own Internet service providers (ISPs), 
reselling the service. That puts even 
more pressure on the limited bandwidth 
available from satellite transponders. 

EchoStar's use of a "push" technolo- 

gy instead of the "pull" technology 
common to the Internet (PointCast, an 
exception, employs push technology) is 
meant to maximize the revenue per bit. 
says a company executive. 

"The economics of DirectPC don't 
make sense to us," says the executive. 
"We're trying to put content up there 
that people are willing to pay for." 

Thus, instead of charging a flat -rate 
connection fee, EchoStar will allow cus- 
tomers to select from a menu of services 

with different monthly fees. Subscribers 
will be able to buy a single service, sev- 
eral services or the entire package. 

With EMNetwork signed on as the 
anchor tenant for EchoStar's planned 
offering, the DBS provider is working 
out other distribution agreements and 
pricing. Other likely offerings include 
weather information, sports scores. stock 
quotes and news /inforniation services, 
possibly including a full -text electronic 
version of the Wall Street Journal. 

Fox Family finds kids 
Debut numbers show slight household 
improvement hut stronger 2 -11 numbers 
By Donna Petrozzello 

The household ratings for Fox 
Family Channel's debut weekend 
improved slightly on the Family 

Channel it replaced, although it drew a 

much larger audience of children than 
Family had been drawing recently. 

Fox's revamped Fox Family Chan- 
nel launched at noon Aug. 15 with a 

mix of children's shows, prime time 
movies and original comedy series. 
According to Nielsen data, during Fox 
Family's first two days of program- 
ming -Aug. 15 and 16 -the network 
earned a 1.1 rating/789,000 homes for 
total -day ratings on Saturday, Aug. 15, 

and a 1.1/794,000 homes for the fol- 
lowing Sunday, across total dayparts. 

Compared with Family Channel's 
average 1.0 rating/725,000 homes on 
Saturday and 1.1 /800,000 homes on 
Sunday in total day, Fox Family comes 
out just slightly ahead. Ratings for Fam- 
ily Channel were calculated by Nielsen 
based on an average measured between 
July 1, 1998 and August 14, the first six 
weeks of the current third quarter. 

Fox Family Channel President 
Richard Cronin says that the essential- 
ly flat household rating is still "a win" 
because Fox Family's rating has a larg- 
er percentage of children and young 
adults. "The old Family Channel's 
household ratings had been driven by a 

50 -plus audience, and we've been say- 
ing that Family Channel needed to live 
up to its name and put on shows that 
families could watch together," Cronin 
says. "Our goal was to target families 
with kids at home, and we'll be thrilled 
if the household ratings stayed the 
same as long as we continued to grow 

the younger demos." 
In prime time, Fox 

Family did better. 
Anchored by the 
movie "Mrs. Doubt - 
fire." which earned a 

3.4 rating in the 8 

p.m. -10:30 p.m. 
time slot, Fox Family 
achieved a 1.7 rating/ 
1.2 million homes on 
Saturday 6 p.m. I 
a.m., compared with Family Channel's 
average 1.1/814,000 homes tallied over 
the first half of the last quarter. 

On Sunday in prime time, however, 
the networks were virtually equal. Fox 
Family pulled in a 1.3/964.000 homes 
with a live Spice Girls concert -which 
earned a 1.8 household rating -and its 
premiere of the original TV movie 
National Lampoon's Men in White. In 
Sunday prime time, Family Channel 
averaged a 1.3/958,000 homes, accord- 
ing to Nielsen. 

Fox Family drew a noticeably larger 
audience of children ages 2 -II and 
adults ages 18 -49, the age groups that 
Cronin says the network specifically is 
trying to lure. Cronin crowed over the 
size of Fox Family's children's audi- 
ence, which in some dayparts was 
triple the number that Family Channel 
captured. 

According to Nielsen, Fox Family 
earned a .3 rating with children ages 2- 
I 1 on Saturday from noon to 6 p.m. and 
a .6 rating on Sunday from 7 a.m. to 6 
p.m., dayparts in which Fox Family 
aired the bulk of its children's shows. By 
comparison, Family Channel delivered 
an average .1 rating with kids ages 2-11 
on Saturday and Sunday in the most 

The lineup of the Fox Family Chan- 
nel skews more toward a younger 
audience than did that of its 
predecessor. The Family Channel. 
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recent six weeks. 
Among adults 18- 

49. Fox Family deliv- 
ered a .9 rating in 
prime time on Satur- 
day and a .7 rating in 
prime time on Sun- 
day. compared with 
Family Channel's 
average .4 rating with 
the same age group 
on both nights. 

Despite attracting a 

larger number of 
viewers under age 50, 
Cronin says the chan- 
nel didn't alienate 
older viewers who 
make up a good share 

of Family Channel's audience. Cronin 
says 49(4 of the audience for "Mrs. 
Doubtfire" on Saturday night was at 
least 50 years old. 

"It was really mission accomplished, 
because we're trying to bring more 
young viewers to the channel," says 
Cronin. "The primary target was kids, 
and parents were a secondary target. But 
we're also trying to keep as many of the 
older viewers as we can, and we're 
happy to see that we got such a big 50- 
plus number with 'Mrs. Doubtfire.'" 

Cronin admits he was "nervous" 
about opening- weekend ratings. Fox 
announced at least a year earlier it 
planned to launch Fox Family on Aug. 
15, giving the competition ample time 
to counterprogram. Cronin says Fox 
Family was challenged by The Disney 
Channel's "The Lion King," Discovery 
Channel's Titanic Live. Nickelodeon's 
debut of a new Rugrats episode and 
four hours of Spice Girls on MTV dur- 
ing Fox Family's debut weekend. 

"We were nervous going into the 
weekend, so we were thrilled and 
relieved to get the numbers that we 
did," says Cronin. "But it'll take a few 
weeks to see which shows are success- 
ful and which aren't." 
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Dark times for Source's Brite idea 
Source Media takes write -down after talking yellow pages purchase proves a drain 
By Price Colman 

Surce Media's acquisition of a 

"talking yellow pages" company 
w as supposed to boost revenues 

:u it. IT Network division and provide 
capital for the Dallas company's cable - 
related ventures. Instead, the deal has 
turned sour and taken a big bite out of 
Source's second- quarter earnings. 

After buying Brite Voice Systems' 
electronic publishing division for 
$35.6 million in October 1997 (at the 
same time it bought similar operations 
from Tribune Media Services' Voice 
News Network for $9 million), Source 
was forced to take a $25.9 million non- 
cash write -down in the second quarter. 

The reason: Source lost millions of 
dollars in Brite Voice customer con- 
tracts when those customers opted to 
go with another content and sales ser- 
vice provider. Source in April sued 
several ex Brite Voice staffers, essen- 
tially claiming they took business that 
belonged to Source. Source in July 
sued at least one of the former cus- 
tomers for related reasons. 

Fallout from the problem -plagued 
acquisition of Brite Voice has been 
doubly painful for Source. Although 
the company showed significant year - 
to -year improvement in revenue and 
cash flow, the write -down amounts to 
nearly 73% of what Source paid for the 
Brite assets. Moreover, Source has 
acknowledged that lost Brite customers 
will continue to have a negative impact 
on the company's revenue and profits. 

Source wants to develop and launch 
its Interactive Channel on digital cable 
tiers. It also wants to sell its "virtual - 
modem" software, which permits cer- 
tain Internet access without hardware, 
to the cable operators. Source has four 
corporate -level agreements for the 
Interactive Channel -with Cablevision 
Systems, Century Communications, 
Marcus Cable and Insight Communica- 
tions. But three of those agreements are 
essentially dormant, with Insight alone 
likely to actively launch the Interactive 
Channel and virtual -modem service. 

Source announced the deal with 
Insight, whose president, Michael Will - 
ner, is on Source's board, at its July 
shareholder meeting. Insight plans to 
launch Source's Interactive Channel to 
its 91,000- subscriber Columbus, Ohio 

system by December. 
Source disclosed the loss of the for- 

mer Brite Voice customers Aug. 14, 
when it reported second -quarter finan- 
cial results. Source President Jahn 
Reed acknowledges that Source knew 
about the lost business in the first quar- 
ter but couldn't gauge the financial 
impact until the second quarter. Most 
of those customers informed Source in 

December 1997 or January of this year 
that they were leaving. 

"By the second quarter we began to 
assess what, if any, permanent value 
had been affected by the former 
employees." says Reed. "We made an 
accounting assessment and elected to 
take a write- down." 

There were other key developments 
during the second quarter. On May 19, 
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GAULE 

PanAmSat's 
Galaxy IV satel- 
lite, which provid- 
ed service to about 
one -third of Sour- 
ce's IT Network 
customers, went 
dark. Source was 

"We made an accounting 
assessment and elected 
to take a write-down." 

John Reed, president. Source Media 

able to serve manually those customers 
until service was restored from another 
satellite. Source reported the problem in 
its Aug. 14 earnings statement, noting 
that it was taking a 3-cent charge against 
second -quarter earnings because of 
costs associated with the outage. 

The timing of the disclosures has 
raised questions in some quarters. "I 
am surprised that the effects of the 
satellite outage and disruptions of the 
former Brite Voice customers on 
Source took so long to surface," says 
Curt Alexander of Media Group 
Research. 

Also on May 19 and the following 
day, a group of Source insiders sold mil- 
lions of dollars in Source shares. Reed 
previously has said that the sales simply 
resulted from early investors in Source 

taking some profits 
from the rising 
stock price. 

As for Source 
stock (Nasdaq: 
SRCM), it has 
been on a wild ride 
since April, when 

rumors surfaced that Source was about 
to be acquired. Price and trading vol- 
ume spiked in mid -April- ironically, 
about the time Galaxy IV malfunc- 
tioned-on speculation that Yahoo! 
was about to acquire Source. But the 
big action came in July as the rumor 
mill spit out Microsoft, Excite and At 
Home as potential buyers. 

Source stock hit an all -time high of 
$32.25 on July 14, prompting Nasdaq 
to halt trading and request comment 
from Source. Source officials waited a 

day and then said they could offer no 
explanation for the jump in prices. 
Shares have since fallen about 60% 
from the high and are trading in the $13 
range, in the process cutting Source's 
market capitalization from nearly $400 
million to about $165 million. 

CABLE'S TOP 25 

CHOICE 
TBS's Sunday presentation of the film "The 
American President" garnered the largest 
numbers ever for a basic -cable theatrical pre- 
miere, with a 6.6 rating and 4.9 million homes. 

Following are the top 25 basic cable programs for the week of August 10 -16, ranked by rating. Cable 
rating is coverage area rating within each basic cable network's universe; U.S. rating is of 98 million 
TV households. Sources: Nielsen Media Research, Turner Entertainment. Rating 
Rank Program Network Day Time Duration Cable U.S. 

Hits 
(000) 

Cable 
Share 

1 Movie: The American President' TBS Sun 8:01 P 150 6.6 5.1 4.963 11.3 

2 WWF War Zone USA Mon 10:00P 65 4.8 3.6 3,572 8.1 
2 NASCAR: DeVilbiss 400 ESPN Sun 12 :30P 180 4.6 3.6 3,532 12.7 
4 WCW Monday Nitro TNT Mon 8:00P 60 4.7 3.6 3,486 8.0 
4 WCW Monday Nitro TNT Mon 10:00P 63 4.7 3.5 3,478 7.9 
6 WCW Monday Nitro TNT Mon 9:00P 60 4.6 3.5 3,399 7.2 
7 WWF Raw USA Mon 9:00P 60 4.3 3.2 3,145 6.7 
8 WCW Thunder TBS Thu 9:05P 65 4.2 3.2 3,165 7.1 
9 Movie: The American President' TBS Sun 10:31P 150 4.1 3.2 3,096 9.1 

9 Titanic Live DISC Sun 8:OOP 120 4.1 3.1 3,035 7.0 
11 NFL Preseason: Tampa Bay vs Miami ESPN Thu 8 :15P 196 3.6 2.8 2,695 6.4 
12 WCW Thunder TBS Thu 8:05P 60 3.5 2.6 2,585 6.5 
13 WWF Sunday Night Heat USA Sun 7.00P 60 3.4 2.6 2,536 6.7 
13 Movie: 'Mrs. Doubtfiré FAM Sat 8:OOP 150 3.4 2.5 2,430 6.6 
15 South Park COM Wed 10:00P 30 3.3 1.8 1.720 5.5 
16 Movie: 'Overboard' TBS Sun 6:00P 121 3.1 2.4 2,347 6.6 
16 Rugrats NICK Sun 8:00P 30 3.1 2.3 2,296 5.6 
16 Rugrats NICK Sat 8:OOP 30 3.1 2.3 2,283 6.7 
16 Rugrats NICK Mon 7:30P 30 3.1 2.3 2,241 5.7 
16 Rugrats NICK Tue 7:30P 30 3.1 2.3 2,239 5.9 
21 Brady Bunch Marathon NICK Sat 8:0OP 30 2.9 2.2 2,141 5.7 
21 Diagnosis Murder FAM Mon 9:OOP 60 2.9 2.1 2,097 4.5 
21 Brady Bunch Marathon NICK Sat 11:00P 30 2.9 2.1 2,091 6.0 
21 Diagnosis Murder FAM Wed 9:00P 60 2.9 2.1 2,070 4.7 
21 Real World VII MTV Tue 10.00P 30 2.9 2.0 1,994 4.7 
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Basic on the 
up and up 
Basic cable growth continues 
at broadcasters' expense 
By Donna Petrozzello 

B 
asic cable networks topped 
broadcast networks in the ratings 
race again during the week of 

Aug. 10 -I6, with some networks shat- 
tering their personal bests. 

Basic cable channels earned a com- 
bined 25 rating /46.6 share -a new 
industry high -with 24.5 million homes 
during the week of Aug. 10 -16, accord- 
ing to Nielsen data as reported by the 
Cable Advertising Bureau. By compari- 
son, ABC, CBS, NBC and Fox together 
delivered a 23.6 rating/44.1 share and 
23.1 million homes, down from last 
year, according to Nielsen and the CAB. 

Compared with the same week last 
year, according to CAB analysis, basic 
cable ratings for August 10 -16 were up 
16.8 %; shares were up 16.2 %, and 
household delivery was up 17.9%. The 
same comparison for broadcast net- 
works' delivery shows that for the top 
four, ratings fell 10.9 %; share was 
down 10.9 %, and delivery was off by 
9.5% against the same week last year. 

Cable's strong returns were helped 
by record -setting ratings at TBS Super - 
station and Discovery Channel for pro- 
gramming on Sunday, Aug. 16. In 
prime time, TBS achieved a 6.6 house- 
hold rating/4.9 million homes with the 
premiere of the theatrical "The Ameri- 
can President" at 8 p.m. 

TBS says the movie, which aired the 
evening before President Clinton ad- 
dressed the nation about the Monica 
Lewinsky scandal, delivered the largest 
audience ever for a theatrical showing 
on basic cable. Only TBS's presenta- 
tion of the movie "Dumb and Dumber" 
approached it, delivering 4.7 million 
homes. 

TBS not only landed basic cable's 
best -rated show for the week of Aug. 
10 -16 but also outperformed the ABC 
News special Crisis in the White 
House, which aired Aug. 16 at 9 -10 
p.m., according to Nielsen data. An 
encore presentation of "The American 
President" later that night at 10:35 p.m. 
earned a 4.1 rating and nearly 3 million 
homes, according to Nielsen and TBS. 

Titanic Live drove in Discovery 
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Channel's largest audience of adults 25- 
54 to date. The two -hour prime time 
special featured a live broadcast from 
the ocean -floor home of the Titanic 
wreck. The show earned a 4.1 house- 
hold rating/7.0 share with slightly more 
than 3 million homes, according to 
Nielsen. Among adults 25 -54, the 8 -10 
p.m. special drew a 3.2 rating (2.9 mil- 
lion viewers). Discovery says the rat- 
ings make Titanic. Live the highest -rated 

documentary of 1998 on basic cable. 
Cable Advertising Bureau President 

Joe Ostrow says that the week's returns 
marked "a clear indication that basic 
cable's tremendous viewership growth 
momentum this summer will continue 
into the new television season." 
Ostrow also says that cable ratings in 
recent weeks "signal a new era in 
cable's outperformance of broadcast 
network television." 

HOOKED UP 

FCC asked 
to reconsider 
box decision 
T ime Warner and other 

groups have asked the 
FCC to reconsider a June 
decision aimed at promot- 
ing the commercial avail- 
ability of cable set -top 
boxes. Time Warner op- 
poses a provision that, ef- 
fective Jan. I, 2005, bans 
the sale or lease of cable 
boxes that incorporate both 
signal security and channel - 
surfing functions. The 
Wireless Communications 
Association and the Tele- 
communications Industry 
Association also oppose the 
rule. Time Warner says the 
ban "will be costly to con- 
sumers and will, in the long 
run, impede rather than 
facilitate the transition to 
digital video." 

Britt to lead 
TW Cable 

Time 
Warner Cable Ven- 

tures President Glenn 
Britt last week was named 
president and chief operat- 
ing officer of the entire ca- 
ble system division, replac- 
ing retiring executive James 
Doolittle. Britt will continue 
to report to Time Warner 
Cable Chairman Joseph J. 

Collins. Doolittle, 56, has 
been president of Time 
Warner Cable since 1992, 

By John M. Higgins 

re.tiponsible for a variety of 
internal financial and oper- 
ating elements. He'll leave 
at the end of the year. Britt, 
49, long has been the cable 
division's top deal- maker, 
engineering the acquisition 
and sale of cable systems. 
In recent years, he also has 
been in charge of new -busi- 
ness development, includ- 
ing telephone and high- 
speed data operations and 
deals related to those units. 
In his new job, Britt will 
keep his hand in the new- 
ventures side but will large- 
ly cede responsibility for 
system deals. Britt doesn't 
see major changes as a re- 
sult of Doolittle's exit. "I 
think our company has been 
running real well." he says. 

Comcast finds 
a Rainbow 

omcast Corp. plans to 
add Rainbow Media's 

regional news channel 
News 12 New Jersey to 
605,000 Comcast customers 
in that state. The additional 
homes -in Comcast's Tren- 
ton, Ocean, Meadowlands, 
Central, Plainfield, Mon- 
mouth, Jersey City and 
Northwest systems -will 
bring News 12 New Jer- 
sey's total sub base to 1.7 
million homes, or about 
93% of the state's cable 
consumers. Adelphia, Time 
Warner and Cablevision 

CAB -E 

Errata 
The "Fifth Estater" profiling Julie 
Dexter Berg in the Aug. 17 issue 
incorrectly reported that Ron Cop- 
per had left MediaOne. Cooper, 
who came to MediaOne from Con- 
tinental Cablevision, remains at 
the MSO as executive vice presi- 
dent of operations. 

systems in New Jersey al- 
ready carry the 24 -hour all - 
news channel. The majority 
of Comcast customers will 
receive News 12 starting 
November 1. Customers in 
Comcast's Northwest sys- 
tem will receive the channel 
starting July I, 1999, 
according to the MSO. 

MediaOne expands 
cable -telephony 

McdiaOne yesterday 
launched its residential 

cable telephony service in 
Jacksonville and Lighthouse 
Point, Ha. With these 
launches, MediaOne pro- 
vides its digital telephone 
service in four markets, the 
other two being Los Ange- 
les and Atlanta. Charges for 
the service begin at $21.95 

for one telephone line with 
call waiting, caller ID and 
three -way calling. Installa- 
tion and one month of ser- 
vice are free, as are the first 
three months of voice mes- 
saging. MediaOne has more 
than 250,000 cable cus- 
tomers in Jacksonville and 
150,000 cable customers in 
Lighthouse Point, near 
Pompano Beach, Fla. 
MediaOne and Cox Com- 
munications have been the 
most aggressive among 
cable operators in launching 
telephony. A number of 
other operators, including 
Cablevision Systems and 
Time Warner, have 
launched residential cable 
telephony on a limited 
basis, but they foes more 
on business customers. 

