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But in The Race For Cyberspace
Only Motorola Can Put You In
The Winner’s Circle.

Take The Checkered Flag. oo e

space nas reeched the final lap and the stands are filled with subscribers anxicusly
wait ng at the finish line. They wor't notice wh2 finishes second, so it's essential that
you choose a vehicle that is secord to none, Motorola’s CyberSURFR™ cable modem.

An exciting product of Motorola’s CableComm technologies, the CyberSURFR
mooer drives data downstream at remarkably hich speeds. Turning
10 the upstream path, it success-Jlly outmaneuvers the inherent
noise ngress in FFC networks, eccelerating information through
at lightning-fast speeds. Thus connecting personal computers to a
transmission system that races nmultimedia communications to your g::f:?vll’t::':;
speec-hungrv subscribers. And as these new soeeds enable the next
generation ol applications and content, the protocol adapts to meet the needs.

But speed alane is not enough. Unique technologies that economize precious
cable spectrum, use of proven f-equency agility techniques, forward error correctior,
and dvnamic load balancing, prov de your subscribers with ample bandwidth on
demand. While standards basec encryption pratects their sensitive information.

Innovation, rediability, quality and attention to detail will allow the winners to pull
away from the rest of the pack. And since these characteristics are the hallmark of all
Mo-orola prcducts, no one else is more capable of helping you lap the competition.

It's time to make your move from the pole position. Let Motorola fuel your race for
cybarspace. 2ull over and make a pit stop with us at the NCTA, Booth #4845. See how
Mo-orola’s CableComm technolcgy can become your system’s new driving force,
prope ling ycur team into the firal straightaway.

NCTA
Booth #4848 —

4 Y .
ek (M) MOTOROLA
€ = prosoyg (P " Multimedia Group

See the Matarola sponsored Indy Car .
and meot drives Mark Blundell while Get Your Modems Running.
you'e cruising the NCTA.

htzp://wwvsw.mot.com/multimedia * BO0O-2WAY-HFC « 847-632-3409

M. 3nd Motorola are registered trademarks of Mcto-ola, Inc. CyberSURFR " is a trademark of Motorola, Inc. ©1997 Motcrola. Inc.
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TOP OF THE WEEK / 8

Digital TV needs work FCC commissioners face a series of snags that
threaten to hold up the 10-year effort to establish a new broadcasting service. / 8

Bob Wright speaks up 1n a discussion with BROADCASTING & CABLE, NBC
chief Bob Wright says his industry is confused by the avalanche of recent media
developments. Wright says he feels “burned” last year over children’s educational
television, and adds that he’s ready 1o make a stand on the V-chip. / 10

Moonves ID’s promising pilots CBS gave the New York advertising com-

munity a peek at its fall development. / 11

Congress presses for ratings revamp Pressure from the Hill and advo-
cacy groups 1o change the age-based TV ratings system to a content-based system
may be paying off. Government officials are meeting with TV industry leaders,
although the broadcasters say they are remaining firm. / 14

Bryant Gumbel makes a quick return to
TV, this time on CBS, with a live-year,
$35 miltion deal. / 11

President calls for free airtime President Clinton thinks free airtime for federal candidates is a price broadcast-
ers should pay for their digital TV licenses. Broadcasters call the plan unworkable and unconstitutional. / 18

BROADCASTING / 44

NATPE mulis L.A. move To help major distributors
control costs and attract more international buyers, NATPE
officials are considering relocating syndication’s annual sales

] convention 1o Los Angeles after 1999. / 44

‘Vibe’ clearances near 90% Colum-
bia TriStar Television Distribution has cleared
1 its late-night talk/variety strip Vibe on 160 sta-
tions covering 88% of the country. / 44

| Many broadcasters view proliferating awards
shows—such as the Blockbuster Entertainment

| | Awards (l)—as a safe bet for good ratings. / 50
Radio may be set to lure ads from newspapers
Media buyers, planners and industry watchdogs say radio
may have a better chance at whittling away at newspaper’s
lock on ad revenue this year than in the past. / 60

| The Sky is rising

The product of the merger of
Rupert Murdoch’s ASkyB
and Charlie Ergen’s EchoStar
will comprise eight high-
power satellites that will be
able to broadcast hundreds of
TV channels from California
to Maine. / 30

Sky wants to offer
more for less Sky is |
promis.ng 1o come to markel late this year or early nexi
with a DBS service that will deliver more channels at a |
iower cost and undercut its entrenched DBS and cable |
compettors. / 42 Cover art by Leonid Mysakov/SIS

CABLE /65

An update on 1995's major cable launches
Two of the eight cable networks that
make up the “class of 1995" have
quickly climbed to success, five have
made steady progress and one has fall-
en into relative obscurity. / 65

Life after must carry? I must carry fails to survive
Supreme Court scrutiny, some stations—including com-
mercial independents, affiliates and PBS outlets—could be
dropped from cable systems. Some believe as many as 500
over-the-air stations could be adversely affecied. / 74

Digital boxes loom again on cable horizon
The industry is again buzzing about the prospects for the
new box technology expected in appre-
ciable numbers over the next year. / 74

Telem%ﬂ

AOL brings on Tartikoff AOL has
brought on former NBC entertainment
chiet Brandon Tartikoff (1) to lead its ini-
liative to create cyber-serials for eventual
entry into broadcast or cable TV. / 103

TECHNOLOGY / 109

SeaChange debuts products, services Digital
ad insertion supplier SeaChange International is expanding
its portfolio with a satellite spot delivery service and a new
movie server product. / 109

Changing Hands......54 Datebook ............... 128 in Brief ......c...c.... 132
Classified ............. 112 Editwrials............. 134 Neiwork Ratings....46
Closed Circuit ........ 17 Fates & Fortunes...130 Washington Watch..24
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® The Ilistory Channel. now with almost 35 million subscribers

is the fastest growing cable network. with a growth of (88% in

1996 alone *

Viewers across the country rave about The History Channe!. voling
it excellent or very good**

m Given the level of qualily original programming we offer. this
comes as no surprise. From Ancient, Egypt to the outler reaches ol

www.americanradiohistorv.com

Taily S tbvae o

Space. The Itistory Channel's wide variely of information and enter-
tainment is developing a loval audience.

& The liistory Channel is not ali show. We can help you connect

10 your customers with special projects and educational ventures,
including the unique. grass-rools program. Homelown llistor

& Become a part ol history: contact vour History Channe

regional Vice P’resident.
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Western Reglon-Randy McKey............... (310) 286-3000
Central Reglon-Joan Gundlach (312) 819-3334
Northeast Region-Nick Febrizio ............(212) 210-9707
Southeast Region-Joy Fletcher (404) 848-2805
SatelliteWireless-Howard Zaremba.......(212) 210-1404

A.C. NIELSEN UNTVERSE ESTIMATE, MARCH 1987 {34.9Q6.000)
*KAGAN YEAR TO YEAR COMPRISON-DECEMBER 31, 1995 V8. DECEMBER 31, 1396.
**1996 BRUSKDVGOLDRING VIEWER SATISPACTICN SURVEY
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A number of problems must be resolved if April I deacdline for new service is to be met

By Chris McConnell
WASHINGTON
the dawn of the

A new digital broad-

casting era. Or it could
be April Fool's Day for
digital TV enthusiasts.

With 15 days to go
before the target date that
FCC Chairman Reed
Hundt set late last year
for wrapping up DTV
rules, the commissioners
are facing a series of
snags that threaten to
delay the 10-year effort
to establish a new broad-
casting service. Among
the lingering liabilities:

® Continuing division among broad-
casters and the FCC over the amount of
time stations will have to deliver digital
TV signals;

B Objections by UHF broadcasters to
the amount of power they will be
allowed to use to blast out digital sig-
nals;

B A push by low-power television
stations to preserve their operations in
the digital age, and

B The always-present threat of an
FCC battle over DTV public interest
obligations.

FCC officials insist the rules will be
there on time, or close to it, but they
doubt the broadcasters want them.
“There's no business plan,” one offi-
cial says, citing in particular the con-
struction-deadline issue as well as the
other last-minute disputes. “There’s no
evidence that they‘re serious about this
business.”

“This industry spent millions upon
millions preparing for an aggressive
rollout of digital TV and HDTV." coun-
ters NAB spokesman Dennis Wharton.
“The notion that we are backpedaling
on that commitment is absurd.”

The charge of backpedaling results
from industry objections to Hundt's
plan to require ABC. CBS, NBC and
Fox to outfit their owned stations in the

pril | could mark

|
.

T

digital is arisky proposi-
tion, but probably a nec-
essary one.”

Other broadcasters
last week said that the
industry was waiting for
the three other commis-
sioners 1o weigh in on
the build-out issue
before making another
pitch to the FCC. Com-
missioner James Quello,
for instance, views a
one-year construction
deadline as impractical:
“There’s only so much
force-feeding you can

i do.” Quello favors, in-

| top 10 markets with digital TV gear
within a year of securing a license.

Broadcasters insist that they are
staying true to digital TV and merely
need more time to deliver the service.
*“Were not hiding the ball on this one.”
says one lobbyist.

Others fume at the suggestion their
commitment to digital TV is flagging.
“It’s offensive that some wet-behind-
the-ears bureaucrats are making com-
ments like that,” says Pappas Telecast-
ing President Harry Pappas. noting the
investments his stations have made in
the new technology. *'[ challenge Reed
Hundt to come to my stations if he’s
man enough.”

FCC officials point to the industry’s
counterproposal on construction dead-
lines in voicing their doubts about
broadcast interest in DTV. Some in and
out of the FCC also cite particular
doubts about the interest of Fox Broad-
casting in building a digital TV net-
work now that parent company News
Corp. has invested in a satellite-deliv-
ered digital service. A broadcast indus-
try source agrees there is “some justi-
fied skepticism™ about Fox's terrestrial
DTV ambitions.

A Fox source says the network is in
the same position as the rest of the

FCC officials are questioning industry interest in outfitting stations with
the DTV gear now in use at the model HDTV station in Washington.

stead, a two-to-three-
year deadline for the top
markets. FCC Commis-
sioner Rachelle Chong also “wants to
recognize reality,” a commission offi-
cial says.

Commissioner Susan Ness favors
directing the networks and other large
broadcast groups to outfit their large-
market stations in time to coincide with
the availability of consumer and pro-
fessional equipment. She estimates that
time period to be 18 months 1o two
years in the case of consumer receivers
and a year 1o 18 months in the case of
broadcast equipment.

If the commissioners and the broad-
casters do resolve their differences
over the construction deadlines, they
still face short-term hurdles to wrap-
ping up the FCC’s channel allotment
and assignment plan. UHF broadcast-
ers—namely Sinclair Broadcast Group
and Paramount Stations—insist that
the plan might leave them with too lit-
tle power to reach bow-tie antennas.
They want the FCC to give them anoth-
er month to test a plan that would allow
the UHF stations to boost their digital
TV power.

“Somebody has to blink,” says Sin-
clair’s Nat Ostroff. maintaining that the
broadcasters will need about 30 days to
study their plan to see if it would work.

“There’s not much that can be done

broadcast industry: “The transition to | in a month that hasn’t been done in

www.americanradiohistorv.com
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eight years.” counters the NAB's Lynn
Claudy. And others at the FCC are
reluctant to grant such an extension.

Also seeking more time to work on
an alternative allotment scheme are
low-power TV operators who are
struggling to save their stations from
extinction. The FCC has predicted that
only 55%-65% of the stations will be
able to keep operating once the digital
channels are fired up.

Last week, Community Broadcast-
ers Association President Sherwin
Grossman visited FCC staffers and
Hundt to push a plan aimed at sparing
the stations. The group has mapped out
an allotment scheme for the Southeast,
but will need 30-40 days to do the rest

Top of the Week

of the nation. Grossman says. “The
industry said it couldn't be done. and
we re doing it.” he adds.

The low-power operators also have
sought help from Capitol Hill, generat-
ing 52 Senate signatures on a letter pro-
moting their effort. “The prospect of
losing 50 to 60 percent of the LPTV
broadcast service...is neither good pub-
lic policy nor an acceptable result of
this rulemaking,” the senators said in
the letter to Hundt. The senators also
recommended that the FCC encourage
full-power broadcasters “to use their
second channel for transitional purpos-
es only. instead of trying to serve
exactly the same area with separate
analog and digital signals.”

FCC officials say they are trying to
do what they can for LPTV, but note
that there is only so much spectrum.
“At the end of the day there are just
some real problems.” says one official.

But both Gressman and Ostroff say
they expect to petition the FCC to
reconsider their allocation decisions if
commission officials reject their argu-
ments now without granting the
sought-after extensions.

“That does not have to stop anything,”
an FCC official says of the prospect of
such petitions. The officials say DTV
construction could continue while com-
panies pursue such challenges. “The
broader question is whether DTV is ever
going to happen.”™ |

Wright on digital:
Too much too soon

NBC chief savs industry is confused by avalanche of
media developments; savs he was ‘burned’ on children’s;
is ready to make a stand on V-chip

By Don West
WASHINGTON

BC's Bob Wright is still up for
digital TV, but his Washington

experience of the past few years
has cautioned him not to say yes too
guickly. “The history of the Hundt
administration at the FCC has been one
never-ending list ufter another. He's
just like Lieutenant Columbo. He
always has just a few more things to
talk to you about.”

Among other bad memories. Wright
told BROADCASTING & CABLE last week,
he feels the industry was burned on
children’s educational TV. Not only did
the industry commit to three hours a
week for every station in the land, but
the new children’s guidelines create ““an
unnecessary collision course™ between
weekend sports programs and the new
children’s schedule, Wright said.

FCC Chairman Reed Hundt's latest
list for the networks would have them
build their digital plants within one
year of allocation (specifically, their 26
0&O0s in the top 10 markets). The net-
works consider that wildly ambitious,
if not impossible, although they’ll
admit privately that they would do their
best to meet a two-year deadline.

The NBC president says he shares |

with other broadcasters a confusion
about what’s going on. One day the
industry is going to get its digital spec-
trum on a one-for-one basis. The next
day digital is going up for auction.
Then Hundt wants a 5% public interest
commitment in exchange for digital.
Now the Vice President and the Presi-
dent have followed suit.

Add to all that the high cost of build-
ing out digital. the paucity of return,
Rupert Murdoch’s seeking retransmis-
sion consent for DBS and new devel-
opments daily on the Internet, and a
broadcaster may be forgiven for being
wary. As for Wright, he wants to tailor
digital to what the consumer wants in
the future—at best, a moving target.

Among the new confusions are esti-
mates from the computer industry that
40 million digital-ready PCs will be in
the market by 2000, while only 1 mil-
lion digital television sets will be in
place. That may create a grand busi-
ness opportunity to get digital off the
ground. but it may also call for a severe
change of course in terms of television
programing. And. of course, it may not
even be true.

Either way. it doesn’t dismay
Wright. “We’ll play to the audience,”

e — e

| éob Wright: ‘Content-based rarif.rgs get

us into censorship.’

he said, “whatever’s out there.” He felt
the potential computer capacity was “a
good sign. It will put an upward pres-
sure on the TV industry.”

Responding 1o comments that net-
works and their affiliates may be pulling
apart as new media and delivery systems
make national programing venues more
attractive, Wright noted that “change is
difficult, but it is not the kind of issue
that will divide us.” The stress between
networks and affiliates has been evident
for years, he said, and will continue. He
called it “a dynamic relationship.”

Wright said NBC has gone as far as
it means to on the so-called V-chip rat-
ings system and that it will resist the
inclusion of VSL (violence/sex/lan-
guage) ratings in the age-based system
now in place. “The industry is provid-
ing the kind of appropriate information
parents need. But content-based ratings
get us into censorship. and that could
lead to litigation.™ [

10
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Jop of the Weel—

Moonves IDs promising pilots

Anne Rice drama and Bronson Pinchot comedy

are among early picks

By Lynette Rice

BS on Friday gave the New York
c advertising community an unusual
sneak peek at its fall development
in a presentation that even CBS Enter-
tainment President Leslie Moonves con-
ceded was a little premature.

Traditionally. advertisers travel to
L.A. to get their first look at develop-
ment slates.

Joking that he will likely return next
year with a pre-pre-upfront presenta-
tion on show pitches the network has
heard. Moonves unveiled the more
promising pilots the network is consid-
ering for its fall lineup.

' A video with the editing style of 48
Hours featured the latest lineup of
network stars—including Ann-Mar-

| gret. Penelope Ann Miller. Tom Sell-
eck and Danny Aiello—talking up

\ their comedies and dramas, which so

far are only in script form. A decision

on the final prime time lineup is
expected in May.

"l feel a lot more confident today
than 1 did at this presentation a year
ago.” Moonves said. “In our first
year. our primary goal was to bring
more people to CBS.... Now we're
looking for more diversity. We don’t
want to abandon our core audience.
It’s the reverse: we want to attract the

younger viewers.”

Comedy highlights include Bronson
| Pinchot playing Meego. an alien nanny
who cares for a widowed doctor’s three
kids: Miller starring as a married Man-
hattan transplant who finds an unlikely
friend in her new Queens duplex: Gre-
gory Hines as a widowed dad who re-
enters the dating pool. and Jean Smart
playing a “Martha Stewart on acid”
character.

CBS drama pilots include a new
Steven Bochco cop show, this time set
in Brooklyn (“the hottest new drama of
the season,” Moonves beamed): a TV
version of the classic western “The
Magnificent Seven.” and an Anne Rice
drama based in New Orleans about two
cops, one from real life and the other
from the afterlife.

“I think it's time to place your bets
on CBS.” Moonves told the gathering
at the Ed Sullivan Theatre. “because
we're coming on strong.” ]

Short retirement for Gumbel

Reported five-year, $35 million deal includes prime time magazine show

By Steve McClellan
NEW YORK

I t looks like CBS will add a third

prime time magazine to its line-

up next fall—hosted by the
recently available NBC veteran
Bryant Gumbel.

That show, which will be devel-
oped over the summer. will be the
centerpiece of a five-year deal (said
1o be worth around $35 million) that
is bringing Gumbel to CBS.

But the deal has several other com-
ponents, including the creation by
Gumbel of a new production company
to jointly develop and produce. with
CBS’s Eyemark Entertainment, syndi-
cated programs for broadcast. cable
and worldwide markets.

At a press conference last week,
Gumbel cited two key factors that
guided him in his decision: the people
he’d be working with and the opportu-
nities afforded him.

The production venture with Eyemark
offers an opportunity to earn additional
millions as part-owner of shows. Gum-
bel said that it"s possible he will serve as
on-air talent or producer. or both, in
upcoming syndication projects. No spe-
cific projects have been identitied.

In addition. his production company

Broadcasting & Cable_M-ar-c_h 17 19?

Peter Lund, Gumbel, Heyward announce the move.

will produce three prime time enter-
tainment specials per year for CBS
Entertainment. Gumbel will host those.
and probably take an executive produc-
er credit as well.

CBS News President Andrew Hey-
ward and Gumbel insisted that the pos-
sibility of Gumbel replacing Dan
Rather on the CBS Evening News never
came up in the course of talks. Anchor-
ing the news. said Gumbel. s some-
thing I've never wanted to do.” Both
Heyward and Gumbel also said there

had been no discussion about Gumbel |

| joining 60 Mintes. as had been specu-
I lated.

Gumbel said he would not take on
any sports duties at the network.
including a role in the Nagano

| Olympics in 1998. He remains contrac-

www americanradiohistorv com

tually committed to HBO. where
he’ll do five programs this year
and six more in 1998,

The new magazine show, Gum-
bel said. would incorporate two of
his strengths—Ilive TV and inter-
viewing. The show will also fea-
ture other correspondents. It was
unclear last week whether Gumbel
will serve as executive producer,
but Heyward said, it will be done
in a very collaborative way.”

As for the decision to leave
[ NBC. Gumbel said it was a “close call.
‘ I'm a loyal guy. sometimes to a fault.”

Gumbel said that when he informed
' GE's Jack Welsh and Disney’s
| Michael Eisner of his decision. both
men wished him well. As for reports
| that ABC withdrew its offer when it
hadn’t heard from Gumbel’s agent.
| Gumbel replied. “1I'm going to take the
| high road here. Let’s just say | have the
utmost respect and admiration for
| Roone Arledge.” who moved to the
| chairmanship of ABC News two weeks
ago.

Gumbel said that his new company
will serve as a training ground for
| minorities to get into the TV entertain-

ment business. Opportunities. he said.
will include staff positions and intern-
ships. ]
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PEST NEW ONE HOUR

ALREADY BOUGHT BY THESE STATIONS

New York WPIX | Atlanta WGNX §
Los Angeles KTLA | Houston KHTV
Chicago WGN | Denver KWGN
Philadelphia  WPHL | San Diego = KSWB
Boston WLVI | New Orleans WGNO J

“AVAILABLE FALL 1999!

W n-Rm Od / Produc WAR RO

The Townsend Entertainment Corporation ~ and BabyWay Productions DOMESS:; E(\)’
in essociotio tion wi A Tie ‘E-'..‘ncR] ‘nmcln!
Warner B Warner Bros. Television T g1
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REMOTE CONTROL?

Broadcasters left wondering if the era of Big Government is really over

Broadcasters who think they control all that goes on their air should think again. Washington
last week again served notice it intends to have its say. Bending to congressional pressure,
broadcasters considered revamping their “voluntary” TV ratings system to conform with
congressional ideas of what it should be (see below). President Clinton jumped in with
demands for big hunks of free time for political candidates—part of his solution for the cam-
paign financing mess (see page 18). Senator Ernest Hollings wants to amend the First
Amendment to limit campaign contributions (see page 15). And a Federal Trade Commission
commissioner pondered his agency's power to regulate liquor advertising (see page 15).