E! remake for fall 
As part of its revamped fall pro- 
gramming schedule, E! Enter- 
tainment Television will begin air- 
ing several of its original weekly 
series over multiple nights in 
prime time. Starting Sept. 28, El 
will air Fashion Emergency and Mysteries & Scandals 
Monday- Thursday at 6:30 p.m. and 7:30 p.m. ET, 
respectively. Likewise, The Gossip Show will be 
added as an hour weekend series starting Sept. 28. E! 
also plans to expand The E! True Hollywood Story 
from a Sunday night series to four nights weekly - 
Saturday through Tuesday -beginning in first quarter 
1999. E! also has committed to new seasons of E! 
News Daily and E! News Weekend, Celebrity Profile, 
Talk Soup and The Howard Stem Show. Starting Aug. 
23, E! is reconfiguring Stern's six -nighter to air Sun- 
day- Friday so as not to go up against Stern's Saturday 
late -night TV, debuting Aug. 22. E! President Lee 
Masters also says the network plans to produce more 
than 100 hour specials by the end of 1999. Tapes will 
include international travel spots, popular f'Ims, TV 
shows and celebrity homes. -Donna Petrozzello 

'E! True Hollywood 
Stories' expands to 
four nights this tell. 
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New York tower picture still fuzzy 
Negotiations for a digital tower site in the Big Apple drag on; interim solution sought 

By Glen Dickson 

The quest to find a site for a perma- 
nent community digital TV tower 
for New York City broadcasters 

remains at a standstill, according to 
sources close to the negotiations. And 
with winter fast approaching, the 
opportunity to perform the necessary 
construction to launch DTV in the 
spring is rapidly slipping by for several 
stations. 

In fact, NBC owned -and -operated 
WNBC(TV) already has told the FCC 
it won't make its May I, 1999, dead- 
line and is now shooting for a Nov. I, 
1999, target. "The reason the launch 
date has been moved back is the tower 
situation in New York," says WNBC -TV 
spokesperson Terry Doll. 

Only two New York stations, CBS 
O &O WCBS -TV and Fox O &O 
WNYW(TV), are proceeding with their 
DTV tower plans. That's because they 
plan to broadcast from the Empire State 
Building, not the World Trade Center. A 
coalition of 10 stations, including wces- 
TV and wNYw(TV), has been negotiating 
with the Port Authority of New York 
and New Jersey to erect a permanent 
digital tall tower on the south building of 
the World Trade Center. They also have 
suggested erecting a temporary "short" 
DTV tower on the World Trade Center's 
north building, where the existing NTSC 
community tower sits. But those negoti- 
ations haven't met with much success. 

"We have no agreement to use the 
roof of either building for digital trans- 
mission," says Lev Pope, chairman of 
the all- industry committee that repre- 
sents the 10 stations. "We've been at 
this several years, and we're almost 
where we started." 

Pope says that the proposal for a 
short tower on the north building has 
been rejected by the Port Authority and 
adds that the all- industry committee is 
"not formally negotiating ' with the 
Port Authority over use of the south 
tower at this time. 

"The consortium is at a standstill 
with them and still is," adds Jim Baker, 
former director of engineering for 
WABC -TV and chairman of the all- 

WCBS -TV's wideband antenna atop the 
Empire State Building may serve as an 
interim solution for broadcasters looking 
for a DTV transmission site. 

industry committee's technical sub- 
committee. 

"That is not true," says Port Author- 
ity spokesman Peter Yerkes. "We are 
continuing to talk to broadcasters indi- 
vidually and as a group, and we've 
made significant progress in efforts to 
accommodate individual broadcasters 
on the World Trade Center." Yerkes 
wouldn't give any details of that 
progress. 

In the meantime, broadcasters are 
seeking interim solutions. Sources say 
wNC(TV) has commissioned antenna 
manufacturer Dielectric to perform a 
feasibility study on mounting a digital 
antenna on the existing NTSC tower on 
the World Trade Center's north build- 
ing. While WNBC(TV) is paying for the 
study, the findings will be presented to 
the members of the all- industry com- 
mittee for consideration, possibly by 
the end of the month. 

"There's a study for what stations 
could be accommodated on the exist- 
ing space," says Baker of the all- indus- 
try committee. "It's down low on the 
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tower, and anything but optimum." 
WNC(TV)'s Doll won't confirm that 

the station is performing any study of 
the existing NTSC tower, saying only 
that WNC(TV) will have more news 
about its DTV tower plans at the end of 
August. But a Dielectric spokesperson 
confirmed that the company is per- 
forming the study for NBC. 

The other possible site for DTV 
broadcasts is the Empire State Build- 
ing, where WCBS -TV has completed 
installation of a digital tower, transmit- 
ter and wideband antenna and is cur- 
rently hooking up transmission line. 
WNVw(TV) has leased space at the 
Empire State Building at a slightly 
lower location than wcs -Tv, and 
WNVw(TV) VP of Engineering and 
Operations Greg Franchuk says the sta- 
tion is "working on Empire right now." 
WNYW(TV) is currently in the design 
stage and plans to launch DTV broad- 
casts in May 1999. 

WCBS -TV has gone so far as to invite 
other New York stations to broadcast 
from its wideband digital antenna. But 
sources say they haven't heard any 
word on price yet from CBS. 

That may be because WCBS -TV hasn't 
officially signed a contract itself for its 
digital antenna space on the Empire 
State Building, although the station has 
been operating a backup NTSC anten- 
na there for years. 

"It's hard to get anybody at Empire 
with the authority to sign a piece of 
paper," says Pope. "CBS is going 
ahead on the basis that it's in the space 
where they already had an NTSC 
standby antenna, and they don't need 
anything more from Empire- they're 
just doing it." 

CBS Senior VP of Technology Joe 
Flaherty confirms that WCBS -TV hasn't 
signed a contract yet with the Empire 
State Building for the new digital 
antenna and is still undergoing negotia- 
tions. "We're just going ahead," says 
Flaherty. "Nobody sees any big road- 
block, and there's no one shouting 
about it." Flaherty adds that the Empire 
State Building is negotiating with "a 
number of people" on an individual 
basis for DTV space. 
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TECHNOLOGY 

CUTTING 

NBC News Channel 
goes with DVCPRO 

NBC News Channel in 
Charlotte, N.C., the 

news service for NBC's 
212 affiliates, has convert- 
ed its operations from 
analog Sony Betacam to 
Panasonic's DVCPRO 
digital tape format. NBC 
News Channel's purchase 
encompasses 63 
DVCPRO 
units, including 
28 AJ -D750 
studio editing 
VTRs, 10 Al- 
D650 studio 
editing VTRs, 
18 AJ -D230 
desktop VTRs, 
four AJ -LT75 
laptop editing 
systems and 
three Al-D700 
camcorders. 
Fifteen of the 

EDGE 

By Glen Dickson 

and Karen Anderson 

promotional campaign 
for ACTV's Fox Sports 
Southwest Plus, Fox 
Sports Net's new digital 
interactive sports chan- 
nel. LIN staff cinematog- 
rapher Sterling Johnson 
shot the 35mm film ele- 
ments, while senior edi- 
tor John Schleff created 
3 -D animated logos using 
Softlmage software. 
Along with editor Keith 

LIN Productions created the graphics 
package for Fox Sports Southwest Plus. 

AJ -D750s are used in 
NBC News Channel's 
feed intake area, while 
both AJ -D750 and AJ- 
D650 decks are set up for 
cuts -only editing in eight 
edit rooms. AJ -D750s also 
are used to play out mater- 
ial. The AJ -D230s are 
placed on the desks of edi- 
torial staff and also are 
used in archiving. NBC 
News Channel expects to 
have its AJ -D700 cam- 
corders and AJ-LT75 lap- 
tops in the field this 
month, where they will be 
used by its ENG staff to 
cover spot news and pre - 
planned features. 

LIN completes Fox 
Sports promo 

LIN Productions has 
completed an on -air 

graphics package and 

O'Neal, Schleff used 
Discreet Logic's Flame 
and Fire to create the 
graphics elements and 
edit the finished pieces 
and promos. 

Orad introduces 
MobileSet 

rad will launch its 
new MobileSet virtu- 

al -set software for out- 
side broadcasts at IBC 
'98. MobileSet works 
with pattern recognition 
and allows the insertion 
of virtual scenes, anima- 
tion and video sequences. 
The user places a hand- 
held or fixed panel with 
Orad's pattern at the out- 
side broadcast area being 
filmed. The virtual image 
is then transposed onto 
the panel area for scene 
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Orad's MobileSet allows the Insertion of virtual scenes, 
animation and video sequences in outside broadcast 
environments. 

insertion. Pattern recog- 
nition allows for move- 
ment of the cameras 
without distortion of the 
image. The company says 
Globo of Brazil, Caracol 
TV of Columbia and TV 
Azteca of Mexico suc- 
cessfully tested the sys- 
tem during World Cup 
'98 outside broadcasts of 
the semifinals and finals. 

Colossal Pictures 
wraps Nickelodeon 
promo package ft olossal Pictures has 

completed Nick- 
elodeon's 1998 promo- 
tional network packaging 
at Realtime Video of San 
Francisco. Realtime pow- 
ered up its Quantel Henry 
and Avid Media Compos- 
er 8000 for post- produc- 
tion on a series of 11 

bumpers, menus and IDs 
for the children's cable 
network. Colossal Pictures 
was one of the first clients 
to take advantage of Real - 
time's new Avid Lounge, 
where Colossal senior cre- 
ative director George Eve- 
lyn and Nickelodeon 
director of production 
Gwen Powell supervised a 
team of 10 editors who 
composited the segments 
and added multiple layers 
of effects and animation. 

DG Systems gets 
cash infusion 

igital ad distribution 
tine DG Systems of 

San Francisco has complet- 

ed a private placement 
totaling $12.9 million for 
4.6 million shares of the 
company's common stock. 
DG Systems also has con- 
verted all of its outstanding 
preferred stock to common 
stock at a price of $2.80 per 
share, bringing its total out- 
standing shares of common 
stock to 22 million shares. 
Of the private placement, 
$8.6 million came from 
current institutional hold- 
ers, including Dawson - 
Samberg Capital Manage- 
ment, Technology 
Crossover Ventures, Inte- 
gral Partners, London Mer- 
chant Securities and Glynn 
Capital Management. New 
investors in DG Systems 
include Victory Ventures 
and Scott Ginsburg, former 
president of Chancellor 
Media and former chair- 
man of Evergreen Media. 

CBS taps Pluto 
recorder for O &Os ft BS has purchased 

Pluto Technologies's 
HyperSPACE high- defin- 
ition digital video 
recorders to perform 
commercial insertion for 
four of its owned -and- 
operated stations: KYW- 
TV Philadelphia; WCBS -TV 
New York; KCBS -TV Los 
Angeles, and KPIX -TV San 
Francisco. The Hyper - 
SPACE recorders will be 
used as HDTV spot 
servers operating under 
the Louth automation 
protocol. 
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Broadcast.com rides 
high on IPO, earnings 
Dallas content aggregator 
developing infrastructure, 
TV station partnerships 
By Richard Tedesco 

B 
roadcast.com broke its IPO 
silence last week with bright 
earnings and a strategy that tar- 

gets TV stations as partners for its 
Web network, as it casts itself as a 

unique offering with no competition. 
The most visible plus for the Dallas 

Webcaster is the IPO that vaulted its 
from a pro- perceived market value 

jected $28 million before 
the offering to $1 billion. 
with a stock price that 
soared from $18 to more 
than $80 during its initill 
week of trading. But ana- 
lysts expect the stock to 
come back to earth. I 

wouldn't say they have a 

unique patent and fran- 
chise," says Richard 
Doherty, analyst for The 
Envisioneering Group. 
who thinks the compa- 
ny's Internet cache and 
name change -from 
AudioNet -helped to 
fuel its run -up. "Who's 
to say Disney.com or 
Sony Online doesn't 
blow them out of the 
water in a year? They will not enjoy 
the spotlight as long as they think." 

But they are basking in it now, 
intending to use proceeds from the 
IPO to continue building out Broad - 
cast.com's infrastructure -currently 
supporting 460,000 dial -up ports for 
PC users -grow its sales staff and 
keep seeking exclusive content deals, 
according to Mark Cuban, Broad- 
cast.com cofounder and chairman. 

Other audio content aggregators - 
such as RadioNet, currently preparing 
its own IPO -are also on the 'Net. But 
Broadcast.com has cobbled together a 

distinctive combination: content from 
355 radio stations and 21 TV stations, 
along with exclusive, multiyear con- 
tracts to carry the audio of most Major 
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League Baseball games and National 
Hockey League contests, early rounds 
of PGA tournaments, college football 
and basketball and a sampling of 
minor league baseball. 

The present limitations of its Real - 
Video technology pose an impediment 
to its plans to incrementally increase 
its video content. "This is something 
that's just getting its feet wet," says 
Mark Hardy, senior analyst for For- 
rester Research. "You're not going to 
pump football games down the pipe 
and get an audience among PC users." 

Granite Broadcasting and A.1I. Belo 

b roadcast.com1e 
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Broadcast.com's initial public offering propelled its 
market value from $28 million to $1 billion. 

became the latest station groups to buy 
into Broadcast.com's Webcasting ser- 
vices earlier this month, with Granite 
planning to present live streamed 
newscasts online from three stations 
by October. Buffalo, N.Y. ABC affili- 
ate WKBW -TV is testing the Web waters 
now, planning a commercial launch 
online shortly. All daily newscasts 
from Granite's KNTV(TV) ABC affiliate 
in San Jose, Calif, will be accessible on 
Broadcast.com by October, along with 
a new 10 p.m. newscast on newly 
acquired KOFY-TV, the WB affiliate in 
San Francisco, according to Molly 
Glover, Granite director of Internet 
marketing and new media. 

Granite figures to draw PC viewer- 
ship among office -bound viewers and 

SOLD!_ 

WUPW -TV, Toledo, Ohio 
to Sunrise Television 
Corp., Robert Smith, 
President and CEO, from 
Raycom Media, Inc., John 
Hayes, President and CEO 
for a total consideration 
of $73,000,000. 

Brian E. Cobb 
Broker 

BRIAN E. COBB 
CHARLES E. GIDDENS 

703-847-5460 

ELLIOT B. EVERS 
415 -391 -4877 

GEORGE I. OTWELL 
513- 769 -4477 

RADIO and TELEVISION 
BROKERAGE APPRAISALS 

vi 
L,Y6 

MEDIA VENTURE 
PARTNERS 

WASHINGTON, DC 
CINCINNATI 

SAN FRANCISCO 
sow,. ro F.C.C. approval 
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SITE OF THE WEEK 
www.teamtulsa.com 

KAH.com,o 

111111r- 
0171.1 AMY 

Save 11% 

wxw4.wM..Mrwnr. aU ".__.. ..........,, Roma. 

R.. .. .......... 
KJRH(TV) 

Tulsa, Okla. 
NBC, ch. 2 

Site features: Several stories 
available for streaming from daily 
newscasts; 10 p.m. newscast 
archived for streaming each morn- 
ing after broadcast; Associated 
Press feeds 3,000 stories to site 
daily; links to MSNBC, local news- 
papers 
Site relaunched: Aug. 10, 1998 
(originally launched in 1996) 
Site director: Russell Stewart, 
director of new media 
Number of employees: 5 
Design: In -house by Scripps New 
Media, unit of Scripps- Howard 
Streaming technology: Real Video 
Traffic generated: 156,030 page 
views during first week of relaunch 
Advertising: Banners; section 
sponsorships under negotiation 
Revenue: Not available 
Highlights: Links to 17 local 
newspapers, including Broken 
Arrow Daily Ledger; Control Cam 
gives PC users a Tulsa camera 
shot that they can manipulate and 
two other stationary camera shots 
of downtown Tulsa, using technol- 
ogy from Perceptual Robotics, 
Evanston, Ill. 
Scripps New Media strategy: 
Relaunching station sites in sever- 
al markets, including Cleveland, 
Cinc nnati and Detroit: pursuing 
links with local newspapers; heavy 
emphasis on video streaming; 
developing datacast content for 
some stations to be carried via 
Microsoft WebTV for Windows 

-Richard Tedesco 

displaced PC users eager to track news 
in other locations. "The technology is 
only improving as each day goes by, and 
eventually the quality will be as clear 
and crisp as watching TV," Glover says. 

Belo's KFAA(TV) ABC affiliate in 
Dallas went up on the Broadcast.com 
site last week. 

The Granite stations have harter 
deals with Broadcast.com, trading on- 
site and on -air plugs for the media 
servers that Broadcast.com supplies to 
stream their signals. Some stations 
have straight cash deals. 

Broadcast.com's earnings for its sec- 
ond quarter, concluded June 30. un- 
doubtedly buoyed its existing broad- 
cast partners. Notwithstanding a net 
loss of $3.9 million for the quarter, and 
$6.6 million tir the six months ended 
June 30. Broadcast.com reported a 

gaudy 155 %r jump in revenue over last 
year's comparable quarter, to $3.7 mil- 
lion, and $6.9 million for the six -month 
period -a 171% increase. That includ- 
ed $1.4 million in Web ad revenue and 
$1.5 million for its growing business- 
services area for the quarter. 

"Our biggest focus is business -to- 
business broadcasting," says Cuban, 
referring to Webcasts of company pre- 
sentations that it sells for a minimum of 
$5,000 per event. "We are definitely 
focused on being a multimedia Web 
portal." he adds. "hut where are you 
going to make your money ?" 

Broadcast.com recently installed 
high bit -rate channels on its service to 
enable Internet users with high -speed 
cable connections to view full- screen 
video of vintage TV content (Debit' 
Gillis. O°ie & Harriet) that it's stock- 
piling. along with full -length movies. 

It hopes to build its video business 
by luring TV station groups as it has 
done with radio networks, and partici- 
pating stations seem satisfied with the 
results thus far. "h just allows people to 
sample our product. and they don't 
have to he in front of their TVs at 6 
p.m.," says Thomas Allen. vice presi- 
dent and general manager of WRAL -TV. 
the Raleigh, N.C.. CBS affiliate. Allen 
claims a weekly audience in the thou- 
sands for its news simulcasts online. 

Weather, Disney, MSNBC score in July 
The Weather Channel, Disney Online and MSNBC ranked among the top news, infor- 
mation and entertainment sites in the most recent Media Metrix survey of in -home and 
office Internet use. For the second straight month, ZDNet topped the list compiled for 
B&C in those content categories among both in -home and business users. 

Survey numbers represent the projected percentage of Web users who visited 
each site last month. Media Metrix estimates the U.S. Internet audience at 42.3 
million households, but it currently has no estimate for the number of Internet users 
in the workplace. Its household sample consists of 10,759 PC users; the work- 
place sample follows the surfing habits of 1,372 PC users. Each rating point rep- 
resents about 38,000 users. 