Hill presses for ratings revamp

McCain meets with NAB, NCTA chiefs, networks divided over what to do next

By Heather Fleming
WASHINGTON

(NCTA) President Decker Anstrom in
a meeting last week with Senate Com-
merce Commitiee Chairman John

discussions with le\omcv groups on |

ongressional and advocacy group | McCain (R-Ariz.) agreed to resume |
pressure 10 change the age-based

TV ratings syslem to a content-
based systen may be paying oft.
National Association of Broadcast-
ers (NAB) President Eddie Frius and
National Cable Television Association

the TV ratings system.

McCain is critical of the two-month-
old system and wants the indusiry (o |
voluntarily implement a syvstem that
labels the level of sex. violence and lan- |

Tauzin: Free speech has plenty to worry abourt

| WASHINGTON—House Telecommunications Subcommittee Chairman |
Billy Tauzin (R-La.) is coming to the defense of the First Amendment. |
“Extraordinary new attacks" on the First Amendment are coming from | |
| the“left,” Tauzin said at an American Federation of Advertisers conference. |
He called on the advertising community to help blunt recent attacks on |
the First Amendment, citing proposed legislation that would restrict liquor
ads, aiter the new TV ratings system and amend the First Amendmentto | |
allow campaign spending limits, and noting efforts to impose additional
public interest obligations on broadcasters.
Amending the First Amendment in the interest of campaign reform would |
be a big mistake, Tauzin told the conference, that advertisers should fight

“with every fiber of your being.’

i On President Clinton’s call for free airtime for federal candidates (see

story, page19), Tauzin said government should stay out of “mandating |

government-preferred programing” on commercial TV. 1

Tauzin said. He urged the beer, wine and distilled spirits industries to come

Regulating advertising of legal products in America is unconstitutional, l

together voluntarily to define a code of conduct on alcoholic beverage

advertising.

guage in a program. He came down
hard on the TV ratings implementation
group tor not properly considering the
views of parental and children s advo-
cacy groups.

Publicly, most broadcasters are
standing tirm.

“We have been criticized for not giv-
ing viewers enough information, and
tor not utilizing a content-based ratings
system, and [ believe this criticism
emanates from insicde the [Washington|
Beltway.” ABC President Bob lger said
at an Association of National Advertis-

| ers conterence. But he is suspicious"

of the criticism because it “hegan
before the system even went into effect,
and | believe it to be politically motival-
ed by government officials seeking to
control and manage content. which
raiscs very serious legal issues.™

NBC President Robert Wright said
in an interview (sce story, page 10) that
the industry is already “providing the
kind of appropriate information parents
need. But content-based ratings get us
into censorship. and that could lead 1o
[tigation.” Privately, there is disagree-
ment over how 1o proceed.

Fox is the only broadcast network
willing 1o change the system oulright.
industry sources say. Fox Scnior Vice
President for Government Relations

He also cautioned against government efforts to alter the TV industry's

|

_ : Peggy Binzel would not comment on
two-month-old ratings system. “We need to give that system a chance to ‘
|

the discussions, but said she would
| “not deny™ the characterization of
Fox's position.

ABC and CBS are “willing to talk.”

— _ — _ . _ |
14 March 17 1997 Broadcasting & Cable

work,” he said.
“| will do everything | can to protect the First Amendment,” he said. —HF

www.americanradiohistorv.com


www.americanradiohistory.com

sources say, while NBC is taking a
hard-line stance.

Pressure 1o change the system was
mounting even before the plan’s offi-
cial release in December. Representa-
tive Edward Markey (D-Mass.) and
Senator Emest Hollings (D-S.C.) intro-
duced legislation that offered broad-

—Jop of the Weelk

casters a choice of switching to a con-
tent-based system or restricting violent
programing to hours when children
were less likely to be watching TV.
Hollings has asked McCain to schedule
a markup of the legislation, but
McCain opposes the legislation out-
right and has no plans to do so.

“It's common knowledge that the TV
industry recognizes that its ratings sys-
tem is a flop.” says Jeft Chester, execu-
tive director of the Center for Media
Education. “For weeks the word has
been out that the industry is ready to
satisfy America's parents. We're look-
ing forward to our discussion.™ ]

Higher proof needed
to regulate liquor ads

FTC says it's tough to link ads to increased consumption

By Heather Fleming
WASHINGTON

he Federal Trade Commission
Tdoesn'l like alcoholic beverage
ads directed at children, but it
will have a tough time stopping them.

“[AJH members of the commission
would be deeply concemed about ads
for alcohol or tobacco directed at chil-
dren,” FTC Commissioner Roscoe
Starek told the American Advertising
Federation conterence last week.

“Concern, however, is not in itself
sufficient for the commission to initiate
an enforcement action based on our
‘unfairness’ authority.” he said. Under
that authority, he said, even if an ad
appears 1o target kids, the FTC cannot
act unless it determines the ad is “like-
ly to cause substantial injury.”

Starek said ads are frequently used
“simply to induce consumers 10 switch
from one brand to another™ or to “dif-
ferentiate one brand from another.”

The FTC is investigaling whether
certain Siroh Brewery and Seagram TV
ads target underage consumers. Starek
did not comment on those investiga-
tions, but he noted that, in general, prov-
ing alcoholic beverage ads are “unfair”
is tough.

The last time the FTC visited the issue
of alcohol or tobacco advertising was in
1994, when it closed an investigation
into whether the R.J. Reynolds “Joe
Camel™ ad campaign was “unfair.” The
commission had said that although it
might appear “intuitive™ that the cam-
paign would lead more children to
smoke, “the record did not show a
link...sufficient 1o justity a charge of
untaimess in violation of the FTC Act,”
Starek sa:d.

In 1990 the FTC testified before

Congress that there was no conclusive
evidence of a “causal relationship™
between advertising and overall alco-
hol consumption. Two years ago, the
National Institute of Alcohol Abuse
and Alcoholism reached a similar con-
clusion after reviewing studies.

Still, the 1996 Supreme Court deci-
sion in the 44 Liguormart case may
leave open the possibility that “the
court could defer 1o the government’s

I judgment when the restriction concerns
advertising about unlawful behavior.”
Starek said.

Starek cautioned that “alcohol and
tobacco advertising...should be ad-
dressed through industry self-regula-
tion and. if necessary. narrowly tai-
lored government action consistent
with the First Amendment. The best of
intentions cannot justify excessive
intervention or regulation.”

House Commerce Committee rank-
ing member John Dingell (D-Mich.)
and Telecommunications Subcommit-
tee Chairman Billy Tauzin (R-La.) also
agree that the industry should try to set-
tle the issue of TV alcoholic beverage
| ads on their own. “Government action
| should be the action of last resort.”

Dingell said at the AAF conference. =

Campaign financing and
the First Amendment

WASHINGTON—Will amending the First Amendment help fix the nation's
broken campaign finance reform system? Senator Ernest Hollings (D-

| S.C.), ranking member of the Senate Commerce Committee, urged his

colleagues to approve a resolution that would amend the Constitution to
allow limits on campaign expenditures. The Senate will continue debating
the amendment this week, but overwhelming defeat is expected.

Hollings says the amendment is needed to “correct” the 20-year-old
Supreme Court ruling in Buckley v. Valeo, which struck down limits on
campaign spending as an unconstitutional restriction on free speech. “Our
democracy has cancer.... It has to be excised,” Hollings said on the Sen-
ate floor last week. “[W}hether you get the money from the state, whether
you get the money from bundling, soft money, hard money, volunteerism,

free TV—just go around and everybody has an eye on it. But if you put a
limit...then you have stopped, once and for all, that problem.”

Senator Richard Bryan (D-Nev.) agrees. *Money has become the dom-
inant factor in deciding who runs, who wins—and too often, who has the
influence and power in the halls of government,” he said. Senator Mitch
McConnell (R-Ky.) countered that the apparent notion that “there is too
much political discourse in this country...is absurd on its face.” —HF

NEW YORK—ABC Inc. President Bob Iger took President Clinton to task last
week for Clinton's attempt to use free airtime as the centerpiece for cam-
paign finance reform. Imposing a free-time obligation “raises serious legal
issues,” Iger told the audience at a conference in New York sponsored by the
Association of National Advertisers. Legalities aside, he said, “limiting cam-
paign spending is not an issue [broadcasters) can solve. Furthermore, the
quality of the political debate during campaigns has reached an all-time low,
and | firmly believe that free airtime will not solve that problem.” —SM

L
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‘TCI to raise rates in June

MSO will recoup some cost increases, eat others

By Paige Albiniak

WASHINGTON
ele-Communications Inc. will
T raise its cable rales an average
6.8% per subscriber starting June
I 1o oftsel, it says, programing costs.

Bob Thomson, senior vice president
for the company, said increases in pro-
graming costs account for about 60%
of its overall cost increase. TCI went to
great lengths to point out that cable
remains substantially cheaper than
comparable DBS service and that the
FCC would have allowed the MSO to
hike rates up to 35% higher than it did.
The company will absorb those costs,
instead.

Each MSO has a separate deal with
the FCC to set its rules surrounding
price increases. TCI's deal allows
adjustments for inflation and recovery
of costs above the prior year’s budget.
TCI says it will tighten its belt to
absorb the additional costs, which will
rise an average $1.72 per subscriber
per month.

But TCI also says it doesn’t expect
1o be regulated much longer.

“If we've established anything...it"s
that intense regulation of tier program-
ing is no longer needed. We are now a
self-regulating industry.” Thomson
Says.

The MSO offered a rate study from
the University of Denver showing that
even with rate hikes. its subscription
prices are about half those of DBS.
Thomson made it clear. however, that
TCI takes seriously the DBS threat:
“There is competition from DBS play-
crs everywhere. They are offering ser-
vice comparable to ours in every one of
our locations.™

Analysts think TC] should be a bit
nervous. TCH has “horrendously erod-
ing cash flow.” says Porter Bibb, man-
aging partner at the Wall Street firm of
Ladenburg Thalman & Co. Bibb and
other analysts think TCI Chairman
John Malone is preparing to sell off
TCI's cable assets.

Whether cable will face its demise
anytime soon remains unknown, bul
TCH will not be caught completely
unaware. It believes its digital cable
venture. ALL TV. will give the DBS
players serious competion—a behief

“If we've established
anything...it’s that
intense regulation of tier
programing is no longer
needed. We are now a
self-regulating industry.”

Bob Thomson,
senior vice president, TCI

most of those players share.

“That will be a much more competi-
tive offering for us. certainly.” says
Jeft Torkelson of DIRECTV. At that

point they can probably start to com-
pare themselves.”
Rate hikes have not been limited to

| cable. DIRECTV last week upped its

rates $5. or more than 13%. That
increase is tricky 1o decipher; DIRECTV
removed Encore channels from its most
popular package. “Total Choice,” raised
rates 4 cents for the package. then
charged subs $4.99 per month 1o add
back the Encore channels. DIRECTV s
increases will atfect subscribers in other
areas too—equipment costs went up, as
did pay-per-view coslts.

The TCI announcement comes as no
surprise: Malone said in October that a
1997 midyear hike was coming. Com-
cast last raised rates in November
1996. Continental and Time Warner
increased rates in January. u

Biéelo_u_/ in for Brill

Interim Court TV CEQ says he's considering many options

By Joe Schlosser
NEW YORK
at Court TV,

Alhc cable net-

work has named for-
mer HBO and Time
Warner Cable Pro-
graming president
Thayer Bigelow in-
terim chief executive
officer.

Bigelow. who has
been in the CEO post
since Time Warner
announced its pur-
chase of Court TV
founder Steve Brill's
share in American
Lawyer Media nearly
four weeks ago. has been on Court
TV's partnership committee for the
past live years.

Court TV. which is now owned by
NBC, Liberty Media and Time Warn-
er. also announced that Brill will work
as a consultant 1o Bigelow. Brill is cur-
reatly running his American Lawyer
Media publications and his online ser-
vice Counsel Connect. both of which
Time Warner has put up for sale.

Bigelow is hopeful that the interim

mid the unrest

Bigelow
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title will soon be dis-
carded, and says he
will waste no time in
steering Court TV's
ship. The network
has 30 mitlion sub-
scribers, but viewer-
ship numbers in only
tens of thousands, he
Says.

“We've got Lo in-
crease our viewership,
we've got to expand
our distribution,”
Bigelow says bluntly.
“Our ratings have
been low. and we’re
going to bring them
up. Under the broad
heading of what Court
TV has established. |
think there are lots of opportunities to
increase our viewership.”

Bigelow says Court TV's employe
morale is calm despite numerous
rumors about the network’s future.
Last week in BROADCASTING & CABLE.
NBC Cable President Tom Rogers
quashed any theory of a CNNtn and
Court TV merger.

Bigelow says he has spent a lot of
time answering employes’™ questions
and concerns about the network’s
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future since arriving. “Anytime you
have a change of leadership, it creates a
certain amount of anxiety,” he says.
“I'm not going to be arrogant and say
that’s history and everyone is totally
calm. They want to see what I’m going
to do and what the partnership is going
to do.”

Bigelow foresees no layoffs in the
near future and says that none of the
three Court TV partners appears ready
to sell.

“I think everyone is interested in
their ownership position as it stands
right now,” he says. “I expect them to
fully back us as we try to improve our
ratings.”

Bigelow describes his working rela-
tionship with Brill as good and says he
will look for advice when necessary.

“He has a lot of expertise and he’s
very well connected to the American
justice system,” Bigelow says.
Bigelow says he cannot predict Brill's
plans, but he does not expect him to
stay in a consulting position once the
publications are sold.

“I don’t think any kind of relation-
ship with Court TV would last beyond
the sale of the publications,” Bigelow
says. ““As for his consulting, there is no
firm agreement there.”

Along with Erik Sorenson, who has
agreed to stay on at Court TV as head
of programing, Bigelow is looking into
new show ideas for the network.
Sorenson was hired by Brill five
meonths ago and will report directly to
Bigelow. Bigelow expressed confi-
dence in Sorenson’s work and says he
is not looking to replace him.

A plan that Brill proposed to launch
a series of regional court channels sup-
ported by American Lawyer’s several
legal publications might still be in the
works, Bigelow says.

“It's still an alternative that we’ll
look at very carefully,” he says. "It has
some good reasoning behind it: the
interest of cable operators in local pro-
graming is always strong. And the
interest of viewers in what's going on
locally isn’t bad either.”

But if the publications were to be
sold, Bigelow says, there might be
some new challenges. He wonders how
many compelling trials are taking place
in any local region on a given day.

“If creating these local court chan-
nels is such a good idea, then maybe
there is a basis for forming another
relationship with the publications, even
though they might be sold to an outside
party,” Bigelow says. |
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COLORADO

Vail-ed threat

N uclear war” between cable oper-
ators and programers is distaste-
ful but nonetheless possible, TCI
Communications’ senior VP of
finance, Barney Schotters, said at a
Janco Partners investors conference
in Vail, Colo. While Schotters said
he hopes it doesn’t go that far, it’s
conceivable that TCI might drop
costly, high-profile nets, such as
ESPN, to send a message to the pro-
graming sector that TCI is unwilling
to accept ever-growing costs.

DENVER

The taxman waiteth

Few things are simple where TCI
is concerned, and that extends to
the estate of late TCI chairman and
founder Bob Magness. Liberty
Media Corp. has asked for an IRS
ruling on whether Liberty can con-
duct a tax-frec spin-off of its Time
Warner interests (about 9% of out-
standing TW shares) and a tax-free
spin-off of Liberty itself. TCI has
asked for a similar ruling on TCI
International so that it can sell all or
part of its 82% stake in TINTA. But
it seems that the IRS is holding off
on any rulings until the value of the
estate is clear. Under IRS guide-
lines, estates with sizable stock port-
folios are valued at the time of death
or six months after—whichever is
the lower figure. May 15 marks six
months since Magness died. More-
over, the IRS is concerned that the
executors of the Magness estate not
give the impression that the estate is
a seller of the substantial shares it
holds in TCI, Liberty and TINTA.
The reason: That impression could
prompt others to sell, driving down
the value of the shares, reducing the
value of the estate and thus reducing
the tax man’s take.

NEW YORK
Fighting for exclusivity
BC and its affiliates almost had a

deal that would have limited so-
called repurposing of programs

intended for network airing in other
venues such as cable networks.
Under the deal, any show airing on
the network couldn’t have been used
in an alternative medium for at least
six months. But the deal was appar-
ently quashed by the powers-that-be
at Disney, ABC’s parent. “Disney
felt those terms were too limiting in
terms of other opportunities to
[recoup] some of their huge pro-
graming costs,” said one source.
Groused one ABC affiliate execu-
tive: “They don’t get it. Exclusivity
is our life's blood. It’s the only way
we'll survive as the viewing pie gets
more and more fragmented.” Mean-
while, talks continue. Meanwhile at
NBC, President Bob Wright is meet-
ing with station group heads this
week over the issue of network pro-
graming going to MSNBC. Repur-
posing is the biggest issue affiliates
have had to deal with in the last 30
years said one group head. The prob-
lem began with MSNBC/NBC cross-
promotion and was exacerbated by
MSNBC's rebroadcast of the net-
work’s Dateline. Television Opera-
tors Caucus also had conference call
on repurposing issue last week.

SAN FRANCISCO

Karmazin in California
Radio insiders are speculating

that CBS Radio Chairman Mel
Karmazin may try to acquire
broadcast rights to the San Francis-
co 49ers for KPIX(AM) San Francis-
co. He may also be shopping for a
San Francisco outlet for Howard
Stern. KPIX is all-talk and airs Don
Imus in morning drive. Market
insiders say CBS may take the sta-
tion to all-sports, similar to Imus’s
flagship wraN(aM) New York, and
plant the 49ers there. The 49ers
have one year left on their contract
with KGO(AM) San Francisco. Also,
radio insiders speculaie that CBS’s
recently acquired modern rock
KITS(FM) San Francisco may be the
next affiliate for Stern. Stern airs
on KOME/FM) San Jose, whose sig-
nal covers only a portion of the
San Francisco market.
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Clinton calls for

FREE AIRTIME

Broadcasters call plan for federal candidates
unconstitutional and unworkable

By Heather Fleming
WASHINGTON

resident  Clinton
thinks free airtime
for tfederal candi-

dates is a price that broad-
casters should pay for
their digital TV licenses.
But broadcasters say the
plan is unworkable and
unconstitutional.

Clinton, himself mired
in charges of campaign
finance law abuses, said
that because the rising
cost of TV is the biggest
factor in soaring cam-
paign spending. broad-
casters must be part of the
solution.

1 believe broudcasters who receive
digital licenses should provide free air-
time for candidates. and the FCC
should act to require free air time.”
Clinton said at the Free Air Time and
Campaign Reform Conference. “Free
time for candidates can help free our
democracy from the grip of big money.
In 1997, for broadcasters, serving the
public should mean enhancing our
democracy.”

Clinton issued an executive order
last week establishing an advisory
panel to examine what broadcasters’
public interest obligations should be
tfor their digital channels. The panel
will comprise up to 13 private citizens,
including broadcast, computer, acade-
mic, public interest. and advertising
representatives, and will make recom-
mendations to the President within a
yeur.

Clinton also reiterated his support
for the McCain-Feingold campaign

finance reform legislation, which he |

said should proceed on a dual track
with the FCC's work on free airtime.
McCain-Feingold gives federal candi-
dates a variety of incentives to volun-
tarily limit their spending—including
30 minutes of free TV time and dis-

“I believe broadcasters
who receive digital
licenses should provide
free airtime for
candidates, and the FCC
should act to require
free airtime.”

counts 509 below the “lowest unit
rate” for additional ads.

FCC Chairman Reed Hundt, an
advocate of free time tor tederal candi-
dates. was “thrilled™ by the President’s
comments. “As the President commu-
nicated. the FCC has the power, the
precedent and the procedures to insure
free aceess to the airwaves tor political
candidates,” he said.

But fellow FCC Commissioner
James Quello says he has First Amend-
ment concerns over mandating free time
in exchange for digital TV licenses. He
acknowledged that “any license...inher-
ently has a public interest obligation.”
but he opposes “additional. quantifi-
able™ obligations.

The National Association of Broad-

Jop of the Weelk——

| bucket.”

casters (NAB) opposes the free time on
the grounds that it is “blatantly uncon-
stitutional™ and won’t help prevent ille-

[ gal campaign contributions. reduce the

cost of campaigns or stop negative ads.
“Any proposal of free time i1s

[ unworkable in that some stations

cover as many as 33 congressional
districts.” said NAB President Eddie
Frius.

NAB said Clinton and others vastly
overstate the amount of
money that campaigns
spend on advertising. The
association cited a Septem-
ber 1996 study by Dwight
Morris of PoliticsNow that
Clinton and others greatly
overstate spending on TV
and radio campaign ads.
Morris’s analysis of the
1994 tederal elections con-
cluded that of moeney spent
by House incumbents
toward re-clection, only
25% was spent for broad-
cast ads—including consul-
tants” fees. production costs.
and airtime. For incumbent
Senators’ campaigns, TV
and radio ads accounted for
40% of spending.

One network lobbyist said it is clear
that Clinton is trying to “divert political
atlention from the current imbroglio™
over campaign fundraising.

Addressing constitutional issucs.
Senator John McCuin (R-Ariz.)—
sponsor of the free-airtime legisla-
tion—commented: 1 do not believe
money means free speech in America.
It it doces. there are milliens of people
in the U.S. with no free speech.”

Barry Diller. architect of the Fox
network. now chairman of HSN Inc..
also backed the President’s plan.
Dilter said broadcasters would no
longer be able to pay “lip service™ to
their public interest responsibilities,
Diller told reporters that giving free
airtime is "no big deal—broadcasters
don’t make much money on political
advertising. IUs a drop in a huge
Even when cigarctte adver-
tising. which had accounted for 20%
of broadcasters’ revenue. was banned
from TV. "it was a blink of an eye.”
he said.

The concept of tree airtime for candi-
dates is nothing new, but the Free TV
for Straight Talk Coalition—founded
by Walter Cronkite and former Wash-
ington Post reporter Paul Taylor—gave
the idea new momentum last year. The
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But We're Stall The B)igg

Entertainment lonight

In the syndication showdown,
ENTERTAINMENT TONIGHT and HARD COPY
took aim <zt their rivals and took down more Adults 18-49,
season to date, than any other megazine strip. Look for us
when the smoke clears. We'll be th.e only ones still standing.

= —

Source: NTI Dales Plus. 1996-0 Peere 2 date througn 2 2397 (o™ /
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After Six Seasons, Maury’s Still Got It!

e Up 15% in Rating Over February ‘96
Time Periods.

e Improved Time Periods in 69%
of the Metered Markets Year-To-Year.

e Increased Over Lead-in by 23%,
or 3 Share Points.

e Improved Over Lead-in in 64%

of the Metered Markets.
MAURY POVICH e
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coalition proposed a schedule and
guidelines for free time for presidential
candidates that won the support of the
campiigns but not the networks, which
came up with alternative plans.

How successful was the free time in
giving volters more substantive infor-
mation about the candidates™ views?
An Annenberg Public Policy Center
report mixed results. Comparing 1996
broadcast evening news programs with
information offered during the free air-
time, the free time had proportionately
more policy information less inflam-
matory language than ads and in some
cases was more accurate than debates
and ads.

However, the “erratic scheduling™ of” |

the free time minimized the audience
for free time, the report concluded.

Speaking at the free-time confer-
ence, Alex Castellanos—Dole-Kemp
96 media consultant—called the free
time “inconsequential™ and a “distrac-
tion.”

Barbara Cochran. CBS News execu-
tive producer for politics, said CBS
was “disappointed” with the results of
its free-time program. Dole and Clin-
ton simply “regurgitated” soundbites
they had been using throughout the
campaign, she said, and there was no

Jop of the Weelk

Broadcasters, DBS operators
settle on white areas

WASHINGTON—As expected, broadcasters and DBS operators set-
tled their long-standing dispute over white areas.

At issue was which homes qualify to receive DBS-retransmitted distant
broadcast signals. Under the Satellite Home Viewer Act, only those cus-
tomers in white areas—places where customers cannot receive a Grade
B-intensity broadcast signal—are eligible to receive the imported signal.
Broadcasters had charged that many DBS operators cheat, but DBS
operators responded that some customers may receive a Grade B signal
from their rooftop antenna but still cannot get a picture in their living room.

EchoStar, Netlink and Primestar agreed to develop with broadcasters pre-
screening techniques for customers based on ZIP codes and maps. For each
market, broadcasters and DBS operators will clearly define the white area.

Under the current system, DBS companies sign up customers who say
they cannot receive a local TV signal. A local station may challenge the
decision in a letter to the DBS operator afterward. The prescreening
process will avoid the subsequent canceling of customer service.

PrimeTime 24, which has been sued by broadcasters over white-area
disputes, and DIRecTV did not sign off on the deal. Last week, CBS and
Fox fired another shot in the networks’ legal battle with PrimeTime 24.
The networks asked a Florida court to bar PrimeTime 24 from delivering
network signals to viewers within the Grade B signal contour of a local
affiliate. The networks said the action would bar the satellite carrier from
“signing up still more ineligible subscribers” while their legal challenge to
PrimeTime 24 is pending.

“Having been granted an inch by the Satellite Home Viewer Act, Prime-
Time 24 has taken a mile,” the networks said in their request for a prelim-

opportunity for journalists to point out inary injunction. —HF
inaccuracies. .
Over the spectrum a group of then-candidates, charging the network’s Los

channgls, or at least the chan-
nels outside the commission’s

mum, the FCC should adopt its

Jesse Jackson wants the FCC to auction digital TV ..-

I
“core spectrum” plan. "Atamim-MS}llngt

Angeles station overcharged them during the election.
tn a ruling last week, the Mass Media Bureau said the
collection of candidates—including Dianne
Feinstein and Pete Wilson—had made a
sufficient case of a “lowest unit charge” vio-
lation to warrant further investigation. The

-
did

zore spactrum plan, auction digital TV licens-
a3 to naw entrants between channels 2 and 6
and 52 and 69...and auction digital TV chan-
nels for viable minority- and women-owned
naw entrants in the digital television market,”
said in a letter this month to FCC Chairman Reed Hundt.
The Rainkow Coalition president said the FCC can use
the channels lying outside the core spectrum to improve
rminority ownership in the industry. “Any plan to give away
free channels to any other interests would waste both the
opportunity to promote broader diversity of ownership
amang new antrants and the chance to generate billions
of dollars in federal revenue from the auction of remaining
spectrum,” Jackson said. His letter follows efforts by BET
Haoldings Chief Robert Johnson to push for an auction of
the digital TV spectrum.

CBS under FCC eye

The FCC has ordered CBS to turn over political advertis-
ing contracts connected with the 1990 primary election to

Watch

Edited by Chris McConnell 10gS and other records of advertising time during
Jackson |

bureau ordered CBS to provide the candidates
with a series of documents including invoices,

the 1990 primary election. While ordering CBS to
turn over the documents, the bureau also rejected com-
plaints by the candidates that kces-Tv had refused to pro-
vide information on the preemptible rates available to
commercial advertisers and that the station had violated
comparable-use and reasonable-access rules.

Public reallocation

Representative Curtis Weldon (R-Pa.) last week said he
is preparing to offer a House version of Senate legista-
tion that would require the FCC to reallocate four chan-
nels in the 60-69 range from broadcasting to public safe-
ty use. Discussing their push last week for more spec-
trum, city representatives said they still face opposition
from broadcasters. “There are those in the industry who
do not want to see this happen,” said Mark Schwartz,
president of the National League of Cities.
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(F) The Focal Press Broadcasting and Gable Series r‘

Broadcast Indecency
by Jeremy Lipschultz, Ph.D.

Discussing such controversial issues as
*shock jock” Howard Stern, this book
treats broadcast indecency as more than
a simple regulatory problem in American
Law. The author's approach cuts across
legal, social and economic concerns,
taking the view that media law and
regulation cannot be seen within a
vacuum that ignores cultural realities.
240pp » pa  0-240-80208-X * $29.95

The Remaking of Radio
by Vincent M. Ditingo

Provides a comprehensive overview of

the dramatic regulatory changes and
important programming shifts that have
occurred in ceammercial radio in the 1980s
and 1990s. Puts the direction of modern-
day radio broadcasting into perspective for
business and media professicnals, as well
as for those consicering careers in the
radio industry

160pp * pa « 0-240-80174-1 + §27.95

Merchandise Licensing
in the TV Industry

by Karen Raugust

This bock provides members of the tele-
vision industry with concrele, how-10
information on launching a merchandise
licensing program. It discusses historical
context, current and future trends, key
players in television-based licensing, and
how 10 evaluate and implement a licensing
program. Includes case studies.

112pp » pa -+ 0-240-80210-1 ¢ $29.95

Practical Radio

Promotions
by Ted E. F. Roberts

Details the techniques, methods, goals
and ethics of successful radic promotions
and explzins the components of an
eftective promotions team.

92pp e pae 0-240-80090-7 » $19.95
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VISIT THE FOCAL PRESS
WEB SITE
Visit the Focal Press home page to stay

current on the latest titles and to find out

about other on-line services available to
Focal Press customers

http://www.bh.com/fp

To place an order
Call 1-800-366-2665

International Television
Co-Production
From Access to Success

by Carla Brooks Johnston

This book explains the legal, political,
eccnomic and technological challenges of
developing pregramming in the global TV
Marketplace of the '90s and beyond.
108pp * pae+ 0-240-80110-5 « 519.95

Radio Programming
by Eric G. Norberg

Radio Programming is a handbook for
pregramming directors that focuses on
how to program a radio station in today's
competitive environment. This book will
be helpful for neophyltes in programming,
experienced programmers seeking further
growth, air talents who want to develop
their skills, and general managers trying
to understand programming and effectively
manage their program directors without
stifling creativity.

216pp * pa * 0-240-80234-9 + 526.95

Global Television

How to Create Effective
Television for the 1990s

by Tony Verna

This book examines and explains how
evolving technologies such as fiber optics,
high definition television, digital transmis-
sion and computerization, as well as the
demands of the marketplace. are driving
television into becoming truly global.
336pp « hc + 0-240-80134-2 » $44.95

Winning the Global TV
News Game

by Carla Brooks Johnston

Ofters the first full global perspective of
the dramatic changes in television news
coverage caused by the entrance of "live
news" onto its own lane of the information
superhighway, and the resulting dynamic
between industry professionals and con-
sumers. Contains interviews with leading
news professionals.

240pp + hc * 0-240-80211-X + $44.95

30 Day Satisfaction Guarantee
Mail your order to: Focal Press

225 Wildwood Ave., Woburn, MA 01801

FAX 1-800-446-6520
Outside the US and Canada:

Call 1-617-928-2500/FAX 1-617-933-6333
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CABLE vs. DBS

The Sky Is Rising

DBS service with local stations is cable’s first serious competition

ook out. cable: Rupert Murdoch and
Charlie Ergen are amassing a “"cosmic

armada’ 1o steal away vour subscribers.
The product of the merger of Murdoch’s
ASKyB and Ergen’s EchoSiar, the armada will
comprise cight high-power satetlites. Once in
orbit, they will be able 10 broadcast hundreds
of TV channels from California to Maine.
Skv. as the fleet will be known, claims it
will he everything that cable is, and more.
Unlike carlier satellite TV offerings, Sky
would deliver all the top local TV stations.
In addition, 1t would offer all the cable net-
works, not just those that channel-strapped

30

cable systems now do.

And subscribers won't have to pay for the
satellite earth stations—the 18-inch rooftop
dish antenna and set-top receiver. Officials say
those will be included in the price of basic ser-
vice. jusl as is in cable. A second set-1op for a
second set would cost only a tew dollirs more.

Sky boldly predicts that it will sign up &

million subscribers within five vears. 40% of

a projected 20 million. Privately. Sky offi-
cials expect to do much better.

Sky will be built on EchoStar’s current
DBS service, which now counts 440.000
subscribers. Sky's rollout depends on the

Technology

Sky to put stations
on the spot (heam)

Advanced satellite would
permit Sky to offer local
broadcast signals to 75%
of country. PAGE 34

Legal/Regulatory

Sky goes to Capitol Hill
for quick copyright fix
Amendment would
facilitate carriage of local
broadcast signats. PAGE 35

Programing

Broadcasters

weigh Sky plan

Most want more
information before
granting Sky the right to
carry their. PAGE 38

Finance

Does Sky have a limit?
Sky says it will spend
$3.4 billion to take on
cable and other DBS
companies. PAGE 40

Management

Sky’s Strange

Bedfellows

Success of 50-50 venture

depends on Murdoch and

Ergen ability to get along.
PAGE 41

Marketing

Sky’s strategy:

More for less

When Sky goes to

market, it will offer all

that cable does and more.
PAGE 42
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successful launch of a series of satel-
lites over the next two years. If all goes
well. it will begin to deliver local sig-
nals fate this vear 1o 11 or 12 major
markets covermg 30% of US. TV
homes, Phase 11 comes in first quarter
[9UK, when the coverage goes 1o 50%:
Phase 1L, in the fourth quarter, when
coverage jumps to 75%-80% . But with
Sky's big plans come big obsiacles.
Sky is pushing the technology. Its
plan to provide local signals in up to
80% of the nation’s TV homes requires
a spot-beam satellite and a dish able 10
receive signals from satellites in two
different orbital slots at the same time.
Experts say such technology is doable,
but it hasn’t been done—at least
not on the scale Sky envisions.
The service also relies on
advanced TV signal compres-

“Competition is good
for our customers and good
for our company.
If there’s one thing
that [TCI President Leo
Hindery] has talked to
us about, it's that. We
welcome the competition.
We are going to kick
some serious butt.”

—TGI spokesman Bob Thomson

sion to squeeze at least twice as many
TV signals through a DBS channel as is
now bemg done. Sky is counting on at
least 10:1 compression to deliver its first
500 channels

Skyv should be able to line up all the
cable networks it wants. The 1992
Cable Act. which bars most pro-
grimers from diseriminating among
media has turned cable networks into a
commodity. And it should be able to
license movies for its near-video-on-
demand services. in which films are
presented with frequent start times.

But the programing it needs the most
to provide the competitive edge—the
local TV stations—is far from certain.
Broadeasters at an NAB conference in
California last weeh were enthusiastic
about the service afler a presentation
by Murdoch and Ergen, But none have
yet promised to give SKy permission to
carry their signals.

Sky also must leap some legal and

Broadcasting & Cable March 17 1997

regulatory hurdles. several of which are
being erected by DBS and cable rivals.
Most important is legislation that would
clarity copyright law to permit Sky and
other DBS operators to retransmit local
signals. And Sky wants to affirm that
it’s entitled 1o the same royalty-Iree car-
riage that cable now cnjoys.

The obstacles give some comtort to
cable and its Wall Street followers.
Even if Sky overcomes them. they say.
cable will still hold its own.

“Let’s say everything goes peachy
with these guys and they're able o
deliver 75 percent of homes with
local spot beams,” says Spencer
Grimes of Smith Barney. "1t still
gives cable a year to 18
months to do a number of
things, like solidify relation-
ships with customers. tout the
value of cable. get digital
cable into people’s homes.™

“Cable will make up for any cash-
flow loss with peripheral services,”
says Chuck Kersch. of Neidiger Tuck-
er Bruner. What's more, the market for
multichanne! TV services will expand
as prices come down, he says. And
cable will pick up the larger picce of
the bigger pie.

The cable marketplace’s answer to
DBS in gencral has been Primestar. A
partnership of large cable operators,
Primestar has battled DirecTV and
USSB for nearly three years with a
medium-power service requiring
slightly larger dishes.

And Primestar is to be more than just
a direct-to-home satellite service. A
cable system can expand its program
offerings by “overlaying™ Primestar’s
digital programing on its conventional
cable programing. The system can go
almost instantly to 150 channels. Of
course, it has to put a new and costly
digital box in each home that sub-
scribes to the expanded service.

Sky poses the most serious compet-
itive threat to cable in its nearly 50-
year history, yet most believe cable is
strong enough and agile enough 1o
beuar the competition and prosper.
Says analyst Ted Henderson of Janco
Partners: “This isn’t the death knell
for cable.”

“Compelition is good tor our cus-
tomers and good for our company.”
says TCI spokesman Bob Thomson,
“If there’s one thing that [TCI Presi-
dent Leo Hindery] has talked to us
about, it's that. We welcome the com-
petition. We are going to kick some
serious butt.” [

www americanradiohistorv com

SKY'S VIEW OF CABLE:
‘INFERIOR, CHINTZY

In announcing the ASkyB/EchoStar
merger last month, News Corp.'s
Preston Padden et cable have it with
both verbal barrels. Some highlights:

“The easier way lto visualize
what we will be doing is to

“Our goal is to come to market
with a televisian product so
superior and a
consumer COVER STORY
praposition

S0
coeirs . GAB LE
v d

substantial
number of
those 70

o
[pay TV]
households
stop writing
thewr checks to

3
¥E DS

service—usuaily cable—and
start writing them to Sky.”

“We will provide consumers with
immense value in premium
services—eight different channels
of KBO for the same cost as the
single channel they get today from
their chintzy and capacity-
sirained...local cable company.”
“We view this estimate [8 million
subscribers in five years] as
extremely conservative. It assumes
that more than two out of three
cable customers choose to stay
with an inferior product rather than
swiich to DBS.”
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OTHER COMPANIES OFFER
YOU ALL THE n’géf preces..

It tukes more than a box tull of parts to baild a
well-otled, high-pertormance car. Tt takes a passion
for building the finest machine in its clas.

DiviCom is passionate about digual video
compression. Since 1993, we've huilt the most
efticient, smoothest-functioning, digital video
systems in the industry. We were the first to ship
integrated MPEG-2 compliant encoders, and
many sites now have over a hundred each of
our encoders.

Qur custometrs are some of the bigpest
names in the business—Bell Atlantic, Zenith,
Thomson Consumer Electronics, and EchoStar

Communications

With DhwiCom's technologey, our elients are
Iulding the next eencration of bold new digital
vidvo systems — mteractive television, direet-to-
home satellite broadeastmg, two-wav cable TV,
and more. These systems are changing how we
view TV and are wshermg moa new era of interac
tiviy, chowce, and richer content,

OUR EXPERTISE KEEDS
YOUR SYSTEM HUMMING.
Digital video technology mcorporates many

spectalues: TV broadcastmg, networking,

comptession technolopy, and systems mtegration,

At DiviCom, we have vears of experience with

cich of these speeralties— alone, and together.

www americanradiohistorv com

Muncage und control
u complete digitul video
compression system
with DiviCom’s powerful graphical interfuce.

Qur systens are hased onopen, intermational
standards, mcluding MPEG-2, DVB, DAVIC,
SNMPD, and ATM. Standards benefit vou because
products are easier to integraie, use, upgrade and
mainedin, It also means you choose the finest
products at the lowest cost, and vou canquickly

mtearare lllt‘m INTO your existing svatem.
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ONLY DiviCOM GETS YOU
where you ‘re goin g

GEEATER EFFICIENCY
DRIVES COSTS LOWER.

Efficiency is the cornerstone of compressed digital
video. With greater efficiency, you squeeze more
channels onto a satellite transponder or cable
wire — Jdramatically cutting your costs.

Our newest MediaView ™ encoders offer
outstanding compression efficiency. Built around
C-Cube Microsystem's E-3 second-generation
MPEG-2 compression chipset, ~hey deliver
unprezedented video quality at low hit rates.

We add adaptive spatio-temporal filtering to
the adaptive: field/fraine motion estimation-based

algorithm. This produces a fuliy-integrated

encoding system resulting in the industry’s best

picture quality, highest compression efficiency,
and a new price/performance standard.
PRODUCT MODULARITY
SIMPLIFIES INTEGRATION.
As digital video evolves, you need flexibility to
accommadate new advances. Qur products offer
tremendous flexibility for integration with other
products and systems. This plug and play

— -
— DiviCOM

DiviCom offers a family of highly efficient,

innovative digital video compression products.

flexibility makes these products ideal for a wide
range of applications.

As you contemplate who can take you digital,
make sure you look at the whole package. You
don’t want 1o be left spinning your wheels. Call
+1.408.944.6700 or +33.1.49192110, or reach us
at www.divi.com. We'll take you to your digital

destination in style.

DiviCom Ine., 1708 McCarthy Blvd.. Milpitas, CA 95035 U.S.A.  Thone: +1.408.944.6700 or +33.1.49192110  Fax: +1.408.944.6705 URL: hup:/’www.divi.com
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Technology

Sky to put stations
on the spot (heam)

Targeted teclinology will allow retransinission of local signals

By Glen Dickson

he key 10 Sky s plan 1o retransmit
local broadeast signals 1o 75% of

the nation’s TV homes is a spot
beam satellite scheduled to launch in
Octaber 199K, So how will the new
hird work?

Spot-beam technology targets a tre-
quency o a specilic area from one or
more transponders, as opposed 1o send-
ing out a widespread signal that can be
recetved across the
continental U.S.
(CONUS). While
no one has built a
satellite composed

ABLE

solely ol spot-
beam  transpon-
ders.  EchoStar
CEO Charlie
Ergen savs the

technology isn’l
new: “Spot-beam
technology  has
been around the
Detense Depuar
ment and Intelsat
for a long time.”

Ail of the Inelsat 7 series satellites

were built with single steerable spot
heam tansponders that were reconlig-
urable upon orbit. says Dan Collins,
vice president of sales and marketing
for satellite manufacturer Space Svs
tems Loral. According to Collins,
Loral also built the tirst Superbird
satelltte in 1989 for Saellite Commu-
mications Corp. of Japan with a spot-
beam transponder. It had a tfrequency
range ol two-tenths of a degree 1o tar
get metropolitan Tokyo.™ he says.

Hughes Aircratt. which s contracted
10 build the spot-beam bird tor Sky.
won’t comment on its spot-heam tech-
nology. But Collins sayvs that builkling
dedicited spot-beam satellite tor DBS
use 1s “absolutety technicallv teasible.”
Loral is building Sky's first two stan-
dard DBS birds,

The size of a spot-beam satellite
would be the same as a standardd DBS
bird. although the weight would be
shightly higher because of more com-
plex electronics and RF gear. savs
Collins. The transponder power of the
bird would be lower, ~Fomight take 200
to 250 watts o cover the whole LS.
while it might take only 15 10 200 watis
per transponder o cover a smaller

An artist’s rendering of one of the standard
DBS satellites Space Systems Loral is
building for Sky. The first one, Sky 1, ships
in August and launches on Sept. 1. The next
one is due tc faunch in early February 1998.

arca.” he says.