AT HOME 

-Richard Tedesco 
AT WORK 

1. ZDNet.com 8.4 ZDNet.com 13.7 
2. Disney Online* 7.9 Weather.com 8.4 
3. Weather.com 5.7 MSNBC.com 8.4 
4. Pathfinder.com 5.4 Pathfinder.com 7.2 
5. TheGlobe.com 5.3 CNN.com 7.0 
6. MSNBC.com 5.3 USAToday.com 6.5 
7. Sony Online* 4.8 ABCNews.com 6.1 
8. CNN.com 4.3 Disney Online' 6.0 
9. Warner Bros. Online' 4.1 ESPN SportsZone 5.7 

10. ESPN SportsZone 3.7 CBS SportsLine 5.5 
11. MiningCo.com 3.3 Sony Online 5.1 
12. USAToday.com 3.3 NYTimes.com 4.8 
13. CBS SportsLine 3.1 MiningCo.com 4.7 
14. DlgitalCity.com 2.9 WashingtonPost 4.1 
15. Broadcast.com 2.9 Intellicast.com 3.9 
16. CBSNow' 2.8 CBSNow" 3.9 
17. ABCNews.com 2.8 Ouicken.com 3.7 
18. NBC Online* 2.3 CNNfn.com 3.5 
19. CNet.com 2.3 Warner Bros.* 3.4 
20. Homearts.com 2.2 Broadcast.com 3.3 
21. CNNSI.com 2.2 TheGlobe.com 3.2 
22. NASCAR.com 2.1 Broadcast.com' 2.9 
23. GreatSports.com 2.1 TheGlobe.com 2.6 
24. PCWorld.com 2.0 CareerMosaic.com 2.6 
25. ABCNews.com 2.0 PCWorld.com 2.5 

'represents an aggregation of Websites "i 
Source: Media Metrix 

-in local network affiliate sites 
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BroalcastiageCaBle 

r-: 

TVS 

WUPW(TV) Toledo, Ohio 
Price: $72.63 million 
Buyer. Sunrise Television Corp., St. 
Petersburg, Fla. (Robert N. Smith, 
CEO) 
Seller. Raycom Media Inc., Mont- 
gomery, Ala. (Bryan Kent Hawkins, 
president/33.3% owner); owns /is 
buying 28 TVs, one FM and one AM 
Facilities: ch. 36. 1,950 kw, ant. 
1,220 ft. 
Affiliation: Fox 
Broker. Media Venture Partners 

KWOK(TV) Novato, Calif. 
Price: $500,000 
Buyer. Christian Communications of 
Chicagoland Inc., Chicago (Jerry K. 
Rose, president); no other broadcast 
interests 
Seller. Paxson Communications 
Corp.. West Palm Beach, Fla. (Low- 
ell W. "Bud" Paxson, chairman /own- 
er); owns /is buying 54 TVs 
Facilities: ch. 68, 5,000 kw, ant. 
1,319 ft. 
Affiliation: Independent 

COMBOS 

KTGEIAM) Salinas and KLFAIFM) King 
City, both Calif. 
Price: $1.6 million 
Buyer: Z- Spanish Media Corp., Sac- 
ramento, Calif. (Amador S. Bustos, 
president); also owns /is buying 16 
FMs and eight AMs 
Seller. TGR Broadcasting Inc., Sali- 
nas, Calif. (Hector Villalobos, presi- 
dent); also owns KLFA(FM) King City, 
Calif. 
Facilities: AM: 1570 khz, 500 w; FM: 
93.9 mhz, 5.4 kw, ant. 719 ft. 
Formats: AM: Spanish; FM: Spanish 

KCABIAMI-KCIC(FM) Dardanelle, and 
KWKK(FM) Russellville, both Ark. 
Price: $1.6 million 
Buyer. River Valley Radio Group 
LLC, Morrilton, Ark. (Fran Harp, 
president); also owns KvoM(AM) -FM 

Morrilton, Ark. 
Seller: Johnson Communications, 
Springdale, Ark. (Dewey Johnson, 
president); no other broadcast inter- 
ests 
Facilities: KCAB: 980 khz, 5 kw; KCJC: 

102.3 mhz, 200 w, ant. 1,227 ft.; 
KWKK: 100.9 mhz, 6 kw, ant. 295 ft. 
Formats: KCAB: classic country; KCJC: 

country; KWKK: AC 
Broker: Media Services Group /Whit- 
ley Media 

CHANGING HANDS 
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 -station assets 

1N MIR 
TVs $73,130,000 2 

Combos $3,200,060 2 
FMs o $38,030,000 3 

AMs o $13,097,500 6 

Total o $127,457,500 13 

SO FAR MI 1988 

TVS- $4,813,727,000 o 48 
Combos $1,175,375,107 r 156 

FMs $530,185,837 ;181 
AMs $351,877,099 ;122 

Total $6,871,165,043 508 

SAME PERIOD N 1997 
TVs o $5,853,286,684 DSO 

Combos-, $6,623,380,551 o 216 
FMs o $1,695,511,645 o 275 
AMs c $265,426,781 150 

Total o $14,437,605,661 721 

source: BOOADCAVING &Cuu 

FMS 

KNKI(FM) Flower Mound, Tex. 
Price: $23 million 
Buyer. Walt Disney Co. /ABC Inc., Los 
Angeles /New York (Michael D. Eis- 
ner, chairman; Robert Iger, presi- 
dent, ABC; Preston Padden, presi- 
dent, ABC Television; Robert Calla- 
han, president, ABC Radio); owns /is 
buying 10 TVs, 16 FMs and 20 AMs 
Seller. First Broadcasting Company, 
Dallas (Ronald Unkefer, president); 
no other broadcast interests 
Facilities: 96.7 mhz, 3 kw, ant. 91 m 
Format: dark 

KKTL -FM Houston 
Price: $14.7 million 
Buyer. Jacor Communications Inc., 
Cincinnati (Samuel Zell, chairman; 
Randy Michaels, CEO; Ze I /Chilmark 
Fund LP, 30% owner; David H. 
Growl, president, Radio Division); 
owns /is buying one TV station, 133 
FMs and 71 AMs 
Seller: Preferred Media Group Inc., 
Houston (James R. Clark, presi- 
dent); no other broadcast interests 

SIMMONS MEDIA GROUP, INC. 

$50,000,000 
Revolving Credit Facilities 

Arranger: 

BNY Capital Markets, Inc. 

May 1998 

Documentation Agent: 

NationsBank, N.A. 

Administrative Agent: 

The Bank of New York 
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CHANCING NANI$ 

Facilities: 97.1 mhz, 100,000 w, ant. 
984 ft. 
Formats: Talk 
Broker: Blackburn & Company 
KHSTIFM) Lamar, Mo. 
Price: $330.000 
Buyer. Innovative Broadcasting Corp., 
Pittsburg, Kan. (William B. Watcher, 
president); no other broadcast interests 
Seller. Melvin Pulley, Bolivar, Mo.; no 
other broadcast interests 
Facilities: 99.9 mhz, 3 kw, ant. 328 ft. 
Format: Country 

AMS 

KRRAIAM) West Covina, Calif. 
Price: $9 million 
Buyer. Multicultural Radio Broadcast- 
ing Inc., New York (Arthur S. Liu, 
president); also owns /is buying 12 
AMs and one FM 
Seller. El Dorado Communications 
Inc., Los Angeles (Thomas H. Cas- 
tro, president); also owns KOOK(FM) 
Galveston and KxTJ(FM) Beaumont, 
both Tex. 
Facilities: 900 khz, 500 w day, 80 w 
night 
Format: Spanish 
Broker: Ray Stanfield & Associates 
WWLSIAM) Moore, Okla. 
Price: $3.5 million 

Amplification 
Kelly Communications' purchase 
of wwcT(FM) Peoria, III. for $7.75 
million (B &C, Aug. 17) was bro- 
kered by Kempff Communications. 

Buyer. FINOVA Group, Denver (J. 
Kent Nichols, president); also owns/ 
is buying one AM and eight FMs and 
three TVs 
Seller. Fox Broadcasting Inc., Nor- 
man, Okla. (John Fox, principal); 
also owns KNOR(AM) Norman, Okla. 
Facilities: 640 khz, 1 kw 
Format: Sports 

WYLI(AM) Marietta, Ohio 
Price: $310,000 
Buyer. WRCM Limited, Canton, Ohio 
(Ronald C. Miller Sr., president); no 
other broadcast interests 
Seller. RASA Phoenix Corporation, 
Vienna, W.V. (David Strock, presi- 
dent): no other broadcast interests 
Facilities: 910 khz, 5 kw day, 61 w 
night 
Format: AC 

WANR(AM) Warren, Ohio 
Price: $178,000 
Buyer. Beacon Broadcasting Inc., 
Warren, Ohio (Michael J. Arch, 

Big City Radio, Inc. 
llliCi)(k'l KaL?(l'illlülic - President 

lrrl. rlr r/IIirr'rl 

WRNJ-FM 
Hackl'l/stnn'1l, NJ 

.1b)'$ 5, 350, 000 

Radio New Jersey 
Lawrence Tighe and Norman Worth, co-otl'/lc'l:r 

closed - August 14, 1998 

We ll'caz' privileged to sore as 
lbc' exclusive broker in Ibis transaction 

Frank Boyle cti Co.,L.LC 
200/ It r,i Alain AU-eel. Suite 280 

.s /ru)i ind, CT 
Fax 03 ,3/64)8(10 ?(1,;-969-211 2(1 

owner); no other broadcast interests 
Seller. W -A Broadcasting Corp., War- 
ren, Ohio (Jack N. Alpern, presi- 
dent); no other broadcast interests 
Facilities: 1570 khz, 500 w day, 116 
w night 
Formats: Sports and spiritual 
Broker: Ray H. Rosenblum 

WGOK(AM) Mobile, Ala. 
Price: $102,000 for stock 
Buyer. Kevin Wagner, North Miami 
Beach, Fla. 
Seller. C. Alvin Roberds Jr., Ellen 
Bailey and Ellen Bailey, Trustee, 
Roswell, Ga. 
Facilities: 900 khz, 1 kw day, 381 w 
night 
Format: Gospel 

KBBVIAM) Big Bear Lake, Calif. 
Price: $7,500 
Buyer. Broadcasting Management 
Services, Katy, Tex. (Fred Lund- 
gren, president); no other broadcast 
interests 
Seller. Mountain Broadcasting Co., 
Big Bear Lake, Calif. (Vernon 
Thompson, president); no other 
broadcast interests 
Facilities: 1050 khz, 250 w 
Format: Talk 

BY THE NUMBERS 

Service Total 

Commercial AM 4,724 

Commercial FM 5,591 

Educational FM 1,961 

Total Radio 12.276 

VHF LPTV 559 

UHF LPTV 1.515 

Total LPTV 2,074 

FM translators & boosters 2.928 

VHF translators 2,248 

UHF translators 

Total Translators 
Commercial VHF TV 

2,752 

7,928 

558 

Commercial UHF TV 651 

Educational VHF TV 125 

Educational UHF TV 242 

Total TV 1,576 

Total systems 11,600 

Basic subscribers 64,800,000 

Homes passed 93,790,000 

Basic penetration' 66.1% 
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FOR DAILY 
CLASSIFIED 
UPDATES... 

VISIT BROADCAST 
& CABLE ONLIN. 

www. broadcasti r gcabie.(. 

RADIO 

Broadcasfmg8Cable 

CLASSIFIEDS 

HELP WANTED TECHNICAL 

SYSTEM TECHNICAL CENTER TECHNICIAN 
Satellite Operations operates the System Technical ('enter Transmission and Traffic 
facilities; operates NPR's transportable uplink and other remote transmission equipment, 
as assigned; and handles urgent scheduling and operations requirements. Works rotating 
shifts throughout the broadcast day and week - 24 hours a day, 365 days a year. Two 
years of college or equivalent experience required. Three years broadcast engineering 
experience required. Familiarity with the operations of computer I/O terminals and 
standard audio testing practices, operations, and procedures required. Experience using 
a digital audio network preferred. Ability to work rotating shifts required. Knowledge of 
automated audio switching systems and RF transmission systems preferred. Public radio 
experience preferred. Must have a valid driver's license and be able to travel as needed. 
Job ('ode 8007 

Send or fax cover letter and resume identifying position by number and title: 

NATIONAL PUBLIC RADIO 
Human Resources Department 
635 Massachusetts Avenue, NW 

Washington, DC 20001 -3753 
Fax: 202 -414 -3047 
EOE/AA/M/F/DN 

Also visit our web site at www.npr.org 

n P r 
SM 

Chief Engineer. Rectums expertise in high 
power RF, STL's and satellite receivers, main- 
tenance and upgrades of studios. digital automa- 
tion and legacy analog equipment. Extensive 
knowledge of computers and LANs. SBE certifi- 
cation a glus. 6 station group in medium west 
coast market. great fami y town, close to every- 
thing. Immediate opening. Reply to Box 01414 
EOE. 

HELP WANTED SALES 

Top -ratec radio group in San Diego is looking 
for a dynamic. take charge Traffic Manager. Re- 
sponsible for managing the daily log generation. 
maximizing spot inventory. and contract order in- 
put. Inventory management experience required. 
Marketron experience a plus, good supervisory 
skills mandatory. EOE. Send resume and salary 
requirements to: Human Resources, PO Box 
85888. San Diego, CA 92186. 

HELP WANTED NEWS 

WLPO (AM) WAJK (FM) has a fulltime opening 
for news reporter. We're located in Illinois River 
Valley. about 1/2 hrs. from Chicago. Rockford. 
Quad Cities and Peoria. Stable company. Good 
pay and benefits - great work environment! Send 
tape and resume to Joe Hogan. WLPO/WAJK. 
PO Box 215. LaSalle. IL 61301. EOE. 

News Ed.tor. Award winning AM -FM station in 
fast -growing community. Send resume and tape 
to: Rooert McKay. Ill. PO Box 1377. Columbia, 
TN 38402. 

HELP WANTED ANNOUNCER 

Announcer interested in working in small 
market. Congenial working conditions. must have 
news writing experience. Send resume and tape 
to WTTF. 185 South Washington Street, Tiffin, 
OH 44383 EOE. 

LEASED PROGRAMMING 

Produce, host your own radio show, and gen- 
erate hundreds of qualified Leads 50.000 watt 
NYC radio station. Call Ken Sperber 212 -760- 
1050. 

SITUATIONS WANTED MANAGEMENT 

Looking for a born leader who always exceeds 
expectations of the bottom line? In his 15 years 
in broadcast. he went from major market 
superstar sales to GSM to GM and then into his 
own business. He is qualified as a cluster man- 
ager. GM. GSM or Corporate Management/Sales 
Trainer. 305 -531 -8116. 

Can do combo guy! Need any of these? Sales 
and marketing. programming. on -air and produc- 
tion, engineering! GM experience. Available im- 
mediately, permanent or temporary. Bill Elliott 
813- 920 -7102. 

TELEVISION 

HELP WANTED MANAGEMENT 

KOLO -TV, NewsChannel 8, ABC in Reno, Ne- 
vada is seeking a General Manager. Outstanding 
lifestyle, especially if you like outdoor activities for 
all seasons. Station is the market leader in news. 
syndicated and network programming, high com- 
munity involvement profile. Applicants must have 
at least fifteen years television management ex- 
perience. a minimum of three /five years as sta- 
tion or general manager. Sales. News, Promotion 
and Community leadership skills very important. 
Contact: Ron Lamar. VP Outdoor/Television 
Donrey Media Group. PO Box 17017, Fort Smith. 
AR 72917 -7017. EEO. 

General Manager: WVLT -TV. the CBS affiliate in 
Knoxville. TN, is seeking an exper enced broad- 
cast professional, with strong comrrunication and 
leadership skills, to become its general manager. 
Successful candidate will be expected to have a 
passion for excellence and lead a talented staff 
to increases in community service, ratings, and re- 
venue. A great opportunity with a crowing media 
company. Gray Communications. nc. Send re- 
sume to: Regional Vice President- Television. 
Gray Communications. Inc.. 2851 Winchester 
Road, Lexington. KY 40509. Qualified minorities 
and women are encouraged to apply. EEO. 

birschbach media sales & recruiting. Over 
125 Media Sales positions nationwide. 20 Sales 
Management. Over 60 Sales positions. 55 Traffic - 
Production- Technical. Ph: 303 -368 -5900. fax: 303- 
368 -9675. E -mail: jbirsch @birschbachmedia.com. 

Underwriting Manager. New position at public 
television station. KRWG -TV. Las Cruces. N.M. 
Responsible for renewing current program un- 
derwriters and soliciting new underwriters to meet 
financial objectives. Bachelor's Degree in market- 
ing /sales or related field required. Minimum of 
one year related experience. Experience in some 
aspect of public television fund rais ng or outside 
sales preferred. Must be able to communicate of 
fectively- both written and oral. Good organiza- 
tion and detail skills a must. Salary range 
$20,868.36 to $31,300.00 Position is contingent 
on funding. Letter of appication. resume and 
three references must be submitted by 5:00pm. 
September 11. 1998 to Anthony Casaus. Director 
of Development. KRWG -TV. Box 30001 MSC 
TV22. Las Cruces, NM. 88003. KRWG -TV and 
New Mexico State University are an Equal Op- 
portunity /Affirmative Action Employer. 

Station /Operations Manager. Responsible for. 
but not limited to: (1) directing all daily operations 
and administrative activities of station. (2) estab- 
lishing rates and budgets. (3) maraging statior 
personnel, including promoting. hiring and dis- 
missing, and (4) business development, promo- 
tion and public relations. Prefer three years or 
more experience in broadcast station operations 
and personnel management and knowledge of 
FCC broadcast rules and regulations. Helpful to 
be familiar with computers. program ning. traffick- 
ing, inventory control and broadcast accounting 
systems. agency and rep firm affiliations, sales. 
promotions and productions. Must demonstrate 
ability of strong management, organzational, pro- 
motional and communications skil s. Send re- 
sume. transcripts or non -returnable videotape re- 

sume to: KWBJ TV -39. PO Box 744. Morgan 
City, LA 70381 -0744. This WB affiliate is an 
Equal Opportunity Employer. 
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CLASSIFIER: 

HELP WANTED SALES 

Herds an announce- 
ment you Wont want tg 
missi BLOCKBUSTER' 

has your ticket to the 

most exciting op- 
portunities around 

Its your chance to make it big so 

put your talent to work in the follow- 
mg position located at our Dallas Corpo- 

rate Headquarters 

DIRECTOR, MEDIA & GIFT(ARD SALES 

This attractive sales position focuses on selling 
BLOCKBUSTER" incentives and media properties 
including the Blockbuster Entertainment Network. 
Previews magazine, and the Blockbuster Enter- 
tainment Awards to prospective clients. Responsi- 
bilities include researching, identifying and imple- 
menting new sources of sales/advertising revenue. 
servicing existing clients to maximize account 
retention/revenue, consistently evaluating existing 
programs for efficient operation and instituting 
new systems to improve on operation productivi- 
ty Responsibilities also include working with agen- 

cies to develop effective sales materials. The ideal 

candidate will possess a 4 -year degree in Marketing 
Advertising or Business, a minimum of 5 years of 

professional level media'general sales experience, 
and excellent verbatwt nenMnterpersonal commu- 
rucation, sales, negotiation anahtical, and problem 
adswng skills. Must be willing to travel up to 50% et 

the nme 

Espenence star treatment with our outstanding 
benefits package, abundance of opportunity and 

relocation package. Please send your resume and 
salary history to 

Recruiting Ikpartment 
Blockbuster Entertainment Group 

Ref# 98-2 ̂ 4 
1201 Ftm Street, Dallas, TX 75270 
email: careers@ blockbuster.com 

Sony, tee do not accept faxed resume, 

www.blockbuster.com 

BUKKBU'STER' promotes a smoke -tree ami drug -free 
u,.rk ennnmmeni and is an egual opportunity employer 

Broadcasting&Cable 

We Need Your Passion for 
Sales and Talent for Success! 