A spot beam might be composed off
three grouped transponders. which
would equate 10 30-30 local TV chan
nels, savs Collins. One beam. tor
example. might cover Albany. N.Y .
New York City: Boston, and Hartford.
Conn. “You couldn 't avoid having sev
eral cities in the same spot beam.” he
SUVS.

Euch spot beam would require o sep-
arate uplink center. Sky plans 1o devel-
op cight regional uplink centers. which
correlates with Collins s assumption of
grouping several ransponders 1o Torm
one spot beam. Sky needs to be able
transmit 240 channels of Tocal TV sta-

DISHES WITH AN APPETITE

Another technical hurdle for Sky to clear is the develop-
ment of a dual-feed consumer dish that can receive sig-
nals from satellites at two orbital slots—EchoStar's at
119 degrees and News Corp.'s at 110 degrees.

The dish would require either two feed horns or an inte-
grated dual-feed horn, with a separate downconverter for
each satellite frequency. The IRD then would switch
between the signals via the consumer’s remote control.

News Corp.’s Preston Padden says Sky already has
tested a prototype dual-feed dish receiving signalis from
EchoStar's birds at 119 degrees and DIRecTV's at 101
degrees.

“We know, given the fact that our satellites will be
only nine degrees apart, it will be a piece of cake,” he
says. Padden adds that the additional low-noise block
converter will add about $10 to the manufacturing cost
of the dish.

EchoStar CEO Charlie Ergen says that his company
has used multiple-feed dishes in Europe to receive sig-

nals from as many as three satellites. “It's not a prob-
lem,” he says. “You're essentially just changing the feed
in the dish.”

Ergen adds that EchoStar had planned to upgrade its
DISH network customers to muitiple-feed dishes to
make use of its orbital slots at 61.5 and 148 degrees.
“We don't see any technical showstoppers in this.”

In fact, German antenna manufacturer Galaxis
already makes a duai-feed dish using its patented Inte-
grated Multifeed Technology to look at different Euro-
pean birds. Galaxis spokeswoman Michele Stiles says
the company makes versions that can accommodate
six or eight degrees of separation between satellites.

Stiles says that accommeodating nine degrees of sep-
aration is “definitely do-able” with some R&D work. The
greater the separation between the satellites, the
greater the distance between the two downconverters
inside the integrated feed horn needs to be, says Stiles,
which resuits in a bigger feed horn. —GD

March 17 1997 Broadcasting & Cable
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tions to cover 75% of U.S.
station  homes (B&C,
March 3). so his assump-
tion of 30-50 chunnels per
beam ulso looks accurate.

While several cities
might be covered by the
same frequency. the DBS
provider then would limit
reception to local markets
through the same type of
conditional access technol-
ogy it uses for pay per
view. adds Collins.

EchoStar’s Ergen con-
firms that Sky will do
exactly that: “Our strategy
is to support the local
broadcaster. While a signal
may overlap several cities, we’ll only
turn on the customers in the local
DMA. We'll do that with conditional
access, the same way we black out
games for regional sports networks
today.”

Sky viewers in Providence. R.L. for
example, won’t get to see Boston sta-
tions—even if they can receive VHF
signals of those same stations on their
rabbit cars today.

Ergen also confirms that Sky is plan-
ning on regional uplink centers. Local
station signals probably will be buck-
hauled via fiber to these sites, then
MPEG-2 compressed for uplink to the
spot-beam bird.

“Our initial economic analysis is
that it will be cheaper to go over land-
lines [as opposcd to satellite] to region-
al uplink centers, as many as eight,” he
says. “We'll probably work with exist-
ing uplink broadcasters tor that service,
and compress the signal there,”™

Ergen adds that EchoStar has been
designed for local retransmission from
“day one.” His original plan was to use
EchoStar’s orbital slots at 61.5 degrees
west tongitude and 148 degrees west
longitude to bring local TV signals 1o
25% of the population.

“Those half-CONUS transponders
are still very much in our business
plan.” he says. "They Il be used for dis-
tance cducation, public service. data
transmission and some local channels
for markets we don’t have room for.”

Ergen also predicts that Sky's com-
petitors will come up with their own
strategy for retransmitting local sig-
nals. “Back in 1992, everyone said you
couldn’t do digital compression, and
Hughes proved them wrong [with
DIRECTV|." he says. “A similar thing’s
going to happen here.” ]
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Legal/Regulatory

Sky goes to Capitol Hill
for quick copyright fix

DBS service wants law changed to include TV stations

By Heather Fleming

ith potentially billions of dollars

il stake in the war for multichan-

nel video customers. ASKyB and
EchoStar CEOs Rupert Murdoch and
Charles Ergen headed to Capitol Hill two
weeks ago to pitch their plan to retrans-
mit local broadcast signals.

ASKyB and EchoStar—which are
merging to create the Sky DBS service
say their chance to compete head-to-head
with cuble rests on their ability to retrans-
mit local TV signals. They believe a rul-
ing last year by the Library of Congress’s
Copyright Office opens the door for Sky
to retransmit local broadcast signals, as
long as the broadcaster gives consent.
tlowever, in areas with overlapping
Grade B contours, a network affiliate has
the right to block retransmission of a
competing aftiliate signal.

To prevent such a situation, ASkyB
and EchoStar are seeking a legislative
change to the Satellite Home Viewer
Act that would allow distribution of
focal signals based on the markets
defined by the Nielsen DMA (desig-
nated market arca) system rather than
the actual coverage arca.

Under current law, direct-to-home
satellite carriers are permitted to import
broadcast signals from other markets, but
they may provide signals of network-
affiliated TV stations only in “white
arcuas”—areas where a Grade B signal
can be received with a rooftop antenna.

“It’s very difficult to be an altemative
1o cable it you don't have the channels
that get two-thirds of the viewing.” Ergen
says in explaining the need for legisla-
tion. There arc 10 reasons that consumers
don’t buy dishes. and the first nine are the
lack of local TV stations, he says. "Inreal
estate it's location, location, location. In
DBS it’s local. tocal. local.”

ASkyB and EchoStar also want to
tuke advantage of the satellite compul-
sory copyright license, which allows
satellite carriers to distribute broadcast
signals without individually negotiat-
ing fees with copyright owners.

The copyright royalty rates set up by
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the act are 6 cents per subscriber per
month per signal for network signals. 14
cents for syndex-proof superstations and
17.5 cents for superstations. Those rates
expire in July 1997 and are being rene-
gotiated by a copyright royalty arbitra-
tion panel set up by the U.S. Copyright
Office. A decision is expected in August.

Because retransmission of local net-
work aftiliates would not extend the
reack of broadcast signals. ASkyB
irgues, a special zero-rate royalty catego-
ry should be creat-
ed for local signal

COVER STORY

retransmission.

Bill Roberts,
ltawyer with the
Copyright Office,
says his office
“lacks jurisdiction™
10 make a declara-
tory ruling on
whether Sky may
retrarsmit local sig-
nals. However, it
did “consider™ the
issue and deter-
mines that it would
accept statements
of account and royulty payments for local
retrantsmission of network signals. “Only
the faderal court can say definitively
whetaer they are eligible to do this.”
Roberts adds.

DIRecTV and USSB have no plans
to retransmit local signals because of
satellite capacity.

On Capitol Hill, Representative Rick
Boucher (D-Va.)—a member of the
House Commerce and Judiciary com-
mittees—says he will sponsor ASkyB's
legislation, but he first wants broadcast-
ers and satellite carriers to reach an
agreement on their own, in tact, Mur-
doch went 1o Pebble Beuach. Calit.. last
week for the National Association of
Broadcasters futures conterence 10 meet
with broadcasters about the issue.

Other lawmakers are sympathetic to
the case for DBS retransmission of
focal signals. but they don’t want the
tables to be tilted against cable either.

Heouse Telecommunications Sub-
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committee Chairman Billy Tauzin (R-
La.) said: "I made it abundantly clear [in
the meeting with Murdoch| that when
and if head-to-head competition
emerges, there has to be some regulato-
ry parity as well between the two com-
petitors. The notion that parity in pro-
graming has to be accompanied with
parity in regulatory treatment seems to
be something they’re willing 10 accept.”

Senate Commerce Committee
Chairman John McCain (R-Ariz.} has
expressed similar concerns, and both
he and Tauzin intend to examine the
issue at hearings this spring. Leaders of
the Judiciary Committee have not yet
weighed in. and it is unlikely that law-
makers will step in with legislative
solutions while talks among industry
players are ongoing.

The multibillion-dollar question is
how “regulatory parity™ between cable
and other multichannel video distribu-
tors will be defined.
“The [cable) com-
pulsory license was
adopted as part of a
tclecommunica-
tions plan that
included a whole
series of obliga-
tions.” says Stephen
Etfros. president of
the Cable Telecom-
munications Asso-
ciation (CATA).

- “Giving § per-
's- ..s cent of our gross

revenue to the

cities, [etfering]|
PEG [public educational and govern-
mental| program access. leased
access—all of that stuft—is part ot a
communications policy that concluded
we got a compulsory license. How those
apply to DBS I don’t know.”

In addition. cable operators are
required to carry all local broadcast sig-
nals (must carry). The U.S. Supreme
Coun is considering a case challenging
the constitutionality of that law. Court
observers expect the must-carry require-
ment to be overturned, but if it isn't. DTH
satellite carriers could fuce serious obsta-
cles in their effort to pick and choose
which local stations they will retransmit.
Sky intends 1o carry all “major” commer-
cial stations in a markel.

Under the Cable Act of 1992, DBS
operators are required to reserve 4%-
7% of their channel capacity for public
interest programing. Although the rule
is not entorced. the FCC is working on
arule to implement the requirement. B

CABLE
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OPPOSING ARGUMENTS TO SKY'S BID

EchoStar anc hews Corp. will face a serizs of regulatory hurdles in
sezkirg Jovernment approval ot their Sky venture (see page 35).
Scme issues tha the dzal’'s oppoenents may raise include:

DBS Channe! Caps There ar2 only three DBS ortitz! slots from
wrich a satellite can cover the entire continental United Ststes
(CONUSL Sky’s olans call for operating satellites from two of tham.
Last y=2a- the FCC deciced to restrict any one company from con-
trolling rrore nam one of the “ful-CONUS" slots. Th2 FCC adogted
the restriction as >art of its rules for auct oning reclaimed channels at
onz2 of the ork tzl positiors.

“Th s onetime aJction rule...will essentially insure -hat each of the
thrze full-CORUS DBS orbital stots will in tially be cont-olled by entities
thet dc not sharz interests with DBS operators at the cther two Icca-
tions " the FCT said, adding that the increase ir comgetition among
multicharnel prcgram providers would serve the public nterest.

A coLr: challence to the restriction by DIRECTV i3 pending. ~he
restriction itself 10 longer is in effzct, but FCC otficia s szy they glan
to review the factors that prompted the -u e to see if such an orkital
slot ownership rastricticn should still apply.

Faoreign Ownership MCI already has westher2d cne foreign
ownershid baitle ir its ef‘ort to acquire a icense for ane of the -wo
DBS s ots tha: Eky plans to use.

Oppos ng MCl's license, cable comaanies and aven EchoStar
arcuec trat the FCC shculd apply foreicn ownershid limits to DBS
operat ors. Broadcast fcreign ownerstio caps restrict comparies
from own ng ro-e than 25% of a U.S. broadcast | cense. Comparies
challer ging the v'Cl license pointed 1o both News Cerp.'s interest in
the CBS channels and the acquisition of MClI by Britisk Tzlecommu-
nications.

Last Decerrber tha FCZ said the rest-ictions do not apply to sib-
scrplicn DBS serv.ices. The commission also said, hcwever, that it
will consider ‘al comments and public iterest issu2s” zoncerning
the license as pan of th2 FCC’s raview o British Teleocom’s acquisi-
tion ct VCI.

Crossownership There is no rastriction against owning a TV <ta-
tion and & local D33 serv ce of the sort planned ty Sky. But some in
the cable indusry say there should be. They zite -he -estrictions
agains® commar ownerskip of cable systems and TV ¢tarions witin
a market. If those rules are aimed at keeping cable ope-ators from
favorng broaccasters thay carry or cebke, the industry’s lawy=ars
reascn. tren 3BS operators rebroadcas-ing TV staticns should fece
the sare restircions.

FCC ofticials have not previously -evewed such arguments. But
they likely wilk have a chance to if the cable industry makes its
expect2d cas2 3z the FCC for a DBStbroadcast c-cssownersnip
resricton

Antitrust News Corp. end EchoStar wil ke seeking antirrust clear-
ance as well as FCC approval for Sky. Soma tawyers co ntto the con-
ditions olaced onlast year s Time Warner/Turner merce- ir predict ng
tha- arritrust regulators may want to exarine the Sky venture. —cm
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COVER STORY

Programing

Broadcasters weigh plan

TV station groups want more anwers before granting Skv permission to carry signals

By Cynthia Littleton

able programers are ready 10 do

business with Sky. but the big

broadcasters who can make or
break its business plan are still non-
comminal.

To take on the cable indusiry, Sky
Chairman Rupert Murdoch and CEQ
Charlie Ergen intend to markel the ser-
vice as the only DBS service to offer
local stations as part of its regular pro-
gram menu, thanks to Sky's channel
capacity advantage over its DBS rivals
IMRECTV. Primestar and AlphaStar.

Murdoch and Ergen outlined their
plans last week ina presentation at the
National Associa-
tion of Broadcasi-

ers” conference in
Pebble  Beach,
Calif. The pitch for
local broadcasters’
retransmission
consent was gener-
ally well received
by the roughly 50
broadcust execu-
tives in attendance.

“T don’t see how
anybody can lose
with this deal.”
said Jim Babb of
LIN Television.

Yet the top TV groups that carry the
most popular news and entertainment
programing in the largest markets were
still on the fence as of press time last
Thursday. Representatives for the ABC.
CBS and NBC owned station groups
declined comment on the matter.

Privately. sources within each group
siid they were waiting for more details
on Sky’s plan for offering local sta-
tions in up to 75% of the country by
late 199K,

“We'd hate to be held captive to
Rupert for anything.” said one broad-
casting executive who would not speak
for attribution.

In exchange for local retransmission
consent. SKy is promising to protect the
broadeaster’s right 1o exclusivity in
cach market. In its preliminary conver-
sations with broadcasters. Sky is not
offering any retransmission compensa-
tion. On the other hand. it is not asking
broadcasters for money for uplinking
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Sky wanis lo offer local broadcas! signals fo 75% of U.S. TV homes.

their signals to the satellite.

If all goes as planned, Sky's “cos-
mic armada” of seven satellites will
selectively retransmit local stations
only within each subscriber's desig-
nated market area.

The Supreme Court’s decision on
must carry this spring may raise other
questions about Sky's rollout plans.
Most believe the high court will strike
down the rules requiring cable sys-
tems to carry all local TV stations.

I must carry is upheld, cable opera-
1ors may lobby the FCC to impose the
same rule on DBS providers as a con-
dition of carrying any local stations.
At present, an all-or-nothing mandate
would be technologically infeasible
tfor Sky and other DBS providers.

As many in the industry predicied.
some broadcasiers are eager to see the
DBS industry. which has about 4.6
million domestic subscribers, mount
true competition to cable.

*If you have multiple parties that
have need of you. then you have
a market., a free market.,” said
Harry Pappas, president of Pappas
Telecasting.

While some broadcasters may still
be wary of News Corp.. cable pro-
gramers welcome the new alliance
with open arms. That list includes
channels owned by some of Mur-
doch’s staunchest business foes—
Time Warner's HBO, CNN, Cartoon
Network. TNT und other Turner net-
works.

“We as programers want 1o see our

www.americanradiohistorv.com

networks distributed as widely as pos-
sible.” says Eleanor Helms, ¢xecutive
vice president, Turner Home Satellite.,
Helms added that the Turner networks
were about 10 begin carriage negotia-
tions with American Sky Broadcasi-
ing just before its merger with
EchoStar and iransformation into Sky.

EchoStar’s DISH network. which
has about 440,000 subs, already has
multiyear licensing agreements with
most major cable programers, includ-
ing Fox, Viacom. Disney/ABC. Turn-
er, Time Warner and Discovery/Lib-
erty Media. Few, il any. of those
arrangements are expected to change
with DISH's transformation into Sky
next year. “Whatever they call it,
we’ll be on i1, said Howard Zaremba,
vice president, special markets, for
A&E Networks.

Pay-per-view titles and speciahy
sports pachages are another area of
focus for Sky. “The Sky platform will
feature an expansive home theater
with more than 60 channels of near-
video-on-demand.” said News Corp.’s
Preston Padden in unveiling the
EchoStar/ASkyB alliance last month,

Like DIRECTV and Primestar, Sky
will have the option of putting togeth-
er premium out-of-market sports
packages from regional sports chan-
nels and other sources.

DIRECTV s exclusive DBS distribu-
tion arrangement with the NFL
extends through at least the upcoming
season. according to an NFL
spokesperson. [ ]
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COVER STORY

Finance

Does Sky have a limit?

Analysts wonder how nuch money Muwrdoch is willing to invest in his U.S. DBS venture

By Price Colman

ith the initial euphoria about the
W News Corp.-EchoStar Commu-

nications” Sky partnership giv-
ing way to guestions from the financial
community. there’s a growing sense
that the nascent venture has some big
money mountains to climb.

Even News Corp.’s shrewd chairman
Rupert Murdoch
has  acknowl-
cdged that the
venture has some
heavy financial
lifting ahcad. At
last week's NAB

New Media Conference in Monterey,
Calif.. Murdoch conceded that it's
going 1o take nearly $3.4 billion in
start-up costs to get the company firmly
stationed in the DBS firmament.

“lt°s going to cost us & ton of money.”
said Murdoch. one of the few media
moguls who may actually measure his
money by weight. "We are taking on o hig
risk. But we think we can overcome the
barricr to entry. at the same time protect-
ing and promoting local broadcasting.™

According to what's been disclosed
about the Sky structure. EchoStar will
own 50%. News Corp. % and MCI
10% . With MC1's contribution being
primarily its 28 transponder licenses at
FO degrees west, for which it paid
$682.5 million. that would put a total
value on the enterprise of nearly $7 bil-
lion. The more likely scenario is that all
principals acknowledge that MCl over-
paid for the 10 licenses and the actual
value is closer to $5 hillion.
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In the 500-channel vision of Sky that
Murdoch and EchoStar CEQ Charlie
Ergen have, local content is the key picee
of the puzzie. both financially and strate-
gically. The two executives figure that by
beaming local broadcast signals 10 Sky
subscribers. they will be cutting cable ottt
at the knees, eliminating what the cable
industry has long touted as its essential
advantage. With the meteoric rise of

THE 3.4 BILLION CABLE IN THE SKY

Waws Corp,, MC| and EchoStar will spend almost §3.4 bdllion 1o get
their DES service up and running. Here's the breakdown (in millions):

ORBITAL SLOTS® .......... 57325
EIGHT SATELLITES .......
TWO PRIMARY UPLINKS"*
EIGHT BROADCAST UPLINKS®** . . .550
GALLGENTERS ..............
START-UP LOSSES

Sl “Al FOG supchon in Jampary 159696, MO paid S582.5 million for 28 channes &t 110
dafjraes and EchoSiar paid 352 5 aalion for 24 channets al 140 degmees. ™EohoSar fas
an ugdick in Chayenon, 'Wo ASkyE will complete construclion of Hls plannéd uplik in
Proenis 10 provide backuap for Sioy. *==5ky plars gight raguonal uplicks 10 gamear and uping,
Incal broadeas sigpals. Echofiter's Charie Ergen his said fwe prisery Chisyenne and
muﬁﬁhmhﬂﬁhmmmdu

.. .91,750
...... $200

545

DBS. with its crystat clear pictures and
robust channel capacity. some have come
to view local content essentially as
cable’s only advantage.

That may be an oversimplistic view.
but some analysts are questioning
whether Sky's betting the farm on local
is a wise wager: “There’s no economic
rationale for local retransmission unless
you wanl to make the case that this will
create cable’s worst nightmare and
you'll get 10 million defectors and that
will justify the investment.” contended
Rick Westerman of UBS Securities.

Part of what has analysts scratching
their heads at this point is that Sky has
only just begun to reveal its financial
underpinnings. The picture according
to Murdoch and Ergen looks some-
thing like this: $732.5 million for
orbital slots, including the $682.5 mil-
lion that MCl—a 10¥% partner in Sky—
paid for 28 transponder frequencies at
1 10 degrees west longitude; $1.75 bil-
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lion for the construction, launch and
insurance on eight satellites; $200 mil-
lion for two primary uplink operations.
one in Gilbert, Ariz.. the other in
Cheyenne. Wyo.: $50 million more for
eight regional centers to uplink local
signals: $45 million for call centers,
and $600 million in start-up losses.

That adds up to roughly $3.38 billion,
some of which already has been paid.
What it doesn’t include are certain
annually incurred costs such as expens-
¢s for backhauling local signals. Then
there’s the retrofitting of what could be
as many as 800,000 EchoStar dishes 1o
receive local signals. Al a conservative-
ly estimated cost of $65 per dish. that
comes 1o roughly $52 million.