Broadcasting & Cable has an exciting 
opportunity for a dynamic, energetic 
individual. Seeking a seasoned sales 
professional to drive cable industry ad sales. 
Knowledge of TV, cable and related 
industries preferred. Ideal candidate should 
have 5+ years in ad sales for publishing, 
cable television or affiliate sales. 

For immediate consideration, send your 
resume with salary requirements to: 

Human Resources Department - BC 
Cahners Business Information 
245 W. 17th Street 
New York, NY 10011 

or fax to 212.727 -2425. EOE M/F/DN. 
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FON 

LOCAL SALES MGR 

WHNS -TV FOX 21 seeks 
local sales manager with 
a successful track 
record in broadcasting 
sales. Qualified candi- 
date will have minimum 
three years local sales 
experience with budget/ 
forecasting skills and 
some management ex- 
perience preferred. 
Send resume in confi- 
dence to: 

WHNS -TV 
Attention General Manager, LSM 

21 Interstate Court 
Greenville. SC 29615 

EOE /M /F /H 

eredith 
BROADCASTING GROUP 

Local Sales Manager. The second fastest grow- 
ing television market has an immediate opening 
for a Local Sales Manager. If you can lead a 
team of professionals, know Nielsen, TVScan. 
CMR, and all facets of market research, then you 
might consider this unique opportunity. Send re- 
sume to Peter J. Celentano, GSM, WKFT -TV40, 
PO Box 2509, Fayetteville, NC 28302. EOE. 

General Sales Manager. Media General's NBC 
station in beautiful Charleston. SC seeks a Gen- 
eral Sales Manager to supervise local, regional 
and national sales. The duties also entail controll- 
ing inventory and traffic and providing timely and 
accurate research reports to corporate and the 
station's manager. The candidate should be 
highly motivated, well organized with strong ne- 
gotiation and presentation skills. Previous suc- 
cessful local sales and /or station rep manage- 
ment experience required. Send or fax resume 
and references to: WCBD -TV, Attn: General 
Manager, 210 West Coleman Blvd., Mount 
Pleasant. SC 29464. Fax: 803- 881 -3410. No phone 
calls please. M/F EOE Final applicants drug 
screened. 

Account Executive. Telemundo affiliate TV sta- 
tions in Connecticut and Western Massachusetts 
are looking for an experienced Account Execu- 
tive. Candidate must have experience handling 
agency business and proven success in new busi- 
ness development. Send resume to: Lucio C. 
Ruzzier, Sr., Pres., WRDM -TV, 886 Maple Ave- 
nue, Hartford, CT 06114. 

WPMT FOX 43, a Tribune Station in the 45th 
market of Harrisburg, Lancaster, Lebanon, York, 
has an opening for a Local Sales Manager. Our 
LSM is responsible for setting and achieving local 
budgets (with and emphasis on new business) for 
a staff of seven salespeople. We are looking for a 
team player to lead our staff to the next level of 
success. Knowledge of Scarborough. TvScan, 
CMR, and Enterprise helpful. Send resume and 
cover letter to Peter Rosella, GSM, WPMT TV, 
2005 S. Queen Street. York, PA 17403. Email 
address: PRosella @Tribune.com 

National Sales Manager. GOCOM Communica- 
tions. operator of CBS and FOX affiliates in 
Youngstown, Ohio, is looking for a National Sales 
Manager. Prefer broadcast sales experience: rep 
experience a plus: possess good organizational 
and excellent communications and computer 
skills. Act as a liaison between the associated 
departments of the station, all its agencies. 
clients and national sales offices. Responsible for 
controlling inventory and setting rates for all na- 
tional commercials. Responsible for training and 
updating the rep firm to assist in their creative ef- 
forts to sell packages and spots. Send resumes 
to GOCOM Television, Attn: Executive Assistant, 
3930 Sunset Blvd., Youngstown, Ohio 44512. 
EOE. 

General Sales Manager. WNOL -TV, the WB af- 
filiate in New Orleans, seeks aggressive GSM 
with a strong record in Indy sales management to 
lead, train. motivate team. Must possess strong 
management skills. a commitment to excellence 
and strong communication. Only the most 
creative with the highest work ethic need apply. 
Send resume A. Olive, WNOL -TV, 1661 Canal 
Street, Suite 1200, New Orleans, LA 70112. No 
phone calls. Deadline: September 1, 1998. EOE. 

General Sales Manager: WEYI, NBC affiliate in 
Flint- Saginaw -Bay City. Mid -Michigan's growth 
station seeking an aggressive leader whose goal 
is to out perform the competition. We need an out- 
side the box thinker with ability to train and 
motivate, build team spirit, control inventory, 
forecast revenue and establish budgets. Ex- 
cellent compensation package and growth op- 
portunities. with expanding television group. 
Send resume to: Ron Pulera, President and 
General Manager, WEYI -TV NBC25, 2225 W. 
Willard Road, Clio. MI 48420. Call 810- 687 -1000. 
An Equal Opportunity Employer. 

HELP WANTED TECHNICAL 

Chief Engineer needed for WJBF, the Channel 
6 ABC affiliate in Augusta, Georgia. The vacancy 
was created by present chief's promotion to one 
of Spartan Communication's larger stations. 
WJBF has. and will continue to be supported with 
capital funding necessary to keep it technically 
current; no junk equipment. A new transmitter 
went on the line only a few weeks ago; new 
tower and antenna are in the plans for next year 
The transmitter site and studio technical facilities 
are well documented with AutoCad; no need to 
wonder where the wires go. Fax or mail letter of 
application with resume to: Bone & Associates. 
Inc., Attention: WJBF Position. Six Blackstone 
Valley Place, Suite 109, Lincoln. RI 02865. Fax 
401- 334 -0261. EOE/M -F. 

You can simply fax 

your sAirsa ad t0 

Brnade Cabli' 
at (212)206-8327. 
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Senior Television Maintenance Engineer. Fully 
skilled in repairing both digital and analog video 
and audio broadcast grade equipment. Trou- 
bleshooting to both the board and component 
level preferred. Facilities and light circuit design 
skills a plus. Electrical Engineering degree pre- 
ferred, but not required. An extremely high quality 
sense is mandatory. Extensive experience in 
broadcast grade teleproduction, network or Tele- 
vision station engineering required. Send resume 
and salary requirements to: Nichols Technical 
Services, Attn: SR/3,98, 2945 Flowers Road 
South, Suite 107, Atlanta, GA 30341. 

KGUN -TV, ABC affiliate, in Tucson, AZ seeks 
an Operations Manager to supervise Production. 
Technical and Computer Systems. Must have a 
solid understanding of television production, 
technical and computer systems requirements 
with the ability to develop and manage a budget 
as well as excellent people skills. College degree 
with at least three years of supervisory experi- 
ence in a television production technical environ- 
ment with a proven track record in a front line 
leadership capacity. EOE. Send resume, cover 
letter and salary history to: KGUN 9, Human Re- 
sources. 7280 East Rosewood Street. Tucson, 
AZ 85710. 

Junior Television Maintenance Engineer. 
Broadcast grade equipment bench repair skills re- 
quired. High quality level of digital and analog 
video and audio equipment alignment and set -up 
abilities. Full understanding of electronic theory 
mandatory. Technical school or college degree in 
an electronics related discipline preferred. A min- 
imum of 7 years experience in engineering main- 
tenance at the broadcast grade level is a must. 
Send resume and salary requirements to: Nichols 
Technical Services. Attn: JR/3/98, 2945 Flowers 
Road South. Suite 107, Atlanta. GA 30341. 

Chief Engineer. Growing broadcast group is 

seeking a qualified engineer. Based in 
Richmond. VA. the job does involve some travel 
to our station in Hampton Roads. Experience in 

full and low power preferred. Includes benefits 
and opportunities to grow with the company. 
EOE. Send resume to: Harrison Pittman, 
Lockwood Broadcast Group. 220 Salters Creek 
Road. Hampton, VA 23661 or Email: 
HHP3 @aol.com 

HELP WANTED NEWS 

WREX -TV, the NBC station in Rockford, IL is in 
need of a Weekend Sports Anchor /Reporter. 
Must be able to provide leadership in the 
newsroom and enjoy being involved in the com- 
munity. 1 -3 years experience required. EOE. 
Send tape and resume to Marie Williams, News 
Director, PO Box 530, Rockford, IL 61105. 

WIAT -TV, a Media General Station, has open- 
ing for Newscast Producers. Candidate should 
have strong writing skills and proven ability to 
create informative. balanced, interesting 
newscasts with high production value. Were look- 
ing for experienced newsroom leaders with ex- 
cellent news judgement. Must be organized, a 
self- starter who understands the importance of 
content as well as presentation. Minimum 3 years 
experience. No phone calls please. Send tape, re- 
sume and references to Human Resources, 
WIAT -TV, PO Box 59496, Birmingham. AL 
35259. EOE. M /F. Pre -employment drug screen- 
ing. 

News. Regional Manager. Conus Communica- 
tions, a satellite news gathering cooperative and 
satellite transmission service is seeking a News 
Manager to run the Atlantic Region office. Look- 
ing for someone with strong background in SNG, 
assignment desk and news producing experi- 
ence. Applicants should show progressive 
employment history and experience dealing with 
station management. Position will be based in 

Charlotte. NC but will travel throughout the Atlan- 
tic Region. Must be a proven leader and self 
starter. Send cover letter, resume, references 
and salary requirements to: Conus Communica- 
tions, Human Resources, Job #167 -98, 3415 
University Avenue, St. Paul, MN 55114. No tele- 
phone calls please. An Equal Opportunity 
Employer. 

Meteorologist: Candidates will gather, prioritize 
and air important weather information in the 
Dallas /Fort Worth area. A Bachelor's or technical 
degree in meteorology and a minimum of 3 -5 
years experience required. Send tapes and re- 
sumes to: Human Resources, PO Box 2495. Fort 
Worth, TX 76113. No phone calls please. We are 
an Equal Opportunity Employer. www.ktvt.com 

WIAT -TV, Birmingham's Media General sta- 
tion is seeking a top -notch News Director to run 
an aggressive newsroom. Ideal candidate should 
have a strong commitment to journalism, news 
and a quality product: should understand the re- 
lationship between station, community and 
viewers. 2 -5 years previous news management 
experience and college degree required. Please 
send resume, references (with phone #s), salary 
requirements and statement of news philosophy 
to: WIAT -TV, Human Resources. PO 59496. 
Birmingham. AL 35259. EEO. M /F. No phone 
calls please. Pre -employment drug screening re- 
quired. 

KCRG -TV, needs a Special Projects Producer 
to write. produce and serve as off-air talent for 
news department specials and special projects. 
Must be very organized and able to handle 
several assignments at the same time. This posi- 
tion requires working with sponsors on the pro- 
duction of specials and special projects. Ex- 
cellent people skills are essential. Applicant will 
be required to produce newscasts during illness 
and vacation. Four year degree or equivalent 
with a minimum of one year experience in news 
writing and producing. Send resume and tape to 
Personnel Coordinator, KCRG -TV, PO Box 816. 
Cedar Rapids, IA 52406. 

Fox TV's America's Most Wanted is seeking: 
Correspendent /Producer to provide on 
air support for a national show. Must be able to 
produce top -level news and feature segments 
with a reel showing a strong preference for in- 
teracting with stories and subjects. Must have 
hard news experience. especially in the area of 
crime, and magazine -style flair for creative 
storytelling. Minimum six years experience, ex- 
cellent writing and storytelling abilities a must. 
along with a strong visual sense and national 
network experience preferred. College degree 
preferred. Submit reel on 3/4" format. Send re- 
sume to Fox -TV, STF Productions, Inc.. Personnel 
Department, P.O. Box 9126, Washington. DC 
20016 -9126. No phone calls please. EOE/M /F /D /V 

Anchors, Reporters. Must have 1 -3 years experience. 
Looking to move up? We are looking to represent 
Americas best! Send VHS nrt &r to: American Media 
Management, 54 S. 9th St., Suite 337, Minneapolis. MN 
55402 -3102. www.AMManagement.com. 

CLASSIFIED: 

FOX News in the Fort Myers /Naples market 
seeks a Co- Anchor for its established and award - 
winning newscast. Minimum five years anchor 
experience preferred. Accomplished reporter a 
plus. Send non -returnable tape and resume to 
FOX WFTX -TV, Attn: Mark Pierce, 621 SW Pine 
Island Road, Cape Coral, FL 33991. WFTX -TV is 

an Equal Opportunity Employer. 

Executive Producer -KXAN -TV. Can you make 
good TV? We need an Executive Producer who 
can work with our line producers and news crews 
to focus our stories and our newscasts. We need 
a person with "show" orientation who can also be 
an advocate and coach for our producers. Some 
management experience would be helpful. Solid In- 

ternet skills would definitely give you an advan- 
tage. If you think you qualify for ifis opening in 
our top -rated newsroom. I'd like to hear from you. 
Please send resume, news philosophy and 
salary requirements to: Bruce Whitaker, News 
Director. KXAN -TV, 908 W. MLK Blvd.. Austin, 
Texas, 78701. (no phone calls. please). We are 
an Equal Opportunity Employer. 

Executive Producer: W-USA, the CBS affiliate 
in Washington. DC is reopening its search for 
prime news executive producer. This is a key job 
in one of the busiest and most competitive news 
markets in the country. Working with the manag- 
ing editor and line producers. you wi I be responsi- 
ble for insuring our top -rated weekday evening 
newscasts are bright, compelling programs which 
touch all facets of our diverse comnunity. This is 

an outstanding opportunity for you f you have 3- 
5 years news management experience and are a 

great producer yourself. Rush tape and resume 
along with a page or two on your approach to tel- 
evision news to: Mike Cavender. VP /News, 
W'USA, 4100 Wisconsin Ave., NW. Washington. 
DC 20016. Gannett Television is an Equal Op- 
portunity Employer. 

Assistant News Director/Executive Producer. 
WIAT -TV, Birmingham's Media General Station, 
has an opportunity for someone who knows the im- 
portance of content and style: produces f ast- 
paced. creative. well -written and informative 
newscasts: has a strong commitnent to news 
and a quality product: understands the rela- 
tionship between station, community and 
viewers. Successful candidate must have a col- 
lege degree. 3 -5 years producing experience, ex- 
cellent story telling skills. good news judgement 
and 2 -3 years previous management experience. 
Send resume, tape. references and salary history 
to: Human Resources, WIAT -TV, PO Box 59496. 
Birmingham, AL 35259 EOE M /F. Pre- 
employment drug screening. No phone calls 
please. 

Assistant News Director. Immediate opening 
for creative and motivated news leader. Group 
owned station in desirable 50 size market. Great 
opportunity for a larger market EP or smaller 
market assistant news director. We are an EOE 
and qualified minorities and females are en- 
couraged to apply. Pre- employmerr drug screen- 
ing required. Send resume and pay requirements 
to Box 01413 EOE. 

11:00 Producer. One of the best small market 
stations in America is looking for a skilled pro- 
ducer who can recognize a good gig when she/ 
he sees it. At Newswatch 35. we do serious jour- 
nalism. we do it with style, humani y and humor, 
and we don't do prima donnas. If you're good. 
and you're in this business for the right reasons, 
then we might have a lot to talk about. Outstand- 
ing AP's may be considered. Resume and VHS 
only to Chris Huston. News Director. WSEE. 
1220 Peach Street. Erie. PA 16501. 
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CLASSIFIEDS 

Anchor Reporter. NBC12 is looking for an expe- 
rienced Anchor Reporter. Successful candidate 
will be dynamic. eager and possess excellent 
performance skills. Live reporting experience a 
must. College degree or equivalent job experi- 
ence required. Send cover letter, resume and 
non -returable VHS demo tape to: Nancy Kent, 
News Director, NBC12, PO Box 12, Richmond, 
VA 23218. No phone calls please. EOE M /F /D. 

Director. KEVN -TV, Rapid City, SD. One year 
directing live newscasts required. Send 
resume /tape to David Downs, KEVN -TV, PO Box 
677, Rapid City, SD 57709. EOE 

Managing Editor. WIT' FOX 6 Milwaukee (FOX 
O &O) has an exciting opportunity for an experi- 
enced newsroom professional to oversee news 
coverage for 7., hours of daily news for 
"Milwaukee's NewsCenter." This position works 
with assignment desk and reporters by oversee- 
ing story content and use of satellite /live trucks 
and the SkyFox 6 helicopter. Develops and 
monitors stories and news sources. 5 -7 years com- 
bined newsroom management and assignment 
desk experience required. Top 10 market experi- 
ence and college degree preferred. Please send 
or fax resume to: Director of Human Resources. 
FOX 6, 9001 N. Green Bay Road. Milwaukee. WI 
53209. Fax: 414 -354 -7491. EOE /M /F /D /V. 

WDEF -TV is looking for an aggressive. prog- 
ressive Reporter who is a good storyteller to work 
in a vibrant, scenic city. Candidate must be ready 
to cover news stories, edit videotape and perform 
those stories either live or on videotape. Job also 
may involve personal appearances on behalf of 
the station that may fall outside their normal work- 
ing hours. WDEF has a state -of- the -art satellite 
truck and job may involve some travel outside of 
Chattanooga. College degree and two years ex- 
perience required. Send resume and tape to: 
Rick Russell, News Director, WDEF -TV, 3300 
Broad Street, Chattanooga, TN 37408. EOE. Mi- 
nority applicants encouraged to apply. Pre- 
employment drug test required. M /F. No phone 
calls please. 

Talented Producer. ABC -7, WJLA -TV in Wash- 
ington, DC, has immediate opening for a top- 
notch producer to join our team. 5 years of prog- 
ressively responsible experience in a television 
newsroom, preferably in a Top 20 market re- 
quired. Strong news judgement, leadership 
abilities and communication skills a must. Re- 
sume and non -returnable reel to: Human Re- 
sources, WJLA -TV, 3007 Tilden Street, NW, 
Washington, DC 20008. EOE. 

WIAT -TV, Birmingham's Media General Sta- 
tion, is looking for experienced television News 
Photojournalists. Candidate should have the abili- 
ty to cover stories without a reporter, handle high 
story count and have proven proficiency as an 
editor. If you consistently shoot creative, well - 
organized, compelling video, 1 -3 years previous 
television experience, send tape, resume, re- 
ferences and salary history to Human Resources, 
WIAT Box 59496, Birmingham, AL 35259. EOE. 
M /F. Pre -employment drug screening. 

TV Assistant News Director /Assignment Man- 
ager. Need seasoned, newsroom leader with 
strong writing and management skills to guide 
young reporters in aggressive weekday coverage 
from story selection through final product 
oversight. Substantial broadcast news experi- 
ence required. No beginners. No phone calls, fax- 
es or email. Send letter, resume and non- 
returnable videotape to: News Director, WVIR- 
TV, 503 East Market Street, Charlottesville. VA 
22902. EOE. 
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Producers. Kansas City station closing in on #1 
news is seeking experienced producers for week- 
day and weekend newscasts at busy FOX O &O 
station. Will determine the content of the 
newscasts as well as edit scripts and videotapes. 
Must be skilled in Newstar or a comparable 
newsroom system and Beta editing equipment. A 
minimum of two (2) years experience producing a 
television newscast required. Must be a proven 
leader with a positive collaborative news philoso- 
phy. College degree required, journalism major 
preferred. Please send resume (including salary 
requirements) and nonreturnable tape to: WDAF, 
Human Resources Dept., 3030 Summit. Kansas 
City, MO 64108. EOE M /F /V /D. 