Curt Alexander of Media Group
Research buys inte most of the start-up
cost estimates. The one he questions is
the $600 million in start-up losses.
“That’s the number they ve grossly
underestimated. in my opinion,”
Alexander said. Here's his rationale:

Before the Sky deual was even hinted
at. EchoStar was projecting it would
take 2.8 million subscribers to reach
break-even. That was largely because
of how much of the cost EchoStar has
to eat on hardware. Every time it cuts
the price of its dish and converter box,
that pushes break-even time out far-
ther. Enter ASkyB's Preston Padden
who, when the Sky deal was
announced, acknowledged that the
$700-$800 a consumer pays 1o get
DBS service started is 100 expensive
and said Sky is prepared to cut that cost
in half.

“The only way they can get there is
1o double the subsidy.” said Alexander.
Doubling what Sky would pay 10 subsi-
dize each new customer would substan-
tially add to start-up losses.

Sky has floated a possible response:
lease the hardware so customers don't
have the big up-front costs. In addition.
SKky reportedly has vendors who can sup-
ply digital converters at $270-$280
apiece. far lower than the current cost of
about $300.

“What happens when they start to
give stuft away?” countered Alexan-
der. “Subscribers have no skin in the
game.”

As Primestar Partners. the number-
two DBS player with 1.6 million sub-
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scribers, has learned with its hardware
lease arrangement, lower upfront costs
can push subscriber growth but may
also translate into higher churn.
Primestar reportedly has about a 30%
churn rate, compared with DIRECTV s
estimated 10%.

Thus, if Sky leases or gives away
hardware, it likely will have to imple-
ment a customer retention program,
much as cable has. That's another bur-
den 1o the bottom line. further pushing
out Sky’'s break-even point.

One analyst’s preliminary model
shows Sky having $23.6 million in neg-
ative EBITDA (earnings before interest,
taxes, depreciation and amortization) in
1998 before reversing course and show-
ing positive cash flow of $237 million in
1999.

A ciloser look at the financials for
Sky has done little to dim the enthusi-
asm for the venture of Jimmy Schaef-
fler. founder and principal of the
Carmel Group: “1 still see tremendous
promise. If you tock even the best of all
of the systems that preceded it, they
still wouldn’t measure up to what this
system has.... They didn’'t have local
content.”

But even Schaetfler acknowledges
that the company faces financial chal-
lenges. For instance: EchoStar has
about $1.2 billion in debt going into the
deal, and EchoStar President Carl
Vogel has told analysts that Sky will go
10 debt markets for $700 million to $1
billion in junk bends to cover start-up
costs. Some analysts expect the compa-
ny to add about another $1.2 billion in
debt. Alone. EchoStar couldn’t have
handled that debt load.

Now, “If {Sky] runs into problems,
News Corp. wil! step in.” said Ted
Henderson of Janco Partners.

Murdoch’s financial resources and
formidable business savvy are the
underlying reasons that everyone
wants to know more before offering
public assessments of how long it will
take Sky to reach break-even or at what
point Murdoch might conduct a strate-
gic retreat.

“He lost a ton of money in Europe on
BSkyB. He's losmg carloads of money
with JSkyB. He's going to lose carloads
of money here. if and when he ever does
turn 1t positive,” said Alexander. "The
guy's got money and he’s shown a will-
ingness to take incredible risks 1o lever
up in pursuit of prosperity. It has all
worked out for him.... But this is a very
risky endeavor in our opinion. We don’t
know what his puke point is.” |
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Sky’s strange bedfellows

Last year, Rupert Murdoch and Charlie Ergen were
competitors, now thev're partners: will it work?

By Harry A. Jessell

t all the questions sur-
0 rounding the Sky ven-

ture, perhaps the most
intriguing one is: Can Char-
lie Ergen and Rupert Mur-
doch get along?

Both are strong-willed,
aggressive entrepreneurs.
Both would have preferred
to go it alone and compete
with the other rather than
cooperate. Indeed, Ergen’s
spirited bidding at an FCC
auction a year ago forced
Murdoch and MCI to pay a
whopping $700 million for the last
prime DBS orbital slot.

But the enormous risks and cash
demands of DBS force them together.
As it is, the partners say their 50-50
joint venture will demand a total invest-
ment of $3.4 billion.

Murdoch, who turned 66 Jast Tues-
day. will be chairman of Sky. He com-
mands a vast global media empire
through his Australia-based News
Corp. The U.S. portion of that empire
includes the Fox broadcast network and
a string of minor cable networks,
including FX and Fox News Channel.
Sky is his fourth attempt to crack the
U.S. satellite market since 1983.

Ergen. who will be in day-to-day
control of Sky as CEOQ. is trying to par-
lay the small tortune he made selling
backyard satellite dishes throughout the
1980s into a great one through DBS.

When big media companies gave up
on DBS, he began gathering as many
orbital slots and channels as he could.
Finally entering the DBS market two
years after pioneers DIRECTV and
USSB. he captured a significant piece
of the market by slashing prices on
dishes and programing,

Murdoch does not always play well
with others. His revolutionary 1994
broadcast partnership with New World
Communications ended with his buying
out New World. And his 1995 DBS part-
nership with MCI was starting 10 unrav-
el over control issues even before MCI
decided to merge with British Telecom.

"Murdoch will let Ergen be the tront
man with the broadcast industry and the
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Ergen (1) is CEQ, but Murdoch is chairman.
They wif control equal number of seats on board .

regulators, because
he’s the little guy.”
says analyst Porter
Bibb of Ladenberg
Thalman.

Asked which he
feared more—ca-
ble or Murdoch—
Ergen flatly re-
sponded that he
was comfortable
in the partnership.
“If 1 wasn’t going
to have control, |
wouldn't  have
done the deal. I'm
not going to pick up the telephone
every time } have to make a decision.”
he said.

After a long day of planning sessions
last Wednesday. Sky's Preston Padden
says. Murdoch deferred repeatedly to
Ergen. On a Jong list of issues, he said,
"Charlie. it's your decision.”

Arguing in favor of Ergen’s retaining
control are two facts. First, he knows as
much about the home satellite business
as any man alive, having started at that
business and prospered. Second, his
Englewood. Colo.-based EchoStar will
be the surviving company. Murdoch’s
New York-based ASkyB is to be dis-
solved.

Much may depend on the makeup of
that board. Padden says the number of
seats hasn’t been determined but that
Murdoch und Ergen will have an equal
number. In any event, he says. he. Mur-
doch and News Corp. co-COO Chase
Carey will be on the board. ]
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Marketing

SKY’S STRATEGY:
More for Less

By Harry A. Jessell

kv Is promising (0 come 1o mar-
S ket late this vear or early neat

with o DBS service that will
deliver more channels at a lower cost
and undercut its entrenched DBS and
ciahle competitors.

Convinced that the high upfront con-
sumer cost of DBS has severely slowed
its growth, Sky is pledging 1o slash that
cost by at least half.

A consumer who signed up tor
Echostar’s Dish service toduy is faced
with a $700 bill—
$200 ror the dish.

$200 tor the instal-
lation and $300 tor

programing.
(Echostar demands
the programing
money because it
is subsidizing the
cost of the dish.)
“I's oo big a
check for the aver-
age familv 1o swilch
[from cuble).” savs
News Corp.’s Pre-

a year's worth of

ston Padden. “We hope 1o cut it in hall.
We'd like 10 get it down 10 $200.

According to Padden. the key to
achieving the lower numbers is 1o dras-
tically reduce the hardware cost tor
consuniers. Skv isx counting on “strate-
gic partners” not only 1o help with sales
ol dishes and installation. but also to
carry the cost of the dishes. he says.
That means Shy subscribers would
lease dishes.

s very similar to what cable
does,” savs Padden. “Let’s say we sell
the basic service for $29.99 per month.
That would include the tirst set-top
box. 1" the consumer has another TV
set. he would have to pay another $3 or
$4 for another box.™

Sky is hoping s strategic partners
include one or more ot the regional
Bell operating companies. The weleos
that have been struggling te get a
foothold in the TV business would
bundle the Sky service with their own
tclephone services.

Padden declines to talk about the
state of his elco negotiations. But. he
says. all does not depend on their suc-
cess. TWe have a lot more options
today then we did belore we

“It [$700] is too big a check
for the average family to switch.
We’d like to get it down to $200.”

—~Preston Padden

announced our partnership with Char-
lie |[Ergen].”

Sky also 1s counting on its 10% parnt
ner. MCILL for some help. “MC1 s a
marketing powerhouse that prides
itsell” in being able 1o achieve a 15%
share ol anv market on which 1t sets its
sights.” savs Padden.

But Sky’s principal marketing asset
in News Corp. dtself. It knows how 1o
sell and it can bring all its considerable
U.S. media muscle 1o bear on selling
Sky. Look lor spats on Fox, FX. Fox
News Channel and the Fox Sports
Channels. Look forads in 1V Guide. m

DBS COMPRESSION: HOW HIGH CAN SKY GO?

Besides a spot-beam satellite, the other key technology
to Sky’'s local retransmission plan is digital compres-
sion. To transmit hundreds of local channels along with
premium services and pay-per-view, the DBS venture
will need to squeeze as much data as possible in each
transponder.

By spring 1998, Sky will have 50 satellite transpon-
ders on four satellites with full CONUS (continental
U.S.) coverage—two existing EchoStar birds at 119
degrees, and two new Sky birds at 110 degrees.
Assuming an average of 10 to 1 compression, that
would give Sky 500 channels (BROADCASTING & CABLE,
March 3, 1997).

“Everybody’s pounding their chest right now, making
hyped-up statements,” says DBS analyst Jim Schaeftler
of The Carmel Group. “As for 10 to 1 compression,
you'll know it's there when you're able to see if.”

EchoStar is afready achieving 6 to 1 compression
today, says CEO Charlie Ergen. "And that's without
using statistical multiplexing or the new generation of
encoders,” he says.
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EcheStar is installing Divicom statistical muitiplexing
gear at its Cheyenne, Wyo., uplink center, which Ergen
says should give EchoStar at least a 15% gain in oper-
ational efficiency. And he expects further developments
in chip sets and compression algorithms to boost com-
pression rates higher.

“When | started two years ago, we were at4 to 1,” he
says. "We'll be well beyond 6 to 1 at the end of the
year.”

While EchoStar is using Divicom encoding gear in
Cheyenne, News Corp. is installing equipment from its
subsidiary Digi-Media Vision at Sky’s Gilbert, AZ facility.
Ergen says there will be no compatibility problems at
the consumer's IRD: “We may have split systems, but
they’re both MPEG-2/DVB-compliant signals.”

Ergen says he is also open to working with other
compression vendors such as Imedia, which is provid-
ing statistical multiplexing gear to TCI's Headend In The
Sky and has demonstrated 24:1 compression.

“It's our opinion that in the new EchoStar/Sky, every-
thing is open to negotiation,” he says. ~GD
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Nearly 100 new cable networks have been launched in
the last vear alone.  Although limited channel capacity has created an cltra-competitive
marketplace, niche networks are fast becoming the cable carriage winners. While the key
te: carrage is often strong financial backing and connections to cable operators, digital
technology and plant upgrades will dramatically open up the new network plaving field in
the near future.

On May 12. Broadcasting & Cable looks into New Cable Networks. Our bi-annual special
report will list the current cable plavers — and present the hottest new contenders.

Il you're looking to do some premium cable networking, you'll want to be part of this issue.
Your message will reach a cable-ready audience of 35,000 leading decisionmakers in television,

cable, radio, new multimedia and related technology. To reserve own space, contact your
advertising sales representative today,.
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'NATPE considers L.A. move

Holding convention close to home after 1999 would save distributors big bucks

By Cynthia Littleton

he era of go-go spending at
TNATPE is over. The economics

of the syndication business have
changed. Southern California, here we
come”?

To help major distributors control
costs and attract more international
buyers. NATPE ofticials are consider-
ing relocating svndication’s annual
sales convention 1o Los Angeles after
1999. The 400.000-square-toot pro-
graming bazaar is committed to New
Orleuns for the next two years.

Some mgjor distnibutors say they’re
considering scaling down their pres-
ence at NATPPE next vear. arguing that
the convention is no longer crucial for
domestic syndication sales in the light
of rapid consolidation in broadcasting.

“We re all under pressure to cul
costs.” said Greg Meidel. NATPE’s
1997 chairman, at the association’s
annual winter luncheon in Los Ange-
les. “But bottom line—NATPE is a
selling convention.... Many of our
miembers had record sales this year,”

Moving the show to Los Angeles 1s
“the single most cosi-effective siep”
NATPE can tuke to help distributors
trim their NATPE budgets. Meidel
writes in the latest edition of the associ
ation’s monthly newsletter.

Los Angeles is central to the opera-
tions of virtually all major distributors,
suaving companies thousands of dollars
on travel and Jodging for staft in New
Orleans, Las Vegas. San Francisco and
other wraditional NATPE locales. Yet
Los Angeles also has obvious nega-
tives as a national convention site,
starting with i1s growing reputation tor
random gunplay in the streets.

As chairman of the Universal Tele-
vision Group. Meidel is the tirst distri-
bution executive 10 take on the year-
long job of plotting the course of a
NATPE exhibition.

CBS wins again

In the week of March 3-9, CBS earned
its first back-to-back prime time win |
since the 1994-95 season, garnering a
9.7 Nielsen rating/16 share m house-

holds ahead of NBC (9.4/16), ABC
(8.0/14) and Fox (7.7/13). This marks
CBS’s third weekly win for the season.
NBC still held the top spot in aduits 18-
49 (6.1/17), while Fox held firmly to its
No. 2 spot in the key demo (5.5/15).

After mecting with dozens of
NATPE members since the close of
this year’s show in mid-January. Mei-
del says the most common concerns
raised by the major players who drive
attendance were the timing. cost and

iength of the convention.

NATPE ofticials tace a tough bal-
ancing act because some promiinent
members want the trade show to come
after the February sweeps, while oth-
ers preter to stick to January. The
1998 gathering is locked into Jan. 19-
22 in New Orleans. but there will be
further debate on holding future con-
ventions later in the year, NATPE
officials say.

Finally. Meidel says he’s “leaning”
toward recommending that the Tues-
day-Thursday exhibition be extended
by half a day on the preceding Monday.
Again, the syndication community 1§
divided on whether the convention is
already too long or oo short, Meidel
acknowledges. but an exira half-day
would give everyone a little more time
1o do business. ]

£ - ’ -

Vibe’ tunes for late night
CTTD talk/varierv strip cleared in almost 90% of
countrv; could launch in summer

By Cynthia Littleton

ibe is ready 10 make some lale-
vmghl noise in nearly 90% of the
couniry.

As of last weck. Columbia TriStar
Television Distribution had cleared its |
talk/variety strip on 160 stations cover-
ing 88% of the couniry. Vibe is cleared
in all top 10 markets ad in 45 of the
1op 50.

With sales nearly completed, CTTD
is considering launching Vibe this sum-
mer 1o get ahead of the rush of show
premieres in September. The entertain- |
ment/talk hour. executive-produced by
Quincy Jones and David Salzman, is
preparing for battle in one of TV’s
most competitive dayparts.

Vibe, hosted by comedian Chris |

Spencer. is patterned atier Jones/Salz-
man’s monthly music and lifestyle
magazine of the sume name. Keith
Clinkscales, president of the magazine,
15 also serving as an executive produc-
erof the TV series.

If Vibe magazine's performance
over the past three years is any indi
cation, the TV version should be able
to count on a lot of initial sampling
from urban twentysomethings and
the advertisers who want 1o reach
them.

The magazine, founded in 1993,
was named one of 10 “hot” up-and-
coming magazines of 1996 by
Adweek. which reported that Vibe last
vear showed a 111% year-to-year
increase in ad revenue and a 26%

0 L S

ar

increase in circulation. ]
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It’s All Here

You work hard 10 he recognized.
NATPE works year-round (o offer you
insightful seminars. publications
and the world’s largest soltware

and programming marketplace.

With nearly 3,000 member companies and

upwards of 20.000 decision makers at

its Annual Conlerence and Exhibirion.
NATPE

Your Televisual Community Resource

NATPE is prepared 10 facilitate pannerships

and giobal altiances into the next century.
http.//www.natpe.org

2425 Olyr gvard 50t Santa Monica, Caiif 93404 - T 10.453.444 X 4t
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Broadcastho DEOPLE’S CHOICE

KEY: RANKING /SHOW [PROGRAM RATING/SHARE] « TOP TEN SHOWS OF THE WEEK ARE NUMBERED IN RED « TELEVISIDN UNIVERSE ESTIMATED AT 97.0 MILLION HOUSEHOLDS: ONE RATINGS POINT=970,000 TV HOMES
YELLOW TINT IS WINNER OF TIME SLOT + [NR)=NOT RANKED; RATING/SHARE ESTIMATED FOR PERIOD SHOWN « *PREMIERE « SOURCES: NIELSEN MEDIA RESEARCH, CBS RESEARCH « GRAPHIC BY KENNETH RAY

Ratings according to Nielsen

Mar. 3-9

{Week Q0 E ‘b‘ "
25 o NB e uP'N
R b 5. U
8:00 11. Cosby 12.3/204 66. Jeff Foxworthy 7.3/12 99.In the House 3.2/5
> 79. Spy Game* 6.310 .Mel Place 8.8/14 101.7th Heaven 3.1/5
< 830 A 12, Ev Loves Raymd12.1/19 P ST 37 Mal & Eddie 3,35 —
Z 200[ g7. aBC Monday Night 10. Cybill 12.7/20] 31, NBG Monday Night 62. Married...w/Chld 7.4/11]101.In the House 3.1/5[108. Life w/Roger2 6/4
C 93 Movie—The 13. Ink 11.7/19 Movie—Lethal 68. Pauly* 7.2/11|106.Mal & Eddie 2.9/5111.Life w/Roger2.4/4
E 10:00 Apocalypse Watch, Weapon 2 9.4/16
10:30 Part 2 55/9| 51. EZ Streets 8.1/15
. .3 D.6 i
0 . . [ 9. . 101 ;
> 8:00| 32.Roseanne 9.3/15 % Promiised Land  8.9/14 29. Mad About You 9.5/16 2 Fox _Tuesday Night 1.Moesha  3.1/5
g 8:30| 46.Ellen 8.4/13 27.Mad About You 9.8/16 Movie—Sister Act 2 |109.Goode Bhvr 2.5/4
ﬂ] 9:00] 8. Home Imprvmt 13.0/20 19. Frasier 11.3/17|  Back in the Habit 114.Sparks  2.0/3
9:30] 18. Spin City 112718 24 CBS Tuesday Movie— 17475 ot Shoot Me 10.2/16 951513 5parks 2173
E o When the Cradle Falls
10j30 17.The Practice*  11.3/19 10.217] 15 Dateline NBC  11.6/20
: 8:00| 62.Grace Undr Fire 7.4/12| 45. The Nanny 8.5/14| 51 Frasier 8.1/14| 40. Beverly Hills, 90210 97.The Sentinel 101.Sister, Sist 3.1/5
ﬁ 8:30{ 53.Coach 8.0/13| 46. Temporarily Yrs 8.4/14| 75.Chicago Sons  6.7/11 8.7n4 3.3/5] 96.Sister, Sist 3.4/6
9:001 13.Drew Carey  11.7/18 59. Wings 7512 . 94.Star Trek: 95.Jamie Foxx 3.5/6
55 Feds* 7.812 . Party of F 8.413 :
E 9:30] 21. Arsenio* 10.6/17 50 Just Shoot Me* 82713] rty of Five Voyager  3.6/6 99 Jamie Foxx 32/5
iggg 20.PrimeTime Live 10.9/19| 72. EZ Streets 7.0/12| 28.Dateline NBC  9.8/17
> 8:00 89. High Incident 50/8 40. Diagnosis Murder 2.Friends 17.5/29| 81. Martin 5.8/9
g 830 ) 8.7/14] a.Suddenly Susan 16.4/26| 77 Living Single  6.4/10
¢ 900 1.Seinfeld 20.4/32| 82. New York Undercover
[ 80. Vital Signs 6.1/10| 82 Molo 5.7/9 ’
S 230 9 d 5. 3rd Rock fr/Sun 15.9/26 5.7/9
Eiggg 33.Turning Point  9.0/16| 40.48 Hours 8.7/15| 15.Prince Street 11.6/21
5.8 o b D
8:00| 56.Family Matters 7.7/15] 91.Dave’s World 4.5/9| 68 Unsolved Mysteries X
4 85. Sliders 5.6/10
> g30| 56.Boy Meets World 7.7/14] 90.Dave's World ~ 4.7/9 7.2n4| > :
g 9.00| 33.Sabrina/Witch  9.0/16
; .Sabrina ]
E o sula: —r] 66,986 73/13| 33.Dateline NBC ~ 9.0/16| 82. Millennium  5.7/10
1328 9.20/20 12.8/24| 70. Nash Bridges  7.1/13| 87.Crisis Center ~ 5.5/10
> 8:00 . 53. Disney’s Scott ) 77.Cops 6.4/13
91. Dan Minds 4.5/9 - 93, Dark Sk 4.0/8
< 8.0 i Hamilton 8.015 s 62.Cops 7414
& 900 5 -
P o | 75 Saturday Nightat e | 59 Early Edition  7.5114 72.The Pretender  7.0/13| 8% Cv':::;a :F”g"s' il
<10:00 Movies—In the Army
0o Now 6.7/12| 23. Walker, Texas Ranger 74 Profiler 6.8/13
10:30 10.4/20
U .U . s "
7:00 ) . 70. World's Funniest Kids' 116. Brotherly Lv 1.6/3
85.Lois & Clark 56/10| 6.60 14.7/26 -
o ] r Minutes {nr) NBA Basketball G%nl;{fs Outtakes 7.1/12 115 Nick Freno 1'91,3.
: 8:00] 59. Am Fun Hm Vid 7.5/12] 3.Touched by an Angel 49 The Simpsons  8.3/13 112.Parnt "Hood 2.2/4
% 8:30 16.6/26 | 24.3rd Rock fr/Sun 10.2/16| 44. King of the Hill  8.6/13 107.Steve Harvey2.8/4
: i 40. Commeon 8.7/13 105.Unhap Ev Af 3.0/5
7 207) 58.ABC Sunday Night =L 22.The X-Files  10.5/16 L Ll
9:30 Movie—Sneakers ' P 37.NBC Sunday Night 109.Life w/Roger2.5/4
76/12 To Dance with Glivia ] i -
10:00 : 14.3/24 Movie—Murder Live
10:30 8.8/15
WEEK AVG 8.0/14 9.7/16 9.4/16 7.7/13 3.0/5 2.7/4
$TD AVG 9.4/16 9.7/16 10.7/18 8.0/13 3.2/5 2.6/4
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#1 RATINGS M-S AMONG K2-11, K6-11, P6-17

- #1 Line-Up, 4 of the top 4 shows
V' 4 Strip - Power Rangers Zeo "

#1 New Strip - Big Bad
BeetleBorgs
#1 Show -Goosebumps®

#1 New Show -Eerie, Indiana
#1 Animated Show - Casper

#1 Distribution, available in
97% U.S. Households

-0X KID 0C

FOX )

Source: NTI Average Audienca estimates, 1/30/97-2/26/97. Sal. Bam-12pm. M-F 7.30 am - 8:30 am. and 3pm - 5pm, all Fox Kids Nerwork programming compared to all broad-
as’ an ste network ubject to qualificatans which will be supplied upon request. Casper™ & © Harvey Comics. Inc., A Harvey Comics Entertalnment Company
Lie willr Luwe'™ & © 1394 Fox Children’s Network, Inc. Al nights reserved. Power Rangers ZEQ characters, names and related Indicia are © 8 ™ 1937 Saban

Sab:n’s By Bad BeetleBorg and relatc indicia are © & ™ 1997 Sabam. All rights reserved. Goosebumps® & €& 1995 Parachute Press, Inc. #1 shows refer to
K2 All rights reserved. P red by Scholastic. Inc. Bobby's Worl & © 1950 Fox Children’s Network, Inc. Bobby Character™ Alevy Produchons. All right

reserved Spider-Man and the names and cistinctin e likenesses ol characters mentioned or appearing hergin are trademarks of Marvel Enterrainment Group. Inc.< & ™

1995 Mar tertamment Group. Inc. All rights ré served 1997 Fox Children’s Network. Inc. All rights reserved 1991 Hearst Entartainment and Unreally inc
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WGBH-TV revives Kids series
By Cynthia Littleton

ublic broadcaster WGBH-TV
Boston is reviving one of PBS’s
most-walched series next vear, i

kids show whose catchy theme strikes
a chord with many twenty- and thir-
tyvsomethings working in television
todayv.