News Director. WKMG -TV, Post -Newsweek's 
"fast growing newest station" in the highly com- 
petitive Orlando. Florida market, is seeking a 
strong leader for it's News Department. Candi- 
date must have news management experience. 
Send resume to General Manager, WKMG -TV, 
4466 John Young Parkway. Orlando. FL 32804. 
EOE. 

HELP WANTED PROMOTION 

Top north Texas NBC affiliate is seeking a very 
creative Promotion Manager. Responsibilities in- 
clude creating and writing promotions, shooting 
on Beta format and editing on Media 100. A min- 
imum of one year's experience is required. Send 
cover letter, resume and non -returnable VHS 
tape to: Julie Pruett. Vice President and General 
Manager, KFDX -TV, 4500 Seymour Highway, 
Wichita Falls, TX 76309. No phone calls. KFDX- 
TV is an Equal Opportunity Employer. 

Promotions Director: NBC /NewsChannel 
15/WICD -TV is seeking a self motivated individ- 
ual for Promotions Director. Computer. writing. 
organizational and video editing a must. AVID 
editing skills a plus. No Calls! Send resume and a 
sample of your work to WICD Promotions, 250 S. 
Country Fair Dr., Champaign, IL. 61821. EOE 

Promotion Manager. Midwest CBS affiliate has 
an immediate opening for an experienced and 
creative Promotion Manager. The person will 
need to be well- organized with strong manage- 
ment and team skills. Must be able to implement 
and schedule News and station program promo- 
tions to bring viewers to the station. Knowledge 
of digital editing is essential. The station has 
been recognized nationally for its hard -hitting and 
creative Promotion and News campaigns. If you 
think you fit the bill and want to be part of an ag- 
gressive and professional local affiliate. send 
videotape, resume, references and cover letter 
stating your professional experience to: Human 
Resources. WANE -TV, 2915 W. State Boulevard, 
Fort Wayne. IN 46808. Please, no phone calls. 
EOE 

Promotion Producer. KPHO -TV, the CBS af- 
filiate in the Valley of the sun, has an immediate 
opening for a Promotion Producer. We're looking 
for an experienced, self- motivated. highly 
creative person who can produce compelling 
news topicals, series and image promotion. 
Strong writing skills a must. Non- linear editing 
experience preferred. Join a growing station in 
the beautiful Southwest. Rush your tape and re- 
sume to Human Resources. KPHO -TV. 4016 N. 
Black Canyon, Phoenix, AZ 85017. No phone 
calls please. EOE. 

Promotion Manager: KTBS, the ABC affiliate in 

Shreveport. is looking for a dynamic individual to 
run its Promotion Department. This person will be 
responsible for the development, coordination. 
and implementation of all internal and external 
station promotions. Television promotion /media 
background required. Prior management experi- 
ence and strong negotiating skills desired. Send 
resume to: PM1 -BC, Box 44227. Shreveport. LA 
71134 -4227. EOE. 

HELP WANTED PRODUCTION 

EXECUTIVE 
PRODUCER 

ABC7 Los Angeles seeks a cutting - 
edge, hands -on Executive Producer 

for our AM newscast. If you have 

created the leading morning show 

in your market and are looking for 

your next challenge, we are looking 
for you! 

Prove to us why you are ready to 

,tep into this key management 

position. Send letter, resume and 

non- returnable videotape to: 

Cheryl Fair, News Director, ABC7 

Los Angeles, Dept. EP/BC, 4151 

Prospect Avenue, 

Los Angeles, CA 

90027. Equal 

Opportunity 

Employer. 
ICAIIC LOS ANGELES 

Supervising Talk Show Producer. ABC in Seat- 
tle seeks proven leader to support/inspire staff 
and provide tone and direction for the country's 
longest- running afternoon talk show. Previous 
talk, management, and budgeting experience 
preferred. Candidates will be viewer- driven and 
have clear ideas how to grow this top -rated 
franchise. Please send resume to KOMO TV. HR 
Dept., 100 4th Ave. North. Seattle. WA 98109. 
EOE. 

Traffic /Deliverables Coordinator. Independent 
production and distribution company seeks a 
full -time employee to oversee and coordinate 
production deliverables. Candidate should have 
some technical experience with television stan- 
dards, formats and duplication. Good communi- 
cation skills. attention to detail, and the ability to 
handle multiple tasks are essential. This position 
requires working with many corporate depart- 
ments and outside vendors and producers. Send 
resume to: Unapix Entertainment, Chris Valentini, 
200 Madison Avenue 24th Floor, New York. NY 
10016 or fax (212)252 -7630. 
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Talk Show Segment Producer. KOMO TV's 
"Northwest Afternoon" seeks experienced talk 
producer. Candidate will be excellent in finding 
and producing compelling personal stories, have 
proven production capabilities (including editing 
and field production), and strong people skills 
with ability to work in team. Please send resume 
to KOMO TV. HR Dept.. 100 4th Ave. North, Seat- 
tle, WA 98109. EOE. 

Were looking for an experienced editor to 
come to work at an all Avid production company/ 
post house. Great working environment in the 
heart of Washington. DC. Fax resumes only to: 
(202)293 -3293 or E -mail to mariew @gvimail.com. 

Production. KOTV, a member of the 17 station 
A.H. Belo group, is seeking a full -time, Post Pro- 
duction Editor with 1 to 2 years experience to 
post promos and spots We're well equipped w/ 
GVG 141, GVG 250, GVG Kaleidoscope, 
Quantel Paintbox and Picturebox, Digital 
Betacam, Chyron MAX, and an Avid arriving this 
fall. We're looking for great technical strength, 
positive attitude. and the creativity to match. 
Rush letter of application, resume, and non- 
returnable demo reel to: Personnel Dept. KOTV 
P.O. Box 6, Tulsa, OK 74101. EOE M /F; an A.H. 
Belo Broadcasting Company. 

Production Manager. Min. three years produc- 
tion exp. Knowledgeabe of TV commercial and 
news production, FCC rules and regulations. 
Supervisory and management skills desirable. 
Qualify for state driver's license. KOBF -TV. 825 
West Broadway, Farmington, NM 87401. EOE/M -F. 

Production Editor/Videographer. The Univer- 
sity of Florida News and Public Affairs office is 
currently recruiting for a full -time editor/ 
videographer. This position is in a small internal 
TV production unit which produces UF- related 
news features, as well as internal and external con- 
tract projects. Will function primarily as a produc- 
tion editor, but will also have to do some shoot- 
ing. Beta format. Non -linear editing experience re- 
quired. Media 100 a plus. Shooting experience 
also required. Salary mid -twenties, excellent 
benefits. Min. qualifications: bachelor's degree 
and 2 years commercial TV experience. News 
background desirable. Deadline to apply is Sept. 
3, 1998. Send cover letter, resume, and demo 
reel (VHS or Beta) to: Diana Steller. Box 115002, 
Gainesville, FL 32611. Refer to position 
#838810 If an accommodation due to a disability 
is needed to apply for this position, please call 
(352) 392 -4621 or TDD (352) 392 -7734. 
AA/EA/EEO. 

KRWG -TV Producer /Director I. Works with 
KRWG -TV Development Department staff to 
produce and direct all on -air fund raising efforts in- 
cluding membership drives, underwriting credits. 
and promotional spots. Must be able to direct live 
and tape studio productions and shoot/edit field 
pieces. Knowledge of television graphic systems 
helpful. May be required to teach NMSU course. 
Bachelors degree and minimum of one year pro- 
ducer /director experience required. Masters de- 
gree preferred. Salary range: $20.868 -$26,085 
plus benefits. Position is contingent on funding. 
Application deadline: September 11, 1998. Send 
cover letter, resume, and list of three references 
to: Anthony Casaus, Director Development, 
KRWG -TV, MSC TV 22, NMSU, Box 30001, Las 
Cruces, NM 88003. No tapes until notified. 
KRWG -TV and NMSU are an Equal Employment/ 
Affirmative Action Employer. Women and 
minorities are especially encouraged to apply. 

CLASSIFIEDS 

HELP WANTED MISCELLANEOUS 

BELO 
Belo owns 17 television stations reaching 14'0 of the country 
including: 4 ABC affiliates, 6 CBS affiliates. 5 NBC affiliates, 

2 FOX affiliates. and operates (via LMA5): 3 UPN affiliates 
and one unaffiliated. 

The following lobs are presently open at the stations listed 

below. When sending your resume. please indicate (by job 
number) in which position you have interest. 

Tulsa, OK, KOTV CBS: Post Production Editor 
Editor with 1 -2 years experience to post promos and spots. 
#BC15.01.1 

Tucson, AZ, KMSB FOX: Studio Engineer 
Minimum 3 years experience and versatility in all types of 

studio equipment. #BC15 -02.1 

San Antonio, TX, KENS CBS: Account Executive 
Applicant should have a verifiable record of success in sales. 
with preference given to those who have sold advertising. 
preferably radio or television and, in particular. News/Talk 
Radio: skills in communication both written and oral, are 
important. Dependable transportation is required. Minimum 2 

years sales experience. #BC15.03.1 

San Antonio, TX, KENS CBS: Account Executive 
Qualified applicants should have a minimum of 2 years 
outside sales experience. a working knowledge of Nielson 
ratings and applications. basic computer skills, and a 

familiarity with media and production. Dependable 
transportation and professional appearances are also 
prerequisites. A desire to succeed and self motivation will 

reward you with additional responsibilities and an above 
average income. #8C15 -032 -1 

Spokane, WA, KREM CBS: Director of Sales and Marketing 
Direct and manage all sales and marketing efforts for KREM 
and our LMA partner KSKN. Minimum 5 years broadcast 
sales management experience to include local. regional and 
national sales. Successful budgeting. negotiation and 
inventory management experience with a track record to 
match. #BC15 -04 -1 

Boise, ID, KTVB NBC: Executive News Director 
Responsible for the overall journalistic standard and strategic 
direction of the top media company in the state of Idaho. 2 -3 

years experience as news director and 3 -5 years experience 
in news management. Must possess excellent oral and 
written communication skills and have the ability to represent 
the television station as a public spokesperson. #BC15 -05 -1 

Hampton- Nortolk, VA, WVEC ABC: Website Account 
Executive Responsible for generating revenue by 

prospecting and selling advertising on WVEC.COM. 

Candidate must possess extensive understanding of Web 

marketing and Internet commerce. Excellent organization 
and communication skills including the ability to compose 
and deliver strong, creative sales presentations. Minimum 2- 

3 years high -tech sales or related experience: thorough 
understanding of the Internet and related Microsoft systems. 
#BC15 -06 -1 

Hampton -Norfolk, VA, WVEC ABC: Assistant News Director 
Need creative and energetic individual with strong journalistic 

skills and ethics for number two position in newsroom. 
Responsible for coordinating news coverage and special 
projects. and assisting in long -term planning. College degree 
and 5 years of commercial television newsroom experience 
required. Prior management experience a plus. Please 

include a short statement of news philosophy with resume. 

#BC15 -062 -1 

Sacramento, CA, KXTV ABC: Moming/Noon Weathercaster 
Minimum 2 -3 years weather anchor experience preferably on 

morning newscast. Please send resume pasting 

equipment/systems you are familiar with). rBC15 -07 -1 

Honolulu, HI KHNL NBC: Local Sales Manager 
Minimum 2 -3 years sales management expenence. Prefer 

experience in selling Sports and LMA creativity. #BC15 -08 -1 

St. Louis, MO, KMOV CBS: Executive Proiucer- Morning 
Newscasts Responsible for on -going develcpment and 
improvement of Morning news. Prior newscast producing 
experience required. Must have good writing, organization 
and people skills. Please send tape Morning news 
philosophy and resume. #BC15 -09.1 

Houston, TX, KHOU CBS: Morning Show Executive Producer 
Scheduling. coaching writing. Create a sizzle each newscast 

3 years expenence in top 30 market. #BC15 10.1 

Houston, TX, KHOU CBS: Promotions Wrier/Producer 
Strong copywriting and graphic sense. Famil ar with 
editing/post production. Minimum 2 years broadcast 
promotion experience. #BC15.102.1 

Houston, TX, KHOU CBS: Technical Director 
Minimum 3 years experience switching fast paced newscast, 
GVG 4000/2 ME switcher with Kaleidoscope #BC15.103 -1 

Charlotte, NC, WCNC NBC: Producer 
Looking for 2 years news producing experience in a small to 

mid -size market. #BC15 -11 -1 

Seattle, WA, KONG: Writer/Producer 
Responsible for production of promos for programs, station 
projects and psá s. Prefer promotion experience with an 
independent television station. #BC15 -12 -1 

Portland, OR, KGW NBC: Executive Producer 
Executive produce daily newscasts. Work with producers. 

assignment desk personnel, and other news manager and 
staff to coordinate and execute high quality, :oumalistically 
sound newscasts. Requires a proven news nanager with at 
least 5 years local news producing experience and 
leadership ability. #BC15 -13 -1 

Dallas, TX, TXCN: Traffic Manager 
Belo's 24 -hour Texas cable news channel seeking candidate 
with three years experience in traffic with a college degree in 

a related field. #BC15 -14 -1 

Dallas, TX, TXCN: Research Director 
Belo's 24 -hour Texas cable news channel seeking candidate 
with 2 years experience in local media research with a 

college degree in a related field. 4BC15 -142 1 

New Orleans, LA, WWL CBS: Director of Sales and Marketing 
Minimum 5 years sales management experience. 4BC15 -15 -1 

Seattle- Tacoma, WA KING NBC: News Producer 
Responsible for producing a 10:00 am newsast for KONG - 
TV. and LMA operated by KING. #BC15 -16 -1 

Dallas, TX WFAA ABC: National Sales Manager 
Minimum 4 -5 years television experience requ red. 4BC15 -17.1 

Louisville, KY, WHAS ABC: Internet Sales Person 
WHAS11. market leader, is looking for a dynamic individual 
with 2-3 years of marketing/sales experience in media. 

Requires excellent communication skills and the ability to 

deliver creative, high -impact sales presentat ons. Good 
organizational and prospecting skills are essential. Must 
possess a thorough understanding of the Internet and related 
Microsoft systems. College degree preferrec. #BC15.18.1 

Seattle, WA, NWCN: Director of Sales anc Marketing 
Responsible for budgeting. forecasting. inve story control. 
market research, and new business development. Must have 

3 years sales management experience. =BC15 -19 -1 

Albuquerque, NM, KASA FOX: Local Sales Manager 
Direct local sales team in the day-to-day development of new 

business. increasing share of existing business. and creating 
profitable sales promotions. Train and lead statt in efforts to 

overachieve station's targeted local revenue goals and market 

share. Work with sales team on forecasting revenue. weekly 
planning sessions, and assist with client sales calls. #BC15.2C- 

Albuquerque, NM, KASA FOX: Website Sales Person 
ltBC15 -202 -1 

Send resume in confidenca to: 
Belo TV Group, Attn: Job # 

14th Floor 
A.H. Belo Corporation 

PO Box 655237 
Dallas, TX 75265 -5237 

Belo is an Equal Opportunity Employer 
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CLASSIFIEDS 

HELP WANTED CREATIVE SERVICES 

WPBF 25, the Hearst -Argyle station In West 
Palm Beach is seeking a senior designer to join 
our creative learn. Ideal candidate will have at 
least 2 years experience in a broadcast environ- 
ment, demonstrate a strong creative sense, have 
the ability to do cutting -edge news and package 
design. be an effective leader and have a proven 
track record in quality control. WPBF 25 is an 
Equal Opportunity Employer. Send your tape and 
resume to: Sara Ahmad, Creative Services 
Director. WPBF. 3970 RCA Blvd. Suite 7007, 
Palm Beach Gardens. FL 33410. 

Top north Texas NBC affiliate is seeking a 
Creative Services Director. Responsibilities in- 
clude creating and writing commercials for local 
production, shooting on Beta format, and editing 
on Media 100. Must be able to coordinate post - 
production in a timely manner. A minimum of one 
year's experience is required. Send cover letter. 
resume and non -returnable VHS tape to: Julie 
Pruett, Vice President and General Manager. 
KFDX -TV. 4500 Seymour Highway, Wichita Falls. 
TX 76309. No phone calls. KFDX -TV is an Equal 
Opportunity Employer. 

Experienced Art DirectorTelevision Graphics 
Artists needed to oversee all design aspects of 
station's news. programming, and promotion. 
Applicants should have 3 -5 years experience and 
demonstrate a strong sense of typography, ex- 
cellent communication skills and proficiency on 
paintbox and Macintosh computers. Send re- 
sume, non - returnable tape. salary requirements 
and references to: Human Resources, WIAT -TV. 
PO Box 59496. Birmingham, AL 35259. No 
phone calls please. EEO. M /F. Pre -employment 
drug screening required. 

HELP WANTED PROGRAMMING 

Tribune Broadcasting's newest acquisition in 
Seattle, WB22. KTZZ -TV, is looking for a Top 
Gun Creative to be its On -Air Manager. As if liv- 
ing in one of the country's most desirable cities 
isn't enough, you'll have the opportunity to be in 
on the ground floor as we re -build Seattle's WB 
affiliate. If you can produce original, creative. 
"eyeball attracting" work, if you have strong team 
skills and supervisory or management skills, if 

you'd rather show your skills on station pro- 
gramming spots instead of news, we want to 
hear from you. Send your resume and tape to HR 
Director. KTZZ. 945 Dexter Ave. N., Seattle, WA 
98109. No phone calls please. KTZZ is an Equal 
Opportunity Employer. 

Programming Administrator. KNVA is seeking 
a highly organized. detail- oriented Programming 
Administrator. Duties include preparing and dis- 
seminating programming information to staff and 
listing services, meeting with syndicators, updat- 
ing program information on the web site. maintain- 
ing tape library and off -site storage of program 
tapes. inputting program related data into traffic 
system, and answering viewer calls and mail. 
Ideal candidate must be experienced in computer 
operations. specifically with MS. Word. Lotus. Ex- 
cel, and Eudora e-mail. Experience in html pro- 
gram language is also a plus. Send resume and 
salary requirements to: Ron Oliveira. KNVA TV- 
54. 908 W. MLK Blvd., Austin. TX 78701. No 
phone calls please. EEO. 
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Director of Programming /Trafficking/ 
Promotions. Responsible for, but not limited to. 
(1) the creation of station's entire broadcast 
schedule; (2) program acquisitions, contracts and 
changes; (3) programming contract administra- 
tion; (4) liaison with affiliated network; (5) 
assurance of smooth operation of all station pro- 
gramming. scheduling, trafficking, and promotion; 
(6) operations of master control and the hiring, 
training and supervision of control personnel; (7) 
all reports, logs and FCC mandates; and (8) 
assisting sales and accounting with inventory con- 
trol. Three years or more experience in broadcast 
programming, trafficking and promotions pre- 
ferable. Must demonstrate ability of strong man- 
agement. organizational, promotional and com- 
munications skills. Must be able to develop and im- 
plement promotion of station's programs and 
activities to heighten viewer awareness. Must 
have knowledge of production techniques and 
ability to operate a personal computer, videotape 
machines and non linear editing system. Send re- 
sume, transcripts and non -returnable videotape 
resume to: KWBJ TV -39, PO Box 744, Morgan 
City, LA 70381 -0744. This WB affiliate is an 
Equal Opportunity Employer. 

TV SALES TRAINING 

LEARN TO SELL TV TIME 
Prepare for a career 

in TV time sales 
Call for FREE Info Packet 

ANTONELLI MEDIA 
TRAINING CENTER 

(212) 206-8063 

PROGRAMMING FOR SALE 

Own ATTIC GOLD, a TV series of 22 half hours 
shown on the Nostalgia TV Net. Antiques. collecti- 
bles and keepsakes are the topics of the Beta 
Master tapes that include the music. talent and ti- 
tle copyright. 6 minute format. ideal for group 
ownership. Call PennPar. 800 -473 -6672 for 
demo. 

CABLE 

Fir/ n 1.1'.1l'Trrt npnllnTlnK 

)..171.1 
N 10V I ES 

PRODUCER 
BET MOVIES/STARZ!3 

BET Movies/STARZ!3 is the first premium 
movie channel to target black subscribers 
and the urban market We're looking for a 
talented producer with 1.5 years experience 
to help us make this venture a success. We 
need you to write and produce creative on- 
air interstitial segments, cross -channel 
promos and special feature programming 
that will seize the viewer's attention. If you 
have superior writing and creative skills, as 
well as the ability to produce and supervise 
edit sessions, this may be just the job you're 
looking for. We prefer individuals with on-air 
graphics experience and a background in 
marketing or promotion to an urban 
audience. We offer an excellent working 
environment at the state of the art National 
Digital Television Center in Denver, 
Colorado. If you have the talent and desire 
to be a part of this exciting opportunity, send 
resume and VHS demo reel to: 

Managing Producer 
BET MoviesISTARZI3 

Go Encore Mieda Group, #529 
4100 E. Dry Creek Rd., 

Littleton, CO 80122. 

Successful candidate will be subject to a 

drug test EOE. 

HELP WANTED PRODUCTION 

M E D A G R O U P 

SCHEDULER 
Encore Media Group, the nation's largest 

provider of premium movie networks, is 

seeking an individual with 3 years scheduling 

experience for our fast -paced planning and 

scheduling department. Working in the 

shadow of the rocky mountains at our 

corporate office in Denver, Colorado you'll 

screen all titles to become familiar with 

monthly content, evaluate titles, conduct 

product research, and create coordinated 

stunts and festivals. If you have a sincere 

enthusiasm and knowledge of film, as well as 

highly developed analytical and organizational 

skills, this could be the opportunity you've 

been waiting for. We prefer candidates with a 

Bachelor's degree in film, film production or 

related field. Send resume and salary history 

to: Encore Media Group, #528, P.O. Box 

4917, Englewood, CO 80155. Successful 

candidate will be subject to a drug test. 

EOE. 

To place your classified ad in Broadcasting & Cable, 
call Antoinette Pellegrino (212) 337 -7073 
or Francesca Mazzucca (212) 337 -6962 
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HELP WANTED SALES 

OIRECT-OR OF SALES SrL MARKETING 
Northwest Cable News, a 24 -hour regional news network and a subsidiary of the A. H. Belo Corporation, 
is seeking a Director of Sales & Marketing to lead and motivate an excellent sales staff to meet 
aggressive sales goals. Other responsibilities include budgeting, forecasting, inventory control, market 
research and new business development. 

Successful candidate will have a college degree with minimum 5 years sales management experience, 
demonstrated ablity to produce aggressive revenue goals, strong leadership skills, and the ability to sell 
conceptually without the benefit of ratings. 

If qualified, send 2 copies of your resume and cover letter to: 

NORTHWEST CABLE NEWS 

Attn: FR Dept, #N98R17 
333 Dexter Ave. N. 

Seattle, WA 98109 

' NorthWest 
Cdl/elVS 

An Equal Opportunity Employer - M/F /DN 

Broadcastíñg&Cahle 

We Need Your Passion for 
Sales and Talent for Success! 

Broadcasting & Cable has an exciting 
opppoorrttinity for a dynamic, energetic 
individual. Seeking a seasoned sales 
professional to drive cable industry ad sales. 
Knowledge of TV, cable and related 
industries preferred. Ideal candidate should 
have 5+ years in ad sales for publishing, 
cable television or affiliate sales. 

Fcr immediate cons deration, send your 
resume with salary requirements to: 

Human Resources Department - BC 
Cahners Business Information 
245 W. 17th Street 
New York, NY 10011 

or fax to 212-727-2425. EOE MIFIDN. 

HELP WANTED TECHNICAL 

Digital Audio Expert 
The National Digital Television Center is 

looking for an expert in audio production to 
operate a new, all digital, state of the art 
facility. This is not a job for beginners. The 
successful candidate will have an associates 
degree in audio production or equivalent 
experience. He or she will have five years of 
solid experience in live audio production and 
post production, including computer based 
programs such as Pro Tools. Experience in 

MIDI is also necessary. A knowledge of live 
recording with microphones, telephones, 
telephone interfaces such as ISDN and other 
pickup devices is essential. Background and 
understanding of time code and television 
post production is also desired. 

Please send resume to: 

Tom Edwards 

NDTC 

4100 E. Dry Creek Road 

Littleton, CO 80122 

Selected applicant must pass a drug 

screening and criminal background check. 
The National Digital Television Center is an 

Equal Opportunity Employer. 

HELP WANTED ALL POSITIONS 

TEXAS CABLE NEWS 
A.H. Belo Corporation, one of the nation's largest media companies, is proud to announce an 

exciting new venture in Dallas, Texas. Texas Cable News (TXCN) will launch a 24 -hour regional 
news channel in January. We are currently recruiting for an entire staff of news, sales, creative 
services and engineering personnel including: 

News: News Anchors, Weathercasters, Producers, Assignment Editors, Writers, 
Videjoumalists, Editors, Tape Operators, Technical Directors, Audio 

Sales: Account Executives, Research Director, Traffic Manager 

Creative Services: Promotions Producer/Writer /Editor 
Commercial Producer /Camera/Editor 
Graphic Artist 

Engineering: Master Control Operators 

To apply for one of the positions above, please send your resume, cover letter and tape Of applicable) to 

TXCN, 714 Jackson, Ste. 800, Dallas, TX 75202 or fax to 214/977 -4501 or e-mail to jobs @txcn.com 
EEO 

CLASSIFIEDS 

HELP WANTED OPERATIONS 

CNN, CNN International and CNNSI are look- 
ing for Master Control operators. Master Control 
responsibilities include: switching commercials 
and programming, loading program and com- 
mercial files, managing break content. timing 
taped programming, and overseeing outgoing 
signal for content and quality Applicants will be ex- 
pected to learn new technologies as they are im- 
plemented in the department. Duties may also in- 
clude camera robotics, pre- and post- production, 
and other responsibilities as assigned. Applicants 
are required to have one (1) year live news 
master control or three (3) years general master 
control broadcast experience. Must have the abili- 
ty to learn new technology quickly and 
thoroughly. A self -starter who is highly motivated. 
organized, and able to react well under pressure. 
Should be able to trouble -shoot problems and 
find solutions instantly. Should be very comforta- 
ble with Windows -based applications. Knowledge 
and interest in world and national news required. 
Location of positions are in Atlanta. No phone 
calls please. Please send resume to: Annie 
Bach, News Production Supervisor. CNN Interna- 
tional, 3rd Floor South Tower, CNN Center. 
Atlanta, GA 30348 or FAX to 404 -8V-4056. 

ALLIED FIELDS 

HELP WANTED ADMINISTRATION 

Telecommunication. New Communication 
Technologies /Television News tenure -track 
assistant professor appointment at Colorado 
State University. Ph.D. preferred (master's re- 
quired) in communication, journalism /mass com- 
munication. Recent broadcast television news 
and /or multimedia production experience re- 
quired. Previous college teaching preferred. Be- 
gins August 15. 1999. Apply by October 15. 
1998 to Chair, Search Committee -TV /New 
Communication Technologies, Department of 
Journalism and Technical Communication, Clark 
C225. Colorado State University, Fol Collins. CO 
80523. (970)491 -6310. Colorado State is an 
EEO /AA employer. E.O. Office: 101 Student Ser- 
vices. 

HELP WANTED TECHNICAL 

Customer Support Trainers- Technical train- 
ing professional needed to deliver customer 
training. Background in broadcast industry or 
equivalent is required. Must have e.icellent com- 
munications skills. Extensive travel is required. 
Fax resume to Louth Automation. attn: Mgr of 
C/S Training (650)843 -3666. 

EMPLOYMENT SERVICES 

PROFESSIONAL JOBS 
WITH ENTERTAINMENT COMPANIES 

BROADCAST & CABLE TELEVISION. DISTRIBUTORS. 

MOTION PICTURE. POST PRODUCTION& MORE 

Entry to senior level jobs natioiwide in ALL fields 

(news. sales, production, management. etc.). 
Published biweekly. For subscription information: 

(800) 335 -4335 

Entertainment Employment ,lournaVT' 
email: info @eej.com 

FOR DAILY CLASSIFIED UPDA I ES.. 
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CLASSIFIEDS 

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. 

TV Reporters, Anchors and Producers!!! Ex- 
perienced or entry level, hundreds of satisfied 
clients know winning that great job starts by con- 
tacting Tony Windsor at NEWSDirections 
(423)843 -0547 or toll -free voice mail 
(800)NEWSDIR. 

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 EQUIPMENT 

STOCK 
ANSWERS. 

For video duplication, demos, 
audition reels, work tapes, our 
recycled tapes are technically 
up to any task and downright 
bargains. All formats, fully guar- 
anteed. To order call: 

(800)238 -4300 CARPEL 
VIDEO 

Lowest prices on videotape! Since 1979 we 
have been beating the high cost of videotape. 
Call Carpel for a catalog. 800 -238 -4300. 

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. 

,gesponding to 

Bvnd Box ad? 

Easy enough! 
just mail your resume to: 

Broadcasting & Cable 
Box # 

245 W. 17th Street 
New York, NY 10011 

66 BROADCASTING & CABLE AUGUST 24,1998 

FOR SALE STATIONS 

TV- LPTV Orlando $250K 
TV- New full power, UHF Network Aff. $1.5M 
AM FM Class C combo in growth market $11.0 M 

FM- Class A Coastal Carolina's $750K 
FM- Atlantic Coast Class C3 $2.7M 

HADDEN & ASSOC. 
PH 407- 365 -7832 FAX 407- 366 -8801 

Suburban New York AM. 24 Hours. Serious 
buyers only. Asking $325,000. Want quick Ac- 
tion. Reply to Box 01415. 

New England AM /FM. Great FM signal in 

nearby large market. Strong gross, first class fa- 
cility 2.5M. Broker- SALES GROUP 781 -848- 
4201. 

3 Florida LPTV's, great signals in highly desira- 
ble coastal markets. Miami -Fort Lauderdale $2.5 
Million, Fort Myers $395k, Port St. Lucie -Stuart 
$335k. Financially qualified parties only please. 
954 -340 -3110. 

HELP WANTED FACULTY 

Faculty Opening, School of Journalism and 
Mass Communication, University of Colorado at 
Boulder. The University of Colorado's School of 
Journalism and Mass Communication seeks appli- 
cants for a tenure track position in television 
news. Qualifications: Significant industry experi- 
ence, Ph.D.. MFA or MA, demonstrated capacity 
for research or creative work, a commitment to ex- 
cellence in teaching. The successful candidate 
will teach in a live, cable news lab setting and 
may also be assigned to courses in broadcast 
news writing, reporting, documentary video or 
video production. Secondary interest in radio 
news/programming, digital editing, multi- media, 
sports, drama, children's, corporate /industrial 
video, or production management desirable. Ap- 
pointment intended as assistant professor rank, 
but other ranks and contract terms may be con- 
sidered. Salary competitive. Appointment begins 
August 1999. The University of Colorado at 
Boulder strongly supports the principle of diversi- 
ty. We are particularly interested in receiving 
applications from women, ethnic minorities, disa- 
bled persons, veterans and veterans of the 
Vietnam era. Review begins December 1st and 
continues until suitable candidate is found. Send 
letter of application, curriculum vita or resume 
and the names of three references to: Prof. 
Stewart M. Hoover, Chair, TV News Search Com- 
mittee, School of Journalism and Mass Commu- 
nication, Campus Box 287, University of Col- 
orado, Boulder, Colorado 80309 -0287. Phone: 
303 -492 -4833. Fax: 303 -492 -0969 E -mail: 
hoover @colorado.edu. 

Fax your classified ad to 

Broadcasting & Cable. 

(212)206 -8327 

;Place 
Your Ad 
Today 

Classified advertisers 
in Broadcasting & Cable 

can post their ad on our 
website. Updated daily, 
ifs the industry's most 
read and most compre- 
hensive online listing. 
Plus, as the industry's 
only categorized online 
listing, your ad is 

easier to find. 
Place your ad today 
-see it today! 

See the 
Resumes 

Tomorrow 
For more information, 
contact: 
Antoinette Pellegrino 
212.337.7073 
email: 
apellegrino@,cahners.com 

Francesca Mazzucca 
212.337.6962 
email: 
fmazzucca@ cahners.com,. 

ADVERTISE on 
www.broadcastingcable.com 

Broadcasting 
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du Trek Lundin á Racklel't Inc. 
Consultirg Engineers 

240N. Washington Blvd *Suite 700 
Sarasota. FL 3423b 

PkONE:(941)366 -2611 
FAX:(941)366 -5533 

Member AFCCE 

John F.X. Browne 
& Associates 

A Profess.onal Corp,ranon 
Mernper AFCCE 

BROADCAST / TELECOMMUNICATIONS 
Bloomfield Hills. MI wasnnpton, DC 

248 642 6226 (Cil ) 202 293 2010 
248.60. 6027 (FAX) 207 293 2021 

,wnv,f.p..n 

E. Harold Munn, Jr., 
& Associates, Inc. 

Broadcast Engineering (.onvnanls 
Box 220 

Coldwater, Michigan 49036 
Phone: 517- 278 -7339 

CMMI4a11+T10RS TF.t N4OI.OF:II:S Ist 
NIX AST 1w1,n1.1.,:.n,tivAVr 

Clarnlrr M Brrrra7r 
laura M Mcrahl 

PO Hon )11110) Marlon,Nltwöl 
(609)905-0077 FAX:1609 98541124 

PROFESSIONAL CARDS 

CARL T. JONES= 
CORPORATION 

CONSULTING ENGINEERS 

7901 YARNWOOD COURT 
SPRINGFIELD, VIRGINIA 72153 

( 703)569 -7704 
MAW ArC'CJ 

HAMMETT & EDISON, INC. 
( ( 11N(. l 1KS 

ana 2800e8 
San Frnn,ln ( ahlornu 94128 

707/996-5200 
202/396-5200 

r )11)(rxcl) t ,..n 

LOH \F:S .AN ('t LV}:R 
CONSULTING RADIO ENGINEERS 

8309 Cherry Lane 
Laurel, MO 20707 4830 

1301) 776 4468 
LC 

1v14 Member AFCCE 

CARL E. SMITH 
CONSULTING ENGINEERS 

AM FM TV Engineenng Consultants 
Complete Tower and Rigging Services 

Slit me rht ht a,t ut.lustr, list 
tot r r Ml tr'Ur,,. 

Box 807 Bath, Ohio 44210 
(330) 659-4440 

Mullaney Engineering, Inc. 
Consulting Telecommunications Engineers 

9049 Shady Grove Court 
Gaithersburg. MD 20877 

301. 921 -0115 

Member AFCCE 

Technical Broadcast 
Consultants, Inc. 
Transmission Specialists 

TV (NTSC d DTV)I ST( Microwave) FM 

P.O. Box 97262 - Raleigh, NC 27624 

Tel / Fax (919) 846-2976 
e -mail: tbc ®vnet.net 

HATFIELD & DAWSON 
1 I INI. I.Nt.INFt RS 

551X1 (RI EN9unD .4v., N. 
S I 1 I 11 1, W As111Nt. 11,N 9711119 

`19.. 81 '1191 I tt ,I,vI 1 1211h) 77(4 4%14 

5151 R .AI I I I. 

WALLACE 101 West Ohio St. 

10th Flow 
p + - Indianapolis, Ill 

Dennis L\rallarc 46204 
(3)71 684-6754 

walla(edlv@aol(om 

SPECIALIZING 

IN DIGITAL TELEVISION 

RATES 
13 weeks - $105 /week 
26 weeks - $90 /week 
52 weeks - $75 /week 

Shisulbre 1l 1.110trer '-. Inc. 

Towers and Antenna Mt-mimes 
Ruben A. Shtu dived. l'.E. 

1040 Morrison Drive 
Chodesbn, S.C. 29403 ($03) 577 -4681 

Brokers 
Get your company out in 

front of the industry 

by advertising in the 

Service Directory. 

Use a card ad to do 

your talking .. 

Broadcast Towers 
Analog /Digital 
Transmitters lal3l Y7C 

LeBLANC Broadcast Inc. 

Tel: (972) 664 -1817 005 Groothand 
Fax: (972) 664.7476 PresIdenl 

NATIONWIDE TOWER COMPANY 

IRIt III I,s111,\7S\Ills S\II\RII NMI' 

I I IR Ns' 1I 11sIRII II OSI \,\I l'\I\I 
IPIl III IRIt.l1 1,1.I\IIKIM. 

P.O. BOX I829IIE:NDE.RSON. KY-12415-1529 
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DATEBOON 
Sept. 17- BROADCASTING & CABLE Interface XII conference. New 
York Grand Hyatt. New York City. Contact: Cahners Business 
Information, (212) 337 -7158. 

Sept. 23- 26- Radio- Television News Directors Association in- 
ternational conference and exhibition. San Antonio Convention 
Center, San Antonio. Contact: Rick Osmanski. (202) 467 -5200. 

Oct. 14-17- National Association of Broadcasters Radio 
Show. Washington State Convention and Trade Center, Seat- 
tle. Contact: (800) 342 -2460. 

Oct. 26- 28- Southern Cable Telecommunications Associa- 
tion Eastern Show. Orange County Convention Center, Orlan- 
do, Fla. Contact: Patti Hall. (404) 255 -1608. 

Oct. 27 -29- Society of Broadcast Engineers national meeting 
and electronic media expo. Meydenbauer Center, Bellevue 
(Seattle), Wash.. Contact: John Poray, (317) 253 -1640. 

Oct. 28 -31- Society of Motion Picture and Television Engi- 
neers 140th technical conference and exhibition. Pasadena 

Convention Center, Pasadena, Calif. Contact: (914) 761 -1100. 

Nov. 9- BROADCASTING & CABLE 1998 Hall of Fame Dinner. Mar- 
riott Marquis Hotel. New York City. Contact: Cahners Business 
Information, (212) 337 -7158. 

Dec. 1 -4-The Western Show, conference and exhibition pre- 
sented by the California Cable Television Association. Anaheim 
Convention Center. Anaheim, Calif. Contact: (510) 429 -5300. 

Jan. 25 -28, 1999 -35th annual National Association of Tele- 
vision Programming Executives program conference and exhibi- 
tion. Ernest Morial Convention Center, New Orleans. Contact: 
(310) 453-4440. 

April 19-22, 1999 -National Association of Broadcasters 
annual convention. Las Vegas Convention Center, Las Vegas. 
Contact: (202) 429 -5300. 
June 13.16, 1999-48th annual National Cable Television 
Association convention and exposition. McCormick Place, 
Chicago. Contact: Bobbie Boyd, (202) 775 -3669. 

THIS WEEK 
Aug. 24-28- "Harris %PBS DTV Express." DTV 
dual seminar series featuring technical and busi- 
ness operations seminars presented by Harris Corp. 
and PBS. Noriolk, Va. Contact: (888) 733 -3883. 
Aug. 28- 29-CRS Great Lakes. regional semi- 
nar presented by Country Radio Broadcasters. 
Cleveland Marriott Downtown at Key Center, 
Cleveland. Contact: (615) 327 -4487. 