Z00M, Zo0m-a-zoom

In short. WGBH-TV 1S gonna Zoon.
again. PRS

attiliates nationwide aired WGBH-TV s

S YND

Tape change for Rosie?

No decision has been made. but the
crew of The Rosie O Donnell Show
is considering switching 1o an after-
noon taping schedule on the day
betore broadcast. The show has
been sent out five from NBC stu-
dios in New York at 10 a.m. ET
since its debut last June. but the star
and crew apparently grew accus-
tomed to taping in the afternoons
during the show’s successtul two-
week stint at Universal Studios Hol-
lywood lust month. Sources close to
the show say it's unlikely a change
will be made in the taping schedule
until the start of next season.

‘Cape’ closing down

MTM has decided to pull the plug
on The Cape at the end of this sca-
son. The big-budget show had a
marquee star (L.A. Law’s Corbin
Bernsen) and top-flight production
values. but MTM’s first stab at the
action-hour marketplace never took
off with viewers. The Cape has
averaged a 2.4 Nielsen Media
Research houschold rating season-
to-date.

Norville nativity

She’s the anchor of Inside Edition,
but she gave the scoop 1o Live with
Regis & Kathie Lee. On last Tues-
dav’s edition of Live, Deborah
Norville surprised hosts Regis

I CATI O

Broadcasting-

original Zoom on weekday afternoons
from 1972 10 1978. Then as now, Zoon!
is aimed at 8-12-vear-old graduates of
Vir. Rogers” Neighborhood and

Sesame Sireer.

“We looked around the landscape
of children’s programing and real-
ized there’s nothing on quite like it,”
savs Kate Tavlor. executive producer
for the project and director of chil-
dren’s programing for WwGBH-Tv. “lt’s
a kids show made up of contributions

Home is where the show is

As promised. Meredith Corp. is
moving forward with plans to
launch a TV version of its 75-year-
old monthly magazine, Beter
Homes and Gardens. The show,
designed as an advertiser-friendly
weekend lifestyle vehicle in the
Martha Stewart Living vein, will be
executive-produced by news veter-
an Joel Cheatwood. who produced
NBC's daytime news magazine
Real Life last vear before joining
NBC’s Chicago O&0, WMAQ-TV, as
head of news programing. Betier
Homes and Gardens Weekly will
focus on home decorating. garden-
ing. cooking and parenting; a

‘Zoom’ zooms again |

M ARKET®PLACE

from other kids.”

Those contributions range tfrom
short poems to simple recipes to home-
made animation, each of which carns a
“submitted by™ slate wentifving the
creator and s or her hometown.
Zooni’s regulars are seven kids from
the Boston area who bring the subnuis-
sions 10 life in a fast-paced format
that’s part Laugh-im and part MTV.

After shooting a pilot for a new-
model Zoom lust year, WGBH-TV 1y
NOW recruiling corporite sponsors for
40 half-hour episodes targeted for
debut in fall 199811 the financial sup- |
port is there, producers hope to launch
tie-in programs with local schools and
museums. n

agency Larkin. Meeder & Schwei-
del, is offering the weekly half-hour
on a sirdight barter basis of 3 1/2
minutes local, 3 1/2 minutes nation- |
al. To date, Better Homes has been
cleared on WNBC(TY) New York and
45 other stations covering about
40% of the country.

‘Witz’ hits 30% |
A quick update on second-vear
rencwils for Khwik Wirz: Beau &
Arrow Productions’ sketch comedy
game show has been picked up for a
sophomore season in about 30% of
the country. Among the recent re-
recruits were wWrC-Tv Washington, ’
WXIA-TV Atlanta. KOMO-TV Scattle

and wrxx(rv) Harttord, Conn. ‘

Clear sailing ’

Eyemark Entertainment’s golden i
girls have cleared 94 of the top 100
markets. Evemark says it has lined ’
up 175 stations covering nearly
Y5% ol the country tor the fall
debut of its new halt-hour strips.
Martha Stevart Living (which is
expanding from a weekly), and The
Guvle King Show . —CL

Errata

The title aof the Marquee
Group's upcoming weekend
sparts series More Than a
Game was incorrectly reported

| Philbin and Kathie Lee during an national scarch is under way for as More Than Just a Game in
appearance on the show by mile and female co-hosts. The Sta- the Feb. 17 BROADCASTING &
| announcing that she is expecting tion Store, the Tulsa. Okla.—based CABLE.
her third child in mid-September. distribution arm of Dallas ad |
48 M_aréh 17 1997 Broadcas_ting & Cable
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INSIDE EDITION,
THE FIRST AND ONLY SYNDICATED PROGRAM

10 BE AWARDED THE PRESTIGIOUS

GEORGE POLK AWARD

INSIDE EDITION IS PROUD AND HONORED TO
BE AMONG SUCH ESTEEMED COLLEAGUES AS:

1995  Network Television Reporting CNN

1994 Network Television Reporting  ABC News/Day One
1993  Television Reporting CNN

1992 National Television Reporting  NBC Neu's, Dateline
1991  National Television Reporting  PBS, Frontline
1990 Network Television Reporting ~ ABC News

- . 1996 GEORGE POLK AWARD:
“DOOR T0 DOOR INSURANCE” INVESTIGATION
] Matt Meagher Senior Investigative Correspondent

Tim Peek Producer
Miguel Sancho Associate Producer

: Richard Cherkis Videotape Editor

A Bob Read Senior Producer - Investigative Unit

&. m Sheila Sitomer & _
Charles Lachman Executive Producers
Camo] KINGWORLD

> N
© 1997 King Workd Al Reghts Reserred
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\ And the winner Is

[ Award shows proliferate on strength of ratings

By Lynette Rice

cats remained empty. host
s Vanessa Williams flubbed a few

lines. and Billy Bob Thornton
showed up 1o present a prize ina John
Deere hat, but the March 11 broadcast
of the Blockbuster Entertainment
Awards was nevertheless deemed a
success by UPN.

Another day. another awards show.

While nothing can rival the annual
Juggernaut that is the Academy
Awards—scheduled March 24 on
ABC—there’s still value iniring a
trophy show, executives say.

“They are as close a guarantee as you
can get for a good [rating] on TV these
days.” says Jeff Bader. ABC’s vice pres-
ident of scheduling. “With established
shows like the Oscars. the Country
Music  awards.  the daytime
Emmys...everybody recognizes the

Local forecast and
fadar every 2 minutes

name, They always get a TV audience.”
“They re a replacement to what
used (o be variety television,” says

Ken Ehriich. a veteran producer of

the Grammys and VHI1 Honors, who
oversaw last week's awards show in
Los Angeles. =1 think there’s an audi-
ence for them. [People] like secing
the stars whose music they buy and
whose movies they go to. in a format
that brings them all together.™

This scason has provided plenty of

opportunities to stargaze via the tele-

vision set: the Country Music Awards

and the People’™s Choice Awards on
CBS. the Golden Globes and Screen
Actors Guild awards on NBC, and the
Billboard Music and Cleo Awards on
Fox. to name only some of the net-
work offerings. So dizzying is the
array that even stars mock the shows
that honor them.

At last month’s American Comedy
Awards on ABC. for instance. Kelsey
Grammer poked fun at a portion of the
Golden Globe broadeast and this year's
trophy show lineup. "We interrupt day
three of the Dustin Hoffman Golden

Globe tribute to bring you the Ameri- |

can Comedy Awards. one of 30 tele-
vised awards in coming weeks.” Gram-
mer said. “All these shows are just one
big gigantic plot to get actors 1o work
for nothing.™

S

Sandra Buliock at Blockbuster Awards

“1 don’t think there are too many.”
argues media buyer Paul Schulman.
“Advertisers are well aware of which
ones are the dominant shows. and cer-
tainly the Academy Awards is the
king.”

A dozen or so advertisers—many of
them repeat buyers such as American
Express. MeDonald™s and IBM—have
already locked up the coveted spots in
this year's Oscar telecast. A 30-second
spot will set them back $835.000 this
year, up from $795.000 in 1996 and
$685.000 in 1995,

Lesser-known award shows may

NBC adds educational fare

|

In an attempt to boost its educational slate, NBC this fall will expand its
| | Saturday morning block of teen-oriented programs to three hours by l
adding two new half-hour shows.

“All of our Saturday morning programs meet the FCC's educational
guidelines and strive fo respond to the needs of the community by tackling
such vital issues as violence in high schools, peer pressure and drinking
and driving,” says John Miller, supervisor of Saturday morning programing.

New to the schedule is City Guys. created by Peter Engel in associa-
tion with NBC Enterprises, which follows the relationship of an African-
American boy and an Anglo boy from different neighbarhoods.

NBC also will air a spin-off of Hang Time that will take the small Indiana
high school basketball team on the road for some adventure.

The 1997-98 fall schedule is as follows: 9:30-10—Saved by the Bell:
The New Ciass; 10-10:30—City Guys; 10:30-11—Saved by the Bell: The
New Class (its ninth season); 11-11:30—Hang Time (third season);
11:30-12—Hang Time spin-off (new adventure series); 12-12:30—NBA
Inside Stuff. —LR

tml I::hla Weather™

incredible revenue
"

NCTA Booth #4660
ACCU VERTIER

Thie Workd's ‘Waalher Leadar

Call 800-566-6606

618 'W.College Ave.

Sla

hip: 'waw. Bccuweatiner.com
E-madl indodisoouws com
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Lowe deal

__ Actor Rob Lowe has

., Signed a two-year
; S deal with Paramount
Network TV. Already, Para-
mount is developing a comedy
series with producers Mort
Nathan and Barry Fanaro in
which Lowe will star. Most
recently, the actor appeared in
Stephen King's ABC miniseries
The Stand and two original Showtime telefilms.

Curry replaces Lauer

As expected, Ann Curry was named news anchor for
NBC's Today. replacing Matt Lauer, now co-anchor of the
program with Katie Couric. In addition to anchoring the
news during the daily morning show, Curry will continue
to contribute to Dateline and serve as occasional anchor
for Sunday's NBC Nightly News. In other NBC News
moves, David Bioom, Los Angeles correspondent, was
named White House correspondent effective March 17.

‘Shining’ return

ABC has set aside April 27, 28 and May 1—at the
beginning of the May sweeps—for the three-part minis-
eries The Shining. Rebecca De Mornay and Steven
Weber are set to star in the TV retelling of the Steven
King horror nove! and theatrical. The network said it will

—

release a rating for the miniseries at a later date.

‘Buffy’ slays competition

The WB on March 10 aired the two-hour premiere of
Buffy the Vampire Slayer and scored big. The youthful
drama earned a 5.1 Nielsen rating/8 share in overnight
markets, beating UPN's Monday comedy lineup for the
first time. The premiere of the series also improved 42%
in ratings and 60% in share over the Monday season-to-
date average. Because of delayed markets, nationals for
The WB will not be available until March 18.

Jay jumps

NBC's The Tonight Show with Jay Leno has enjoyed
boosts in key adult demos this year over the same peri-
od last season, outrating the competition on CBS and
ABC. Among the improvements: a 16% increase in
adults 18-49, to 2.8/14; a 10% boost in adults 18-34, to
2.2/11. The February sweeps also saw double-digit
increases for Leno in adults 18-49 and 25-54 over the
same month last year.

UPN kids numbers up

Programing for kids on Sunday has proved successful
for UPN, which has seen a 45% season-to-date
increase in rating among kids 2-11 (1.6 vs. last year's
1.1) and a 36% increase in kids 6-11 (1.5 vs. 1.1). The
network programs two hours of animated children’s
shows every Sunday. —iR

not conmmand the same rates for spots
but still offer a vilue to advertisers
that want to reach women or the atyp-
ical TV viewer, media buyer Bill
Croasdale says.

“Awards shows cre more like event
tetevision, and event programing
reaches the most elnsive,” said Croas-
dale. “These viewers are very selective
m what they watch, and the best shows
to greet them with wre programs that
are events.”

A trophy show szill has to perform
1o keep its place oa the schedule, as
evidenced by NBC's recent decision
to drop the SAG awards after a tack-
luster three-year run on the network
(viewership was down roughly 1.9
million Feb. 22 from its first airing).
But other young shows. such as last
week's Blockhbusters—which earned
a respectable 4.9/8 for UPN. up from
last year's 3.8/6-—may have found a
welcome home on the netlet.

“I think it's a great show, [t's done
great for us.” says Michael Sullivan,
UPN’s entertainment president. Block-
buster Awards are given to celebrities
in the music and film industry, based
on some |1 million votes from fans.
“It's all about the tans giving their
feedback.” (]

Broadcasting & Cable l\-1ért_:h_1 71997

—

Tie UNIVERSITY OF MARVEAND AT COLLEGE PARN & Tk TELEVISION NEWS CENTER PRESENT

TRAINING FOR TV NEWS ANCHORS

Thursday, April 17, 1997 e 4:00 am - 4:30 pm
featuring Maury Povich and Herb Brubaker

Today's television journalisis face rapid technological changes and increasing professional
demands. Whether you are preparing to enter the fietd or are an experienced TV journalist,
this intensive one-day seminar can belp you meet these chellenges.

COURSE BENEFITS INSTRUCTORS

*» Receive one-on-one training from Maury Povich tackles some
Maury Povich and Herh Brubaker of today's most difficult topics
on “The Maun Povich Show
He previously hosted
"Panorama” and anchored the
news on WTTG in Washington,

» Master the skills of advanced news
anchoring, such as reading from a
TelePrompTer, writing for TY, introducing
news packages, ad-libbing on camera,
and reading voice-over copy

Herb Brubaker is President

» Leave with a professional audition tape s ‘:“d ("](‘:“i"m"“,“'lf UieHl i
vews Center. A 20-vear veteran
of vour own 3
: ‘l‘ " of NBC News in Washington,

Bruhaker has served as "Nightly
News” producer and Jessica
Savitch's line producer,

COST
$499, including all materials
and your own demo tape

For more Information or to Register:

Space is limited, so register early. Call (301) 405-6244 or 1-800-711-UMCP.

Loming May 15, 1987; Adwanced Reporter Training with Beorge Strait of ABL News.
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Pulitzer fires volley against Sinclair

By Elizabeth A. Rathbun

he volleying continues in the war
T of words between Sinclair Broad-

cast Group Inc. and opponents of
the company’s plans for TV station
LMAs bound by family ties.

In the latest missive, delivered to the
FCC last Tuesday, attorneys for
Pulitzer Broadcasting Co. accuse Sin-
clair of being hypocritical and incon-
sistent in responding to FCC requests
for more information about LMA plans
in Greenville, S.C.

Pulitzer last September filed against
Sinclair’s planned sale of wFBC-TvV
Anderson/Greenville, S.C., to LMA
partner Glencairn Lid. Glencairn is
controlled by Carolyn C. Smith, the
mother of Sinclair President David
Smith. Sinclair also is acquiring
wLos(Tv) Asheville/Greenville.

Pulitzer contends that the sale of
wFBC-TV to Glencaim, followed by an
LMA with Sinclair, would pose a
cross-interest problem and hinder com-
petition. “In a genuinely competitive
marketplace, Sinclair would have no
concern except its own performance.
Here, by contrast, Sinclair has become
the guarantor of Glencairn’s suc-
cess...while providing Sinclair an
unfair competitive wedge...relative to
other television broadcasters,” Pulitzer
said in its March 11 letter to the FCC.

At the heart of Pulitzer's complaint
are trusts set up by Smith for her grand-
children, the children of the four Smith
brothers who run Sinclair. The trusts
own 90% of Glencairn's equity in non-
convertible, nonvoting stock, according
to Sinclair. The voting stock is held by
Glencaimn President Edwin L. Edwards
Sr., who controls 3% of the company’s
equity. Carolyn Smith controls 7%.

Sinclair maintains an option to pur-
chase Carolyn Smith’s interest in Glen-
cairn, according to company docu-
ments filed last August with the Securi-
ties and Exchange Commission. But
even if Sinclair exercised that option, it
would have no say in Glencaim’s day-
to-day operation, Sinclair attorneys
said in a Feb. 24 letter to the FCC.

The FCC several times has sought
more information about the Smith
trusts, contending in a Jan. 30 letter to
Sinclair that “we do not find your [ear-
lier] reply fully responsive.” Sinclair
was asked to “address the concern that

this [trust issue] will affect the Smith
brothers’ incentive to compete with
Glencaim’s stations.”

Sinclair attorneys replied that be-
cause Sinclair is a public company, “the
Smith brothers have no conceivable
incentive to divert...cash flow to anoth-
er company.” There is no evidence,
only “rank speculation,” that competi-
tion would be damaged, they added.

The trustees have no family relation-
ships with the Smiths and have not
worked for Sinclair, Sinclair said. Two
of the four trustees were replaced in
January because they had “minor con-
nections” with one or more of the
Smith brothers, Sinclair said, adding
that the brothers are willing to give up
their authority to appoint the trustees to
assuage the FCC’s concemns.

Meanwhile, Pulitzer contends that
“the trusts create a disincentive for the
Smith brothers to compete—by creating
an incentive for the Smith brothers to in-
sure that both companies perform well.”

Similar objections to Sinclair’s plans
in San Antonio, Tex., and Blooming-
ton, Ind., also are pending. Because
Sinclair is publicly owned, the FCC
staff is moving “as quickly as we can.”
There is a “great likelihood” the issue
will go before the full commission, says
Clay C. Pendarvis, chief of the Mass
Media Bureau’s television branch.

Clear Channel cleared in Albany

The FCC has OK’d a temporary waiv-
er of its one-to-a-market rule for Clear
Channel Communications to own
wXXA-Tv Albany, N.Y., and four radio
stations. Clear Channel comes by the
radio stations—wXCr(FM) (formerly
WZRQ), WQBK-AM-FM and wQBJ(FM), all
Albany—via its 80% ownership of
Radio Enterprises Inc.

In its March 7 order, the FCC notes
that wxxa-Tv is “a nondominant UHF
television station, [while] three of the
radio stations are relatively small.” And
the radio stations have lost more than
$3 million over the past three years, the
FCC documents say. Common owner-
ship would create “substantial cost sav-
ings and economic benefits” and serve
the public interest “by helping to revi-
talize these radio stations.”

ABC plans Minneapolis simulcast

ABC Radio has made its first deal since
being acquired by the Walt Disney Co.

That leaves observers wondering about
ABC’s intentions as a radio owner,
ABC long has been the subject of spec-
ulation that its 10 FM and 11 AM sta-
tions would be sold. Indeed, the broker
involved in last month’s formation of
Chancellor Media Corp. has said the
new group would target ABC’s radios.
But last Tuesday, ABC said it would
buy Minneapolis/St. Paul-area stations
WREV-FM, KCFE(FM) and KREV(FM)
(subject to FCC approval). The stations
join ABC’s KDIZ(AM)-KQRS-FM there
and will simulcast an active rock for-
mat, ABC says. The price of the deal
was not disclosed. The sellers are
James R. and Susan M. Cargill of St.
Paul, who also own KLBB(AM) St. Paul
and wLoL(AM) Brooklyn Park, Minn.

ABRY financing radio deals

ABRY Broadcast Partners, the force
behind TV station buyers Nexstar
Broadcasting Group Inc. and Sullivan
Broadcasting Co., is making "a signifi-
cant equity investment” in radio group
Connoisseur Communications Corp.,
ABRY partner Peggy Koenig says.
Connoisseur owns and operates 23
radio stations in six markets and is well
positioned to buy another $500 million
worth, Koenig said last week in a news
release. Most recently, Westport, Conn.—
based Connoisseur bought KCRR(FM)
Grundy Center, lowa (B&C, March 10).

Counting consolidation’s effects

Radio is starting to look more like the
cable TV industry with consolidation
changing the face of station ownership,
BIA Research Inc. reported last Wed-
nesday. The top 10 radio groups ran 265
stations and controlled about 22% of
radio ad revenue in 1995, BIA said. In
1996, the top 10 owned 652 stations—a
146% increase—and controlled 33% of
the revenue, BIA said. That amounts to
$3.7 billion in estimated billings, com-
pared with $2.3 billion in 1995.

CBS Corp. again led the way, with
$1.014 billion in 1996 revenue, fol-
lowed by the combined Chancellor
Broadcasting Co./Evergreen Media
Corp., with $672 million; Jacor Com-
munications Inc. ($407.1 million);
American Radio Systems Corp.
($376.85 million), and Disney/ABC
($295.35 million). CBS also topped the
1995 list, but revenue then was a mere
(by comparison) $495.75 million. [
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We have the best ratings.

Broadcasters know which ratings count.
That's why the Broadcast Cable Financial Management Association endorses the
Chubb Group of Insurance Companies as the preferred provider cf insurance for its members.
Our compre ensive insurance program is fine-tuned to most of the risks faced by
broadcasters and cable operators at competitive premiums.

Which means broadcasters and cable

companies can get virtually all their insurance in one place
without switching between insurance companies. Chubb offers protection for towers,
equipment and signal interruption, as well as liability and property coverage, disaster recovery
planning and loss prevention services.

The BCFM endorsement wsn’t Chubb’s only top rating. A.M. Best, the rating company
for insurance companies, gives Chubb an A+-l: far our financial pictfre. And Standard and
Poor’s and Moody's rate us AAA when it comes to our ability to pay claims.

For mure information call 1-800-380-3031.

Insure your world with Chubb

CcHUBB

For promational pugposes, Chulsrefers to member insurers of the Chihh Group of [nsurance Companies underwriting coverage. The preces
coverage afforded issabject 1o lae terms, conditions and esclusions of the pulicies as issued. Not all insurers &b business inall jurisdiceions,
Chubb Group of Insarance Coayzmics, Box 1615, Warren, NJ 070611615,
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The week’s tabulation
of station sales

Proposed station trades

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

THIS WEEK:
TVs0 $147,075,000 0 4
Combos - $49,050,000 0 7
FMs 0 $81,501,000 08
AMs $1,563,551 03
Total 0 $279,189,551 - 22
S0 FAR IN 1997:
TVs0$1,101,654,000 0 19
Combos $3,416,319,698 0 69
FMs  $620,883,680 1 83
AMs 542,816,268 1 57
Total 0 §$5,181,673,646 11228
SAME PERIOD IN 1996:
TVs0$423,025,510 - 22
Combos - $1,344,070,234 - 68
FMs - $365,227,630 0 65
AMs 0 $26,297,412 - 45
Total 0 $2,158,620,786 - 200
Source: BROADCASTING & CABLE

Swap of WSAV-TV Savannah, Ga., and
WITV(TV) Jackson and satellite WHLT
(TV) Hattiesburg, Miss., for WTVR-TV
Richmond, Va.

Value: $80 million (B&C, Jan. 13)
Swapper, WSAV-Tv, WTV, WHLT: Raycom
Media Inc., Montgomery, Ala. (Bryan
Kent Hawkins, president/33.3% own-
er}; owns KOLD-Tv Tucson; WAFB(TV)
Baton Rouge and ksLa-Tv Shreve-
port, La.; wbaM-Tv Laurel/Hatties-
burg, Miss.; kaMe-Tv Reno; weCT(Tv)
Wilmington, N.C.; wupw(Tv) Toledo,
Ohio; wacH-Tv Columbia, S.C.; KsFy-
Tv Sioux Falls (and satellites KABY-Tv
Aberdeen and kPRy-Tv Pierre), S.D.,
and wTnz-Tv Knoxville and wMc-Tv-
AM-FM Memphis, Tenn.; is buying
WAFF(Tv) Huntsville, Ala.; wtoc-Tv
Savannah, Ga.; kwwL(Tv) Waterloo/
Cedar Rapids, lowa; weeNn-Tv Tra-
verse City/Cadillac-wtom-Tv Cheboy-
gan/Cadillac and wLuc-Tv Marguette,
Mich.; kTvo (Tv) Ottumwa, lowa/
Kirksville and krvs-Tv Cape Girard-
eau, Mo.; wsTMm-Tv Syracuse, N.Y.;
wiTN-Tv Washington/Greenville, N.C.;
wTvMm(Tv) Columbus, Chio, and
KNDQ(TV) Yakima-knpu(Tv) Rich-
land/Yakima, Wash.

Swapper, wive-Tv: Media General Inc.,
Richmond, Va. (J. Stewart Bryan [lI,
president/4.6% owner; Cede & Co.,
80.8% owner); owns weBMG(Tv) Birm-
ingham/Montgomery and wHOA-Tv

Broadcasting

Montgomery, Ala.; wiks(Tv) Jackson-
ville and wrLA-Tv Tampa, Fla.; wtva-
Tv Lexington, Ky.; kaLe-Tv Alexan-
dria, La.; wneT-Tv Greenville, N.C ;
wceDp-Tv Charleston, S.C.; wper-Tv
Chattanooga and wJHL-Tv Johnson
City, Tenn., and wsLs-Tv Roanoke,
Va.; is selling wutr(Tv) Utica, N.Y.
(see item, below). Media General
also owns cable TV systems in Fair-
fax County and Fredericksburg, Va.;
newspapers including Tampa Tri-
bune, Winston-Salem (N.C.) Journal
and Richmond (Va.} Times Dispatch,
and 40% of Denver Post.

Facilities: wsav-Tv: ch. 3, 100 kw
visual, 20 kw aural, ant. 1,476 fi.;
wJTv: ch. 12, 316 kw visual, 63.1 kw
aural, ant. 1,630 ft.; wHLT: ch. 22,
1,200 kw visual, 120 kw aural, ant.
800 ft.; wTvR-Tv: ch. 6, 100 kw visual,
15.1 kw aural, ant. 1,049 ft.
Affiliations: wsav-Tv: NBC; wuTv:
CBS; wHLT: CBS; wTvr-Tv; CBS
Broker: Media Venture Partners

WGXA(TV) Macon, Ga.; KTVE(TV) EI
Dorado, Ark./Monroe, La., and
WYDO(TV)* Greenville and WFXI(TV) |
Morehead City/Greenville, N.C., and
construction permit for WFXZ(TV)
Jacksonville, N.C. (to be satellite of
WFXI)

Price: $58.5 million (B&C, March 3}
Buyer: Bain Capital Inc., Boston (to
form GOCOM Communications LLC
[Richard L. Gorman, president]};
owns WFxXL-Tv Albany, Ga. Bain also
owns 62nd Street Broadcasting LLC
(for holdings, see "Changing Hands," |
Feb. 17)

Seller: GOCOM Television LP , Char- |
lotte, N.C. (Richard L. Gorman, pres-
ident/owner); no other broadcast
interests

Facilities: wGxA: ch. 24, 1,290 kw
visual, 252 kw aural, ant. 800 fi.;
KTVE: ch. 10, 316 kw visual, 63.1 kw
aural, ant. 2,027 fi.; wypo: ch. 14,
1,104 kw visual, ant. 686 ft.; wrxi:
ch, 8, 316 kw visual, 31.6 kw aural,
ant. 817 ft.

Affiliations: wGxa: ABC; KTveE: NBC;
wyDO: Fox; wrxi: Fox *GOCOM is
buying

WUTR(TV) Utica, N.Y.

Price: $7.75 million

Buyer: Ackerley Group Inc., Seattle
(William Ackerley, president’/COO);
owns KGET-Tv Bakersfield, kcBa-Tv
Salinas/Monterey and krFTv(Tv) Santa
Rosa/San Francisco, all Calif.; kkTv-
Tv Colorado Springs, Colo.; wixT-Tv
Syracuse, N.Y., and kvos-Tv Belling-
ham-Seattle-Tacoma, Wash.; 14.4%
of kaMe{am) Glendale/Phoenix-kEDJ
(FM) Sun City and kHoT-FM Globe/

Phoenix, Ariz.; has LMA with KION-TV
(formerly kcen-Tv) Monterey, Calif.
Seller: Media General Inc. (see swap
item, above)

Facilities: Ch. 20, 1,150 kw visual,
173 kw aural, ant. 800 ft.

Affiliation: ABC

Broker: Media Venture Partners

WTEV(TV)* (formerly WNFT) Jackson-
ville, Fla., and KTFO{TV)* Tulsa, Okla.
Price: $825,000 for stock

Buyer: MGA Broadcasting Co. Inc.,
San Antonio, Tex. {Van H. Archer Il
president/owner). Archer owns KASN
(Tv) Pine Bluff/Little Rock, Ark., and
wJTc(Tv) Pensacola, Fla.

Sellers: Robert Rosenheim, Richard
Kaylor, Douglas Bornstein, Lionville,
Pa.

Facilities: wTev: ch. 47, 5,000 kw visu-
al, 500 kw aural, ant. 980 ft.; KTFO: ch.
41, 1,350 kw visual, 270 kw aural, ant.
1,510 f1.

Affiliation: wTev: UPN; kTFC: not avail-
able *Clear Channel Communica-
tions Inc. has TBAs and options to
buy both stations

COMBOS

Exchange of WVAE(FM) Fairfield/Cin-
cinnati, Ohio, for WGH-AM-FM New-
port News/Norfolk and WVCL(FM) (for-
merly WLTY) Norfolk, Va.

Value: $25 million

Swapper, wvae: Heritage Media Corp.,
Dallas (James Hoak, chairman; Paul
W. Fiddick, president, Radio Group);
for holdings, see "Changing Hands,"

| Jan. 27

Swapper, WGH-AM-FM, wvcL-FM: Susque-
hanna Radio Corp., York, Pa. (David
E. Kennedy, president/8.7% owner;
Susquehanna Pfaltzgraff Co., ulti-
mate owner); owns WRRM-FM Cincin-
nati; KNBR(AM)-KFOG-FM San Francis-
co and kFrG(FM) Los Altos/San Jose;
WNNX-FM Atlanta; wrms-FM and WGRL-
FM Indianapolis; wSBA(AM)-WARM-FM
York, Pa.; ktck(am) and KLIF(AM)-
KPLx-FM Dallas/Fort Worth and kRBE-
FM Houston, and 49% of CP for
kNBR-FM Haltom City/ Dallas/Fort
Worth, Tex.; is buying WHMA-AM-FM
Anniston, Ala.; KHQT-FM Los Altos,
Calif., and kHTx-FM Carson City, Nev.
(to be Fair Oaks/Sacramento, Calif.};
is selling waRM(aM) Scranton-wMGs
(FMm} Wilkes-Barre, Pa. (plus LMAs
for Wilkes-Barre-area stations wBHT-
FM and wkav-FM, and JSA for wkav
[aM]). Susquehanna Cable Co. owns
cable systems in York and Shelby-
ville, Ind.

Facilities: wvag: 94.9 mhz, 10.5 kw,
ant. 1,056 ft.; wGH{aM): 1310 khz,
5 kw: wGH-FM: 97.3 mhz, 74 kw,
ant. 415 ft.; wveL: 95.7 mhz, 40
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kw, ant. 881 ft.

Format: wvAE: smooth jazz; waH(aMm):
sports talk: wGH-FM: contemporary
country; wvcL: news/talk

|
Control of Spring Broadcasting LLC,
which owns WBSM{AM) (formerly
WSUB)-WQGN-FM Groton, Conn.;

| WKRS{AM)-WXLC(FM) Waukegan, l.;
WFHN({FM) Fairhaven and WSUB{AM)

[ (formerly wbsm) New Bedford, Mass.,
and WFPG-AM-FM and LMA with op-

[ tion to buy WKOE(FM) Ocean City/
Atlantic City, N.J.

] Price: $15 million
Buyer: Broadcasting Partners Hold-
ings LP (BPLP), New York (to be

' 48.3% owner); MidMark Capital LP
(to be 46.9% owner). BPLP’s gener-
al partner is VS&A-BP LLC (Jeffrey

[ T. Stevenson, president). Its 96.1%
LP is VS&A Communications Part-

l ners |l LP, whosz LPs include
Amoco Corp. Master Trust for
Employee Pension Plans and H.J.

| Heinz Co. Consolidated Retirement
and Pension Fund. BPLP has inter-
est in Pilot Communications LLC,

I which owns wns3(am) (formerly
WNDR)-WNTQ-FM and wLTI(FM) (former-
ly wxcb) Syracuse and WAQX-FM

[ Manlius/Syracuse, and wezw(Am)-
WMME-FM Augusta and wTvL{am)-
weBB-FM Waterville, Me.

‘ Seller: William C. Sherard, Rockville,
Md. (to be 2.9% owner); owns 28.3%
of wusT(am) Washington

| Facilities: wasw: 980 khz, 1 kw day:
WQGN-FM: 105.5 mhz, 3 kw, ant. 275

[ ft.;wkRs: 1220 khz, 1 kw day; wxLc:
102.3 mhz, 3 kw, ant. 322 ft.; WFHN:
107.1 mhz, 3 kw, ant. 370 ft.; wsug:

| 1420 khz, 5 kw day, 1 kw night;
WFPG(AM): 1450 khz, 1 kw; WEPG-FM:

| 96.9 mhz, 50 kw, ant. 400 ft.; wKoOE:

106.3 mhz, 3 kw, ant. 308 ft.

Formats: wesM: news/talk; wQGN-Fm:

CHR; wkrs: news/talk; wxLc: CHR;

[ WEHN: AC; wsue: news/talk; wrPG(AM):
AC; wrra-FM: lite favorites; wkoe:

| country
Broker: Veronis Suhler & Associates;

[ MidMark Capital LP

WMWR(AM) (formerly WMAZ)-WAYS
. (FM) Macon, Ga.
Price: $4.7 million
[ Buyer: U.S. Broadcasting LP, Macon
(Magic Broadcasting Il Inc., owner
[Donald G. McCoy, president/88%
owner]); owns WDEN-AM-FM, wWDDO
(AMm)-wPEZ(FM) Macon and wMGB(FM)
| Jettersonville/Mzcon, Ga. McCoy
owns 65% of general partner that
OWNS KTOM-AM-FM Salinas/Monterey,
Calif., which is being sold (“Chang-
‘ ing Hands,” March 10).
Seller: Ocmulgee Broadcasting Co.

Broadcasting-

Inc., Macon (Eddie Esserman, princi-
pal); no other broadcast interests.
Note: Ocmulgee bought wmaz-ways
for $1.5 million (“Changing Hands,"
March 25, 1996).

Facilities: AM: 940 khz, 50 kw; FM:
99.1 mhz, 100 kw, ant. 648 ft.
Formats: AM: news/talk; FM: oldies

KUNA(AM) indio/Palm Springs—-KUNA-
M LaQunita, Calif.

Price: $1.825 million

Buyer: News-Press & Gazette Co.,
St. Joseph, Mo. (David R. Bradley
Jr., president); owns kesa-Tv Palm
Springs, Calif., and kvia-Tv E| Paso,
Tex. Note: News-Press needs waiv-
er of FCC’s one-to-a-market rule to
KUMA-AM-FM and KESQ-Tv.

Seller: Pennino Broadcasting Corp.,
Palm Springs, Calif. (John R. Banoczi,
president); no other broadcast inter-
ests

Facilities: AM: 1400 khz, 1 kw; FM:
96.7 mhz, 650 w., ant. 578 ft.
Formats: Both Spanish

| Broker: Exline Co.

| HEDO{AM)-KLYK-FM Longview, Wash.
| Price: $1.8 million

Buyer: Entertainment Communica-
| tions Inc., Bala Cynwyd, Pa. (Joseph
I M. Field, president/70.3% owner);

’ owns kFxx(AM) Oregon City and
KGON(FM) Portland, Ore.; KNRK(FM)
Camus and kmTT-FM Tacoma, Wash.;
IS acquiring KIRO-AM-FM, KNWX(AM)
and KNDD(FM) Seattle and KBSG-AM
Auburn/Federal Way-kssa-FM Taco-
I ma, Wash. (for other holdings, see
“Changing Hands,” Jan. 13)
| Seller: Longview Broadcasting (Rod-
ney Etherton, president/owner)
Facilities: AM: 1400 khz, 1 kw; FM:
105.5 mhz, 700 w, ant. 859 ft.
Formats: AM: full service; FM: CHR

KBBR(AM) North Bend-KACW-FM Coos
Bay, Ore.
Price: $450,000
Buyer: Bay Broadcasting Corp., Cres-
cent City, Calif. (Laurence Good-
man, president); owns KHSN(AM)
l Coos Bay-koos-Fm North Bend.
Goodman is president of Pelican
| Bay Broadcasting Corp., which owns
KFVR(AM)-KCRE-FM Crescent City.
Seller: Big Bay Radio Inc., Coos Bay
(David W. Walker, president); no
other broadcast interests
Facilities: AM: 1340 khz, 1 kw: FM:
103.3 mhz, 100 kw, ant. 521 ft.
Formats: AM: country; FM: AC
Broker: Exline Co.

I WXAL(AM)-WZNJ(FM) Demopolis, Ala.

-

PAXSON COMMUNICATIONS

has acquired

49% of

Kalil &

3444 North Country Club Tucson, Arizona 85716 (520) 795-1050

I
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KAJW-TV

Channel 51
Tolleson (Phoerix), Arizona

from

HECTOR GARCIA SALVATIERRA, L.P.

for

$5,400,000

The undersigned acted as exclusive broker
in this transaction and assisted in the negotiations.

A
Co., Inc.

|
J

55


www.americanradiohistory.com

Price: $275,000

Buyer: Debco Productions Inc., Demo-
polis (R. Willliam Jones, president,
Barbara E. Jones, secretary/owner)
Sellerr Hugh Edmonds Broadcasting
Co. Inc., Brent, Ala. (Hugh Edmonds,
principal); no other broadcast interests
Facilities: AM: 1400 khz, 1 kw; FM:
106.5 mhz, 50 kw, ant. 492 ft.
Formats: AM: country; FM: rock ‘n’
roll oldies

Broker: Thorburn and Associates
(seller)

RADIO: FM

Swap involving KITS(FM) San Francis-

-Broadcasting—

co, KPIX-FM San Francisco and
KLOU(FM) St. Louis

Value: $75 million

Current owner, kits: Entertainment
Communications Inc. (Entercom),
Bala Cynwyd, Pa. (Joseph M. Field,
president/70.3% owner); for hold-
ings, see “Changing Hands,” Jan. 13
Current owner, kpix-FM, kLou: Westing-
house Electric Corp./CBS Inc., Pitts-
burgh (Michael H. Jordan, chairman;
Mel Karmazin, CEQ, CBS Radio);
owns KcBs(am)-KLLC(FM) (formerly
KRQR), KPIX-AM, KOME-FM, KFRC-AM-FM
and kycy(Fm) San Francisco, and
kmox(am) St. Louis (for additional

. las/Fort Worth; ksL-Tv-am Salt Lake

the Communications Industry

FINOVA It stands for financia! innovalots—

;‘nqovalors who deliver unique financing solutions
e 1o the needs of your advertising or

3
gisupported business. With %8 billion in

ng-lerm industry commitment that

\

KINOVA continues lo win

\

i | .

a Lender of Choice’
\ £

14 B .
:o'\ptuea'lnalmnwnle. Call us

¥ bg- can benefit from

1 N

v =, creativity
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holdings, see “Changing Hands,"
March 3)

Future owners: m KITs: Westing-
house/CBS w kPix-FM: Bonneville
International Corp., Salt Lake City
(Bruce T. Reese, president; Church
of Jesus Christ of Latter-Day Saints,
owner); owns KOIT-aM-FM San Fran-
cisco; KIDR(aM) Phoenix; kBIG-FM LoS
Angeles; kTMx-FM Chicago; wMXv-FM
New York; kzrs-FMm and KDGE-FM Dal-

City, and wwzz(Fm) (formerly WXVR)
Braddock Heights, Md./Washington
and wxTr(am) Frederick, Md./Wash-
ington-wwvz(Fm) Waldorf, Md.'Wash-
ington (formerly wQsi-wxTR-Fm); is
swapping KMBZ(AMm)-KLTH(FM) and
kcMo-AM-FM Kansas City, Mo., and
KIRO-AM-FM and knwx(am) Seattle for
KLDE(FM) Houston; is selling KHTC-FMm
Phoenix. Note: Bonneville is paying
$39.6 million for kPIX to interim
owner Entercom m kKLOU: Entercom
Facilities: kTs: 105.3 mhz, 15 kw, ant.
1,470 ft.; kPIX-Fm: 95.7 mhz, 69 kw,
ant. 1,289 ft.; kLou: 103.3 mhz, 100
kw, ant. 920 ft.