AUGUST 
Aug. 31 -Sept. 4- 'Harris /PBS DTV Express." 
DTV dual seminar series featuring technical and 
business operations seminars presented by Harris 
Corp. and PBS. Louisville. Ky. Contact: (888) 733- 
3883. 

SEPTEMBER 
Sept. 2.4 -Texas Association of Broadcasters 
and Society of Broadcast Engineers 45th annual 
convention and trade show. Hotel InterContinen- 
tal. Dallas. Contact: (512) 322 -9944. 
Sept. 3.4 -World Summit on Financing for 
Satellite Communications and Broadcasting, pre- 
sented by Euroconsult and Donaldson, Lufkin & 

Jenrette. Le Grand Hotel Inter -Continental, Paris. 
Contact: (212) 892 -3000. 
Sept. 7- 11- 1Harris /PBS DTV Express," DTV dual 
seminar series featuring technical and business 
operations seminars presented by Harris Corp. and 
PBS. Washington. Contact: (888) 733 -3883. 

Sept. 9 -11 -Women in Cable & Telecommunica- 
tions executive development seminar. Sylvan 
Dale Ranch. Loveland. Colo. Contact: Christine 
Bollettino. (312) 634 -2335. 
Sept. 9-12- American Women in Radio and Tele- 

vision annual convention. Wyndham Washington 
Hotel. Washington. Contact: (703) 506 -3290. 
Sept. 10- Television Bureau of Advertising 
broadcasting industry forecasting conference. 
McGraw-Hill Conference Center. New York City. 
Contact: David Friedman. (212) 486 -1111. 
Sept. 11 -1998 MIBTP- Broadcasting Training 
Program Striving for Excellence Awards. Museum 
of Television and Radio. Beverly Hills. Calif. Con- 
tact: Patrice Williams. (818) 240 -3362. 
Sept. 11.13- "Covering the' 98 Elections." work- 
shop sponsored by the Radio-Television News Di- 
rectors Foundation. Sheraton Austin Hotel. Austin. 
Tex. Contact: Kathleen Graham. (202) 467 -5216. 
Sept. 11 -15 -1998 International Broadcasting 
Convention, Amsterdam. Holland. Contact: 011 44 
171 240 3839. 
Sept. 12.14- National Association of Broad- 
casters Hundred Plus Exchange. Wigwam Resort, 
Phoenix. Contact: (202) 429 -5366. 
Sept. 12.15-NIMA International annual meet- 
ing and exposition. MGM Grand Hotel. Las Vegas. 
Contact: (202) 289 -6462. 
Sept. 13.15- "Internet Services Over Cable 
Systems. technical workshop presented by the 
Society of Cable Telecommunications Engineers. 
Don CeSar Beach Resort. St. Pete Beach. Fla. 
Contact: Anna Riker. (610) 363 -6888. 
Sept. 13.15- National Association of Minorities 
in Communication 12th Urban Markets Confer- 
ence. New York Hilton and Towers. New York 
City. Contact: Vera Vathi. (212) 370 -5483. 
Sept. 14- SkyFORUM X, direct -to -home satel- 
lite TV business symposium presented by the 
Satellite Broadcasting and Communications 
Association. Marriott Marquis Hotel. New York 
City. Contact: Carrie Cole. (703) 549 -6990. 

Sept. 15- International Radio & Television Soci- 
ety Foundation newsmaker luncheon featuring FCC 
Chairman William Kennard. Waldorf- Astoria. New 
York City. Contact: Marilyn Ellis, (212) 867 -6650. 

Sept. 15 -16th annual Everett C. Parker Ethics in 

Telecommunications Lecture and Luncheon, pre- 
sented by the United Church of Christ Office of 
Communication and the National Council of 
Churches Communication Commission. Interchurch 
Center. New York City. Contact: (212) 870 -2137. 
Sept. 15.18 -22nd annual National Association 
of Black Owned Broadcasters fall broadcast man- 
agement conference. Marriott Wardman Park 
Hotel. Washington. Contact: (202) 463 -8970. 
Sept. 16- National Association of Broadcasters 
Service to Children television symposium. NAB 
headquarters. Washington. Contact: (202) 429- 
5347. 
Sept. 17 -"The Challenge of Change in the New 
Millennium." seminar presented by Women in 
Cable & Telecommunications. ICI Site. San Jose, 
Calif. Contact: Laurie Empen, (312) 634 -2353. 
Sept. 22- Hollywood Radio & TV Society news- 
maker luncheon featuring the presidents of the six 
broadcast networks. Century Plaza Hotel. Los 
Angeles. Contact: (818) 789 -1182. 
Sept. 22-24-Great Lakes Cable Expo annual 
convention and trade show. Navy Pier, Chicago. 
Contact: 317- 845 -8100. 
Sept. 23.25- SCEC'98, 29th annual satellite 
communications expo and conference, presented 
by Intertec Trade Shows & Conferences. Washing- 
ton Convention Center, Washingon. Contact: 
(303) 741-8719. 

Major Meeting dates in red 
-Compiled by Kenneth Ray 

(ken.ray@cahners.coml 

Will You Profit Or Perish In the Convergence Revolution? 
Once just another over -hyped buzz word, "convergence" is now the ruling order of the day. 

Companies, technologies, entire industries are merging and overlapping to create a whole new eco- 
nomic order. Is your business positioned to take advantage of the myriad of opportunities fostered by digital con- 
vergence? The Carmel Group, publisher of Convergence Investor and DBS Investor, now brings together the 
most distinguished cross section of leading Internet, telecommunications, consumer electronics, computer and 
entertainment content industry executives ever, to share their visions of the current and future convergence land- 
scape. You can't afford to miss this one of a kind opportunity to gain an understanding of the next generation's 
media business, and network with the industry pioneers shaping it. 

Convergence `98: The Five Burning Questions 
September 28, 1998 * Los Angeles Airport Westin Hotel 

Call (831) 626 -6222 or Visit wwwcarmelgroup.com 
For Registration & Conference Details THE 
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FIFTH ESTATER 

Woelfel builds CNN's Web presence 
When Scott WoeItcl %g as starting his 
career after graduating from the 
University of Missouri, the Inter- 

net was a relatively arcane medium known 
only to academicians and the military. 

Today the 12 -year veteran of CNN 
directs the most successful online network 
news operation on the 'Net: CNN Interac- 
tive projects profitability by year's end. 
That's well ahead of the business plan he 
helped to formulate as editor in chief of 
that nascent unit of the cable news net- 
work in 1995. "Frankly, when we started, 
I had no idea this would be as big as it is 
now," he says. 

The modest beginnings formed around 
annual Time Capsule CD -ROMs, year-end 
multimedia news summaries that CNN 
started producing in 1993. In 1995, it also 
produced the CD -ROM Faces of Conflict. 
about wars around the world, before 
Woelfel started thinking that an entirely 
new approach to the multimedia interactive 
business was needed. 

Woelfel's staff turned over almost entire- 
ly as it geared up for the August 1995 
launch of CNN.com. "We launched the 
way we would launch another TV net- 
work," Woelfel says. "We were convinced 
this was a big part of CNN's future, and we 
wanted to do it the right way." 

Woelfel's own rise was accomplished 
via a traditional progression of news pro- 
duction jobs, starting as a news photogra- 
pher for tcTUt.(TV), the ABC affiliate in 
Tulsa, Okla. Woelfel lasted there just 
seven weeks, the victim of layoffs. 

His next stop was a two -year stint at 
WXEX -TV (now WRAC -TV), the ABC affili- 
ate in Richmond, Va., where he got his 
grounding in the business by producing 
the 6 p.m. and I I p.m. newscasts. "Pro- 
ducing 10 newscasts a week is a good way 
to learn how to do it." Woelfel says. 

In 1983 he moved to Orlando, Fla., 
where he successively produced the 11 

p.m. and the 6 p.m. newscast for WEStt(TV) 
before taking the job that helped to define 
his career. But when he became a full - 
time "floating" producer for CNN on var- 
ious segments in 1985, it hardly felt like 
he had hit the big time: When he submit- 
ted the application for his new apartment, 
his Atlanta landlord had never heard of the 
24 -hour cable news net. 

The timing was just right as far as 
Woelfel was concerned. Many original 
CNN staffers already were moving on for 

"When we started, 
I had no idea this 
would be as big as 
it is now." 

Scott Gerard 
Woelfel 
Vice president, editor in chief, 
CNN Iiteractive, Atlanta; b. 
Aug. 5, 1959, St. Louis; BA, 
ionrnalism, University of 
Missouri, Columbia, 1981; 
news photographer, imii(w), 
Tulsa, Okla., 1981; news 
producer, wxix -rv, Richmond, 
Va.. 1981 -83; news producer, 
wisilrvl, Orlando, Fla., 1983- 
85; producer, CNN, Atlanta, 
September 1985 -89; executive 
producer, CNN, 1989 -95; 
named editor in chief, CNN 
Interactive, January 1995; 
named vice president January 
1996; m. Debra Daugherty, 
Sept. 17, 1994 

one reason or another, opening up opportu- 
nities in the organization. And CNN was in 
the ascendancy, its reputation buoyed by 
coverage of the Iran airline hijacking and the 
earthquake in Mexico, a story Woelfel 
worked on during his first week on the job. 

He quickly advanced to a regular posi- 
tion producing the overnight news: then in 
1986 he started producing the 10 p.m. 
newscast. In 1989 he was named executive 
producer, overseeing several daily news- 
casts in addition to special assignments, 
including the resumption of NASA's space 
shuttle program after the Challenger disas- 
ter, the 1992 Democratic Convention and 
the Helsinki and Moscow summit meetings 
between then President Bush and 
then Soviet President Mikhail Gorbachev. 

He subsequently returned to the 
overnight shift and then oversaw produc- 
tion of prime time newscasts and the daily 
Inside Politics. After he added production 
of the Time Capsule CD -ROM series to his 
other responsibilities in 1993,11:: helped to 
crank out a multimedia report on the O.J. 
Simpson murder trial in mid -1994. "We just 
threw the thing together in about six 
weeks," he recalls. "It was an alternative 
way to get the news out to people." 

The job's intensity peaked later that 
year when -in the space of one week - 
Woelfel oversaw the finishing touches on 
the '94 capsule and his imminent wedding 
while dealing with a breaking news story. 

Under the direction of Hairy Motro. 
then CNN's executive vice president, 
CNN Interactive had begun to move in a 

new direction, setting up a news content 
deal with CompuServe. By year's end. 
plans were in place for creation of CNN's 
separate interactive division: in January 
1995, Woelfel was appointed to direct its 
editorial operations. 

Once he had hired a staff of lagely print 
journalists to write news for the site, the pri- 
mary challenges were what to write about 
and how to produce it online. "We had to 
find a way to stay ahead of the game, not 
only in what was going on in the news, but 
also in how we were using the technology 
to get the news out there." he says. 

Woelfel's efforts at building the business 
have paid off: Last Monday, CNN Interac- 
tive recorded 20.4 million hits as President 
Clinton faced a grand jury and :he nation. 
And as news junkies keep congregating on 
network sites, that record is just waiting to 
be broken. -Richard Tedesco 
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BROADCAST TV 

Patricia Matson, 

101' 
VP, corporate 
communications, 
Capital Cities/ 
ABC Inc., New 
York, named 
senior VP, com- 
munications, 
ABC Inc. Mat- 
son assumes 
responsibility for 
the ABC Televi- 

sion network communications depart- 
ment and retains responsibility for 
ABC Inc.'s overall communications 
area. 

Matson 

Appointments at the Journal Broad- 
cast Group stations: Kimberly 
Buchanan, producer, 6:00 Report, 
WTMJ -TV Milwaukee, named execu- 
tive producer, special projects; Andy 
Laird, VP, engineering, Heritage 
Media Corp.'s radio group, joins 
JBG, Milwaukee, as director, radio 
engineering; Cathleen Jokerst, news- 
cast producer, WMJT -TV Milwaukee, 
joins wTMJ -Tv as field producer; 
Angela Bettis joins WTMJ -TV as staff 
reporter. 

Carolyn Worford, station manager/VP, 
program development, WJBK -TV 
Detroit, joins wows(Tv) Detroit as pro - 
gram director. 

Stephen Wasilkowich, director, finance, 
KovR(TV) Denver, named VP, finance 
and administration. 

Appointments at Fox Broadcasting 
Co.'s network distribution department: 
Gina Grant, VP, network distribution, 
New York, receives expanded role of 
overseeing network distribution and 
affiliate operations in the eastern U.S. 
markets; Ciro Abate, associate director, 
and Melissa Rohrer, manager, named 
directors, Los Angeles: Mae Joe, coordi- 
nator, named manager. sports, Los 
Angeles. 

Gene Faulkner, chief engineer, WKBD(TV) 
Detroit, joins WSB -TV Atlanta as direc- 
tor, engineering. 

Susan Kelly, local sales manager, WMC- 
Tv Memphis, joins WIAT -Tv Binning - 
ham. Ala.. in same capacity. 

PROGRAMMING 

Jim Fuller, story editor, Viacom Produc- 
tions, Los Angeles, named manager, 
creative affairs. 
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FATES & FORTUNES 
Natalie Anderson, consulting media rela- 
tions director. online pop culture maga- 
zine Entertainment Drive, joins WeB, 
Burbank, Calif., as director, publicity. 

Renee Wolf, director, legal and business 
affairs, Warner Bros. International 
Television Distribution, Burbank, 
Calif., named VP. 

Jim Barker, gener- 
al sales manager, 
WFMT(FM) Chica- 
go, joins Window 
to the World 
Communications 
Inc., Chicago, as 

VP /general sales 
manager, broad- 
casting. Barker 
will generate 
sales and market- 
ing strategies for WTrw(TV), WFMT(FM), 
The Radio Networks and The Chicago 
Production Center. 

Christopher Lane, engineering manager, 
WE I A- IN-FM Washington. named direc- 
tor, production. 

Lynn Hoist, VP, development, Hallmark 
Entertainment, New York, named 
senior VP. 

Dan Thomas, VP, sales development and 
new media, Lifetime Television, joins 
Univision Network, New York, as VP, 
sales development and marketing. 

Barker 

JOURNALISM 

!R 

4 
Entells 

Appointments at 
ABC News, New 
York: Amy Entells, 
VP, talent recruit- 
ment and devel- 
opment, named 
senior VP; Derek 
Medina, associate, 
Cleary. Gottlieb, 
Steen & Hamilton 
law firm, joins as 

director, business 
affairs; Andrea Cohen, senior general 
attorney, legal and business affairs, 
broadcast division, named VP, business 
affairs. 

Paul Ossmann, host/weather anchor, 
Good Day Atlanta, WAGA -TV Atlanta, 
joins WXIA -TV Atlanta as weather 
anchor. 

Jay Jefferies, morning and midday mete- 
orologist. WRDW -TV Augusta, Ga., joins 
AccuWeather, State College, Pa., as 

client services meteorologist. 

Lori Lyle, weekend anchor /reporter, 

1588 

WAVE(TV) Louisville, Ky., named 
weekday co- anchor, 5:30 a.m. and 
noon newscasts. 

Appointments at WHDH -TV Boston: 
Randy Price, co- anchor, 7 News Today 
in New England, named co- anchor, 7 
News at 5, 6 and 11 p.m.; Kate Lurie, 
anchor /executive producer, KERO -TV 

Bakersfield, Calif., joins as weekend 
news anchor, 7 News; Staci Feger- 

Childers, executive producer, KPNx(TV) 
Phoenix/Mesa, Ariz., joins as assistant 
news director; Karen Schaler, investiga- 
tive reporter /substitute anchor, KSL -TV 

Salt Lake City, joins as general assign- 
ment reporter. 

RADIO 

Embody Dziabis, general sales manager, 
Chancellor Media Corp.'s WAS -AM -FM 

Philadelphia, named director of market- 
ing and sales for the company's 
Philadephia stations. 

Jacor Communications Inc. has reorga- 
nized key broadcast areas following the 
purchase of Nationwide Communica- 
tions Inc. Tom Schurr, VP /market man- 
ager, Jacor's Louisville, Ky. division, 
joins KHMX(FM) and KTBZ(FM) Houston 
in same capacity; J.D. Freeman, GM, 
KoMx(FM) Dallas. named VP /market 
manager, Dallas; Dave Pugh, GM, 
KzzP(FM) Phoenix/Mesa, Ariz., named 
VP/Phoenix market manager; Lee Clear, 
GM, Jacor St. Louis, named VP /market 
manager for the St. Louis broadcast 
area, assuming oversight duties for 
recent acquisitions; Rick Weinkauf, GM, 
WMn(FM) Cleveland, joins KLOU(FM) 

and KSD(FM) St. Louis as VP /GM; Jim 

Dolan, GM, wpoc(FM) Baltimore, adds 
wcAO(AM) and wocr(FM) Baltimore to 
his station management duties; Jim 

Meltzer, VP /GM, Jacor's Cleveland 
broadcast area, named VP /market man- 
ager as Jacor's Cleveland presence 
expands: John Blassingame, GM, WGAR- 

FM Cleveland. named VP /GM WGAR- 

FM and WMJI(FM) Cleveland. 

CABLE 

Hans Seger, executive director, sales and 
production, Germany and Eastern 
Europe, Walt Disney Television Inter- 
national, London, named VP /managing 
director, Disney Channel, Germany. 

Sherrie Lotito, manager, corporate com- 
munications, Jones Intercable Inc., 
Englewood, Colo., named corporate 
public relations manager. 

i 
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Neil Hoffman, VP, programming, USA 
Network & Strategic Program Plan- 
ning, USA Networks. New York, 
named senior VP. 

Doug Yates, director, marketing and pro- 
motions, FX Networks Inc., joins Fox 
Kids Network, Los Angeles. as VP, mar- 
keting. 

Andrea Greenberg, 
senior VP, busi- 
ness and regulato- 
ry affairs, Cable - 
vision's Rainbow 
Media Holdings 
Inc., Woodbury. 
N.Y., named 
executive VP, 
Rainbow Sports. 

David Meyer, VP, 
business affairs, 
Courtroom Television Network, joins 
Viewer's Choice, New York, in same 
capacity. 

Appointments at Bresnan Communica- 
tions, White Plains, N.Y.: Patrick 
Matthews, director, operations, Call - 
Manage Inc., Stamford. Conn., joins as 

director. information technology; Don- 
ald Toucey, export procurement manag- 
er, Microcom Technologies, New 
York, joins as purchasing manager, 
domestic operations. 

Greenberg 

Appointments at Comcast Cablevision 
of Carolina, Charleston, S.C.: Carolyn 
Rumbarger, customer retention manager. 
MediaOne. joins as marketing manag- 
er: David Diebold joins as personal com- 
munications consultant supervisor. 
Marta Tracy, VP, programming and 
development. E! Entertainment Televi- 
sion, Los Angeles. named head of pro- 
gramming for the new style channel 
due to launch Oct. I, 1998. 

Anne Morgan, director, acquisitions, the 
Odyssey Channel, New York, named 
VP, programming and new business. 

Jim Corboy, special assistant to the chief 
marketing officer. The Coca -Cola Co., 
joins VH I, New York, as senior VP, 
marketing. 

TECHNOLOGY 

Gordon Fellows, director, customer sup- 
port planning and project management, 
video and networking, Tektronix Inc., 
joins NDS America Inc.. Newport 
Beach, Calif., as customer service man- 
ager. 

Appointments at ADC Telecommuni- 
cations Inc.'s broadband communica- 
tions division, Minneapolis: Joseph Coz- 

zolino, VP, North American sales, 
named VP /GM. digital transport sys- 
tems; Frank Little, VP, engineering, 
named VP /GM. analog transport sys- 
tems; Sal Ternullo, VP, national 
accounts. named VP, North American 
sales. 

Jerry Cave, international sales manager, 
Asia, South Africa and South America, 
Rockford Corp. (Hafler parent), joins 
Hafler, Tempe, Ariz., as managing 
director. 

ADVERTISING/MARKETING/ 
PUBLIC RELATIONS 

Larry Goldman, founder /partner, Bender, 
Goldman & Helper, joins Showcase 
Entertainment Marketing Communica- 
tions (a new entertainment public rela- 
tions operations that is a subsidiary of 
Hill & Knowlton Inc.), as president. 

Farad Suleman, 
senior VP /CFO, 
CBS Station 
Group, New 
York, adds senior 
VP, finance, CBS 
Corp.. to his 
responsibilities. 
Suleman will 
oversee the CBS 
treasury depar- 
ment and investor 
relations operations. 

Edward Dandridge, executive VP /GM, 
international corporate affairs, Edelman 
Public Relations Worldwide, joins 
ABC Inc., New York, as VP, network 
communications and public relations 
planning. 

Sarfaty 

tality accounts. 

Eric Foley, director, mass fund -raising. 
Los Angeles Mission, joins Russ Reid 
Co.. Pasadena. Calif.. as VP. 

Ruth Sarfaty, VP, 
public relations, 
Radio City Pro- 
ductions (now 
Radio City Enter- 
tainment), joins 
Dan Klores Asso- 
ciates, New York, 
as partner. Sarfaty 
will oversee 
music, entertain- 
ment and hospi- 

INTERNET 

Paul Gudonis, president, GTE Internet- 
working Services. Stamford, Conn., 
named president, GTE Intemetworking. 

'fITEI 8 FORTUNES 

Appointments at Digital Entertainment 
Network, Los Angeles: David Neuman, 

president, Walt Disney Network Televi- 
sion and Touchtone Television, joins as 

president; Lloyd Chao, senior executive, 
Golden Harvest. joins as executive VP, 
international: Chad Shacldey, co- founder, 
named chief technology officer. 

Paran Johar, manager, business develop- 
ment, Poppe Tyson, joins iXL -Los 
Angeles, as director, business develop- 
ment. 

Scott Leslie, general sales manager, 
WN1C -ry Memphis, joins iXL Inc., 
Memphis. as president. 

SATELLITE/WIRELESS 

William Owens, president /COO /vice 
chairman, Science Applicaticns Inter- 
national Corp., joins Teledesic LLC, 
Kirkland, Wash., as vice chairman of 
the board. 

Jeffrey McIntyre, GM, wral -Tv Altoona, 
Pa.. joins Local TV on Satell.te LLC, 
Raleigh, N.C., as VP, broadcasting. 

Steve Smith, president/GM, MGM 
(Gold) Asia, joins Channel[ V] Hong 
Kong, as managing director. 

Robert Hall, VP /assistant general coun- 
sel, Hughes Electronics Corp., joins 
DirecTV Inc., El Segundo, Calif., as 
senior VP, business affairs and general 
counsel. 

Robert Ross, consultant/business owner, 
SatTeleNet. Atlanta, joins New Skies 
Satellites N.V., Amsterdam, The 
Netherlands, as CEO. 

Sallye Clark, senior regulatory manager, 
Iridium LLC, joins Teledesic LLC, 
Washington, as director, government 
and international relations. 

Dov Rubin, VP, DTH systems, NDS 
Ltd., named VP /GM, NDS Americas 
Inc.. Newport Beach, Calif. 

Suzanne Doss and Berio Guzman named 
division VPs, Encore Media Group's 
new media team. Doss will manage the 
Primestar Inc. account. and Guzman 
will manage the DirecTV account. 

ALLIED FIELDS 

Sheila Arnold, senior VP /general mer- 
chandising manager, Natural Wonders, 
joins Discovery Enterprises Worldwide 
as president, Discovery Charnel Retail, 
Berkeley, Calif. 

-- Compiled by Denise Smith 
e -mail: dsmith @;ahners.com 
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ABC ordered 13 more 
episodes of its summer 
sleeper, Whose Line Is It 
Anyway ?, as the British 
improvisational 
comedy /game show domi- 
nated its Wednesday night 
time period in its first three 
outings. ABC spokesman 
Kevin Brockman said it's 
possible the show might 
come back in the fall instead 
of midseason once the net- 
work finishes its current six - 
episode order. Because 
shows are improvised and 
shot only once, the show 
doesn't require the weeks of 
lead -time required by a sit- 
com. "If you can shoot 
[Whose Line] on a week- 
end, you could get two or 
three [episodes] in a taping," 
he said. That would be a 
boon to star Drew Carey, 
whose hit The Drew Carey 
Show airs right before 
Whose Line's current 9:30 
p.m. slot on Wednesday. 
Hammering home its deci- 
sion to cancel Ellen, ABC 
noted that Whose Line bet- 
tered the performance of 
summer Ellen repeats in the 
time period by 96% among 
18 -49- year -olds. 

"The Exorcist" is com- 
ing to syndication in 
1999. Tribune Entertain- 
ment and Morgan Creek 
Productions have entered 
into a co- development deal 
to bring the 1973 film to 
television in the form of a 
weekly action -hour series. 
Exorcist: The Series, based 
on William Peter Blattÿ s 
best -selling novel, will be 
available for fall 1999, Tri- 
bune executives said last 
week. Morgan Creek is 
producing the series, while 
Tribune will handle distribu- 
tion chores. Tribune 
already distributes two 
action hours: Gene Rod - 
denberry's Earth: Final 
Conflict and Nightman. 

Satellite distributor 
PrimeTime 24 no longer 

Broadcasting &Cable 

IN BRIEF 

Sutro Tower hearing favors broadcasters 
San Francisco broadcasters got one step closer to launching DTV service off Mt. Sutro 
this fall. The city's board of appeals has ruled 5 -0 against an appeal by Mt. Sutro home- 
owners to overturn the zoning approval for a new DTV transmission facility at the site 
[BROADCASTING & CABLE. August 17, 1998]. "The only thing that could happen to halt the 
project now is if they filed for and were successful in obtaining an injunction from a 
court," says Sutro Tower Corp. general manager Gene Zastrow. "Going by the city's 
administrative remedies, we're done." John Leira, a Mt. Sutro homeowner and presi- 
dent of the Twin Peaks Improvement Association, says he wasn't surprised by the 
result. "We gave it our best shot," says Leira. But Leira also says that his homeowner's 
group will file for an injunction if Sutro Tower proceeds with ON construction. "If we 
see a truck rolling in there, we'll get an injunction right now," he says. At press time last 
Friday, tower representatives and homeowners were scheduled to attend a mandato- 
ry settlement hearing over a lawsuit the homeowners have filed against the city regard- 
ing the environmental impact report on the Mt. Sutro tower. Both Zastrow and Leira 
expect the case will go to court. -Glen Dickson 

can retransmit ABC's 
signals to anyone in 
Raleigh- Durham, N.C. 
according to U.S. District 
Judge Frank W. Bullock Jr. 
"The court has found that 
no reasonable fact- finder 
could fail to find that ... 

PrimeTime has engaged 
and continues to engage in 
a willful or repeated pattern 
... of delivering primary 
transmissions made by a 
network station to sub- 
scribers that are not eligible 
to receive such service 
under the [law]," Bullock 
wrote. Broadcasters last 
Wednesday wrapped up 
their case against Prime - 
Time 24 in Miami. U.S. Dis- 
trict Judge Lenore Nesbitt 
already has ruled that the 
satellite distributor must turn 
off the illegally transmitted 
imported network signals of 
CBS and Fox to sub- 
scribers who signed up 
after March 11, 1997. Nes- 
bitt now is deciding whether 
to cut off all PrimeTime 24's 
subscribers who can 
receive a clear broadcast 
signal over the air. 

Satellite broadcaster 
EchoStar last week 
asked the FCC to inter- 
vene in a Florida case 
that would prevent 1 
million -2 million house- 
holds from receiving 
broadcast signals via 
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satellite. EchoStar wants 
the FCC to change the defi- 
nition of a "served" televi- 
sion household to one that 
can get clear network sig- 
nals over the air at all times. 
The FCC currently says 
that a served household - 
and therefore one that can- 
not legally receive broad- 
cast television via satel- 
lite-is one that can receive 
network signals clearly half 
the time. The National Rural 
Telecommunications Coop- 
erative, a distributor for 
DirecTV, filed a similar peti- 
tion at the FCC earlier this 
summer. 

The CNN Websites and 
ABCNews.com claimed 
record traffic days on 
Monday, sparked by 
President Clinton's 
grand jury testimony 
and his address to the 
nation on Monday night. 
CNN's sites hit 20.4 million 
page views, a 31% jump 
over their previous one - 
day high. ABCNews.com 
claimed 7 million page 
views for the day. 

Ameritech New Media 
has withdrawn a com- 
plaint at the FCC 
against MediaOne 
Group after MediaOne 
agreed not to distribute 
ESPN Classic Sports 
exclusively in Detroit. ANM 

earlier this summer com- 
plained that Time Warner 
and MediaOne's exclusive 
agreements to distribute 
the network starting on 
Jan. 1, 1999, would have 
forced ANM to stop provid- 
ing the network to its cus- 
tomers. "We continue to 
look to Congress to broad- 
en its prohibition of exclu- 
sive contracts to safeguard 
consumers and competi- 
tion in this ever -changing 
market," ANM President 
Deb Lenart says. "We are 
not interested in expend- 
ing energy and resources 
on this," says Steve Lang, 
MediaOne Group 
spokesman. "It's not worth 
it. However, had we done 
so, we're confident we 
would have prevailed." 

Special -effects firm Dis- 
creet Logic of Montreal 
is being acquired by 
computer -aided design 
giant Autodesk of San 
Rafael, Calif., for some 
$520 million in 
Autodesk stock. The deal 
will combine Discreet's 
high -end effects worksta- 
tion -based software, used 
in the post -production of 
movies and TV commer- 
cials, with Autodesk's 
Kinetix PC -based 3 -D ani- 
mation software, used to 
create the dancing baby on 
Fox's Ally McBeal. Discreet 
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IN INIEF 
Big City Radio Inc. lost 
S5.5 million in the sec- 
ond quarter of the year, 
compared with $2.2 million 
in the same period last 
year, while net revenue 
rose from $2.8 million to 
$3.5 million. There was a 
broadcast cash deficit of 
$1.3 million in this year's 
second quarter. "As the 
company is in the early 
stage of developnent, [it] 
expects to generate signifi- 
cant operating and net loss- 
es as it continues to expand 
its presence in major mar- 
kets," the company said in a 
news release. Big City 
owns radio stations in New 
York, Los Angeles and 
Chicago. 

Saga Communications 
Inc., saying its stock is 
undervalued, plans to 
buy back its shares 
through open -market 
purchases. Saga's stock 
price hit a 52 -week low of 
$14 per share on June 24 
and last Friday closed at 
$16.75. Saga, based in 
Grosse Pointe Farms, 
Mich., owns 37 radio sta- 
tions and one TV station. 

and its 350 employees will 
remain in Montreal. Its 
product families will 
become integrated with 
Kinetix into Discreet (the 
Kinetix name will be 
dropped), a new division of 
Autodesk that will be man- 
aged by Discreet current 
president Richard Szalwins- 
ki. In San Francisco, Kinetix 
VP Jim Guerard will head 
Autodesk's New Media 
Group, which will include 
PC -based products from 
both the Kinetix and Dis- 
creet lines. Autodesk will 
issue 0.525 share of com- 
mon stock for each out- 
standing share of Discreet 
Logic stock in the deal, 
which is expected to close 
in November. "Now we get 
to concentrate on what 
we're good at, which is the 
high -growth entertainment 
space," Zalwinski says. 

Dallas -based Chancellor 

Clarifications 
Aug. 10 cover story on 
PBS said Nickelodeon 
had acquired rights to 
the entire Children's 
Television Workshop 
(CTW) for the planned 
Noggin network. Noggin, 
a 50/50 joint venture of 
CTW and Nickelodeon, 
will carry CTW library 
programming. First -run 
Sesame Street episodes 
will remain on PBS. 

An article in the August 
10 Internet section indi- 
cated that Diva Systems' 
DivaTV video- on -de- 
mand service is deliv- 
ered online. DivaTV is a 
cable VOD service deliv- 
ered via analog and digi- 
tal set -top boxes. 

Media Corp. has orga- 
nized itself into three 
operating divisions to 
reflect its various media 
interests. Chancellor 
Chief Operating Officer 
James E. de Castro will be 
president of Chancellor 
Radio Group; Gary R. 
Chapman will be president 
of the Television Group, 
and James A. McLaughlin 
will head the Outdoor 
Group. Chapman was pres- 
ident of LIN Television 
Corp., which Chancellor 
bought in July, and will join 
the company's board when 
that deal closes in the 
fourth quarter. McLaughlin 
most recently was chief 
executive of Triumph Out- 
door Holdings LLC and has 
been managing partner of 
Turner Outdoor Advertising. 
Besides buying LIN's 12 
TVs, Chancellor owns 108 
radio stations and operates 
14,500 outdoor display 
faces. 

PanAmSat's PAS-7 
satellite arrived in 
French Guiana last 
week in preparation for 
its mid -September 
launch as part of PanAm- 
Sat's plan to launch nine 
new satellites over the next 
18 months. As the compa- 
ny's second satellite for the 
Indian Ocean region, PAS - 
7 will bolster PanAmSat's 
ability to provide video and 
telecommunications ser- 
vices throughout Europe, 
Africa, the Middle East and 
Asia. The satellite contains 
14 C -band and 30 Ku -band 
transponders. 

In what the agency calls its 
"most successful, large - 
scale enforcement action ... 
to date," the FCC last 

week said it has shut 
down 15 pirate broad- 
casters operating in and 
around Miami. Commis- 
sion officials conducted the 
radio bust in conjunction 
with the U.S. Marshals Ser- 
vice, confiscating a variety 
of gear- ranging from 
homemade transmitting 
components to illegally 
imported professional 
equipment. Among the 
seized equipment were two 
2,000 watt transmitters. 
Said FCC Chairman Bill 
Kennard: "This Commission 
has enforced and will con- 
tinue vigorously to enforce 
the law against unlicensed 
broadcasters." 

Profits were up 40 °% in 
the second quarter at 
Metro Networks Inc., to 
$5.6 million, while rev- 
enue jumped nearly 
30 %, to $43 million. The 
local news- and traffic - 
reporting service also says 
that the number of its TV- 
station affiliates has grown 
to 145 from 123 in the sec- 
ond quarter of last year, 
while radio affiliations have 
grown to 1,586, from 1,459. 
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EDITORIALS 
COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE 

Pearly Gates 
and Golden Arches 
For our cover story on Pax TV, Bud Paxson gave us per- 
mission to print excerpts from his new book. There was just 
one catch. We had to run an 800 number so readers could 
order the $25 book. The man doesn't miss a trick. If he did. 
he wouldn't have been able to assemble (mostly through 
buying) a 90- station TV network in less time than it takes 
the FCC to review its TV ownership limits. Admittedly, 
many of his stations are weak UHFs on the fringes of mar- 
kets with stunted over -the -air reach. But every one comes 
with what amounts to a federally insured coupon that guar- 
antees it carriage on the local cable systems, at which point 
the difference between a weak U and a strong V becomes 
academic. Nobody knows the value of the must -carry law 
better than Paxson. who literally prayed for its survival 
when it came under constitutional challenge. 

Paxson made his first millions in TV home shopping - 
high- volume retailing. You don't have to make a lot off 
each item, if you're selling a lot of them. That seems to be 
the basis of his Pax TV strategy. and one some analysts 
think it has a good chance of working. You don't have to 
have particularly high ratings if you have a lot of stations 
and you keep costs down. He likens it to operating 
McDonalds outlets: "If you own one, you'll be flipping 
hamburgers: if you own a bunch, you'll be flipping the 
financial pages." 

Every broadcaster should check out the list of Paxson 
stations on page 25. If your market is on the list, expect an 
onslaught of eager young men and women selling time 
against you in Pax TV's slate of family -safe, off- network 
programming (Paxson prefers to sell time locally because 
he can get more dollars per viewer than he can nationally). 
They may not take enough money out of the market to hurt 

you much. but they and their colleagues in other markets 
will likely funnel enough back to headquarters to make Pax 
TV profitable and keep Bud happily scanning the financial 
pages. We're not betting against him. 

CNN is now reporting 
While the long -tern effects of the president's testimony 
and speech last week remain an open question, they provid- 
ed one answer to the TV news community: CNN is still one 
of the strongest brands in breaking news. "CNN is now 
reporting" is a fixture of the TV news lexicon, as often as 

not a preamble to a report by a broadcast station citing the 
cable network's beat on a story. 

In the first test of that reputation since its own very 
public mea culpa over the Tailwind story, the news net- 
work reaped its highest ratings since the O.J. Simpson 
trial with its coverage of the president's speech. That is 

still less than ABC. CBS or NBC got. hut far more than 
Fox or any of CNN's cable news rivals. The fact that 
CNN drew such a large prime time audience suggests that 
the Tailwind retraction will not have lasting negative 
effects and that CNN's credibility has not been irrepara- 
bly damaged. Later in the week, after the president 
launched missiles at terrorists in the Sudan and 
Afghanistan, viewers returned to CNN. knowing they 
could track the story even after the broadcast networks 
had returned to entertainment. 

CNN has more ground to make up in attracting an audi- 
ence to its newly minted magazine shows- Nekt-sSnuu/ 
was, after all, the home of the Tailwind story. But prime 
time appointment television is new ground for the network 
anyway. and it would take time to attract a new audience 
even with no Tailwind- turned -headwind to hold it up. But 
if last week was any gauge. CNN remains a news force to 
be reckoned with. 
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Charles Kurall 

T H E A N N U A L 

HALL of FAMI 
Broadcasting & Cable welcomes ten medi i 
luminaries into its Hill of False . recogn_- 

tion of their substantial and lasting contribu- 
tions to the medium. 

The Eighth Annual Hall of Fame iniuctions 
will be celebrated with a black-ti,!. Antler on 
November 9, at the Marriott Mugu s in 
New York City. A speial souvenir prcgram 
will be distributed at the event and will 

i a ..o be included in the November 9 
iS a 4f Broadcasting & Cable, reachim 
37!3C0 readers across the country. 

E.nt -ni& your opportunity to applaud 
dame ouis-anding television and radio 
prifeEiicnils with i message in this 
se :tin. Call today to reserve your ad 
space. Mc, join us at the event. It will 
be a mgit worth remembering! 

ISSUE DATE: November 9 AD CLOSE: October 30 
For tali( reservations contact Steve Labuisl.i 212337.7158 

BrocIcasIg&Cable 
ONE MARKE)PLME. ONE /IACZIN_. 
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VIDEO DISTRIBUTION DIRECT TO HOME TV BUSINESS COMMUNICATIONS INTERNET ACCESS 

WELCOME 
TO YOUR 

FUTURE 

El El El LI 
G L O B A L S A T E L L I T E S E R V I C E S F O R T H E N E W M I L L E N N I U M 

PanAmSat is the world's commercial 

leader in global satellite services, 

providing the most advanced 

communications to every corner of 

the world. Whether its cable tv, 

direct -to -home applications, news 

and business information services 

or Internet access, PanAmSat is 

bringing the future home today. 

W W W. P A N A M S A T. C O M 

1 . 2 0 3. 6 2 2. 6 6 6 4 

NASDAQ: SPOT 
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