Formats: xITs: modern rock; KPIX-FM:
news; kLou: cldies

Broker: Star Media Group Inc. (KPIx-FM)

KDEO-FM Waipahu/Honolulu, Hawaii
Price: $2 million

Buyer: Caribou Communications Co.,
Denver (J. Kent Nichols, president;
Desert Communications Il Inc., 42%
owner); owns KQMQ-AM-FM and KPOI-
FM Honolulu, and kTNT-FM Edmond/
Oklahoma City and KATT-FM and Kyis-
FM Oklahoma City

Seller: Loew Broadcasting Corp.,
Waipahu (Robert M. Loew, president/
60% owner); is buying CP for koRL-
FM Honolulu

Facilities: 102.7 mhz, 61 kw, ant.
1,893 ft.

Format: Classic rhythm AC

Broker: Kalil & Co.

WLIE(FM] Bridgehampton and WBAZ
{FM) Southold, N.Y.

Price: $1.65 million

Buyer: MAK Communications Inc.,
N.Y. (Malcolm A. Kahn, president/
owner); no other broadcast interests
Seller: Peconic Bay Broadcasting
Corp., Southold (Joseph J. Sullivan
Jr., president/owner); has applied to
build FM in Southampton, N.Y.
Facilities: wiLiE: 102.5 mhz, 4.5 kw,
ant., 367 ft.; weaz: 101.7 mhz, 5.5
kw, ant. 341 ft.

Format: wLIE: country; weaz: soft AC
Broker: Richard A. Foreman Associ-
ates

KIAQ{FM] Clarion/Fort Dodge and
KTLB(FM) Twin Lakes, lowa

March 17 1997 -Broadcasling & Cabte
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ICE Brief No. 72462-bhd

THIS AD DOES NOT EXIST. IF IT DID
EXIST, WHICH IT DOES NOT,
IT WOULD NOT PERTAIN TO
ANYONE EITHER LIVING OR DEAD.

e’re not paranoid—just careful. We have to be. We’re 1ce"~the Information,
Cormmunications, and Entertainment Practice of KPMG. At this very instant, all
over the world, we’re discreetly advising, fixing, re-engineering, and creazing strategies
for clients in 1ce-related industries such as computer technology, software, publish-
ing, cable, and telecommunications. Whether it’s corporate strategy, enterprise
package solutions, outsourcing,

or audit and tax planning, our «.
“partners” can handle it. Quietly.

In addition, through our ex-
tensive worldwide contacts, we
can arrange introductions, recom-
mend alliance partners, or keep
our ears to the ground for any
interesting new opportunities.

Sorry. We must go now-we’ve
already said too much.

If you need further briefing,
you can contact cur Web site at
http://www.ice.kpmg.com or
call 1-415-813-8164 and ask for
our National Managing Partner,
Steve Riggins.

We emphatically and cate-
gorically deny the existence of
this or any nther communication.

Our Mr. Papprers

KPMG

INFORMATION, COMMUNICATIONS & ENTERTAINMEN T

Good advice whispered here ™
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Price: $1.493 million ($1,244,117 for
KiaQ; $248,883 for KTLB)

Buyer: Three Eagles Communications
Inc., Lincoln, Neb. {Rolland C. John-
son, chairman/18% owner); owns
wcca(rm) Crest Hill/Joliet, Ill.; kaap
{(AM)-KLQL(FM) Luverne, Minn.; KMEM
(AM)-KNET-FM and KFOR(AM)-KFRX(FM)
Lincoln and KTTT(AM)-KKOT (FM) Colum-
bus, Neb., and kerK-aM-FMm Brookings
and Kuv(am)-kzne(FM) Huron, S.D.
Seller: James D. Ingstad, Fargo,
N.D.; owns KcHA-aAM-FM Charles City,
KLKK({FM) Clear Lake, KGLO(AM)-KIAI-FM
Mason City, kcze-Fm New Hampton,
kczy-FM Osage, all lowa; KLzZ-AM-FM
and KvBR-AM-FM Brainerd, KYSM-aAM-
Fm Mankato, kaws(am) (formerly
KQFN) West Fargo-kawe-FM Moor-
head, KNUJ(AM)-KXLP(FM) New Uim,
KRFO-AM-FM Owatonna, KNSG(FM)
Springfield, kNuJ-FMm Sleepy Eye,
KNSP(AM) Staples, KwaD{AM) and
Kkws(FM) Wadena, KLLz-am-Fm Walk-
er, and KOWO({AM)-KRUE(FM) Waseca,
all Minn., and KLxX(AM), KBYZ(FM) and
KKCT(FM), all Bismark, N.D.; is buying
KPFx(FM) Fargo; is selling KRKQ(FM)
Boone/Des Moines, lowa; has
applied to build FMs in Faribault and
Pillager, Minn., and Bismark
Facifities: kiaQ: 96.9 mhz, 100 kw,
ant, 578 ft.; kTLe: 105.9 mhz, 25 kw,
ant. 328 ft.

Formats: Both country

Broker: Chapin Enterprises (seller)

KALK(FM) Winfield/Mount Pleasant,
Tex.

Price: $500,000

Buyer: SLT of Indiana Inc., Sarasota,
Fla. (co-owners John W. Biddinger,
Dan Young). Biddinger owns 36% of,
and Young has interest in, Sun-
Group Inc., which owns KMJJ-FM
Shreveport, La.; kkss-FM Santa Fe/
Albuguerque, N.M., and KEAN-AM-FM
and krxJ-Fm Abilene, kkys-Fm Bryan
and Kykx-FM Longview, all Tex.; has
applied to build FMs in Cameron,
San Angelo, Winona and Winters,
Tex. Biddinger also co-owns compa-
ny buying wToT(am)-wJuaa-Fm Marian-
na and wypa(Fm) Graceville/Marian-
na, Fla.; 17% of company that owns
kBBX(AM)-KESY-FM Omaha, Neb., and
KWSN(AM)-KRRO-FM Sioux Falls, S.D.;
has applied to build FM in St.
Joseph, Minn.

Seller: Parker-Hill Communications
Inc., Mt. Pleasant (Donna Rhea
Hill, principal); no other broadcast
interests

Facilities: 97.7 mhz, 22.5 kw, ant.
328 ft.

Format: Light AC

Broker: William R. Rice Co.

Broadcasting-

WNOX{FM] Loudon, Tenn.

Price: $400,000

Buyer: Dick Broadcasting Co. Inc. of
Tennessee, Knoxville, Tenn. (James
A. Dick Jr., C. Arthur Dick, Emily D.
McAlister, each 30% owners)

Seller: C-K inc., Knoxviile (Charles R.
Ketron, president/50% owner)
Facilities: 99.1 mhz, 6 kw, ant. 328 ft.
Format: Urban contemporary

KWBR(FM) Pismo Beach/Arroyo
Grande, Calif.

Price: $350,000

Buyer: Winsome Media LLC, Cam-
bria, Calif. (co-owners Delbert E.
Clegg Jr., Walter D. Howard); no
other broadcast interests

Seller: Maverick Broadcasting Co.,
Bakersfield, Calif. (James H. Elison,
principal); no other broadcast inter-
ests. Note: Maverick was 1o sell
kwer to American General Media for
$500,000 {(“Changing Hands,” Dec.
30, 1996)

Facilities: 95.3 mhz, 4.2 kw, ant. 390 ft.
Format: AOR

WUI({FM} Summerton, S.C.

Price: $108,000

Buyer: Glory Communications Inc.,
W. Columbia, S.C. (Alex Snipe Jr.,
president/owner); owns WFMV(FM)
South Congaree, S.C.

Seller: Summer Town Partners, Man-
ning, S.C. (partners Jean M. Hover-
male, Christine Harvin)

Facilities: 98.3 mhz, 6 kw, ant.314 ft.
Format: Urban inspirational

RADIO: AM

Remaining 50% of WKAT{AM|} North
Miami, Fla.

Price; At [east $1,001,051

Buyer: Howard Premer, North Miami
Seller: Howard Ullman, North Miami
Facilities: 1360 khz, 10 kw day, 1 kw
night

Format: Spanish

KMUS{AM) Muskogee, Okla.

Price: $400,000

Buyer: Children’s Broadcasting Corp.,
Minneapolis (Christopher T. Dahl,
president/9.4% owner), for holdings,
see “Changing Hands,” Jan. 20
Selier: Oklahoma Sports Properties
inc., Tuisa, Okla. (Fred M. Weinberg,
president/owner); owns KTRT(AM)
Claremore, kaps{am) Elk City, kOkc
{(am) Guthrie, kBix(am) Muskogee and
KMYZ(AM) Pryor, all Okla. Weinberg
also owns KMTw(am) Las Vegas.
Note: Oklahoma Sports bought KMUs
for $50,000 (“Changing Hands,"
March 25, 1996)

Facilities: Not available

Format: Not available

l

WZRS{AM} Smyma, Tenn.

Price: $162,500

Buyer: Moody Bible Institute of Chica-
go, Chicago (Joseph M. Stowell,
president; Robert C. Neff, VP, broad-
casting); owns wmBv(Fm) Dixon’s
Mills, Ala.; wRMB{FM) Boynton Beach,
Fla.; wars(am) Atlanta; wMBiI-AM-FM
Chicago, wbLm-am-FM East Moline
and wWGNR (FM) Monee, ll.; WIWC(FM)
Kokomo, Ind.; wuso(Fm) Pikeville,
Ky.; waNe(FM) Zeeland, Mich.; wmsu
(Fm) Forest, Miss.; kspL(Fm) Kalispell,
Mont.; wcrr (FM) Cleveland and
wvMs(FM) Sandusky, Ohio; WyMN(FM)
New Castle, Pa.; wmew{Fm) Chat-
tanooga, wMkw(Fm) Crossvilie and
wrcM(Fm) Murfreesboro, all Tenn.;
KMLW(FM) Moses Lake and KMBI-AM-
FM Spokane, Wash.; is buying wcie-
FMm Lakeland and wsor (Fm) Naples,
Fla.; is buying CP for FM in Vero
Beach, Fla.; is selling wkes(Fm) St.
Petersburg, Fla.; has applied to build
FMs in Prichard and Tuscaloosa,
Ala.: La Crosse, Sebring and Sebas-
tian, all Fla.; Crown Point and
Mitchell, Ind.; Keokuk, lowa; Wilm-
ington, N.C.; Las Cruces, N.M., and
Wenatchee, Wash.

Seller: Salvation Broadcasting Inc.,
Mt. Juliet, Tenn. {Charles Eady, pres-
ident); no other broadcast interests
Facilities: 710 khz, 250 w day

Format: Southern gospel

—LCompiled by Elizabeth A. Rathbun

—_——

Errata

m The power of wLsT-FM was incor- |
rectly reported in the March 3
“Changing Hands.” It is 100 kw. l
And David Winters is president/
55% owner of buyer Badger Com-
munications LLC, not manager/
55% owner.
m Several items were ommitted
l from the deal involving WEXL(AM)
| Royal Oak/Detroit, Mich., and
weEJM-FM Lansing, lil. (“*Changing
Hands,” March 10). Broadcasting
Asset Management Corp. was the
broker for weJm, which sold for
| $14.75 million. Also, the seller of 1
weEXL was Sparks Broadcasting,
| Detroit (Garnet Sparks, president;
no other broadcast interests, !

Amplification
Norman Fischer & Associates was
the broker for the $14 million sale
of Kikm-FM Flower Mound, Tex.,
from Hunt Broadcasting Inc. to
First Broadcasting Co. LP (“Chang-
ing Hands,” March 10).

[ |
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1947 Uniun Bank of Calarmia Member #1310

We

ILLiberman Broadcasting.

I~ THE RADIO
BROADCASTING
BUSINESS, NOT
MANY ENTREPRE-
NEURS CAN MATCH
THS ACCOMPLISH-
MENTS OF JOSE AND
LENARD LIBERMAN.
Their track record
ol establishing
successful
Hispanic-format
radio stations in
Southern California
is unparalleled.
And with Union

Bank of California’s

listened to

long track record
of helping Hispanic
businesses, the
association be-
tween Liberman
Broadcasting and
the Bank was a
natural. Over the
last four years,
we've provided
the Libermans
with more than
$75 million in
bank facilities.
We've helped them
identify, evaluate,

and close on

acquisition
opportunities by
providing innova-
tive financing solu-
tions. And we've
committed equity
capital through
Union BankCal
Venture Corpora-
tion. Liberman
Broadcasting is
now positioned to
take advantage of
every opportunity
to achieve their
growth objectives.

Stay tuned.

—— Communications / Media Division
Craig Dougherty, Executive Vice President (213) 236-5780

wwWw.americanradiohistorv.com
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Radio’s time Is now

Broadcasting

With consolidation, medium may be in best position to lure advertisers from papers

By Donna Petrozzello

trengthened by compet-
s itive selling. younger
audiences and consoli-
dation, radio is stepping up
efforts to lure advertising dol-
lars away from newspapers.
Media buyers. planners
and industry watchdogs say
radio may have a better
chance to whittle away at
newspaper’s lock on ad rev-
enue this year than in the past.
Daily newspapers claim an
average 24% share of local
market revenue. Newspapers
generated $36.1 billion in
local revenue in 1995 and $27
billion from national. retail
and classified advertisers in
the first nine months of 1996,
according to the Newspaper
Association of America
(NAA).
By contrast. radio claims
an average 7% ot local mar-
ket ad revenue, earning $11.4

Radio vs. Newspapers:
How the revenue compares

Following is a comparison of annual gross revenue

for radio and newspapers during 1995

and 1996 in

the nation's top 10 markels (dollars in millions).
NEWSPAPER

52164
$1,929

RADID
$428
$476
5319
$198
5186
$200
5181
$194
5171
$167

1995

MNew York

Los Angeles
Chicago

San Francisco
Philzdelphia
Dallas
Housston
Washingion
Boston
Detroit

RADID
475
$526
5338
$229
5218
$204
5188
$196
5194

1996

NEW York

Los Anreles
Chicago

San Francisco
Dallas
Philadelphia
Houston
Washinigton
Boston
Detroit

NEWSPAPER
$2.3 billion
$2.0 billion

929
$702*
§759
$709
400
$602"
$599°

Coen and others say emerg-
ing technology and the chang-
ing perception of newspaper
readers may make papers par-
ticularly vulnerable to compe-
tition in coming months.

Anticipated growth of
employment and sales adver-
tising on the Internet and relat-
ed interactive media is expect-
ed to challenge newspapers’
lock on classified ads. Accord-
ing to Jupiter Communica-
tions, ad revenue for on-line
services totaled $301 million
in 1996.

“As people learn to use the
new media. such as the Inter-
net, newspapers won't have
the stranglehold on the ad dol-
lars that they once had.” says
Harry Tropp. associate media
director and media planner at
BBDO Worldwide Inc.

Nick Cannistraro, presi-
dent/GM of the Newspaper
National Network. says clas-
sified ads generally constitute
40% of newspaper advertis-
ing. national ads 10% and
retail advertising 50%.

billion in 1995 and $12.4 bil-
lion in 1996 in combined
national. local and network ad
revenue, according to the
Radio Advertising Burcau.

“Everybody looks at that big, tat
number for local newspaper advertis-
ing and thinks "If 1 could get 10 percent
of newspaper’s share. it would double
my business.”” says Robert Coen.
director of forecasting for McCann-
Erickson. "If radio tries hard enough, it
may be able to chip off more newspa-
per ad revenue now.”

“In most markets, for radio to
expand its revenue base and sustain it.

it will have to do it at the expense of

other media. principally newspapers.”
says Miles Groves. vice president and
chief economist for the NAA.

Despite its lock on market share.
annual revenue growth has paced slow-
er for newspapers than for radio. In a
report last year. Veronis Suhler &
Associates estimated the compounded

$180

revenue growth of publicly traded
newspapers at +.3% between 1991 and
1995, In the same time. radio’s com-
pounded revenue growth averaged
17.8%.

Groves says radio should entice
advertisers to use a combination of
newspaper and radio. To that end, the
[nterep Radio Store’s new business
development division last summer
launched CityNets. an unwired net-
work of radio stations in 20 markets
designed to complement newspaper ad
campaigns with radio spots.

Interep’s Stewart Yaguda says
CityNets has converted $500.000 from
newspaper to radio revenue since last
July. "CityNets is a major break-
through in meeting the challenges of
effectively selling radio in the age of
super duopolies.” Yaguda says.

Many media buyers and
advertisers perceive newspa-
per readers as 35 and older,
and they consider younger
consumers more likely to give more
attention to intrusive media such as
radio. television and direct mail than to
newspapers. “Many of the new mass
marketers are more in need of that
intrusiveness than are traditional retail-
ers,” Coen says.

Media buyers and planners say

| radio’s targeted reach at a specific age

group. its flexible inventory. promotion-
al schedules and efficiency are key sell-
ing points against newspapers. “Net-
work radio is the best at reaching a target
demographic.” says media buyer Leslie
Sturm. vice president and broadcast
supervisor at the Media Edge. "It is flex-
ible in terms of promotions. both nation-
ally and locally. and it’s portable. It's
everywhere.”

A recent survey of leading retail ad
executives commissioned by Arbitron

| S = S — — — —
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GABRIEL HOSKINS

145 ATH AVE, #18J
NEW YORK, NY

10003-4906

et
VISA

For your convenience We no¥ accept

Success comes {rom hard work,
great customer relations and knowing
how to decorate your bill.

In today's world, success isnt something
that’s guaranteed. That's why businesscs are

starting tg accept and promote the
Visa” card {or pavment ol recurring
bills. Because by doing this, they
reduce late payments and bhounced
checks. Plus, they can avoid cosily

VISA

service interruptions. But the biggest advantage
to biller merchants is that it strengthens customer

relations by providing exactly what
they want—a fast. flexible and worry-
free way 1o pav. So call 1-800-847-2577
ext. 10 for more information on how
Visa can help your business.

[t's Everywhere You Want To Be.

© Visa US A. Inc. 1956

www.americanradiohistorv.com
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62

for the RAB and con-
ducted by Edison
Media  Research,
found that retailers
consider radio mosi
effective in delivering
younger consumers
and most effective in
repeatedly reaching its
target audicnce.

The same survey
described newspapers
as a broad-reach medi-
um that carns high
marks for credibility
and effectivencss at
highlighting sale mer-
chandise and one that
is used most often
when people prepare
to make a purchase. "It you are a depant-
ment store, you can put 10 items on sale
in one page in a newspaper. but you
can’t do that in a 30-second or 60-second
radio commercial.” Tropp says.

“Radio is a targeted medium based
on audience demographics or listener
interest.” Cannistraro says. “But while
radio stations typically reach a small
percentage of houscholds in o market.
daily newspapers reach 60 to 70 per-
cent of the market’s consumers.”

The perception of radio as having lit-
tle broad-based reach may change. As
radio groups operate clusters of sta-
tions in single markets, they can offer
advertisers commercial inventory in a
variety of formats targeted at different
audicnce segments. Some say radio’s
ability 1o sell six stations in a package.
as opposed 10 one or two stations, may
help define it as a broad-based medium
10 advertisers.

“Since radio now can sell advertis-
ing across six or eight stations. ofter six
formats and cover a very broad audi-
ence spectrum, that makes it formida-
ble.” Graves says. I think the legisla-
tive changes have benetfited radio.”

Others argue that advertisers may
shy from radio because they lear larger
station groups will drive up ad rates.
“Because of consolidation, advertisers
have less negotiating ability with indi-
vidual stations. We've heard stories to
the effect that radio pricing is going up
as aresult.” Tropp says.

Lyle Schwartz, senior vice president
and group supervisor at Young &
Rubicam in New York. says that while
*consolidation will not change the
audience levels for radio.” it should
make better “marketing partners of sta-
tions. clients and advertising agen-

A

| radio.”

1 E}«'II
Interep’s Stewart Yaguda says a
key to boosting radio advertising
is selling as a complement to
newspaper campaigns.

Broadcasting—

cies.”

A number of radio
industry advocates are
making a similar ap-
peal. At the RAB's lat-
¢st marketing leader-
ship conference in
Atlanta, RAB Chair-
man Gary Fries im-
plored sales teams to be
“pro-radio.” not “anti-
newspaper. To go after
advertisers who've
built their careers on
newspaper advertising
with an anti-newspaper
approach is like telling
people they’re stupid.
and that’s wrong. We
have to sell the assets of

In an etfort to quickly capitatize on
newspapers” downside, some radio
group owners have urged sales teams 1o
work toward pushing radio’s share to
10% . But radio group managers partici-
pating in a panet discussion at a Kagan
Seminars Inc. meeting last week agreed
that 10% may be too high a target.

“Ten percent is a lofty goal when
each percentage point is worth bil-
lions.” said David Crowl, president of
Jacor Communications. *I would t